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This thesis is concerned with the demographical characteristics of
purchasers of car magazines domiciled in Bangkok Metropolis who are in the
process of deciding to purchase a car. Investigated also are the purchasing
behaviors evinced by these car magazine readers as influenced by the content,
styles, and presentations of car magazines in regard to decisions to purchase
cars made by the subjects of this inquiry.

Selected by the method of stratified random sampling, the population
sample was comprised of 400 residents of Chatuchak district, Bangkok

Metropolis. The instrument of research was a questionnaire.
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Techniques of descriptive statistics were used for the analysis,
formulation and tabulation of the data obtained. 7-test, One-way analysis of
variance (ANOVA), and F-test were additional techniques utilized for testing
purposes. In regard to the purchasing decision of the aforesaid readers,
Pearson’s product moment correlation coefficient was used to test the
relationships between variables.

| Findings are as follows:

1. In regard to the demographical characteristics of the readers vis-a-vis
decisions to purchase a car, it was found that differences in educational level
were correlated with differences in decisions to purchase a car. The higher the
level of education the more information was obtained by those under study
who were deciding to purchase a car. Again, the higher the level of education,
the greater was the capacity to judge the value and veracity of the information
used in making decisions to purchase cars on the part of those under study.
However, the demographical characteristics of gender, age, occupation and
income had no bearing on decisions to purchase different cars, inasmuch
relevant information was the determining factor in making such decisions.

2. In regard to purchasing behavior and the decision to purchase a car,
it was found that differences in behavior when purchasing car magazines did
not affect the purchase of products or services. The goal of respondents was
identical, inasmuch all desired satisfaction from consuming good products or

services.
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3. In regard to differences in the content of car magazines, it was found
that such differences did not affect purchasing decisions in regard to respondents
who purchase different kinds of cars. The readers used magazine content in
order to obtain varying perceived benefits. Such perceived benefits included
amassing additional knowledge, relaxation, to satisfy curiosity, to keep up-to-
date, and to be able to follow up on socially available information.

4. Exposure to differences in car magazine styles did not affect the
decisions of respondents to purchase different kinds of cars. The major factors
in readers taking out subscriptions to car magazines were convenience, price
and efficacious distribution.

5. Differences in presentations in car magazines were not correlated
with decisions to purchase different cars. To the contrary, the decision to
purchase automotive products or services was determined by respondent
perception that a given car would generate satisfaction on the part of the

purchaser.





