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Abstract

The objectives of this research were to study relationship between advertising
media literacy and consumerism behavior, and to compare advertising media literacy and
consumerism behavior of youths in Bangkok categorized by demographic characteristics.
Consisting of 404 youths in Bangkok aged 15-25, the samples were selected with stratified
sampling technique based on the age of the samples and then were subsequently
selected with quota sampling technique. The data were collected with questionnaires and
analyzed with frequency, percentage, mean, standard deviation, Pearson product-moment
correlation coefficient, t-test for independent sample, and One-Way ANOVA.

The results showed that advertising media literacy had a negative correlation with
consumerism behavior at a statistical significance level of .01. The comparison of
advertising media literacy of youth in Bangkok categorized by demographic characteristics
showed that samples with different levels of education and incomes significantly had
different advertising media literacy at a statistical significance level of .05. The comparison
of consumerism behavior of youth in Bangkok categorized by demographic characteristics
showed that samples with different genders and incomes significantly had different

consumerism behavior at a statistical significance level of .05.

Keywords : advertising media literacy, consumerism behavior, Thai youth
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