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ABSTRACT

The objectives of this study were (1) to study the relationship between
consumer socialization through 4 types of socialization agents (parent, peer, media
and in — school education) and consumer decision — making styles of high — school
students in Amphoe Muang, Changwat Chiang Mai; and (2) to examine the predictive
power of socialization agents on consumer decision — making styles of high — school
students.

A correlation research design was used and data were collected by using
3 instruments. The sample used in this study was obtained by multi — stage sampling,
consisting of 407 high — school students who were studying in Matthayom 4
— Matthayom 6 in public and private schools located in Amphoe Muang, Changwat
Chiang Mai.

The study found that:

1. The consumer socialization through peer, media and in school — education
were correlated to all 3 styles of consumer decision — making (utilitarian, social /

conspicuous and undesirable decision — making styles) but the consumer socialization



o

through parent was correlated with only 2 styles of consumer decision — making
(utilitarian and undesirable decision — making styles).

2. The consumer socialization through all 4 types of socialization agents did
not have predictive power on 3 styles of consumer decision — making of high — school
students but some socialization agents had predictive power on each style of

consumer decision — making of them.



