uNfaLe

vy

179575

a e ¢ A a o ©
myIvelundliliiagisyesdinefinuifangdnssumsdladyu nrsead uazay
fAaiu voaglduinsiifinedelavanso fhwuniuns meumfnivuena ohdoyainld
Auuwannlunisiaunazdivdjensazidoasadlseneulude luyainieglu
] [ ] . ) [ y ¥
dumisnaany ine e lawaniivszaninalumsdearsuiniiga asfiaulunsafidy
1 4
MIIBUVVT1329 (Survey Research) 11111 TAATUAYI (One-Shot Descriptive) 1933 guaneng
b4 []
HUUHAIBTUABY (Multistage Sampling) NquAIBE1INANY1 A 4lFuTn1ssa Iifwuniuns
a  as o o -] 9/ 9y L= 7
MURANTTUIA $IUIY 400 AU FIMTAVIIWTINTOYAAWHVVTBUN IIADY FUNA 2548
udninn dunaminifesazdoTilsunsuneuiuaes spss Tasminiaunie $ovas ttest,
L []
Chi-square (a2 ONE WAY ANOVA Tumisnis simiuiniwaii lduhinisinszd deya
WaINTTUUI (Descriptive Analysis)
HaMs 3% wuh nqudlede Wumemimumde ey 16 - 25 1 daulngiiu
o - o at v & - o oS 1o
winauuinenyu insfnunlussdulSggnas Tsoldmdsdeidou 5,001 - 10,000 um
daztinamudlumslduinmssa livhumuns aumduisuena 1 5u /7 dlad ianwaulely
g 'y o o
migde lawanluse lfhuviues dmiumamodtulavanlusofhumuns veslszan
yunlduinms wuh Tawanswiensnowdiyd dulavaniinguiesunemiulusevih
] PR d A 4 . o a s
wannanga  lesngnnomudelavauvarl  dilvgszansnsaiinwazidonsss
UszneuTamanlusa Idumiuns Ussiamgilam lunniqe uazdmsumsinosiuTavan
vinaaaiise Ifhwmues vesdsznauilduins wud TawaniTofl Wulawaniings
detuneiulunsnuse Ifhumunsnaiga Tasszmunsasadinwaziduassnisznou

Tamanusnaaaiiise Ifhuvuas Uszanglnm dunniiga



173975

Tudruvesnnuaamiulassneanude lavanluso lWdwviuas  eomdusy
. o = ' @ [ =t a o Y a <3 P Py
wsnaeglussAudiunai Taonqualresilinnufamulumauin  ludeAamuizesniud
- - 9 - 1 ¥ A Y A a =1
«fpusondosvasdolawanluso iumiuas dwudodu 9 nquarednlinnufamuly
o a = Py o 4 o a ow
sequilunans  anvdariulasswnoadudelavanusouse Iihwmuas - dwmdusy
i o (Y] 1 -~ a o a =1 4 Py
mﬂaagius:ﬂmﬂuﬂma TasagualesniinaAamulunewin  ludefamuizesnnud
=1 = v d' a -1 {1 9/ 4' ’ s 1 Py
sufisusvudosvesde lawanuinaaoiisa Miwmuns dwudedu q nquiledialiniw
aaviuluszauidunais
MINMINATLALLATIUNTTAUTEA AT .05 WUN
PRy Y a -1 o o do
1. Anwd luns 1usms Tanduiusiumsinog Tamanlusa ihumuns s
: a 9 o r- o o da 9/ o o & ;Y a
warwdlumsldusms fanuduiuifumaneg Tavandsiaiu ladeuniaud vsnu
~ - Y a a v o oo 9 Y]
anfiso Tihamuns uazaawd lumslduias Sanuduiusdunsineg Tawandramis
Y T - - o vlﬂﬁ 1 d’ﬂ 1;! oY illa ar ar L4
madululesanil vSnaaoiise diuriuas uannudlumsiguins lulianudunus
. b
fumsnog lavsmilefsyzuSnaiu ladeussnindu vinuaniisa Iwdwmuas uos
P Y A 1 [ @ o o 9 = o [N
anwdlunisliduias hiianuduiusidumsinog lausaigasiavisgy laveasda lula
vshaantise i wvuas
9q ¥ a o - n g P ] o Py 1 a =1
2. lFuTms il 01y 8130 MsAnu uazswldmdudedou NuanAai oy
o A4 a ° o o o LY P
msvndwedud Tald musgyalaunu plam Widunes &du uazdenrulaman Fuilu
P4 3 - =4
swazduasindsznoude lawanlusa Wi wniuas uasuSnaaaiiisa Ifwmuns 18
UANAIAAY
o H ] o P o ] &
3. Qlfusnsifiowguandieiu  szlinowdariudedelananiuse I wmiuns
° "V W 9 o Aa ¥ A 1 oA v W a
fumonm anumseadr TRuandredu uasdldusnmsiliswlAmdsdedsuuandieiv ezl
a =1 ] % . ° t a ] u’: n’: 1
anufaiuaode laranluso iwmiuas - dumsvaslduandiady  mniuueniuly
] o a o VoA - = 9q 9 a s
uANAaRY tazanuRamiudede lananusnaaniiise Iiwmiuas glduTmsitioguan
anfy winnuRaiuaede lavanusnuaoitise IWiuviuas A umenw Auanui
A P=} v LY 9q 3/ = Aa =} ] Y] = a =1 9/ ] 9
Wedeuananiu uasdldusmsifiodwuandrefiu szlinnufamu AMuanuimuls A
oA oA 1 s Yq 9 a Aat < 1 o ~ o o 9
AMniu¥ets uanaeiy uazg lFuImIninmsAny iy wslinnufamy Auanu
oA oA 1 19 9 ¥ a A Y a1 oA ] [y o a g ¥
uneiouanaaiy uazdldusnsniswldmdsdeneuuandisiu szlinnuAarmudiums

