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Abstract

The objective of this study is to investigate: 1) Content presentation and use of
advertising in daily sports newspapers; 2) the roles of ad agencies’ media planners and purchasers in
deciding to buy ad space; and 3) factors influencing ad agencies’ decisions to buy ad space in daily
sports newspapers.

This qualitative research used in-depth interview guidelines to interview 40 purposively
selected media planners and media purchasers from 20 advertising agencies. A descriptive approach
was used for data analysis.

Results: 1) Siam Sport presented news mostly about football and Thai boxing. Star
Soccer, Sport Pool and Sportsman presented only international football news. Muay Siam presented
news about Thai boxing. Kickoff focused on international football news. Products featured in the
newspaper ads were ranked as follows: automobiles and lubricants, consumer products,
communications, entertainment and recreation, and organizations. Most agencies bought ads in Star
Soccer, followed by Siam Sport, Sport Pool, Muay Siam and Sportsman. 2) Most media planners
played a role in the preparation of media plans and data collection and analysis. During plan
implementation, they received and studied the details and collected and analyzed data. Most media
purchasers played a role in preparing ad schedules and reserving ad space. During implementation,
they received details on space reservation, filled out space-reservation forms, delivered and picked
up materials and ensured full delivery of what was ordered. 3) Funding was the most important
factor influencing decision-making, followed by target groups, products, marketing promotion, ad

rates and sales points.
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