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T h e o b je c t iv e s  o f  th is  r e s e a r c h  w e r e  1) to  s tu d y  c o n s u m e r 's  a ttitu d e  tow a rd  d ire ct m ark etin g

2 ) to  s tu d y  c o n s u m e r ’s  a ttitu d e to w a rd  p r iv a cy  intrusion  from  d ir e c t  m a rk etin g  a n d  3) to  s tu d y  c o n s u m e r ’s  

desire for regulations in d irec t marketing. This survey research was conducted using questionnaires with 
4 0 0  s a m p le s ,  m a le  a n d  fe m a le , a g e d  21 -  5 0 , r e s id in g  in B a n g k o k  M etropolitan  a r ea .

T h e r e s e a r c h  fo u n d  that:

1 ) Majority of the consumers had neutral attitude toward d irect marketing.

2 ) M ajority o f  th e  c o n s u m e r s  c o n s id e r e d  d ire c t m ark etin g  a s  p r iv a cy  intrusion  at m o d e r a te  

lev e l.

3 ) Majority o f the consumers desired regulations in d irect marketing at high level.

4 ) C o n su m e r ’s  a ttitu d e tow a rd  d ire c t m ark etin g  a n d  a ttitu d e tow ard  p r iv a cy  intrusion from  

d ir e c t  m ark etin g  w e r e  s ig n ifica n tly  n e g a t iv e  c o r r e la te d  a t 0 .0 5 .

5 ) C o n su m e r ’s  a ttitu d e  to w a rd  d ire c t m ark etin g  a n d  d e s ir e  for r e g u la tio n s  in d ir e c t  m ark etin g  

w e r e  s ig n ifica n tly  n e g a t iv e  c o r r e la te d  at 0 .0 5 .

6 ) C o n su m e r 's  a ttitu d e to w a rd  p r iv a cy  in trusion  from  d ir e c t  m a rk etin g  a n d  d e s ir e  for 

regulations in d irect marketing were significantly positive correlated at 0.05.

7) C o n su m e r ’s  a ttitu d e tow a rd  d ire c t m ark etin g  a n d  a ttitu d e tow a rd  p r iv a cy  intrusion  from  

d ir e c t  m ark etin g  s ig n ifica n tly  c o r r e la te d  w ith d e s ir e  for r e g u la t io n s  in d ire c t m ark etin g  

a t  0 .0 5 .
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