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Abstract

The objectives of this research are to study: 1)
purchasing determinants for pre-school products of
generation y mothers, and 2) influences of such
determinants on purchase intentions. Using online
survey, questionnaires were employed to collect
data from 613 generation y mothers, aged 26-43
years old living in Bangkok, who had pre-school
children, aged 2-5 years old. The findings showed that
all four purchasing determinants, composed of
personal factors (personality and information search),
psychological factors (motivation and attitude toward
buying), social factors (reference group and electronic
word-of-mouth), and cultural factor (collectivism),
were important for child’s stroller (utilitarian product)
and cloth (hedonic product) purchases. In addition,
for influences of these purchasing determinants on
purchase intention, the results indicated that
neurotic personality negatively influenced on
purchases of both products. However, information
search, attitude toward buying, and value-expressive
influences from reference group positively influenced

on such purchases.

Keywords:  Consumer behavior, Generation Y
mother, Mother and child market,
Survey
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