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ABSTRACT

This research aims to identify significant predictors and their predictive power of mass media
usage amount, positive attitudes toward spending based on the Sufficiency Economy, and
spending behaviors based on the Sufficiency Economy among college students in the Bangkok
Metropolitan. Samples are 441 undergraduate students enrolled in both public and private
universities in Bangkok. Data collection was conducted with the use of self-administered
guestionnaire including 9 sections — spending behaviors based on the Sufficiency Economy,
positive attitudes toward spending behaviors based on the Sufficiency Economy, family
communication patterns, peer modeling, future-oriented autonomy, amount of media
exposure (television, social media, and Internet), media uses, media gratifications, and
knowledge on the Sufficiency Economy. The Stepwise Multiple Regression Analyses were used
to test research hypotheses. The followings are important findings:

1. Nine predictors were found to predict 9.80 percents of samples’ amount of
television exposure. They are laissez-faire family communication, protective family
communication,  pluralistic  family = communication, negotiated family
communication, peer modeling, future-oriented autonomy, media uses, media
gratifications, and knowledge on the Sufficiency Economy. The most powerful
predictor is protective family communication (8 = .21). In addition, these nine
predictors also predict 9.20 percents of samples’ amount of social media exposure
and 10.30 percents of their Internet exposure. The most powerful predictors of
social media exposure and the Internet exposure are future-oriented autonomy (6 =
-.27) and peer modeling (8 = -.28) consecutively.

2. Twelve predictors were found to predict 31.50 percents of samples’ positive
attitudes toward spending behaviors based on the Sufficiency Economy. They are
laissez -faire family communication, protective family communication, pluralistic
family communication, negotiated family communication, peer modeling, future-
oriented autonomy, media uses, media gratifications, knowledge on the Sufficiency
Economy, television exposure, social media exposure, and Internet exposure.
Significant predictors are knowledge on the Sufficiency Economy (8 = .33), and
negotiated family communication (6 = .23).

3. Thirteen predictors were found to predict 44.30 percents of samples’ spending
behaviors based on the Sufficiency Economy. They are laissez-faire family
communication,  protective  family = communication, pluralistic  family
communication, negotiated family communication, peer modeling, future-oriented



autonomy, media uses, media gratifications, knowledge on the Sufficiency
Economy, television

4. exposure, social media exposure, Internet exposure, and positive attitudes toward
spending behaviors based on the Sufficiency Economy. Significant predictors are
positive attitudes toward spending behaviors based on the Sufficiency Economy (8 =
.45), future-oriented autonomy (8 = .34), and pluralistic family communication (8 =
22).

Developmental Implications

The university management should implement a policy seriously encouraging students
to engage in spending behaviors based on the Sufficiency Economy. This can be done through
organizing extra-curricular activities that instigate future-oriented autonomy, positive attitudes
toward spending behaviors based on the Sufficiency Economy, and knowledge on the
Sufficiency Economy so that they become interesting activities with varied forms.
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