¥ ¥
W WANAIOU Tuuemiu luuana1eiu



ABSTRACT
179575

The objective of the thesis was to study the exposure behavior, recall and opinions of
the passengers on advertising media in M.R.T. Chaloem Ratchamongkhon line. The research was
able to provide the direction to improve the effectiveness of advertising in M.R.T. Chaloem
Ratchamongkhon Line. Survey research, one-shot descriptive and multistage sampling were used
with the sample group of M.R.T. Chaloem Ratchamongkhon Line’s 400 passengers. The research
work ‘duration started on December 2005. The data which were then assessed with the application
of SPSS and tabulated the statisical analysis of percentage, means, t-test, Chi-square and One way
anova thence analysing by Descriptive Analysis

The result of the research were as follows. The sample group consisted of both male
and female in equal proportion, aged between 16 — 25 years old. Most of them were empolyees in
private sector and had a bachelor degree, income per a month are 5,001 — 10,000 baht. They
travelled by M.R.T. Chaloem Ratchamongkhon Line one day per week. The research’s results
showed that the most of them were interested in looking at the advertising media in M.R.T.
electric cars, on the wall at entrance network in M.R.T. station, besides the wall in M.R.T.
station, above the head on escalator and automatic fare gate network consecutively.

The highest advertising has been seen in the M.R.T., the sample group as passenger saw
advertising of Siam Commercial Bank, advertising of Easy buy and advertising of Orange
consecutively. By the highest recall, the passengers could recall some details that were pictures,
the names of products/services, logos inside M.R.T. electric cars. For the M.R.T. station, the

sample group has been seen advertising of TOT, advertising of AEON and advertising of Orange
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consecutively. By the highest exposure, The passengers could recall some details that were
pictures, logos and names of products/services consecutively.

The research’s results showed that the most of them were respondented had positive
attitude toward the advertising media inside M.R.T. electric cars as same as the advertising media
in M.R.T. station.

The overall findings with the hypothesis testing at the significant level of .05 showed
that:

1. The frequency of passengers of the M.R.T. Chaloem Ratchamongkhon line
correlated with exposure behavior advertising media on the wall at the entrance network in
M.R.T. station, besides the wall in M.R.T. station. But the frequency of passengers of the M.R.T.
Chaloem Ratchamongkhon line uncorrelated with exposure behavior advertising media above the
head on escalator and automatic fare gate network.

2. The passengers with different demographic characteristics had different recall.

3. The difference of income per a month and age was the factor of the different

attitude.





