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ABSTRACT

The objective of this study was to investigate: (1) Bangkok women’s general television
exposure; (2) their TV exposure to juice advertising in particular; (3) the influence on them of ads
promoting 100% juice; and (4) the relationship between demographic characteristics and TV-exposure
behavior on advertising for 100% juice.

This survey used questionnaires to collect data from 400 women aged 20-35 living in
Bangkok. Respondents were selected using the multistage sampling method. Statistics consisting of
percentages, means, standard deviations and Pearson’s product-moment correlations were used in data
analysis.

Results were: (1) Most samples were aged 20-29; were bachelor’s-degree graduates; were
students, government officials, state-enterprise employees, bank staff and private employees; and made less
than Bt10,000 a month. Most samples watched TV for entertainment, followed by for information. Channel
7 was the most-frequently reported station, followed by Channel 3. The most-frequently reported time was
from 8.30pm to midnight, followed by 6.30-8.30 pm. Their favorite programming was dramas, followed by
the daily news; (2) Most samples were exposed to 100%-juice ads on TV. They reported “very much” liking
ones for Malee, Unif and Tipco brands; (3) For the ads themselves, most samples emphasized the good-
looking and slim presenters, followed by easily understood content and fun presentation. When they
watched the ads, they believed 100% juice benefited health and provided a slim body and beautiful skin. In
terms of memory, most samples remembered the presenters, followed by the brands. Factors of TV ads
making the most impact on consumption behavior were the presenters, followed by frequency and
continuity of ad exposure; and (4) Women aged 25-34 showed more exposure to TV ads than did women
aged 35 and above. Women who were government officials and state-enterprise employees had more
exposure than did students; women making Bt10,000 to Bt25,000 a month had more exposure than those

making less than Bt10,000.
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