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ABSTRACT

The objective of the study was to study the consumer perception of media advertising toward
advertising of mobile telephone network providers in Amphoe Mueang, Changwat Chiang Mai. The
population of the study were residents in Amphoe Mueang, Changwat Chiang Mai. The sample size
of 400 were selected by convenience sampling method. Questionnaires were used to collect data.
Then, they were analyzed by using the descriptive statistics which were frequency, percentage, and
mean,

The results of this study were that the majority of the respondents were single, male, aged 20-
30, with bachelor degree or equivalent, who worked as employees in private companies, their job and
house was in Amphoe Mueang, Changwat Chiang Mai and had average income of 10,000 bakt or
less. Most of them had one mobile phone and used the AIS mobile telephone network providers. At
home, they mostly had television sets. They usually perceived media which provided convenience

for them such as radio and television.



The results of this study from questionnaires were as follows:

‘The reasons to information seeking of mobile telephone network providers of the
respondents, in general, had the overall average at the moderate level of opinion, the subfactors
which had high average of épinion were in order, decision-making in choosing services, knowing
about news related to mobile telephone, learning about specific interesting information, the way for
problem solving of the mobile telephone, to communicate and had knowledge as the same level with
others.

As for information receptivity consumer of mobile telephone network providers from the
media, they were ranked respectively as follows: television, cutouts, newspapers, radio, brochure and
posters.

As for experience receptivity of advertising from the mobile telephone network providers,
AIS and DTAC were averaged in high level. The general prcfera.bility and clearly of information
from the network providers had the overall average in high level. Also the preciseness of the
advertising message of the network providers, the opinion was averaged in high level. The most
important media in helping the consumers in deciding to buy or use the services from the mobile
telephone network providers, in general, with overall average at high level, was personal

communication.



