% < aw A = o Aa o oa
Faglszaenmsiduie (1) Anwanyazlszynsiilasuinems
a day (2) Anilaivhiinasemsitlasuuazanuitanelavesiindns a day Tud
4 Ll -] ~ [ 1 <3
sluvy em wagdEmsinaueiingms a day 3) deyai 18 luidluuuamslu
Y ~ Yt ¥ Voo U] A X " o a’/’ :!yﬁ
mswantiaeds lgunmdeli nqualed i ldlumsitenseiine Uszmnng
v‘ v o (] v <
srngamwuruasiteny 157 au'll $1uau 400 au nsesiienlf lumsiiy
9 A aadq A 9 Y
srusmdeyane nuvaeuow adanldlunsiinsizideya laun msunues
awd Sevay Aundo uazAnliouunassIu nageuauNag i Inemslinsed
1 [ YRR A4
Aaundsdsunamed (One-way ANOVA) HazmsHIsANTURYT lag
{ a 'd
Pearson’s product moment correlation coefficient lunsainlsmsmsizrinny
wilsdsmduunuuumadedmuanuuandsvesiimaoueinguiiedisedi
oo 1 ¢ v ldmsnSoufsunygu nageuiiusiog TasTmmamaivddy

(LSD) (Wenaaeug lalinundenieny



HANISIEWL

[ k) [ % =2 ) = 9 A ¥

Snuazlizannsd e 919 sTAUMSANYT 818N 1azs 18 1d wuh nade

=) o =1 ~ ¥ 1 o

msalasunazanuiane lafinods a day Tiuandenu

HAN3ITIMIAUNgAN UM IO o INANY Unademsitlasuuas
anufianelefinods a day aadu 1y isnfSeuhoumanuuana A undy ves

» ¥

my ldnvesiinems wuh femiFeiiavasusues szimstaivilavasge
LA A 9 @ A ) J A ' 9y a A 9)::'{ ¥y
1 gewienndumiiade aAnumavesaunae 0.11 daugeIUNvebNeue Y
wifimsdasuiinomsgani mndumisde anudievesdunas 0.14 1edu

r ¥ y ¥ .
manafideiinoms a day wud fernufideilagdismazanuduiivessim azll

] 4
msiladufinsensunnimgrasu anuuansefisiiiy 0.17 wazfnde
Taomsueumsnznmaniuazmnyszneuaisan ssimslasulineas
WMANIURANADY ) ANUANNANNMAY 0.18
a e 9/ v @ J 1 =Y o ) Y
HansIsemeduanuduRUSsenIguuuieeds a day fumsiasy

74

= ¥ v v . s = i
uazanuieaneleiineas a day wuh Sanuduiuinmisunsumsilasvivey

anuitanelefineds a day Rszinivdrameadan 0.01 na1ne Jenl

v w dv Y A w A v 0 = Y a J v @ 7 v w
AMUFUTUSADUUINGI AB UNIWIUABANUAN 9 Idulseansandunusininu
] Y] Y =Y 4 Y Y o
497 sp9a9n 18un myeenuuutanthesny Tmdulseansanduiusoiiy 375
Y a L4 v o ¢ 1 o
HAZAMMMWIZHUUBINUNTHYBINNI TEnDY Jadulseansandunusuny 352
) .
HansIsemeauANYduRUE ST Nleva IS M naue Haoas
9
a day fumsdladuuazanuianelaiineas wuh HIBVUaZIs M naUe
Saoans Sanuduiusmeuinsumsilasuuazanuiane laiineens Nszau
@w o o And' 1 Y] d‘d @ @ & 9 ]
Wodnaymedadan 0.01 Taswud Tenlinnuduiusgega 1Aun gaunmues
3
Y ar Py o o & 7 a
Hevnanse Tnelimduilseans anduwusoniu 599 sedaanne anuvanvaiy
dsl’ Ay W a o v o & 1 w o LY 43' =
woutiom Inoiimduiseant andunusoniy 597 uasanuiualoveailon Ingll

Mdudseantandunus i 594



215005

This thesis delineates the demographical characteristics of selected
respondents who have been exposed to “a day” magazine. In addition,
investigated are the factors affecting this exposure and the attendant
satisfaction generated by being exposed to “a day” magazine in respect to the
aspects of style, content, and the modes of presentation of this magazine.
Finally, indicated are guidelines which could be used to enhance this
magazine’s quality.

- The sample population consisted of 400 residents of Bangkok
Metropolis who were fifteen years of age or older. A questionnaire was used

as an instrument of research.
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Techniques of descriptive statistics used in the analysis, formulation
and tabulation of the data obtained were frequency, percentage, mean and
standard deviation. The hypothesis was tested using one-way analysis of
variance (ANOVA) and Pearson’s product moment correlation coefficient. In
cases in which differences at a statistically significant level were found in the
means for at least one pair, the Least Significant Difference (LSD) multiple
comparison method was used to test these differences.

Findings are as follows:

The demographical characteristics of gender, age, educational level,
occupation, and income of the respondents were not correlated with
differences in the effects of exposure to and satisfaction derived from “a day”
magazine.

A comparison of the mean of differences in respect to how the
magazine was acquired found that those readers who had purchased the
magazine manifested higher levels of exposure to the magazine than readers
renting the magazine from rental bookstores with the mean difference being
0.11. Readers who borrowed the magazine from others had a higher level of
exposure to the magazine than those renting the magazine from rental
bookstores with the mean difference being 0.14.

In regard to reasons for purchasing “a day” magazine, it was found that
readers buying the magazine because of the reasonableness of the price had a
highér level of exposure to the magazine than those who purchased the
magazine for other reasons with the mean difference being 0.17. Readers who

purchased the magazine because of the beautiful pictures of stars and
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illustrations in the magazine had a higher level of exposure to the magazine
than those who purchased it for other reasons with the mean difference being
0.18.

The style of “a day” magazine was found to be positively correlated
with exposure to and satisfaction with “a day” magazine at the statistically
significant level of .01. A rather high level of correlation of exposure to and
satisfaction with the magazine was found in regard to the writers of various
columns with the correlation coefficient being 0.497. Next in order of
importance were the beautiful lay-out designs of the magazine with the
correlation coefficient being 0.375, and the appropriateness of the quality of
illustrations in the magazine with the correlation coefficient being 0.352.

The content and the presentation of the magazine were found to be
positively correlated with exposure to and satisfaction with the magazine at a
statistically significant level of 0.01. The factor with the highest correlation
was the quality of the content with the correlation coefficient being 0.599.
Next ’in order of importance were the variety of the contents with the
correlation coefficient being 0.597, and the content being up-to-date with the

correlation coefficient being 0.54





