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This thesis investigates the modeling of consumerism by parents. It is
also concerned with the values of adolescents vis-a-vis consumerism,
especially in connection with differential parental modeling of consumerism.
Finally studied is the relationship between the two sets of values regarding
consumerism.

The subjects of investigation consisted of 400 students in grades ten
through twelve in the first semester of the academic year 2006 at Shinoros
Wittayalai School, Wat Rang Bua School and Nawaminthrachinutit
Satriwitaya Buddhamonthon School. Data were gathered by means ofa

questionnaire divided into three parts: personal information, questions
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regarding parental modeling of consumerism and questions concerning
adolescent values in regard to consumerism. The statistical techniques used in
the analysis of the data were in the form of percentages, mean scores, standard
deviation, a t-test and Pearson’s product moment correlation coefficient.

The findings were as follows:

1. Adolescent adoption of the parental consumerism model was at a
low level.

2. Most adolescents evinced a low level of consumerist values.

3. There were statistically significant differences at the level of .001 in
consumerism values between adolescents who differed from the paternal
model of consumerism model and adolescents who had adopted the parental
model of consumerism at a high level. The latter group also evinced a higher
evaluation of consumerist values than the former one.

4. There were statistically significant differences at the level of .001 in
consumerism values between adolescents who differed from the maternal
modeling of consumerist values and those who differed from these maternal
values. The former group adopted consumerist values at a higher level than
the latter.

5. There was a positive relationship between paternal consumerism
modeling and adolescent consumerist values at the statistically significant

level of .001 with a coefficient expressed as 0.286.

6. There was a positive relationship between maternal consumerism
modeling and the consumerism values of adolescents at a statistically

significant level of .001 with a coefficient expressed as 0.320.





