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Abstract

This study aims to 1) examine media exposure to Thai artist concerts among Gen Y con-
sumers, 2) investigate Gen Y consumers’ attitudes toward Thai artist concerts, 3) analyze the
concert attendance behavior of Gen Y consumers, 4) explore the differences in media exposure
to Thai artist concerts based on the demographic characteristics of Gen Y consumers, 5) ex-
amine the relationship between media exposure to Thai artist concerts and Gen Y consumers’
attitudes toward these concerts, 6) study the relationship between media exposure to Thai
artist concerts and concert attendance behavior among Gen Y consumers, and 7) investigate
the relationship between attitudes toward Thai artist concerts and concert attendance behavior
among Gen Y consumers. This research is quantitative in nature, using an online questionnaire
as a tool for data collection. The researcher distributed the online survey through Facebook to
400 individuals with experience attending Thai artist concerts. The participants were grouped
into four categories: 1) Concerts in Thailand, 2) Concert Lovers, 3) Find Friends for a Concert, and
4) Concerts/Live Performances/Theater. Descriptive statistics, including percentage, mean, and
standard deviation, were used for data analysis. Hypothesis testing was conducted using inferential
statistical methods, including t-tests and One-Way ANOVA, to examine the differences in mean
scores among the sample groups. Pearson’s Correlation Coefficient analysis was also applied.

The findings reveal that 1) Demographic characteristics of Gen Y consumers, such as
age, occupation, income, and marital status, influence their media exposure to Thai art-
ist concerts. 2) Media exposure to Thai artist concerts on platforms such as Instagram,
Facebook, TikTok, and YouTube is related to Gen Y consumers’ attitudes toward these
concerts. 3) Media exposure to Thai artist concerts is correlated with concert attendance
behavior. And 4) Gen Y consumers’ attitudes toward Thai artist concerts are significant-
ly related to their concert attendance behavior. at a statistical significance level of 0.05

Keywords: Media Exposure, Attitude, Thai Artist Concert, Generation Y
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ooulatl Sudutemmmdnlunsiuslunnewdsnfetulne vonanil ndueny 27-35 9 Silvianu
dfnfuszaunsaltuiis wazfanssumsdeny Wy madhsuaewddn luvasiingueny 36-44 1
fnspathiintu Ssdmalfeuadlalufanssiudisonas aeandosfuuuAnues Kotler (1997)
finanin woAnssunisuslaadeldiudvsnantadouszanimans lnslamzenyiiinasonisiia
fude wazaenndesfunuideues auwe At (2561) Awudn ngueny 25-35 U fuwdlifilunis
Aanunasieiuneudsnunnninguiitionguinndi 36

1.3 Anuugn1aUIEINTVRIRAAMINAUDITN INHANITITNUT nauFegRToTwniinay
wonwu fimsdnsudeneudsndatiilnesnnninnguendndy o egrsiifuddymeaiaiszdu 05 3
wansliifiudin winouensuinisdndvdensuadndatiulneuiniian nsusnssiulunginssu
miLTJ@%’U%'@mmﬁ%mwdwﬂfjmm%wmaﬁﬁmmma’%maiﬁmﬂé’ﬂww%ﬁm waglafdladvosusiaz
917 Taewiinauenyy Shilmsinuidsilusmemusduiasaueden vilinnrndanudesnis
ymanutuiiaiienisunas Wy nsgrewdin vieAamuAaliuiitusey

uennil AnwazauveswinaLLENTY flnrudaveuinnnindrsenis viedivesiianis de
Tnwiansadaassnauassulsyann Wedhswfenssududidldazannit dsaonadesty
nguinsliusslemivagaufisnela (Uses and Gratifications Theory) 484 McQuail (2010) 7inan2
1 fuslaadentasudeiiionsuaussaudioinislusnuing o wu mnuduiiuaznisindey ua
aonAdaafunuisoves 3sins 21edd3na (2562) Inudn ngundhauensu fdasnsidniudoiien
fumeudsnathilneganinnguendndu 1 uazavvioulifiuddvinaveserIndenginssunislniy
dotuislunguwiinauenyuenyy

1.4 dnwairmalszvnsvesanmususeld anaanisidenuin ngusedisiifisels 30,000 -
50,000 U msdin3udereuaindatulneinnninguiiisglddu  egredilvddymaadaiise
05 Fauansliiuin smié’ﬁma@iawqamimmiL'TJm%“U?iaﬂauL?ﬁm Iﬂaﬂfcjmﬁﬁiwiﬁ 30,000 — 50,000
v findunguievhauiifimusuasmamsiu uasanansadaasseulssana iefanssudumunms
Ifnnninguitisneldsing
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uennil nquilinodvegludsauiiosfiniadhdshonssusig q wu rewaAinaznin uandudi
sfisvadlavialod nadrswRanssumdntl Sehsauaiennudiniusmedeny agdlsfinu ngud
fseldaendt 50,000 v oraliauadlafenssufiRedesiunsasmu vieladaladugnaaniy
shlinsdinsudonoudsnanas aenndesiuuuifnes Maslow (1943) Aerfuddutumiudoms
finamlsnisuanseandsianu uazanudesnsnisseuiuludinm uazaenadosiuanuiseves 1

