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Abstract

The aims of this study are: 1) to study the effectiveness of corporate advertising on
television of Nok Air 2) to study how demographic affects on consumer behaviors in Bangkok.

The questionnaires were administered to 210 Nok Air corporate advertising viewers.
Most of viewers are single females, aged between 21-30 years, with a bachelor degree. Their
monthly incomes are less than 10,000 Baht. Corporate advertising of Nok Air affects motivation
of use and desire to select among participants. The main reason for selecting Nok Air is that they
believe that the corporate advertising is related to the product and advertising messages.

The hypothesis test shows that 1) viewers with different social status and educational
levels have different motivation to use Nok Air. 2) viewers with different education levels and
monthly incomes have different decisions to use Nok Air 3) viewers with different gender, age,
status, occupation, level of education and monthly income have no different consumer behaviors

on Nok Air.



