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In this thesis, the researcher investigates the impact of television
advertising on the decisions of consumers in Bangkok Metropolis to purchase
women’s shoes in department stores in Bangkok Metropolis. Considered in
this connection are the demographical characteristics of these consumers who
are gainfully employed females vis-a-vis the decisions to make such purchases.
Additionally compared are differences between styles of television advertising,
presentation techniques and presenters insofar as they affect decisions to make

the aforesaid purchases.
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The population sample was comprised of 400 gainfully employed
females between the ages of twenty and forty in Bangkok Metropolis who had
used Naturalizer products purchased in thirty-two department stores and had
been exposed to media advertising of the products in the period between July
and August 2008. The population sample of 400 respondents was determined
by proportional representation of department store consumers.

Data were obtained on the basis of a questionnaire administered to the
respondents. Using techniques of descriptive statistics, the: data obtained were
analyzed, formulated and tabulated in terms of frequency and percentage. In
testing research assumptions, techniques of inferential statistics were used.
These techniques were one-way analysis of variance (ANOVA) and Pearson’s
product moment correlation coefficient, as well as least significant difference
(LSD) when differences were found at a statistically significant level.

Findings are as follows:

Consumers who differ in the demographical characteristics of age,
educational level and monthly income concomitantly evince differences in
purchasing decisions at the statistically significant level of .05.

It was also found that different styles of television advertisements affect
purchasing decisions at the .05 level of statistical significance.

Different television presenters affect purchasing decisions, at the .05
level of statistical significance.

Therefore, it appears that these factors have effects on the tendency to

purchase women’s shoes on the part of the consumers under study.
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In addition, finally, the researcher has found that television advertisements
affect purchasing decisions since they are a source of information that can
reach consurﬁers of both genders and all ages. Thus, it is important-when making
purchasing decisions to take such advertisements into account. However,
advertisements have both advantages and disadvantages, and so consumers
must consider them carefully. Whenever deciding to make purchases, consumers
should think only of benefits to be drawn from making such purchases and not
heed what fashion deems of value, thereby avoiding untoward édvertising

pressurces.





