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This thesis investigates demographic factors of Ramkhamhaeng
University students affecting their gratification with exposure to online
advertising. Also considered are the affects of online advertising vis-a-vis the
gratification of the students investigated. In addition, considered are the
affects of advertisement presentation in online advertising on gratification
evinced by these students. Finally, the informational needs of these students are
correlated with the gratification gained from being exposed to online
advertising.

The research population was comprised of 400 Ramkhamhaeng

University undergraduates at the Bangkok main campus. The research tool was

a questionnaire tested for validity and reliability. The reliability level was couched
at the 0.91 level. Statistically, the data obtained were analyzed, formulated
and tabulated in terms of percentage, frequency, mean and standard deviation.
A t-test, one-way analysis of variance (ANOVA), and Pearson’s product
moment correlation coefficient were deployed for purposes of hypothesis testing.

Findings are as follows:

The Ramkhamhaeng University students investigated indicated that the
most salient factor affecting gratification with exposure to online advertising
exposure was the duration of time expended in each Internet session. An
Internet user who spent more than two hours at a time in an Internet session
evinced the highest level of gratification regarding exposure to online advertising.

It was found that interest in advertising presentation affected gratification
regarding exposure to online advertising. Such interest is particularly generated
by new presentation techniques, as well as by the quantity of advertising

presented.
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Informational needs of the students were positively correlated with
gratification regarding exposure to Internet advertising at a statistically
significant level of 0.01.
Advertising design was positively correlated with student gratification
with exposure to online advertising at a statistically significant level of 0.01.
The highest level of gratification with exposure to online advertising was

correlated with the use of moving pictures in such advertising.





