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ABSTRACT

Title : Businesses’ Desired Advertising Agency Services
in Chaing Mai

By : Sumethee Thiamsakul

Degree : Master of Business Administration

Major Field : Business Administrati

Chairman, Thesis Advisory Board :..............g.4...

There are 5 abjectives of this research. The first
abjective is to study the businesses’ desired advertising agency
services in Chiang Mai. The second ore is to firnd out the factors
that make businessmen decide to use advertising agencies. The
third objective is to survey the opinions of Chiang Mai businessmen
towards advertising and advertising agencies. The forth ore is to
find out the problems that Chiang Mai businessmen have with
advertising agencies. The last ore is to study the businesses’
desired tendency whether businessmen want to change the
advertising agencies or not.

The data for this research were collected from 360
busiressmen in Mae Rim, Sansai, Sankampeng, Hangdong, Sarapee and
Muang districts of Chiang Mai Province. The samples were diveded
equally into three groups: non—users of advertising agerncies,
partial service users of advertising agencies (artwork,
photography, graphics, etc.) and full service users of
advertising agencies. Each group was equally divided into four
business types : industrial, service, real estate and commercial

husiness.
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1. Most businessmen (65.8%) in the group of non-users
of advertising agencies plan to use this service in the future.
These were mainly the real estate and the service businessmen.
34.2% did not plan to use advertising agencies. 58.2% of Chiang
Mai businessmen who tend to use the advertising agencies would
prefer a local advertising agencies. Most of the businessmen(57.0%)
who plan to use an advertising agencies want full services agency
e.g. real estate and comrercial businessmen. Anothers prefer
advertising agencies which provide special-package services or

limited services.

2. The five importent factors of selecting advertising
agencies of Chiang Mai businessmen are differentiate in order of
each businessmen types. However the first factor is similar in
all businessmen types. This factor is service fee of advertising

agencies.

3. The businessmen’s opinion for the advertising role
are different. Real estate and services businessmen think that
advertising can effectively create consumer awareness and
knowledge. Real Estate businessmen think that brochure ard
catalogue are the effective media for products. Commercial and
Industrial businessmen think that redio is the best media for
products. The businessmen in Chiang Mai cann’t differentiate the
services betmween local sgencies and Bangkok agercies Chiang Mai
branch, bangkok agencies in Chiang Mai branch and Bangkok
agencies. However, most Chiang Mai businessmen think that local
agerncies and Bangkok agencies provide the difference services.
Local agercies are easy to contact, cost less money and more
knowledgable about local corditions.
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27.0% of Chiang Mai businessmen think that there are
not enough advertising agencies in Chiang Mai 41.8% are not sure
and 31.2% think there are enough. The reasons for using
advertising agencies of Chiang Mai businessmen are as follows;
the agencies are professional and skillful; by using the services
of the advertising egencies the businessmen can save more monsy
and time than setting up their own advertising department.

4. There are three important problems which were found
by businessmen in using advertising agencies; 1)the advertisement
is ineffective 2)the advertising program cann’t attract consumers
3)the service fee is too expensive. However the three important
problems are differentiate in order of problems of each
businessmen types.

5. 77.0#4 of Chiang Mai businessmen who using an
advertising agencies are tend to change the agencies. There are
2 groups of this kind of businessmen. 27.6% of businessmen e.g.
real estate businessmen desire to change, and 49.4% of
businessmen e.g. comercial and industrial businessmen are
hesitant. The other 23.0% Chiang Mei busirnessmen especially
services businessmen don’t want to change. Some firm can not
change because their ocompany is only one branch of the
headquarters.





