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JITLAKHA SUKSERMSONGCHALI : FEMALE CONSUMERS' PERCEPTION AND ATTITUDE TOWARDS
PRODUCT PLACEMENT IN WOMEN MAGAZINE . THESIS ADVISOR : RATTAYA TOKAVANICH.
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This research is devided info 2 parts. The first one is the content analysis, which its objective is to study format of
product placement in women magazine by analysing the product placemant in women magazine issued during the year 1998 and
depth infenviewing professionals who are responsible for this task.

The second part is the experimental ressarch, aiming to study perception and stiitude of female consumers towards
product placement in women magazine.The samples are 60 female collegs siudents and firat jobbers, between 16 and 25 years of
age. The samples ware divided into three groups at 20 persons each. Questionaires were uged after each group was assigned to
fook st the magazines. All data were analyzed 1o find basic statistics values, induding percentage and mean 800re, using One- Way
ANOVA for the analysis of differences between percaption and attitude in 3 formats of product placement.

The resuits are as follows :

1. In 19689, there were 37 piecas of tashion pages with product placaments, which can be dassified into 3 formats by their
olaments. The first one shows the product, the sacond shows the product with its brand name and/ or logo and the third format
uhouspromd.'nsbrandmmandbﬂogoandbodyoopy.Moflhemusamdnilarlaywli.e.mﬂpaoe.presnﬁngpmdudby
modei.

2. Most samples noticed the brand name in fashion pages with product placement, the sscond and mirdiom\atpﬁgtm
mare than the first one. There was no statistical significance that thoy notioad. ‘

3AMos!senuesmg\izsdfnsitionpaqaswﬂhmndawmnasa.dherlmmdmr&s‘mwmfamicnto
sell product,

4.Mummmmmmmmmwmmmmmmmmmndom.
5. Most of the samples thought that the tashion peges with product placement was creatively - done advertising and the

prasenter could help buiiding good brand image. In addition, the good layout and conposition & well ar te harmony between
iashion concept wmwmw&aMfm.
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