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This thesis has collated the demographical characteristics of selected
subjects insofar as they have affected consumer decisions to purchase Moving
Picture Experts Group Layer-3 Audio (MP3) players. Also considered are the
behaviors of the subjects of investigation attendant upon exposure to advertising
in printed media insofar as said exposure affected consumer decisions to buy
MP3 players. Finally, investigated are components of the techniques of
advertising in printed media for MP3 players which affected the purchasing
decisions of the consumers under investigation. These components are the

patterns, contents and presentation techniques of this advertising.
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The research population consisted of 5,528,241 male and female consumers.
The sample population size of 400 was determined by an extrapolation from
Taro Yamané’s table at the reliability level of 95 percent with a margin of error
not greater than 5 percent at a statistically significant level of .05. Accordingly,
the researcher’s use of the simple random sampling method entailed selecting
subjects from five out of the fifty districts in Bangkok Metropolis. These five
districts were Pathum Wan, Ratchathewi, Lak Si, Bang Kapi, and Chatuchak.
The instrument of research was a questionnaire.

The techniques of descriptive statistics used in the analysis, formulation
and tabulation of the data obtained were frequency, percentage, mean and
standard deviation. t-test and one-way analysis of variance (ANOVA) were
also employed for testing purposes. The technique of least significant difference
(LSD) multiple comparison was deployed in cases in which differences were
found to be at a statistically significant level.

Findings are as follows:

1. The majority of consumers were between the ages of twenty-seven
~and thirty-two, unmarried and worked as employees in companies or state
enterprises.

2. In regard to behavior attendant upon exposure to advertising in printed
media, they received brochures on average three times per month. The majority
spent one to two minutes scanning the brochures. They viewed pictures of the

products and they received brochures on the street.
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3. In regard to the patterns of advertising in printed media, it was found
that consumers were desirous of 4A size brochures folded in half. They preferred
laser-printed four-color brochures using ordinary paper.

4. Consumers interested in the content of such advertising could listen
to frequency modulation (FM) radio using a universal serial bus (USB). The
factors inducing consumers to make such purchases were being able to listen
to the MP3 and to FM radio, to make audio recordings, to collect information,
and to be able to use loudspeakers. The majority were also interested in easily
understood language in the information they read.

5. Consumers were interested in various components of ad&ertising in
printed media. Such components were the provision of information concerning
the quality and price of products and an interesting presentation of script using
bold letters accompanied by illustrations.

6. In regard to the decision to buy MP3 players on the basis of advertising
in printed media, it was found that consumers deciding to buy MP3 players on
this basis were at the highest level (X = 4.70), a high level (X =4.44),and a

moderate level (X = 3.24), respectively.