o

gudsgy (2563) Mnuinnguitdisgls 30,000 - 50,000 v duwslduiladudensudsnuinningui

q

fieldamsening

D

1.5 AnunryaUssInsvesAnnIusnuanIunIn 3nRansIdenui nquiegnaidaniuam
Tan fimsidnsudensudindatulnennninguiudsnunasnguiliunhe vieusnmaeetnedie
dfyynadaTisesu .05 ImﬂLLamﬂﬁLﬁuﬁﬂmmLLmﬂm"miu‘wqaniium‘sﬁlm%’u?ﬂlaﬂau@%mmmmumw
Taonguitdilan fnnudasslumislinaring wazannsadnauladhsufonssududisldamuemiuagenn
Yoenuled Wy Matrsiurewdsn Seuenanazaeuaussautiuis Sudulemalunisairaniety
madansnaznugiioulnl

Tnemslddenava iy Tnduafifeussunanlesuseulatiing 9 fselinguil ansnsofinnu
Fmanivatuianssuiaulaldaranuaz sy aenndesiuuuiAnves Erikson (1959) WAeafunis
fimumsdndmilutasiegluajneusiu (early adulthood) Sauduteifiuuliiesdilanunnninie
u 9 A yaraludied dnatunisadeenuduius wasdndnualvssaues vhlsmnan
wnlthaslafuianssufitieduiunudomnisiudieuuayensual Wy aouddn wazaonados
fusiAdeues Wudund Tamna (2562) finuin yaralaniunliilunisuilaadetuiiannningi
uinuud esnmninidastlunisuisnanuasalidevesauies

anNAgIun 2 mslinsudersudindatiulneg fanuduiusiuvirunafilidensudinfatiulne
vosjuilnn Gen Y :nsan1ifenuin mslindudenoudsndatulnedammdiusiBainiuiruad
ﬁﬁaiamam%%mﬁaﬂﬂm‘umQU%T,m Gen Y aghsfitfuddayneadnisesu 05 farduussavanduiug
(n) Wiy 0.506 wanafannudiiuslussduuiunans lnewleguilnalinsudensuldsn finseiuainy

v
a a

aulavowusntu asdwmalviiauadiidty wardiaudimiuinsersuaiiideonoudinwosAatiud
R

namsifeilagviouliiiuin nmadasudedinssiuarwaula asnsonsefuitmuediiuanuazasng
Anugnitunsensusifudathildegnaiisyaniam damalndudeneudsniinseiueuanlatae
nsyfumsUsznanateyalussiuan lasyanaiiaulaluFedeinosidumsenisiidhilauuuguinans
(Central Route) Bavneud1 wanawnazUssiiudeyaossasBenidau viliimuedfiAndusiaom
sunsuaziAsuutaslionn aonndesiuuuifnues Atkin (1973) ind1n91 giidadudeyainansunn
wdanuuazmnudnlafiituisafuanmuandouseus warannsausuilmdtunaudsuuas
Iindn il nMsWiafudeiAnrtesiuAatuiguilaatureuriutesising q aansaaiernuidn
ynuM19e133al (Emotional Attachment) wagnszduirundiiaronsudsndatulneld Fsaonndos
FUUATEYes Chen & Haley (2010) finudn msilasudefiiisatudaliunsenuds dnansznuse
frunALazngAnssumsinaulavesiuilae uastrefiueuidenlossyvisduilaaduionssutuis
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e

NyanstwmaaanIUIvial

annAgIud 3 nadniudensudindatiulng slenudiudiunginssunsvuneudsndatiu
Ingvesifuslan Gen Y nsamsidonuin msidasudersudsnfatiilvg danuduiudideuin
fungAnssumsvureudsndatulnevesiuilan Gen v etnsiliuddnmisaiffisesu 05 Tneilen
duusravBanduiug () Wity 0.159 Fauanstenrmdiiudlussduiunn wandiifiuidoduilna
Unfudeneudsniinssiuanualanniy svdmalinginssunsvunewdsaiutumuluge Tne
msdnsudiotionseiunnuaulalufanssunoudsn uasduusmdndulifuslnatidrusulufanssy
wenilinnay

Taonsilinsudeiinssivanuaulatisairenisiusiarenanssy wazdwmasensinauladinguy
Aanssudng 9 Wy mMsvueeudsn Tnemslinsudeinsstunrmaladusinseduidylunisasy
aangAnssunsfidusalufanssusng  Ssaenadosiunguimsliuselenivazeufionela (Uses
and Gratifications Theory: UGT) 984 Katz et al. (1973) fina1a1 %TﬁiﬂﬂLTJW%’U%@Lﬁaiﬁlﬁﬂiziﬂﬂlﬂ
fifosnns wu mutuiia viedeyaiifetosiummualadiudh Fsnsliasudeiinssiuanuanle
Fanszdumsiianelalugfuslng azdwmarengnssunisuilaalufanssusing 4 TnslamzAanssuiingn
wilinudRey Wy Msdsunewdinvesdaliulng Lasdonadeeiuiuideved Jang & Lee (2014)
finuin mavslnadetuiisinssiuauaulaannsansedumsiinsanfanssuduiiang q uaztiods
ieunsdonlosnadny Taslamzlunguduilnafifienuaulanmzdiu

o msiafudeiinsatunnuaulevilvguslag Gen Y funlifufivsismfnssunoudsinuas
Aanssutiudfiedu 4 neflenuiionels wavenuaulalunsidenssumeaniegreemu msuslnade
fiaenndosiumuals avaiennugnuynensusl uasiaduaisnuduiusnsdnuiliamns
Anduanmauslnedeiilinsatueuaulavesiuilan

