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The Effect of Marketing Communications on Generation X and
Generation Y Consumer Behavior in Department Store

Bangkok Province
Tanasorn Girum®” Nutnarin Aun-on' and Chatchai Pungsuwan’
Abstract

The objective of this research was to study the demographic characteristics and
marketing communication tools that affect Generation X and Generation Y consumer behavior
of department stores in Bangkok province. The sample group used in this research using a
sample was consumers who used department stores because the exact population is
unknown. Therefore, the sample number was calculated using an unknown population
formula using a 95% confidence level and allowing a 5% sample selection error, the sample
size was 385 people.

The results showed that most of the respondents were female, aged 31-40 years with
bachelor's degrees. Self-employed and independent business, including an average monthly
income, was 15,000 - 20,000 baht. The research found that marketing communication which is
the advertising of advertising at the point of purchase (Point of Purchase) has the highest
average, which is 3.82. There was personal selling which offers benefits with the highest mean,
3.78. In public relations, there were posters in public relations with the highest mean being
3.74. Sales Promotion used to win various sweepstakes with the highest mean being 3.78, at a
high level in terms of Direct Marketing, there was a sending of SMS/E-mail to inform
promotion news with the highest mean being 3.85. Digital marketing was the presence of an
application for ordering goods and communicating promotions; the highest mean is 3.86.

Different genders, ages, and marketing communications did not affect consumer
behavior in Generation X and Generation Y department stores at a statistically significant level
of 0.05. The difference in marketing communications affected Generation X and Generation Y
department stores in Bangkok. However, the testing affected results of status, occupation, and
income from the marketing communication on Generation X and Generation Y consumer
behavior of department stores in Bangkok found that there are no different statistically

significant at the 0.05 level.
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v e WAAIAIY SS df MS | F-Ratio | F-Prob.
AUINANY
wususu
n1sdeansnIsnaInNniing | seviengy | 1.08 3 0.36 0.86 0.46
AoNgANTTUEUSLAA eIt
Bnduaziauiueisduane | melungu | 16695 | 396 0.42
TV eassNaUA NTVINIYIUAT

1NM1378 4 HANITNIAADY AUNAFIUT 2
ogiunndnafiunsaeasnisnainiiiinane
woAnssuguilaauiueisdudnduaziouiue
159U Tudeassndud ngamnamuasd
LANEIIAY WUIT NISNAFBUAIY One way
ANOVA fidn Sig. winfu 0.46 Feunnin 0.05
fhufe Ufesanufsmuuesnsidy mneaui
ogiuanasfuiinisdoarsnisnaniidnade
waAnssuguilaa wuluelsiudnduaziauiue

15tue Tukeassndud ngamnumuasdill
WANAANY

aunfgiuil 3 aniuaIniuandieiu
nsdeansnisnaniiiinadenginssuguilan
wuuelstudnduaziauiueisduiie lu
FaasInaus ngamnuvuasianeaiu 19
N153LAT1E9ANULUTUTIUNGLAYT (One way
ANOVA) Rauanans1ef 5 dail

i 5 @ounIniwansneiunisdeansniseaiafiinanengAnssuduilaa Luuesdudnduaziau

WaLsTUIY TUVnasINAUA NTUNNUNIUAT

v WHEIAY SS df MS | F-Ratio | F-Prob.
fuUsnAnen
wUsUIu
n13deansn1snaIniing sie | sewdengy | 0.59 2 0.29 0.70 0.49
NOANTIUEUILNA LaulueLstu
Bnduaziouweistune lu | melungu | 16745 | 397 0.42
VATINEUAT NTANNUNILAT
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AT 5 NANITNAFDU auuagﬂuﬁ 3
anunMfiLana1ty nsdeansnisnaindidina
AongANTIUEUTLNA Generation X Generation Y
Lay Generaton Z1U W 198 5INWE WA
ﬂ§QwauM1uﬂiﬁLLmﬂﬁiﬂqﬁu WU NITNAADY
#8 One way ANOVA fifn Sig. winfiu 0.49 s
1NN 0.05 Hufe Ujasauufgiuvesniside
WA FOIUNNTLANASAY N15F0E1S
nMsnandidnadengAnssuguilnaauiuelsty
Wnduazauestulte lukisassnaudi
ﬂﬁqqmwammmﬁhit,mnwmﬁu

15ASUINITTINIRAAMNTTU

aunAgIuil 4 sedunsAnufiuanaeiy
nsdeansnisnaniifinadenginssuguilaa
WuesTudnduazinuuestulne Tu
PNATINAUAT ﬂg&memmumﬁLmﬂﬁNﬁ’u N3
AS1EHAULUSUIIUNTAED (One way
ANOVA) sfuni1s@nundiuansnafu n1sdeans
MsmanafiinasengAnssuguilan LouueLsty
Bnduariouimetsduineluiisassndudn
ﬂqamwumumﬁummaﬁu Famsned 6 wall

