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ABSTRACT

The objective of this study was to study factors influencing the selection of advertising
media of business in Mueang district, Chiang Mai province. The data was collected by using
with a set of questionnaires, from 106 respondents who use the advertising media. The data
derived was then analyzed and presented in forms of frequencies, percentage, mode, and mean.

The results showed that those 106 respondents were mostly females aged 40 years or
more. They majority have bachelor’s degrees and were in the position of general managers.

Types of business were mostly commerce but without advertising departments while very
few of them had advertising departments of their own. For those with in house advertising
departments, their job was to discuss company objectives and to set up advertising budgets. The
selection of the advertising media was made according to the company’s policy. A partnership or
managing director has authority to choose an advertising media. The criteria, for selecting the
advertising media was chosen by the company itself. It was not consistent how often the
respondents used a form of advertising media. For example some would use radio advertisment
for 1 week and the next time they might use the radio advertisment for 6 months. An annual
budget for advertising media was 10,001 ~ 50,000 baht. The budgeting was set up according to
marketing objective and promotion activity. The most popular advertising media that they used

in the past was the local newspaper. The advertising media used nowadays was brochure, leaflet
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and poster. The advertising media that most of them will use in the future that is transit
advertising such as car, tuk tuk and bus. The main reason for advertising media that they use
nowadays was their effectiveness and suitable for target groups.

As for the environmental factors, sub-categories which affecting the selection of
advertising media, the most important factors were the economic condition, competition, the
purchasing demand of the market and the ever-changing technology, respectively.

As for the organizational factors, sub-categories which affecting the selection of
‘advertising media, the most important factors were the organization’s objectives, the policy and
working procedures, respectively.

As for the interpersonal factors, sub-categories which affecting the selection of
advertising media, the most important factors were the authorization rendered and personal
preferences, respectively.

As for the selection of advertising factors, sub-categories which affecting the selection
of advertising media, the most important factors were the nature of the market, the objectives of
advertising, the costs for advertising media, the budget, the product characteristics, the
qualifications of advertising media, creative tactics, campaign plans, seasons and media use by
competitive, respectively.

As for the production factors, sub-categories which affecting the selection of
advertising media that showed equal levels of importance were 3 aspects: quality of works,
standardized works and producing specialization.

As for the price factors, sub-categories which affecting the selection of advenisiﬁg
media, the most important factors were the costs of media producing, the costs of page — time for
advertising and credit rendering, respectively.

As for the place factors, sub-categories which affecting the selection of advertising
media, the most important factors were easy accessibility, easy to check up and easy
communication, respectively.

As for the promotion factors, sub-categories which affecting the selection of advertising
media, the most important factors were special discounts, premium such as extra time & page,

sponsor for special program, respectively.



3

As for the process factors, sub-categories which affecting the selection of advertising
media, the most important factor was submitting the work in time.

As for the provision of customer services factors, sub-categories which affecting the
selection of advertising media, the most important factors were the market survey, full services
account and the market research rendering, respectively.

As for the people factors, sub-categories which affecting the selection of advertising
media, the most important were the employees’ capability and their manners, the administrators’

manners and the acquaintance with the administrators.



