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Introduction
1. General Introduction
Adolescents are greatly influenced by youth magazines since the ‘Yes Magazine’ published in 1990s. When you read the magazines, contents about pop singers, brand name products are easily found. So it’s quite easy to understand why adolescents flock to buy them. Actually, youth magazine can be regarded as their leisure.

Youth magazines are not only regarded as leisure, but also a way to promote attitudes of consumption. Businessmen know what adolescents love psychologically. They are also familiar with how to promote their products through popular youth magazines for their target consumers. It can be assumed that adolescents tend to buy the products on the impact of the contents. 
In this Research, Firstly, we will investigate the reasons of reading youth magazines. Secondly, three types of attitudes towards consumption would be studied.

Finally, we would like to explore the relationship between reading Hong Kong youth magazines and adolescents’ attitudes towards consumption.
2. Researchable Topic

A study of relationship between reading Hong Kong youth magazines and adolescents’ attitudes towards consumption
3. Research Objectives

First of all, we will try to explore the relationship between adolescents’ income and their attitudes towards consumption. Moreover, we will investigate how much peer pressure influence adolescents’ attitudes towards consumption. Finally, we will focus on exploring the relationship between frequency and reasons of reading Hong Kong youth magazines.

Literature Review

1. Youth Magazine

It is defined by the Food and Drug Administration of United Stated of American as those with more than 15 percent young readers aged under 18.
2. Attitude

There are four definitions which are more commonly accepted than others. One concept is that an attitude is how positive or negative, favorable or unfavorable, or pro or con a person feels towards an object. This definition views attitude as a feeling or an evaluative reaction to objects.

The second definition represents the thoughts of Allport, who views attitudes as learned predispositions to respond to an object or class of objects in a consistently favorable or unfavorable way. 

The third definition of attitude popularized by cognitively oriented social psychologists is: “an enduring organization of motivational, emotional, perceptual, and cognitive process with respect to some aspect of the individual’s world.” This views attitudes as being made up of three components: (1) the cognitive, or knowledge, component, (2) the affective, or emotional, component, and (3) the cognitive, or behavioral-tendency, component.

Theorists have given more attention to a new definition of attitude which has generated much research and has been useful in predicting behavior. This definition explicitly treats attitudes as being multidimensional in nature, as opposed to the unidimensional emphasis taken by earlier definitions. Here, a person’s overall attitude toward an object is seen to be a function of (1) the strength of each of a number of beliefs the person holds about various aspects of the object and (2) the evaluation he gives to each belief as it relates to the object. A belief is the probability a person attaches to a given piece of knowledge being true.

3. Materialism Consumption

Consumers especially focus on owning money and property in pursuit of happiness and upper social class (Ward & Wackman). There are four characteristics of materialism consumption (Richins & Dawson, 1992): first, those people pay attention to money rather than building up relationship with others. Second, they are self-centered, reluctant to share with others. Third, those aren’t interested in simple life. Fourth, they aren’t satisfied of what they have owned.

For adolescents, they are exploring role-identity, independence and sense of achievement by Materialism Consumption (Montemayor and Eisen, 1977; Myers, 1985) 

4. Symbolic Consumption

This type of consumption is based on the products’ social significance and meaning which help them with developing their own image (Mittal, 1990). There is a close relationship between consumer’s social significance and Symbolic Consumption.(Belk, 1989). For adolescents, they have a consumption tendency of ‘uniform’ affected by mass media and peer pressure.(Kwok Ching, 1993).

5. Compulsive Buying

Consumers are influenced to buy the products by uncontrollable driving force psychologically.(Rook,1987). There are four characteristics of compulsive buying: First, they tend to take immediate buying action. Second, their consumption usually involve the feelings of excitement, stimulation. Third, they ignore the products’ function and practicality. Fourth, they take buying action without thinking of the results.

