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This study has the objective of finding out how decisions to buy goods
and services relate to advertising films shown in movie houses. Four hundred
young persons with the age between 18 to 24 years in Bang Kapi District,
Bangkok, were selected as samples. Open questionnaires were used as the
research tool to collect data. The reliability test was set at 0.98 and the statistics
used to analyze the data are frequency, percentage, standard deviation, t-test,
and one way ANOVA.

The findings from this research are as follows:

1. The youths are male and female; the in age is between 18 to 24 years,
studying at undergraduate level, still single, with income of 3,100 to 5,000 baht

per month. The samples went to Major Cineplex the most often. The frequency
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of seeing films is once a month. The reason for seeing the movie is that the
movie house 1s located near their university, work place, or residence. The
ticket price is 120 baht per ticket. The sample members go to see movie with
friends the most.

2. The youths agree that the presenting technique, form, and content of
adverting movies have effects on the in decisions to purchase goods and services.
The youths also agree that the adverting movies in the movie houses give a big
and clear picture that enhances their enthusiasm. The advertising films in the
movie houses have the effect on the youths' decision to purchase goods and
services at different levels according to sex, age, education, occupation and
monthly income. The advertising film with different presentation technique,
form and content has the different impacts on the youths' decision to purchase
goods and services, depending on presentation technique, form, and content.

3. The youths agree that the recall of advertising movie in the movie
house has an impact on decision making to buy goods and services. The youths'
recall of advertising films in the movie houses has a different impact on the
youths' decision to purchase, according to sex, age, education, occupation, and
monthly income. The different level of recall affects the decision to purchase
goods and services at different levels.

4. The youths' opinion toward the advertising films has an effect on
decisions to purchase goods and services. The youths think that the advertising
film in the movie houses should have unique characteristics, making them

different from advertising films in other media. The advertising films in the
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movie houses have different impact on the youths' decision to purchase goods
and services, according to sex, age, education, occupation, and monthly income.
The youths agree that different opinions toward the advertising films in the
movie houses lead to different levels of decision to purchase goods and services.
5. After seeing the advertising films in the movie houses, the components
of films and opinions about them have different impacts on the youths' decisions
to purchase goods and services. But the recall of advertising films makes no

difference to the youths' decision to purchase goods and services.





