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ABSTRACT
TE1

This study aimed to examine 1) the characteristics of teenag?rs3 ]a.ng 2eir
perception as influenced by the fashion advertisement media in fashion magazines; 2) their
imitating behaviors; and 3) the effects of pictures from fashion magazines which influenced
their imitating behaviors. The study data collected from students of a bachelor’s degree during
their 1-2 year in Faculty of Industrial Design, Department of Fine Art, and Department of Visual
Communication Technology of the 2004 academic year, at Rajamangala Institute of Technology
Northern Campus (Jedyod). The participants were 280 students (ages between 18-20). The study
employed a questionnaire which was designed by the researcher. The data analyzed were using
the SPSS/PC program for analyzed of frequencies, percentages, means, and standard deviations.

The results of this study were as follows: '

In regard to the characteristics of teenagers and their perception as in fluenced
by the fashion advertisement media in fashion magazines, the teenagers were female with an
average age of 19.5 years, were studying in the first year in the Industrial Design Faculty.
Their average income was under 3,000 baht per month and they were highly interested in
getting fashion media from I-Spy,. ELLE and Cleo, with respect of high frequency levels.
They bought those magazines as they were issued, often by chance. Each owned about 25
magazines. The main reason to read the magazines was that there were many beautiful and
modern fashion pictures. They read some columns in the magazines, especially the columns

of current fashion and beauty. They did not often read the entire magazines, depending on an
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opportunity. They normally spent about 30 minutes to read and most of them tended to
reread for reasons of relaxation and some might not read again due to a lack of spare time.

In regard to their imitating behaviors, it was found that the majority of the
teenagers exhibited a tendency to follow the fashion in the magazines, especially clothes and
ornaments.

In terms of clothing imitating behaviors, it was found that: (1) the composition of
advertisement pictures of presenters affected their imitating behaviors at the level of
acknowledgement and awaken effects; (2) the composition of advertisement pictures of goods
pictures affected their imitating behaviors at the level of interested effects (persuasive force);
and (3) the composition of advertisement pictures of advertising words affected their
imitating behaviors at the level of acknowledgement and awaken effects.

In terms of the orament productions, it was found that (1) the composition of
advertisement pictures of presenters affected their imitating behaviors at the level of
acknowledgement and awaken effects; (2) the composition of advertisement pictures of goods
pictures affected their imitating behaviors at the level of interested effects (persuasive force);
and (3) the composition of advertisement pictures of advertising words affected their imitating

behaviors at the level of acknowledgement and awaken effects.





