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The purpose ofthis  dyis to examine media exposure, knowledge, attitude and
consumer behaviour of Thai products and to find out the relationship among these three variables
(media exposure, knowledge and attitude) and the consumer behaviour of Thai products of Thai
women atworking age in Bangkok. Questionnaires were used to collect data from atotal of406
samples. Frequency, percentage, mean, one-way ANO VA and Pearson product moment
correlation coefficients were the statistics applied to analyze the data. SPSSX program was used

for data processing.

The results ofthe  dy are as follows:

1. Significant correlation WaS found between media exposure of Thai products from
personal and knowledge towards Thai products.

2. Significant correlation was found between media exposure of Thai products from
personal and attitude towards Thai products.

3. Significant correlation was found between media exposure of Thai products from
mass, personal and consumer behaviour of Thai products.

4. Significant differences of consumer behaviour of Thai products were found among
people ofdifferent age, education levels, careers, income.

5. The important variables which could most explain toe consumer behaviour of Thai
products were income, age, exposure towards household products to magazine,

careers, exposure to television, and salesman.
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