It is clear to find that the high motivation of Compulsive Buying people have, the low self-esteem the consumer own, and their attitude towards consumption is usually based on Materialism Consumption.(Kwok Ching,1997). Moreover, the attitude towards compulsive buying is from the period of adolescence.(Balance,d’Astous & Fortier.1988).

6. Peer Pressure

Socialization refers to the process by which a new member learns the system of values, norms and expected behavior patterns of the group being entered. When a 
new student arrives on a college campus, she or he soon learns from fellow students what is expected in the way of dress, eating patterns, class attendance, extra- curricular activities, and so on. 

Consumer socialization, therefore, is the process by which individuals acquire skills, knowledge, and attitudes relevant to their effective functioning as consumers in the marketplace. This particularly relevant to young people, although, as an ongoing process, it has usefulness in other situations, too, as was indicated above.

Roles in groups are learned, but not every individual learns a given role in the same way. Society allows some variation in role performance, but if too much latitude is taken, sanctions of some sort will be imposed. Thus, other people expect us to behave in a certain way and will reward conformity and punish nonconformity to those expectations. Hence roles have a strong, pervasive influence on our activities as consumers.

The Theoretical Framework/Model
The main aim of this study is to examine the relationship between reading youth magazine and adolescents’ attitudes towards consumption. The assumed theoretical framework of adolescents’ attitudes towards consumption is present in diagram 1



Diagram 1: Assumed theoretical framework

The more specific assumptions of the study predicted that:

1. It is assumed that adolescents who read more magazines would enhance the score of all three dimensions (materialism consumption, symbolic consumption and compulsive buying) attitudes towards consumption.
2. The more the adolescent treats youth magazines as a trendy indicator, the more likely the attitudes towards consumption of adolescent would depend on the youth magazine.
Conceptualization
1. Youth Magazine


It is defined by the Food and Drug Administration of United Stated of American as those with more than 15 percent young readers aged under 18.

2. Attitude

There are four definitions are more commonly accepted than others. One conception is that an attitude is how positive or negative, favorable or unfavorable, or 
pro or con a person feels toward an object. This definition views attitude as a feeling or 
an evaluative reaction to objects.

A second definition represents the thoughts of Allport, who views attitudes as 
“learned predispositions to respond to an object or class of objects in a consistently favorable or unfavorable way.” (Allport, 1935) This definition is slightly more complicates than the first because it incorporates the notion of a readiness to respond toward an object.

A third definition of attitude popularized by cognitively oriented social psychologists is: “an enduring organization of motivational, emotional, perceptual, and cognitive process with respect to some aspect of the individual’s world.” (Krech & 
Crutchfield, 1948) This views attitudes as being made up of three components: (1) the cognitive, or knowledge, component, (2) the affective, or emotional, component, and (3)the cognitive, or behavioral-tendency, component.
A more recently, theorists have given more attention to a new definition of attitude which has generated much research and has been useful in predicting behavior. This definition explicitly treats attitudes as being multidimensional in nature, as opposed to the unidimensional emphasis taken by earlier definitions. Here, a person’s overall 
attitude toward an object is seen to be a function of (1) the strength of each of a number of beliefs the person holds about various aspects of the object and (2) the evaluation he gives to each belief as it relates to the object. A belief is the probability a person attaches to a given piece of knowledge being true. (Loudon & Della Bitta, 1993)

3. Materialism Consumption


Materialism Consumption is ‘consumers especially focus on owning money and property in pursuit of happiness and upper social class(Ward & Wackman)’
According to Richins and Dawson(1992), there are four characteristics of materialism consumption. Firstly, those people pay attention to money rather than building up relationship with others. Secondly, they are self-centered and reluctant to share happiness with their friends. Thirdly, those people aren’t interested in simple life. Fourthly, they aren’t satisfied of what they have owned at the moment.

Adolescents are exploring role-identity, independence and sense of achievement by Materialism Consumption at this stage (Montemayor and Eisen, 1977; Myers, 1985). 

