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This thesis investigates the demographic characteristics of selected
Ramkhamhaeng University students whose decisions regarding viewing movies
are directly influenced by exposure in the media to movie advertisements. Also
examined are response behaviors attendant upon such exposure vis-a-vis the
aspects of content, context, presentation and credibility insofar as they affect
movie viewing decisions on the part of the students being investigated.

This investigation proceeded by means of quantitative research.
Accordingly, a questionnaire designed by the researcher was used as an

instrument of research for collecting data. The research population was
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comprised of undergraduate and graduate students enrolled at Ramkhamhaeng
University in the eight faculties of the university, namely, the Faculties of Law,
Business, Hufnanities, Education, Science, Political Science, Economics and
Engineering. Selected from each faculty by an application of the statistical
technique of multistage sampling were 400 students who together constituted
the population sample.

The data collected were analyzed, formulated and tabulated by an
application of certain techniques of descriptive statistics, namely, percentage
and mean. The hypothesis of the thesis was tested using several techniques of
inferential statistics, namely, one-way analysis of variance (ANOVA) and
paired analysis multiple comparisons analysis.

Findings are as follows:

In regard to the demographic characteristics of the students under
investigation, it was found that the majority who are exposed to such movie
advertisements are females between the ages of twenty-four and twenty-six.
The majority of those sampled are also graduate students with a monthly
average income of less than 10,000 baht and are not gainfuily employed.

The majority of the respondents report that they have a preférence for
being exposed to movie advertisements on television while alone at home at a
rate of once or twice weekly in intervals of spare time.

Finally, in regard to the content and presentation of media in this
connection, it has been found that respondents prefer exposure in the form of
trailers. Most credible to the respondents are movie advertisements carried on
television. It was additionally found that the content, presentation and the
credibility of movie advertisements in the media did not generate differences
in regard to réspondent decisions in regard to viewing movies.

In conclusion, at a high level, all decisions made in regard to viewing
movies were made by reference to exposure to movie advertisements in the

media.





