185803

¥ 4 ~ =3 o [y = 1 a v
Foiseainnniinut  MssuiuazngAnssunmsdevesdus Inademsyy

Mwouss luun 1983035 uh

Fofiou TR R P ST A '
FouSaa Andmansumugng
11391 Jorsuaavy
Umseinu 2549

anenssuMsilSauinorinus
1. 594PNaANTINTH AT. 1590 §IUA sesiunssums
2. NAATINTY AT, FOOIA WIHNIH
3. 599PNAAITINSH AT. Iy qaﬁimgﬁm

¥ ¥
[

M3398AsaiNIngl Zaafiive (1) ANYIAULANAINTEH IS b
Uszns uazmssuivesdus Inadenssuninouns luvanleddnsud (2) fAnw
k4
ANUUANA1TEHNIANEULUTEHINT HAZNANITUNMIFBUBIRYS LnARBMIS T
o aa a A o a  d 1 Qs a
Aouas lavanToa¥nsuil 3) Anwinnuduiusseniemssud uaznganssuy
dy 3 - 1 4 an A = 9/ .
MIFev0IALS Innaanssunineuns layanledsnsun laglsuuvasvoiuly
=4 Y L Y
mMsthudeya 9INAGUAIBE19TIUIU 400 AU
NAMSIVEHU N
o P ¥ s Y a = a Y o
1. anyazdszinsNuAna1fMIYIUT 10 UNITTUIAIMITUNINIUAS
Tawan Tod¥niui # luuanarsiuednlivisdngmeadanszay 0.05
[ ¥
2. dnvazdlszrnshuanaieiuvesdus Inn ﬁwqmsmms%mﬂmiw

mwaumimymﬂ@wniuﬂ ‘VIllmmﬂﬂNﬂuﬂﬂNNNUﬁTﬂﬂj‘ﬂNﬁa i“’ﬂ‘U 0.05

3, m'i3mﬂumwmTﬂﬂmﬂmﬁmmwaumimymﬂaa‘?ﬂ?uﬁ Tanudu-

o/

Wi fuNgANTSUMIEe InFeeRIiTeIns1 Te8nIud edrelifudfameada
fis2AY 0.05
1 4 o U Y dy an A AaA 3 [ d‘ Yo
uazWUN nuAIeg1eipeaz 82 e Teosniuiaunsn a9k 1A5Y
o an 4 A (4 = v 3
sunnouns layan TedFnsunmie Insviad tazlanuansalumssug ua
o ¥ o d'o by d' = d' o 9 an A A
sadrdulsznoulunimouns lavan 191 1Aunnge fe Feasdunleddniumn
aA an a4 a8 A Yy o o a1 o 9 dy v
seqadfe 1811 “Tedgnsuiinulomiaudsugilu Taseziideyai lden
¥
m335u§ uazvadrdudszneulunmouns Tavan T 19dsgneumg@nssunsde

a4 A

A A J  a aa
H309AUN I UVEINT1 1oDFATUN



185803

Thesis Title Consumers' Perception and Purchasing Behavior
Toward An Oishi Green Tea Advertising Spot

Student’s Name Miss Muttana Pimchot

Degree Sought Master of Art

Major Mass Communication

Academic year 2006

Advisory Committee:
1. Assoc. Prof. Dr. Damrong Thandee Chairperson
2. Prof. Dr. Chaiyong Brahmawong

3. Assoc. Prof. Dr. Wisanu Suwanaperm

This study set out to identify the relationships between the
characteristics of the target population and consumer perception of an Oishi
Green Tea advertising spot, to document purchasing behavior subsequent to
viewing the commercial advertisement, and to identify the relationship
between perceptions and purchasing behavior among consumers who had
seen the commercial spot. The primary data collection tool consisted of
a questionnaire developed for this study and administered to a sample
population of 400 consumers.

The data, when reduced and analyzed using common statistical tools,

demonstrated the following.
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1. Consumer populations exhibiting different characteristics showed no
differences in perception of the green tea advertisement, as measured at the
0.05 level of significance.

2. Consumer populations exhibiting different characteristics showed
no differences in purchasing behavior after viewing the commercial, again
measured at the 0.05 level of significance.

3. Thé perception of consumers from any of the population following
viewing of the advertisement showed a relationship to their purchasing
behavior of Oishi’s green tea product, also at the 0.05 statistical level of
significance.

In addition, the study found that 82 percent of the sample population
made a first purchase of Oishi’s green tea after viewing the advertisement,
furthermore reporting that the elements of the commercial which were best
perceived and remembered were the Oishi Green Tea brand and the
company’s slogan, “Oishi Green Tea-real green tea from a Japanese recipe”,

Both of which were influential in determining consumer purchasing behavior.





