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The objectives of this study were to identify (1) brand personality strategies of 3
home and decoration magazines who were currently the market leaders, namely
Baanlaesuan Magazine, Home and Decor magazine and Elle Decoration Magazine
(2) consumer's perception of home and decoration magazine (3) consumer’s purchase
intention of home and decoration magazine and (4) the relationship between
consumer's perception toward consumer's purchase intention of home and decoration
magazine. By implementing a qualitative research method ,the researcher conducted
an in-depth interview with the editors of the above three magazines. Thereafter,
questionnaires were used to collect data from 408 respondents, age ranging from 25-60
years old in Bangkok who were aware of the 3 home and decoration magazines and

used to read at least one of them.

The results indicated that building of brand personality strategies of each
magazine were different but some of the specifications were similar. Baanlaesuan
magazine's brand personality was positioned as sincerity and sophistication
respectively. For Home and Decor magazine, the dominant personality were sincerity
and sophistication. While Elle Decoration magazine focused on sophistication and
competence orderly. For the brand perception, the sample displayed differences for
which being in line and not being in line with the editor's set of direction. Samples of
Baanlaesuan Magazine perceived its personality as competence and ruggedness
respectively. Home and Decor magazine was perceived as competence firstly and
sophistication personality secondly. Furthermore, Elle Decoration magazine was
perceived as sophistication and excitement personality accordingly. The correlations
between consumer's perception and purchase intention were tested significantly

positive.
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