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ABSTRACTS

Nowadays, people are becoming more and healthier. And the choice of a
loved one in health care is important to cycling. This study is quantitative research. By
using survey research, the results can be used as a guideline to develop the model.
Develop products and services to increase the decision to buy bicycles of working
people in Bangkok.

According to demographic characteristics, the majority of the respondents
were in the age group of 31-40 years, 39%, 41.2% had a bachelor degree, 32.3% The
media exposure was at a high level (X = 3.65). The media exposure behavior was
highest (X = 3.74). Media exposure at the high level (X = 3.52), media exposure was
highest (X = 3.71). Exposure behavior of internet media was at high level (X = 3.71).
Website / Blogs most (X = 3.79) Media exposure at the high level (X = 3.74), the media
exposure of the celebrities / net idols was the most (f = 3.97). Media exposure behavior
of specialized media at the high level (X = 3.63), it was found that media exposure from

outdoor billboards such as roadside or on-site advertising was highest (X = 3.71).

Marketing promotion had the greatest effect on purchasing decision (X = 4.37). The



demographic characteristics were different among the age group in Bangkok. The
difference in average monthly income affects the decision to buy a bike as a whole.
Career level and frequency of cycling / week vary considerably. Not different the results
of the hypothesis testing showed that media exposure behavior influenced bicycle
purchasing decision of working people in Bangkok. The correlation coefficient (r) is
positive. Reflect that. The relationship is in the same direction that is media exposure.
How much more the decision to buy bicycles of working people in Bangkok will only be
more.

Based on this research, the researcher suggested that study should be
conducted in other provinces. To bring the results of the research into a model
development approach. Develop products and services to meet the requirements to
increase the decision to buy bicycles of people working in Bangkok and other

provinces.



