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Abstract

T he purposes of this study were: 1) to compare media exposure between
generation X and generation Y 2) to compare innovation adoption between
generation X and generation Y. Furthermore, this study also studied the
relationship between innovation ownership, adoption of innovation and personal
innovativeness. Questionnaires were used to collect data from a total of 413
generation X (32 — 48 years old) and generation Y (16 — 31 years old) samples in
Bangkok.

The results showed that generation Y’s media exposure was significantly
higher than generation X’s, except in television’s media exposure frequency,
generation Y’s innovation ownership, adoption of innovation and personal
innovativeness were significantly higher than generation X’s and showed that the
innovation ownership, adoption of innovation and personal innovativeness factors

had significant and positive correlation.
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UAUMNA 1 The family tree of communication media

Domains of Communication Media

Note: Placement of the individual forms of
communication media on this tree is
intended to suages: relationships and
growth paths, not relative importance

Interpersonal
? ? r
Virtual Bk World
¢ Reaﬁty mnine Wi
= | 1ce
2'5‘1‘.3' ™ lonine N Chat Webd
| Net '
Analog Video - E-med Hypertext
Online 2 Doc
LLA Games  Games A Facsimile —
" Teletext  BBS Voice
$3°'~ letephon,
Audio/Video Two-Way 4 "
Recording  Radio 3932'“5
AM . % = \/3
Radio Newsletters
Telegraph Documentation
Film Reports & Diaries
' Commercial 2 Formal Correspondence
rne
Art A Photography ol
1. About 30,000 years ago: Speech
Theater Participatory and spoken language greatly extend
Music & interpersonal face-to-face communication
Oich and enhance expressive forms of story-
kg telling, contributing to development of
Y broadcast domain and modern human
LecCtures cultures
::E’ug‘id& 2. About 6,000 years ago: Emergence
e of written language leads to development

of document domain, which accelerates
spread and preservation of knowledge
and culture.

3. Less than 200 years ago: Application
of electricity rapidly accelerates
development of new communication
media. New class of language
emerges—digital language

flan: Fidler, R. (1997). MediaMorphosis: Understanding new media., Pine forge press. UK, p. 34.
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acceptance of information technology. MIS Quarterly, p. 339.
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