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ABSTRACT

The research on the behavior of Generation Y consumers towards the decision to buy
products with Y series actors as presenters aims to study the behavior of consumers that affect the
decision to buy products endorsed by those presenters and to study the factors of marketing
communication, motivation, and attitude that affect the decision to buy products endorsed by

those presenters. This study is a quantitative research study using a questionnaire as a tool to
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collect data from a sample group of 280 people living in Bangkok and having purchased products
with Y series actors as presenters. The data were analyzed through a descriptive data analysis to
find out the population proportion, level, and frequency in various aspects and a multiple linear
regression analysis to find the relationship of various factors that affected the decision to buy
products with Y series actors as presenters of the sample group.

The research results found that in terms of marketing communication, the use of social media
to communicate the brand, motivation, and attitudes towards favorite artists significantly affected
the decision to buy products with Y series actors as presenters statistically. It can be said that social
media, marketing communication factors, and artists who were the presenters affected the

credibility and image of the brand that promoted gender equality from using Y series actors as

presenters, resulting in attitudes towards the brand and resulting in purchasing decisions.

Keywords: consumer behavior, generation Y, purchase decision, Y series actors, presenter
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