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ABSTRACT

The objective of this study was to determine the influence of the socialization
agents-parents, peer groups, televisions, and newspaper-on decision making of the young
consumers. A total of 243 students participated in the study. Self-constructed question-
naire was used as a research instrument for collection of data in this study. Descriptive
statistics and a chi-square test were used in the analysis of data.

The result of the study revealed that thai adolescents consulted various sources of
information, depending on product types, in making decision to buy; the most important
sources are their parents and peer groups. They used several criteria in evaluating the
products, notable among which are quality and price.

Thai adolescents would rather shop with peers than shop alone. For more expensive
commodities, however, they prefer to buy them withb their family members.

When asked about their perception as to who dominated the consumer decision
making in the house. They perceived that fathers did in some occations and mothers did
in others, depending on product types and/or activities. For those important family economic
and social activities, joint decisions were usually made.

Television advertising significantly affected brand preferences, while newspaper
did not. Although young people discussed only a little with their parents and peers about

consumption, advice form them remained desirable.
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Figure 1, A Conceptual Model of Consumer Socialization
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Source : Moschis and Churchill (1978)
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Table 1 Population and Sample Size

Changwad/School Population Size Sample Size

Pattani
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PSU Demonstration school 478 34

Songkhla
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Woranareechalerm 1,085 74
Total 4,357 300
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Table 2 Percentage of adolescents prefering various sources of information in making

decision to buy

Criteria
Products
Prices Advertise- Freinds Quality Parents  Multi- Total
ment criteria
Sports Shoes 72 2 0 74 3 92 243
(29.6) (0.8) (0.0) (30.5) (1.2) {37.9) (100.0)
Clothes 85 3 2 55 9 89 243
{excluding Leans)} (35.0) (1.2) (0.8) (22.6) (3.7) (36.6) (100.0)
Jeans 77 3 0] 69 7 87 243
(31.7) (1.2) {0.0) (28.4) {2.9) {35.8) (100.0)
Wrist Watches 51 6 o 81 20 . 85 243
{21.0) {2.5) (0.0) (33.3) (8.2) (35.0) (100.0)
Sports Gears 69 8 2 85 5 74 243
(28.4) (3.3) (0.8) (35.0) (2.1) (30.5) (100.0)
Soap/Facial 31 16 1 114 5 76 243
Form {12.8) (6.6) (0.4) (46.9) (2.1) (31.3) (100.0)
Stationary 74 5 3 87 1 73 243

{30.5) (2.1) (1.2) (35.8) (0.4) (30.0) (100.0)
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Table 3 Couelahon between Sex and Sources Helping in Consumption Decision Making

Somce of Rota
Friends Parents | Advertise- Advertise- | On their own| 'Different Total x2
ments in ments on deci:
Products Sex Newspapers | T.V. c
/Magazines
Sports shoes M 31(29.5) 11(10.4) 13(12.3) 8(7.6) 14(13.3) 28(26.6) 105(100.0}{ 16.02%
F 21(15.2) 36(26.1) 9(6.5) 14(10.1) 18(13.0) 40(29.0) | 138(100.0) 0.25
Colthes M 27(25.7) 24(22.8) 11(10.4) 1(1.0) 19(18.0) 23(22.0) | 105(100.0)| 4.32
F 30(21.7) 36(26.1) 9(6.5) 0{0.0) 23(16.6) 40(29.0) | 138(100.0) 0.13
Jeans M 30(28.5) 17(16.1) 9(8.5) 6(5.7) 21(20.0) 22(21.0) 105(100.0)| 5.14
F 33(23.9) 28(20.3) 16(11.5) 2(1.4) 33(23.9) 26(18.8) 138(100.0} 0.15
Wrist Watches M 10(9.5) 42(40.0) 7(6.7) 13{(12.3) 18(17.1) 15(14.2) 105(100.0)} 19.28*
F 3(2.1) 75(54.3) 5(3.6) 4(3.0) 21(15.2) 30(21.7) | 138(100.0) 0.27
Sports Gears M 33(31.4) 13(12.3) 17{16.1) 6(5.7) 10(9.5) 26(24.7) 105(100.0} | 8.51
F 29(21.0) 35(25.3) 20(14.4) 6(4.3) 10(7.2) 38(27.5) 138(100.0} 0.18
Soap/Facial Foam M 9(8.5) 21{20.0) 15(14.2) 25(23.8) 10(9.5) 25(23.8) | 105(200.0}| 8.567
F 18(13.0) 27(19.5) 22(15.9) 15(10.9) 20(14.4) 36(26.1) | 138(100.0} 0.18
Stationary M 24(22.8) 16(15.2) 16(15.2) 716.7) 26(24.7) 16(15.2) | 105(100.0) | 4.88
F 34(24.6) 18(13.0) 14(10.1 5(3.6) 34(24.6) 33(23.9) | 138(100.0) 0.14