M19199 6 sEAuNIsAnwuansiunsdeaisnisnatafiinasengAnssuduslan WwuluasTuEng
wazlauaLs TN lUETINELA NTUMINENUAS

o e WARIAY SS df MS | F-Ratio | F-
AUINANY
wU3UIu Prob.
N15A0a1IN1INAIATENAAD | SENINNGY 6.67 3 222 | 546 | 0.0
NOANITURUTINA LULUBIITY
Enduaznuiuestuiie | Melungy 161.36 | 396 0.40
VNETINEUAIUNTWINVIUAS

MINATTN 6 HANTNAADY AUNRFIUA 4
seRuNsAnwTiuansnsun1sdoansnismaniis
wasongAnssuguilaa lwuuelsiuldnduas
utuetstultsluviisassnaudn
NTIMNIUATAUANANSAY WUTIA1TNAGDY
§8 One way ANOVA i1 Sig winfiu 0.00 &4
tfoynin 0.05 Hufe vesFuaNIAgILYRINTITY
VINBALTEAUNSANY ANANGafuNTHDaS
nmsnaafifinasewndnssuguilnaauiuelsdy
WBnduaziauiueistuane lurisassndudn
numIUAsTUAnG1aiy eesdldeddnyma
afdfisziy 005 FedfeuiluwSouiisunvgu

wIenisisuifisuilsdeuifionnasuainy
WANFI

auufgIuil 5 9N InAunnsneiun1saeans
msnaniifinasiewndnssuguilaaauiuesdu
Bnduaziauiuelstuaieluiisassndud,
NTUANUNIUATALANAIIAY N15AATIZY
ANLUSUTIUNIULAEY (One way ANOVA)
oIniluandafunisiearsnisnainiiiinase
woAnssufuilaauiueisiuldnduaziauie
istueluinasIndudi ngammnuniuasi
uANEa Fan1sed 7
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A1319% 7 01@nfluandedunisdeansnisnaiafiiinanenginssuuilan wuluestudnduas

WuuatueY Tuine@ssndud nsunnumuas

v UAIAY SS df MS F- F-
AU sNANE )
wU3Usu Ratio | Prob.
n1sdearsnisnaiafiuag | seviengy | 177 5 035 | 084 | 052
RENgANIINAUTINA WULUBISTY
Bnduazinuielsduaie | Melungu | 16626 | 394 0.42
Tueassndue nJanmumues

1NA15N 7 HANITNAADY AuNAFIUA 5
o Infuandetunisdeatsnisnaniifinase
waAnssuguilan wuluelstudnduaziauiue
istueluinsassmdud nsamnaniuasi
LANRAISAY WUIT AISNAEBUAIY One way
ANOVA fifn Sig. 11U 0.49 Faunnin 0.05
dufe Ulasauufigiu n15insiziinaig
WUSUTIUNIUFE7 (One way ANOVA) 813wl
wand1efudnisdearsnisnainiilinane
woAnssuguilaa wuelstuldnduaziaiue
istuneluisassnaud ngamwumuasil
WANANSAU

auufguil 6 eldndedeifouiiunning
Auiin1sdnduladenlduinislurnsassndua
NUMNLUATALANA1AY Fan51e7t 8 il
MNA1919 8 HANTNAAEY AuURFIUR 6 318ld
\desioifeuiiuansnsiuiinisdearsmananaiial

warongAnssuiuslna luwelstudnduaziou
welsiue Tuihsassnaud ngamamiuasi
WANAIIAY WU AISNAEBUAIE One way
ANOVA fifn Sig winfu 0.00 Fetfoanin 0.05
flufe youfuauuRgiuvesidy wuieaudn
seldladedefouiiunndsiuiinisdeans
mMsmaafiinasengAnssuguilan Luiuelsty
Bnduaziouluelsiuite lussassndudd
nsuMNLIUATTLANssTY agnelieddyma
afAnsedu 0.05 TadoniluIsuifisunvan
wionsUTeuifisuietoulilenaasuniny
WANFY

A19197 9 WANITILATIEH Pearson
Comelation 7 MsAeansnismaasinnudusiug
dengAnssuguilag Luluelstuldnduaziou
welstuane Tuhsassndud ngamnaviunas
wansluns1ed 9 feil

A15199 8 518 llRdsmaiauNkanAtuilin1sinduladaen iU NS INsATINAUA TUTNIATINAUAN

NINNUNIUAT
v UAAIAY SS df MS F- F-
AU sNANE )
wU9UIu Ratio | Prob.
n1sdearsnisnannfiding | symingy | 7.72 4 193 | 475 | 0.00
AongAnssuguslnm luleLIty
Bnduagauuoisduaiely | melungu | 160.31 | 395 | 040
VATINEUAT NTANNUNILAT

84



U7 4 atui 1 uns1Ay - quieu 2565

15ASUINITTINIRAAMNTTU

M13197 9 NANTTIATIEY Pearson Correlation N15dea13N1IRAIRIANNFUTUSAE NG ANTIULUSLAA
WuweltuENduwazauLL e Tuinsassndud nsamnamiuns

wAnssuguslnauuestudnduasaueistune

nsdeansnImA Tuneassndudn njamnamuAs

r Sig. ANNANNUS
AUNT LY 732% | 000 | Henuduiusiieniaseniuluseaugs
Aun1snIElagntna 786" | 0.00 | Jenuduiusiieniaseniuluseaugs
AUNSUTEREURUS 724 | 000 | denuduiusiieniafeiulusedugs
AU sdLEINTNY 784 | 0.00 | Henuduiusiieniasieiulussauas
AUNTTAAIANINATY 749% | 0.00 | feuduiusiiemaneiuluseiugs
Frufdnoaniiinis 782% | 0.00 | fenuduiusiieninieniulusyiugs

