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ABSTRACT
178501

This research was to study the self-representation of teenagers through sign of
fast-food consumption and the opinion of the teenagers on fast food. The research had
cited theories related to the topic and collected qualitative data using participant and
non-participant observation, structured and non-structured interviews, and formal and
informal interviews. Four cases between 15-18 years old who had consumed fast food
served as the cases for the study. The duration used for collecting data was 5 months.

The findings reveal that teenagers had used fast food as a tool for their self-
representation and expressed their behavior in regard to the taste, self, personality,
personal preferences, and chose to use fast food as a tool to represent their self. Space
in the fast food restaurant was used to communicate certain signs constructed by each
individual within the framework of physical space that served as the context and the
personality. Teenagers had constructed their image and self as that of new generation,
modern, with good taste, and with socio-economic status through the sign of eating
which was stylistic, sitting gesture, and manners expressed during eating in the
restaurant. Sitting gesture was designed to look graceful with legs crossed and body
sticking up. The space chosen was always near the whole wall high glass window
through which by-passers could see the person’s behavior and manner while they
were eating. Eating behavior intended to be shown often include using fork and knife.
Fast food consumed of the teenagers in the society at the present had become other
things than food. It had become commodity which contained meaning and attitude of
the consumers. It signified modern, western, luxurious consumption of new
generation people. Fast food had been chosen by the teenagers to present their self for
everybody else in the society to perceive that the fast food consumers were people of
new generation who were modern.