1. * Means 0.05 statistical level of significance Others are not statically significant.
2. C = Correlation Condition

3.df =5

4. Figures in pi

is means p
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Table 4 Correlation between Sex and Purchasing of Products.

Products Sex | with friensd | with parento/ alone Total X2
relahves C

Sparts Shaes M | 62(59.0) | 16(15.2) | 27(25.7) | 105(100.0}| 14.84*

F | 78(56.5) | 45(32.6) | 25(10.9) | 138(100.0) 0.24
Clothes M | 565(52.3) | 25(23.8) | 25(23.8) | 105(100.0)| 4.10

F | 80(57.9) | 39(28.2) | 19(13.7) | 138{100.0) 0.13
Jean M 51(48.5) 24(22.8) 30(28.5) | 105(100.0) | 9.68*

F | 64(46.3) | 53(51.4) | 21(15.2) | 138(100.0) 0.20
Wrist Watches M | 24(22.8) | 54(51.4) | 27(25.7) { 105(100.0)| 18.37*

F 13(9.4) | 107(77.5) | 18{13.9) | 138(100.0) 0.27
Sports Gears M | 71(67.6) | 14(13.3) | 20(19.0( | 105{100.0) | 9.94*

F | 73(52.8) | 42(30.4) | 23(16.6) | 138(100.0) 0.20
soap/Facial Foam | M | 28(26.7) | 11(10.4) | 66(62.8) | 105(100.0)|9.72*

F | 63(45.6) | 14(10.1) | 61(44.2) | 138(100.0) 0.20
Stationary M | 41(39.0) | 11(10.4) | 53(50.4) {105(100.0) | 3.20

F | 68(49.2) | 16(11.5) | 54(38.1} [138(100.0) 0.11

1. * Means 0.05 statistical level of significance Others are not statically significant