4. Symbolic Consumption


Consumption is based on the products’ social significance and meaning which help them with developing their own image (Mittal, 1990). According to Belk, there is a close relationship between consumer’s social significance and Symbolic Consumption. The high sense of social significance the consumers have, the greater chance of having attitude towards Symbolic Consumption they have. For Adolescents, they have a consumption tendency of ‘uniform’ affected by mass media and peer pressure which means they like the same popular products.(Kwok Ching, 1993)

5. Compulsive Buying


Compulsive Buying is defined ‘Consumers are influenced to buy the products by uncontrollable driving force psychologically’ (Rook,1987). There are four characteristics of compulsive buying. First of all, the consumers tend to take immediate buying action when they like the products. Secondly, their consumption is associated with the feelings of excitement, stimulation. Thirdly, they usually ignore of the products’ function, practicality. Fourthly, those take the buying action without thinking of the results whether it is good or not. According to Kwok Ching(1997), the high motivation of Compulsive buying people have, the low self-esteem the consumer own, and their attitude towards consumption is usually based on Materialism Consumption. It is estimated that attitude towards
compulsive buying is from the period of adolescence.(Balance, d’Astous & Fortier.1988)

6. Peer Pressure

Socialization refers to the process by which a new member learns the system of 
values, norms and expected behavior patterns of the group being entered. When a new student arrives on a college campus, she or he soon learns from fellow students what is 
expected in the way of dress, eating patterns, class attendance, extracurricular activities, 
and so on. 
Consumer socialization, therefore, is the process by which individuals acquire skills, knowledge, and attitudes relevant to their effective functioning as consumers in the marketplace. This particularly relevant to young people, although, as an ongoing 
process, it has usefulness in other situations, too, as was indicated above.
Roles in groups are learned, but not every individual learns a given role in the same way. Society allows some variation in role performance, but if too much latitude is taken, sanctions of some sort will be imposed. Thus, other people expect us to behave in a certain way and will reward conformity and punish nonconformity to those expectations. Hence roles have a strong, pervasive influence on our activities as consumers. (Loudon & Della Bitta, 1993)

Operationalization 
The study treated adolescents’ attitudes towards consumption as the criterion variables. Factors that affect this criterion would be explored. Among the explanatory factors, those variables related to the Hong Kong youth magazines, peer pressure, demographic would be controlled and measured.

1. Hong Kong Youth Magazines
Totally 17 main Hong Kong youth magazines would be put the questionnaire which are regarded as the most popular ones in Hong Kong. The 4-items scale was developed to check whether 
adolescents are used to reading youth magazines, how many magazines they read per week, which magazines they read as well as the reasons of reading those magazines.
Adolescents would be asked about which magazines they are usually read, how many magazines are read per week and the reasons of reading magazines. We used nominal scale to measure. Item 31 is used Likert-scale to design. The Likert-scale on a four-point scale would be used. Scale ranging from 1 = strongly agree to 4 = strongly disagree. The lower the score, the larger proportion the attitudes towards consumption is related to reading youth magazines is assessed.
2. Adolescents’ attitudes towards consumption



The main dependent variable of this study is attitude towards consumption. It

is classified into 3 categories, namely Materialism Consumption, Symbolic Consumption and Compulsive Buying. Kwok and Choi’s scale test (1997) on adolescents’ attitudes towards consumption would be employed for the 22 items in the study. The tool is selected because it provides a comprehensive description about adolescents’ attitudes towards consumption. Moreover, it has been used to measure in mainland China and Taiwan. As a result, it is believed that this scale test would be suitable to measure the situation in Hong Kong.
The combination of questions for testing attitudes towards consumption which 
developed at the research of adolescent consuming pattern in 2002 would be used. It is used to determine which one of the three attitudes, materialism consumption, symbolic consumption, compulsive buying, is the
respondent tends to. The Likert-scale on a our-point scale would be used. Scale ranging from 1 = strongly agree to 4 = strongly disagree. The lower the score of an attitude gets, 
the more analogous attitude of the respondent tends to.
3. Peer Pressure



4 questions would be used for measuring whether their attitudes towards 
consumption are influenced by their friends, peer group. 

