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This research was aimed to examine: (1) magazine consumption as an
advertising medium of working women in general, (2) magazine consumption as
advertising medium of working women in depth, and (3) brand equity of magazine as a
brand. Survey was conducted to gather data from 400 working women aged 20-39 years
old residing in Bangkok. Then, 12 in-depth interviews were conducted with subscribers
and regular readers (six issues annually) of Dichan, Praew Elle, and Cosmopolitan
magazines.

The findings demonstrated that working women had different patterns of
magazine consumption. That is, some would read from the first page through the last
page while some would prefer to view their most interested section first. Health related
columns received most attention from the readers; beauty columns ranked second,
Averagely, women spent 1-2 days to read each magazine issue. Home was often
mentioned as the place that the women stayed to read magazine, and family members
and colleagues were the major pass-along audiences. Besides, many women had
positive attitudes towards magazines as the informative and useful sources to get
updated news applicable for their daily lives. For advertising exposure issue, right-
handed pages got a better impact than left-handed pages while larger size of
advertisement received more recognition than smaller size. Lastly, when measuring
equity scores of the four magazines as brands, Praew magazine was the brand with

highest equity among the working women.





