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This thesis investigates the affects of Mobilier Urbain Pour Information
(MUPI) outdoor print advertising on the decisions of consumer to purchase
Syndicate Public Company Limited (S&P) food products. In this connection,
considered are the demographical characteristics of selected consumers and
their exposure behaviors in regard to this form of outdoor print advertising of
S&P food products. Finally, taken into account are the format, content and
presentation techniques of this mode of advertising of S&P food products as

they affect the purchasing behaviors of the consumers under study.
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The sample population consisted of 400 consumers who know of or
have viewed MUPI outdoor print advertising of S&P food products in the
Bangkok Metropolis area. These respondents were selected through an
application of the random sampling method.

Techniques of descriptive statistics used in the analysis, formulation
and tabulation of the data obtained were frequency, percentage and mean. The
hypothesis was tested by the techniques of one-way analysis of variance
(ANOVA), least significant difference (LSD), and correlation coefficient.

Findings are as follows:

Differences in the demographical characteristics of respondent income
were found to be correlated with concomitant differences in regard to decisions
to purchase S&P food products.

Differences in the frequency of viewing MUPI outdoor print advertising |
on the part of respondents was also determined to be correlated with differences
regarding decisions to purchase S&P food products.

The researcher was additionally able to determine that differences in the
format of MUPI outdoor print advertising in regard to the aspects of the spatial
intercalations of glyphs and illustrations, the background projected on the
screen, advertising colors, and the company logo appearing in the advertisements
were correlated with corresponding differences in respondent decisions to
purchase S&P food products.

Differences in the contents of MUPI outdoor print advertising were not

found to be correlated with differences in respondent decisions to purchase
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S&P food products.

Differences in the presentation techniques of the advertisements under
study in the éspects of enlarged product pictures, making the products appear
more delicious, and providing increased lighting were found to be correlated
with é.ccompanying respondent decisions to purchase S&P food products.

Overall, the purchasing decisions of the consumers being investigated
vis-a-vis S&P food products as determined from responses to a questionnaire
indicated that of greatest importance to purchasing decisions was the 20
percent discount given on Wednesdays. In this connection, in de;scending order
of importance were the reputation of product brands and product reliability,
the taste of the product, the quality of the product, and sale promotion.

At a moderate level of importance in making purchase decisions was
the desire to follow consumer trends. At lower orders of importance were

MUPI advertising itself and Internet advertising, respectively.





