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The objectives of this research were ะ (1) to study the factors that influence advertisers’ 

media selection in Bangkok International Airport, (2) to study passengers’ attitudes towards the 

advertising media in Bangkok International Airport, and (3) to study passengers’ attitudes towards 

products advertised on advertising media on Bangkok International Airport.The research was under 

the two-step procedure: (1) in-depth interviews were conducted with media planners and advertisers 

to study factors influencing media selection in Bangkok International Airport and (2) the survey 

research of 400 Thai passengers who were 18 years old and above was done to study passengers’ 

attitudes toward advertising media in Bangkok International Airport. The convenience sampling was 

done, utilizing questionnaires. All data were analyzed by percentage, mean scores, t-test and one­

way analysis of variance using SPSS+ for Windows.

Results of the research are as follows :

1. The factors influencing advertisers’ media selection in Bangkok International Airport 

are the products, target group, budgeting, advertising rate, media characteristics, duration, primary 

and secondary media, location and evaluation.

2. Most of the Thai passengers have a moderate to positive attitude towards 

Dyna vision, light box, video wall, trolley and floor display.

3. Differences in gender, age, education, profession and monthly income do not show 

any statistical difference in passengers’ attitudes towards Dyna vision, light box, video wall, trolley, 

and floor display.

4. Most of the Thai passengers have moderate to positive attitude towards 

media inside and outside the airport. Television is the only medium rated high.

5. The majority of the Thai passengers have moderate to positive attitude 

towards products advertised in advertising media in Bangkok International Airport.
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