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ABSTRACT

This independent study aimed to examine the influence of personal factors, media
characteristics and media access on information exposure via digital signage. The participants in the
study, derived from convenience sampling, were four hundred customers of medium- level fresh
coffee shops in Bangkok. A questionnaire was used for data collection. The data were analyzed
using both descriptive and inferential statistics. The descriptive methods included frequency,
percentage, mean, and standard deviation. The inferential methods included Independent Sample
t-test, One-way ANOVA, Least Significant Difference, and Multiple Linear Regression, with the
significance level of 0.05.

The results indicated that most of the respondents were male, aged 20-30 years old,
holding a bachelor’s degree, with a monthly income lower than 15,000 baht, and having
experienced signage-related advertisements or having heard about this type of media. The influence
determination revealed that the media characteristics in terms of content, visual, auditory, and
animated factors, and the graphic design had high influence. For media access, media problems and
locations of installations had high influence. In terms of information exposure via digital signage,
ease of use and perception of benefits had high influence.

The overall hypothesis testing revealed that age and media-related experience had different
effects on information exposure via digital signage. In terms of media characteristics, graphic design

had the highest influence. Regarding media access, locations of installations had the highest influence.

Keywords: media characteristics, media access, information exposure, digital signage
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