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Abstract

The objectives of this research were to study the marketing mix and the impulse
buying behavior on snacks of Generation X and Y consumers, and to study the
relationship between marketing mix and sudden purchasing behavior of Generation X
and Y consumers. A questionnaire was used to collect data from a sample of 385
consumers. Data were analyzed by using frequency, percentage, standard deviation
statistics and the Pearson Correlation.

The results of the research revealed that the snack marketing mix in the overview
and all aspect were at a high level, the channel was the highest, followed by the
nutrition, and the people was the lowest, respectively. The impulse buying behavior
of Generation X and Y consumers in the overview and all aspects were at a high
level. The pure impulse buying was the highest, followed by the plan impulse
buying, and the suggestion impulse buying was the lowest. The marketing mix had a
positive correlation with the impulse buying behavior of Generation X and Y

consumers at a strong level with statistically significant at .01.
Keywords: marketing mix, impulse buying behavior, generation x, generation y
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