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ABSTRACT

The objectives of this research were tc study 1) mass media
consumption behavior of Generation—-X people, 2) their time allocation for lifestyle
activities, and 3) relationship between their mass media consumption and iifestyle
activities.

Tne data was collected by means of interview schedules form 400
district, Chiang Mai province, The data was then analyzed by the Statistical Package for
the Social Sciences, (SPSS/PC’). The resulis were as follows

Mass media Consumption. The most faverite media was television (100
percent), newspaper (90.2 percent), radio (86.8 percent), internet, (67.6 percent),
magazine (62.3 percent), and film {48.5 parcent).

Time alfocation for lifestyle activities and relationship with mass media.

Work: The percentages of the Generation—X people working 7 days
a week, 6 days a week, and 5 days a week were 31.9, 284, and 21.6 percent
respectively. The media related to their working activities were television

Study: Nearly half of the Generation-X people were not studying. For
those who were, 15.2 percent studied 5 days a week, followad by 2 days a week, and
once a week. The media refated to studying activities were television, newspaper and
the internet.

Hobbies: The percentages of the Generation-X people doing hobbies
once a week, and everyday, were 25.0, 16.7, percent. Their favarite hobbies were plant
growing, pet keeping. listening to music, reading, playing sport, and watching television.
The media related to hobbies were television and magazine.

Community activity participation: 30.4 percent of the Generation-X
people occasionally participated in community activities e.g. giving food to Buddhist
monks and 12.3 percent, once a week. The media related to community activity

participation were television and radio.
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Night life: The percentages of the Generation-X people going out for
night life activities cnce a week, and seldom were 23.5, 16.7 percent. The media related
to their night life activities were radio followed by television and newspaper.

Domestic travel: 17.2 percent of the Generation—-X people seldom
traveled in Thailand and 7.4 perceni, once or twice a year. The media related to
traveling were televisicn magazine, and the internet.

Shopping: 42.2 percent of the Generation—-X people went shopping once
a week and 15.7 percent, 2-3 days a week. The media related to shopping activities
were television. Radie, magazine, newspaper and brochure/leaflet.

Sports: 16.7 percent of the Generation-X people played sports once
a week, and 152 percent 7 days a week. Their favorite sports or exercises were
running. Playing football, swimming and aerobic dance. The media related to sport and

gxercise activities were television newspaper and magazine.





