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Abstract

The purpose of the research on “Influence of Advertisements on Attitude
and Decision to Buy Buddha Amulets of Buddhists in Bangkok” is to investigate how
exposure to advertisements influences people’s attitude and purchasing behaviors of
Buddha amulets.

Quantitative method of survey research was employed. Questionnaires were
used to collect data from 323 sample respondents during December 2008 — March
2009. Descriptive statistics as well as inferential statistics of Chi-square, Independent t-
test, one-way ANOVA and Pearson’s Correlation were used to analyze data and test
hypotheses.

The result of the study shows that there are more men than women in the
sample groups. Most of them are in the age of 31-40 with undergraduate degrees. Their
professions are merchants or business owners with income 10,000 baht or less than per
month and have been participated in religious activities.

As for exposure to Buddha amulet advertisements, findings indicate the
highest exposure to advertisements in newspapers. Moreover, respondents are
reported to have highest interest and recall of details of the advertisements they were
exposed to.

Attitude towards advertisements and religion are also shown to be highly
positive. In addition, most respondents reported that would buy Buddha amulets after
exposure to advertisements with spending volume of less than 10,000 baht..

Hypotheses testing indicate that three demographic variables of age,
gender and education are related to frequency of exposure, interest and recall of
advertisement messages. Moreover, these three variables are also associated with
respondents’ decision to buy Buddha amulets.

Interest and recall of advertisement messages are related to both attitude
towards advertisements and religion. However, frequency of ad exposure is not
associated with buying decision, while interest and recall of advertisement messages

are shown to have negative correlations with buying decision. Finally, analysis shows
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that both attitude towards advertisements and religion are positively related to
respondents’ decision to buy Buddha amulets .

The present study indicates that advertisements can influence only
respondents’ attitude toward advertisements, but not their attitude towards religion.
Most importantly, advertisements have no influence on buying decision. The key factor
found to be influential to buying decision is attitude towards advertisements and religion.
Such findings imply that Buddha amulet advertisers should focus on building positive
attitude towards advertisement and religion, so that this will, in turn, lead to buying
decision in the end. On the side of government or authorities involved, it is
recommended that rules and regulations to be imposed on Buddha amulet business
should not control quantity or volume of advertisements, but rather on ad messages

because the latter have stronger influence on people’s attitude and buying behaviors.