2. C = Correlation Condition

3.df =2

4. Figures in parenthesis means percentage
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Table 5 Corelation between Sex and Role Perception in Consumption Decision
Decision Sex| Husband |Wife should| Husband & | Don’t know Total x2
Have most | have most |Wife should
say say have equal
say C
What groceries to buy M 8(7.6) 60(57.1) 30(28.6) 7(6.7) 105(100.0)| 8.54%
F 2(1.4) 97(70.3) 29(21.0) 10(7.3) 1138{100.0) 0.18
Which car brand to buy | M | 33(31.4) 2(1.9) 52(49.5) 18(17.2) |105(100.0)} 5.156
F 39(28.3) 12(8.7) 66)47.8) 21(15.2) {138(100.0) 0.14
Where to buy insurance | M 22(21.0) 4(3.8) 54(51.4) | 25(23.8) |[105(100.0}] 2.13
F | 31(22.4) 11(8.0) 68(49.3) | 28(20.3) {138(100.0) 0.09
Which bank to do business| M | 24(22.9) 16(15.2) 55(52.4) 10(9.5) [105(100.0}| 0.62
with F 28(20.3) 18(13.0) 77(55.8) 15(10.90){138(100.0) 0.05
What houehold cleaning | M 0.(0.0) 80(76.2) 23(21.9) 2(1.9) 105(100.0)| 10.59*
products to buy F 4(2.9) 110(79.7) | 15(10.9) 9(6.5) 138(100.0}) 0.20
What movies or concert | M | 12(11.4) 10(9.5) 35(33.3) | 48(45.7) [105(100.0)} 5.88
to attend F 14(10.1) 26(18.8) 51(37.0) | 47(34.1) [138(100.0} 0.15
What to have for dinner | M 8(7.6) 61(58.1) 21(20.0) 15(14.3) {105(100.0}{ 10.02*
F 6)4.3) 86(62.3) | 40(29.0) 6(4.3) 138(100.0) 0.20
Where to go on vacation | M | 14(13.3) 4(3.8) 56(53.3) | 31(29.5) |105(100.0)| 13.75*
F 19(13.8) 19(13.8) 81(58.8) 19(13.7) {138(100.0) 0.23
Where to have the car M | 72(68.6) 4(3.8) 9(8.6) 20(19.0) |105(100.0)| 2.09
F | 89(64.5) 10(7.2) 16(11.6) | 23(16.7) {138(100.0) 0.09
What equipment to buy (M | 71(67.6) 11(10.5) 17(16.2) 6(5.7) 105(100.0)] 0.25
for house repair F 94(68.1) 12(8.7) 24(17.4) 8(5.8) 138(100.0) 0.03
What chidren’s clothing | M 4(3.8) 69(65.7) 21(20.0) | 11(10.5) |105(100.0)| 1.62
to buy F 4(2.9) 101(73.2) | 21{15.2) 12(8.7) |138(100.0) 0.08
What to buy for children’s{ M 4(3.8) 25(23.8) 54(51.4) | 22(21.0) {105(100.0)| 0.55
birthdays and holidays F 7(6.1} 30(21.7) 75(54.4) 26(18.8) ]138(100.0) 0.05

1. * Means 0.065 statistical ievel of significance

2. C = Corretation Condition
3.df = 3

4. Figures in parenthesis means percentage
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Table 6 Corelation between T.V.Viewing and Decision on Products Brands.

2
Correlation between Variables X c
. 11.78*
T.V. Viewing and Decision on Long-lasting Products 0.22
Lo .. 10.39*
T.V.Viewing and Decision on Expendable Products 0.20

'HN'IU!?W! 1.*Means 0.05 statistical level of significance.
2. C = Correlation Condition
3.df = 4
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Table 7 Correlation between Newspapers/ Magazine Reading and Decision on Brands

Correlation between Variables X2 c
Newspapers/Magazine Reading and Decision on Long-lasting 3.78
Products. 0.12
Newspapers/Magazine Reading and Decision on Expendable 2.77
Products. 0.11

"Sﬂﬂlﬂﬂ 1. C = Correlation Condition
2. df = 4
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Table 8 Correlation between Social Structure and Consumption Decision

XZ
Correlation between Variables
11.71%
Religion and Adolescents’s buy of Stationary df =
0.21
12.97*
Family’s financial status and buy of Clothing df =
0.23
12.256*
Family’s financial status and buy of soap/facial foam df =
0.22
17.40*
Family’s financial status and buy of stationary df =
0.26
12.86*
Father’s occupation and buy of clothing df =
0.22
19.72*
Father’'s occupation and buy of jeans df =
0.27
Father’s occupation and family members’ rote perception in 18.78° df =
decision making on insurance company. -
0.27
Father’'s occupation and family members’ rote perception in 29.217 df =
choice of banks to do business with -
0.33
Father’'s occupation and family members' rote perception in 29.55"
choice of places for recreation df =
0.33

* Means 0.05 statistical level of significance
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