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ABSTRACT 2 1 07 1 3 :

The purposes of this research were to 1) examine customers’ personal factors and
behavior of purchasing computer magazines;’ 2) study the factors affecting the decision to purchase
computer magazines, 3) compare levels of purchasing computer magazines, categorized by personal
factors; 4) compare levels of purchasing computer magazines, categorized by customers’ behavior
of purchasing computer magazines; and 5) investigate the relationship between personal factors and
behavior of purchasing computer magazines in Bangkok. The sample group consisted of 400
customers in Bangkok. Questionnaires were used as a research instrument. Statistical analysis was
performed in terms of frequency, percentage, mean, standard devistion, t-test, F-test, LSD, and the
Chi-square test. The findings indicated the following :

1. Most customers were male, 21-30 years of age. They were single, holding a bachelor’s
degree, and worked for companies. Their monthly income was 10,001-20,000 baht. Computer Today
was their favorite magazine, accounting for sale to individuals exceeding 11 per year. The columns most
preferred were computer tips, options, and functioning. The reason for purchasing was the variety of
information which could be used in their work. Place of purchasing was at a general bookstore.

2. The factors in terms of product, price and distribution channels affected the purchasing
decision for magazines at a high level. On the other hand, marketing promotion affected the purchasing
decision for computer magazines at a moderate level.

3. Customers with different monthly income had a different level of purchasing decision
for computer magaiines with a statistically significant level of .05.

4. Customers with different reasons for buying computer magazines had a different level of
purchasing decision with a statistically significant level of .05.

5. Age, status, education, occupation and monthly income related to the benefits obtained
from the magazines, while status and occupation were found associated with preferred contents.
Moreover, occupation was found connected with frequency of purchase. Finally, education related

to the reasons for purchasing with a statistically significant level of .05.





