nsasmsuszinduiusiiaz-msiugaun Jh 14 auui 1 2564

MBNAVAINTHOEIN1INAN UGN UNTABNOANTTUEUIINARLULITY Z uag Y
The Influences of Marketing Communications in YouTube on Behavior

of Generation Z and Y Consumer

Received: August 6, 2020 / Received in revised form: September 19, 2020 / Accepted: October 11, 2020

CEREET)) aaﬁﬂgws"nw Worawan Ongkrutraksa

PW1a9nsalun1Ineae Chulalongkorn University
UNANED

\7 WATei I g Uszasdiil ofnwisdvinavesnisdniunas auafsenisdeans
nsmanevesduilugyy fiflnasenginssunovausswesuilaaaiusdu Z uaz ¥ 1un1side
Weduna InsifiudeyadiswuuasuaiuainUsznosuluiunnsannumuasIuIg 400
fMode lnsnisuanuuudeunusisaues lnsudanguidegsesndu 2 ngu ldud nqueny
foundn 18 U (Gen 2) $1uau 200 AU waznaweERd 18-37 U (Gen Y) $1u7u 200 ALiid
Usraunisallunisvugyu Taevhnmsiiudeyaluged we. 2562 nan133deidulumuauuiignu
AF1IFslun nadasuuasitmuadfiddelavunuldduiflogyurosuilan Fnswase
noAnssunovausselawauddluiTe lugyuvesusing Tnenaddenuin mnuianiBsuaniisl
daduing 9 ldun 1. mslidoyaiieniudwesuesyyuiued 2. AduvesyyulUeidaIm
indofio 3. muveudviovesdweninady TovdnasdengAnssuneuaussnniign 58980
Ifunnsdndusenisfignuivednaisdudivos 1 edrsaynuazinaula navesuided
annsathludszgndldfunsieasmseamiugyuiveslusunanfe dmsusensegyuiite
Fuaanistu Z way Y mslimnuddyiugunuuvesnmslavanluuuureansadismnudiuliia

wiolusenisffinnuaynauuiaziiauls

AdAeY: BnSnavein1sHoaIsNITnAIAtuYYY, NORNTIURUILALLITY Z uay Y

2979990 aﬂﬂ‘ﬂi 715w (Doctor of Arts (Communications), Tokai University, 2007, E-mail: worawan.o@chula.ac.th) ﬂﬂq Ju
ANFIITRNERNTINSE UsednnAdnmsussnduius easdvamans unasnsalinmivende
uneuildudunilswemamsfinuidelasinis “msdeansmemanalugnusazdvsnaninenginssudusloanustu Z uay Y7

Falssumsativaywulstinallumsfnwlasinsannewiderasdwamans enaansaluvivends UssdUeulseana 2562



2.

Journal of Public Relations and Advertising Vol. 14 No. 1 2021

Abstract

This research aims to study the influences
of marketing communications in YouTube on
behavior of generation Z and Y consumer. This
quantitative research was conducted in 2019 by a
survey of 400 samples who lived in Bangkok. The
sample group was divided into 2 groups (200 samples
each), which were samples who were under 18 years
old (Gen Z) and samples who were 18-37 years old
(Gen Y) who have viewed programs in Youtube.

The result accepted the research
hypothesis and showed that the set of positive
feeling towards the following 1. essential information
about products from YouTubers 2. reliable video
clips 3. fondness of the brand was the most
influential factor on the samples’ behavior. The
second influential factor was the exposure of clips
that YouTubers who had fun and interesting talk
about product.

The results of this research could be applied
to marketing communications via YouTube in the
future that for generation Z and Y viewers, YouTube
program should focus on the form of advertisements

that is blended with entertainment and have fun and

interesting presentations.

Keywords:  The Influences of Marketing
Communications in YouTube, Behavior

of Generation Z and Y Consumer
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