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ABSTRACT 2 1 O 8 5 9

This research aims to 1) study personal and business factors, 2) examine SMEs’
Behavior of choosing advertising media in Phranakhon Si Ayutthaya, 3) study 'decision levels of
choosing advertising media, 4) compare decision levels of choosing advertising media categorized by
ground of business factors, 5) study the relationship between SMEs’ personal and business factors
and their behavior of choosing advertising media. The sample group consisted of 320 businesses. The
research instrument were in the forms of questionnaire. The statistical analysis was performed by
frequency, mean, standard deviation, t-test, F-testand  Chi-square. Findings are as follows:

1. Most respondents were female, aged less than 26 years old, graduated with bachelor
degree, owned their businesses with 3-5 year experiences. The business was monopolized by the
owner. Their business characteristic was the production with asset not over than 2 millions baht. The
amount of staff was 12-60 and they have run their own business for 4-7 years with one workplace.

2. Most businesses made their own advertising media. They considered the products
and the services of businesses for the first factors to improve their profits by choosing pamphlets and
brochures. They spent less than 10,000 baht for making advertising media. The average of media
using was 1-3 times a year. This made surprisingly a great success of sales. The advertising media
have been important to businesses and the tendency of using advertising media is increasing. The
businesses that have never used advertising media were interested in advertising through radio by
considering proper budget.

3. Overall, the decision levels of choosing advertising media in media, prices, way to
announce, marketing promotion, technology and external factors were at a high level.

4. The various factors of duration of businesses made the different and behavior of choosing
advertising media  the results received from using advertising media, and the needs of advertising
media made the businesses have different decision levels at a significantly different level of .05.

5. SMEs basic factor were business type, budget, business size and business duration related

with choosing advertising media in SMEs business behavior at a significantly different level of .05.