This part would provide four questions to ask the respondents whether they are willing to modle others’ fashion style and acculturate their definition of tendency. The Likert-scale on a four-point scale would be used. Scale ranges  from 1 = strongly agree to 4 = strongly disagree. The lower the score, the higher the degree of influence by friends and other adolescents assessed.
4. Demographic

Income and gender would be included in this part. Adolescents would be asked to provide information about their gender, form in school, whether they have part-time jobs, 
how much they earn per month as well as how much money given by parents.
Respondents would be asked to provide written responses to the questions regarding the following background information: sex, income and class of study. We would use interval scale to measure income. There are total nine choices and the range in each choice (interval) is $HK200 dollars except the choice $HK1501 dollars or above.
5. Methods of data collection

The data would be collected through interview in person with the adolescents. The researcher would ask the adolescents according to the questionnaire. Self-administrated method would not be considered.


Sampling

1. Procedures of Sampling

Street interview would be used for the research. Within each district in Hong Kong, Causeway Bay would be selected as the interview location because lots of adolescents flock to do their consumption there. The more adolescents appear, the higher chance the adolescents accept interview. Researcher would pay more attention to the adolescents with school uniforms as the chance of getting interviewees studying in form 3 to form 7 would be increased. 

Researcher would give a brief description of the main objectives of the research project firstly and encourage them to take part in the study. For selecting suitable adolescents studying secondary form 3 to from secondary 7, first question of whether they are secondary form 3 to 7 students would be asked. The interview will go ahead if the response would be ‘yes’, or it would stop immediately. The detailed appointment as below:
	Date
	No. of Students interviewed
	Interviewing Place

	4:00pm to 5:30pm,

22nd Mar to 26 Mar, 2004
	15 students per day
	Exit E, Causeway Bay MTR Station

	4:00pm to 5:30pm,

29th Mar to 2nd Apr, 2004
	15 students per day
	Exit E, Causeway Bay MTR Station


2. Anticipated Sample Size



150 samples would be collected.

3. Questionnaire Design
The questionnaire is composed of 4 parts. All questions are designed for 
adolescents between secondary form 3 to 7, which includes the following 
sections:
	
	Questions included

	1. Reading Hong Kong Youth Magazines (5 items)
	1, 2, 3, 4, 31

	2. Adolescents’ attitudes towards consumption (22 items)
	5 --- 26

	3. Peer Pressure (4 items)
	27, 28, 29, 30

	4. Demographic (5 items)
	32 --- 36


4. Pre-test

The pre-test would be conducted to check whether the respondents have any problems in understanding the questionnaire and to identify other problems, which have not been included. After the pre-test, the length and wordings of the questionnaire would be modified.

5. Tentative Research Schedule
	Time Frame
	Task

	September 2003 – January 2004
	Drafting Research Proposal

	15 January 2004
	Submit Research Proposal

	End of January 2004
	Proposal Approved

	First of February – Mid of February 2004
	Pre-test and Finalized Questionnaire

	End of March – First of April 2004
	Date Collection

	First of April – Mid of April 2004
	Data Analysis

	Mid of April – First of May 2004
	Drafting Research Report

	Mid of May 2004
	Submit Research Report
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少年閱讀雜誌與消費態度問卷調查
各位青年朋友﹕

本人現正進行一項研究﹐以加深對青少年在閱讀雜誌和消費態度上的了解。希望你能合作﹐填答此問卷。問卷共分  部份問卷資料只供研究用途﹐你所提供的資料我們絕對會保密﹐多謝合作。

第一部份(Ⅰ)

