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This thesis investigates demographic factors of female students at the
tertiary level affecting imitation behavior derived from magazines for
teenagers. Also considered are the behaviors of these female students in
selecting magazines affecting imitation behavior. Finally, examined are the
relationships between the content of and advertising in these magazines
affecting the imitation behavior of these female students. This study involves
survey research using a questionnaire as a research tool. The research
population was comprised of female students studying at an undergraduate
level for one to four years in the field of mass communication in public
universities in the Bangkok Metropolitan Area. The majority of female

students were 19 years old, studying in the first year in the Faculty of
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Management Science, Suan Sunandha Rajabhat Univefsity with a monthly
income less than 5,000 baht. The proportional random sampling method was
used in accordance with the number of students in each university to
determine that a sample population of 338 students was required. The
statistical techniques used in the course of analyzing the data were frequency,
percentage, mean, and standard deviation (S.D.). In addition, the t-test, and
one-way analysis of variance (ANOVA) were applied to the data for purposes
of analysis. The least significant difference method was used in determining
statistically significant differences. Finally, Pearson’s product moment
correlation coefficient was also used in the analysis of data.

Findings are as follows:

1. Such demographical characteristics of these female students as age,
year of study, and educational institution attending bore no relationship with
differences in imitation behavior. However, the demographic characteristics
of differing in income differentially affected imitation behavior.

2. Differences in behaviors regarding maéazine selection on the part of
these teenagers involving the reception of the magazines, the reading
frequency with which they were read, the reasons for having knowledge of
these magazines, reading characteristics, the objectives in reading, and the
period of time spent in reading affected differences in their imitation behavior.
Behaviors regarding these magazines were correlated with differences in the
period of time spent in reading and the re-reading of the magazines, but these

factors bore no relationships with differences in imitation behaviors.

3. There was a positive correlation at a moderate level between the
content presented in the magazines and the imitation behavior of these female
students.

4. There was a positive correlation at a moderate level between
advertisements presented in the magazines and the imitation behavior of these

female students.





