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ABSTRACT

This independent study aimed at studying media exposure and purchasing behaviors of
consumers towards entertainment magazines in Mueang Chiang Mai District. The samples were
300 people who purchased entertainment magazines in Mueang Chiang Mai District and were
selected by convenience sampling method. The collected data were then analyzed by the
descriptive statistics which were frequency, percentage and mean.

This study showed that most respondents were female, with aged between 23-30 years
old, with Bachelor’s degree, working as employees in private companies, and with monthly
income of 5,000-10,000 Baht.

For media exposure behavior towards entertainment magazines, most respondents
exposed to one to two entertainment magazines a month every month. They spent 15-30 minutes
reading the entertainment magazines. They exposed to one copy per day from 6 to 12 pm at their
residence. They preferred reading the column they were interested in first. The most favorite
column was super star gossip.

For purchasing behavior towards entertainment magazines, most respondents purchased
TV Pool magazine the most frequent. The purchasing purpose was to read about celebrity news.
They decided to purchase by their own. They purchased the magazines every month especially

during the early launch of the magazines from bookstores. They did not subscribe for the



magazines. They purchased less than one magazines a month by switching magazines based on
their interest. They also kept the magazines after read them.

For marketing mix factors affecting purchasing decision towards entertainment
magazines, place, price and product factors affected their decision at high level ranked from the
highest to the lowest level. Promotion factor affected the decision at moderate level. For
sub-factors, the most important product sub-factor was the attractive front page. The most
important price sub-factor was reasonable price. The most important place sub-factor was
availability at any bookstores and convenience stores. The most important promotion

sub-factor was premiums freely offered to readers.