1. 請問你有沒有閱讀年青人消閑雜誌的習慣﹖(如選‘無，調查可終止)
□有

□無
2. 請問你平均每一星期閱讀多少本雜誌﹖

□0本
□1本
□2本
□3本
□4本
□5本
□6本或以上
3. 你會閱讀以下哪幾本年青人消閑雜誌﹖(可多選)


□便利

□忽然一周
□快週刊
□新假期
□東週刊

□飲食男女
□東Touch
□3週刊

□TVB週刊
□Yes




□M
ilk

□Monday
□Amy

□Mini

□Jessica




□Elite

□Fashion & Beauty


□其他______________________________________________________

4. 你閱讀年青人消閑雜誌的原因是(可選多項)


□留意娛樂新聞




□留意最新電影﹑流行歌曲
□找尋飲食指南




□追捧偶像




□留意最新影音產品



□留意最新時裝





□留意最新化妝品介紹


□留意最新手袋﹑背囊

□留意最新鞋類




□留意最新玩具
□其他 __________________
第二部份(Ⅱ)

你是否同意以下句子呢﹖










   非常同意   同意
  不同意    非常不同意

5. 對方的經濟因素成為選結婚對象的重要因素
□

□

□

□
6. 我一生最大的希望是賺很多錢



□

□

□

□
7. 送禮一定要貴重才夠誠意




□

□

□

□
8. 凡事要講究排場才有面子




□

□

□

□










非常同意
    同意
   不同意
  非常不同意
9. 有錢能使歸推磨﹐沒錢萬事難辦


□

□

□

□
10. 只要能賺很多錢﹐做任何行業都成


□

□

□

□
11. 金錢可以賣到快樂





□

□

□

□
12. 別人會用我擁有的東西來評價我


□

□

□

□
13. 得到物質上的享受是生活中最重要的成就之一□

□

□

□
14. 買東西讓我感到很快樂




□

□

□

□
15. 如果我有錢買更多東西我會更快樂


□

□

□

□
16. 我會羨慕擁有昂貴房子﹑汽車的人


□

□

□

□
17. 所買點東西可以看出與眾不同﹑有個性

□

□

□

□
18. 所買點東西可以贏得別人的羨慕和讚美

□

□

□

□
19. 所買點東西是否為現在流行的



□

□

□

□
20. 所買點東西是否為名牌和高檔貨


□

□

□

□
21. 買東西會考慮別人會怎樣看我



□

□

□

□
22. 我當手頭上有一點錢時會忍不住花掉一部份
□

□

□

□
23. 買東西後會有做錯事的感激﹐怕別人說我笨
□

□

□

□
24. 即使只剩一點錢還會買些不急需的東西

□

□

□

□
25. 時常沒有計劃地就買一些在店裡看到的東西
□

□

□

□
26. 逛街購物是讓我忘卻煩惱的方法


□

□

□

□
27. 我和朋友的衣著品味很相似



□

□

□

□
28. 我經常和朋友一起逛街購物



□

□

□

□
29. 我經常留意街上年青人的服飾打扮


□

□

□

□
30. 我經常與朋友討論潮流產品             
□

□

□

□
31. 我認為雜誌報導就是潮流指標              □

□

□

□
第三部份(Ⅲ)

32. 你有沒有做兼職賺錢﹖(如沒有﹐轉答34題)


□有


□無


33. 如果你有兼職﹐你平均每月有多少收入﹖

□100元或以下

□101元至300元

□301元至500元

□501至700元

□701至900元

□901元至1100元

□1101至1300元

□1301至1500元

□1501元或以上
34. 你父母平均每月給你多少零用錢﹖

□100元或以下

□101元至300元

□301元至500元

□501至700元

□701至900元

□901元至1100元

□1100至1300元

□1301至1500元

□1501元或以上

□不穩定
35. 你現在就讀的年級是﹕
□中三

□中四

□中五

□中六

□中七
36. 你的性別是

□男

□女
問卷完
多謝合作
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