NsANEIALATIZULaz s AU la MU A RINITNNS N
dsziannaauaaiigunudalusindinasazangaula

TASINISUNUAARSS

Thel

WIANLEHG NTIDINFWNAU
-5 &I

[
=

msruaassriifiudiunilsrasnisAnummanangns
AMNYIANFATNUILITUN
ANUNVTIUIRNTTNNITWAHUIDFINNTNNTWE
AMTANNLANSTNANFASILATANSTHILNRY NWIAINENRUFITNANERAS

W.A. 2553



NsANEIALATIZLAz U s A UR A A MU A AN TNNS NS
dsziannanauaaigunudalulninasazangaula
TAS9INISUNUAAHSS

Tas

AN NTIUHFNAU
a9 &3

k4
L]

msruaasssiifiudiunilsrasnisAnummunangns
AMNYIANFATNUILITUN
ANUNITIUIANTTHNITWAHUIDFINNTNNTWE
AMTANNLANSTNANFASILATANSTHILNRY NWIAINENRUFITNANERAS

W.A. 2553



Real Estate Advertising Media Study Analysis and Evaluation
between Outdoor Media and New Media Effecting on

Interested Housing Rate

By

Mr. Piched Thongnuttapot

An Independent Study Submitted in Partial Fulfillment of the Requirements
for the Degree of Master of Science Program
Department of Innovative Real Estate Development
Faculty of Architecture and Planning
Thammasat University

2010