91NA1T1 9 HANITNAADU AUNFFIUTD
7i 7 nsfeansnianisnanniinuduiudiuiy
woAnssuguilaauiueisfuldnduaziouius
istuane Tuvaassnaud ngummamues asy
i 1. dulaan wudh wud nsveaeuse
Sig Wiy 0.00 §eid1Tondn 0.01 Fude
goufuaLNAgILYeINITITe N TAea TN IMATAT
finasewginssufuslaaauueisiudnduasiou
welstuneluieassndudn nsammaniuas
agailfddyneadan 0.01 Tnefienduusyans
anduius (1) Wiy 0.73 uansirfudsiisaesd
ANuduusAuUunasasiinuduiusiduly
Tuianafedtiu 2. AuntdnaIueig Wyl wudd
N15NAABURIE Sig Wy 0.00 Faflntesni
0.01 $ufio sousuaunfgiuveniside n1s
Foansn1Tnatn danuduiusiungingsy
Fuilan wuwesdudnduaziauiueistunely
WeasInduan ngannaviuas ogeldedfny
n19addft 0.01 nedienduussandanduius ()
Wi 0.78 wansindaudsiassiinnnuduiug
fulrunarsnazdanuduiusidululudienig
WeAY 3. AUUIEIEURUS WU WUl N9
nadoUIY Sig Wiy 0.00 Fadieifeanin 0.01
Ao soufuanuAgiurean1side n1sdeans
nsmannfisasiong@inssuguilan Generation X
Generation Y WagGeneration Z Tumsassnaue
nyammauaseealfedfymisadan 0.01
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Tnefianduussansanduius () wiafu 0.72
LandnUshansiianuduiudiuuiunans
wazpuduiusidulUludimnmadeoatu 4. du
AUATUNITVIY WU NITNAFDUAIY Sig L1TAU
0.00 Faflenesndn 0.01 Hufte veufuauNHigIw
204015348 n1530d15N190150aA &
muduiusiutungAnssuduslan laulueisdu
Bnduaziaumeisdulteluiisassndudn
nyannumuaseeadltddgnieadian 0.01
Tnofiarduussansandunius () wiafu 0.78
LansdnUshansiinuduiusiuuiunans
wazdanudusiusiululuiiemadeady 5. fnu
NIRAIANNATI WUINITNAFDUAE Sig LAY
0.00 Fefientioundn 0.01 Ao vouUANNAFIU
YoM FITensdoasniansnain fauduius
fufungAnssuguilaaeuiueisiudnduaziay
welstuae Tushsassndud ngumnumiuns
atailfedndyneadan 0.01 Tnefienduusyans
anduius () wihifu 0.74 wansfuUsiiaesd
ANuduTusAuU unasLazdnuduiusiduly
Tufienaieatu 6. rupIneaunfinais wun
AINAARUIY Sig Wy 0.00 FadiAntesnin
0.01 fufio vousuanufigiuveaniside nns
dea1sn1enisaana dadnuduiusiudy
noAnTIUUILNA WULBISTUE NG LAY IaUILD
i5Fune Tusasmaud nammamunsegied]
Todfyn1eadff 0.01 lnedardudszans



ANEUNUS (r) 111U 0.73 WandInfkUsadaadl
AnuFuuSuUIunasasdanuduiusiuld
TuRanmafenu

7. aAUs18NATY

Jn@nwdes n1sdearsnisnainiiing
dongAnssufuilanauiueistuidnduas
wuwelstuneluisassndud njaymamiuas
WUIAIUNITIABUT ATUNTSV8IAENTNIIU
AIUNITUTEINEUNUS A1UNITEUASUNITVY
FIUNNTNAIANIATT LAZEIURIRBASINAR
WU U5 UANLAFINYRIUTIY LEAIINAD
wsisasaianuduiusiu lussdugs uas
Anuduuslvlufiranafvaiu lnefidedify
0.01 Feaonndosfyu Wus1 2ednandion, a3
Meyatl Argunngd, 33951 NUBUNT warunsal
YaeuA (2560) [9] danuaenndesiulaenuin
n1sdeansnienisaatalann n1slawan ns
daasun1suneg NsAeaIIMnms N15AeaIswUL
dui warnsussvdunusiinanenisandula

) =S b

y oo
CRELNATRET

8. dareuauuzlunisimansideluly

8.1 Aiun1TITeLuUTIARIEUNTLIATIEATIY
IFouuImiedearsnisnaingsnafiuanly
Uszindalnegpiasugnanivia

8.2 aflumsideiiedudussdusznausn
wuudiaesuumsdeansnsnaingsiaduaniu
UszindalnegpLasugnaniva
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