ANNRFINT 4 rundfiTldedonouEsnAatulne Tmuduiudfunginssunsvureuidsndaiiu
nevesfuilna Gen Y Mnuan1ifowuin visuadfisidedenswdsndatiulne feuduiusideuan
fumginssunsvurewdindatiulnevesifuslan Gen Y ogafitduddymsansedu 05 Tneilm

#UUSEANTANFUNUS (1) WiNAU 0.173 FIAIDaANUFUNUSIUSEAUALIN WATIALTBUDIDNTNS

7

o

upfansnsaiivenginssunisdisifenssuvesiiuslne uandiiiiudn edimundiuazidu
windedersudinfatulne fuwliiivznsydulifuiladrsumureudsnnntu masvinuediia
anunsansefumstaruslufonssusing 4 wu msdhsuvuneuwdsn Ssaenndesiunquiviruaiua
wefingsal (Attitude-Behavior Theory) U84 Fishbein & Ajzen (1975) fina1nin virupiifanunsodssa
songAnssuvesyana mnguilnativimunAniuan wasiiugueiludsimneislan Wy deneuidsn
fiaueAaliufitureu wanwaziiuunliufiaziihumRanssuiiieites uazasandesiuaitoves
Hernandez et al. (2018) wuin firuadiiAsedetiuiis wu AewdinAatuiildisunnuden aunsods
wariemsIinsmAINTIN warnsnsimgnssuiiieadesldesaiiduddy Tnsanzlunguiuilan
fflnnadureuluismstuiis msnguslnadvimuadfiduaziiiunailufenssuduiie azvildmnn
funltiufigdnsanfanssusn 9 wastureudsnegiereiios

Fatiu maauadiruaiiiflufuslon Juduetesteddylunsnssungingsunmsulon wasnisd
dsaulufanssutiufiang q lifisauinissunewdss uidufnindenuslnadetiufiadu q fivanan
Fuvou uasimundniatnaluszezenrenginssunsinduls uasnsidenfanssuiinsetuauaulavesiuslan



Nsasiwmeaansusviad U0 29 atuf 3 (Tueneu - Swial 2568)

Talauawus

NnNaMTITeReIiy “Mslinfude vimuad uazwgAnssunsvurewdnAatiulnevesuilan
Gen Y {ifeiidoiauouus il

1) MnuanFIdeiEesdnvazmeUszang wuin fuslanngy Gen Y dhsiunoudsadianumain
vaneMeiUDY A waze1dn egndlsfinu nguvdn Ae nguiuiumeulmefiviovinnuneudu 3
Hunguitiinginssuuilnaderinuveswnsseulatifundn i Hinneuldsnasusunagnnisdeans

nensranlinssivanyarveingutvung wu madenldunasvesulydeaiivie ingudmuneld

UL 19U TikTok, Instagram Wag Twitter LiteinAangurusludnuazianizianzas (targeted reach)
waznseulilAnnTsildusiy (engagement) 1nBeTy

2) Mnnansitedensidaiuiofertureudsadalulng wui nadadudedianuduius
ﬁuﬁaﬁm@aLLaswqaﬂiime’Uﬁm Tnstamzidleduilnaldsudeinssiuauaulavesny
wdwmaliAnauaRfn uasnginssumadihuiiiutu fudu finroudinmadonliunanviosufi
Gen Y {Wnsuiutsed gy Instagram, YouTube wag Facebook wiawviainudonliegluguuuy
Fuaifouazidniisine Wy AaudRleau (short-form video), mslaan3u (live streaming) waelalas
Jewmdnunewdsn Wewasuuszaunsaiidndddudtdsldladnsnese wagnseRuaLauladmth

3) RnnansideiesiruaRiitineneudsadalulne wud ﬁﬂuﬂaﬁamaaﬁﬁimﬁﬁw%wa@ia
qumimmilﬁmmmmaim Tngiamnglunguiituveudatiulne warilenudesiuluannmuesfatiu

o

fatu nsdeansiiunsdaalunmdnuaives@atiu wu nsuandiiiufennuaninsn Ussaunisal
i wazusssmaiiranaewdinluein szdiiaiuaiainuafideuanvesfuilnaldesied
sz uenaIntl mameunsdh viemuenamnguuaie MadBurlgiouives wiediiieides
Tunguihmsneuninewdsn Adudnituildumsaiunundesiy warussgsalunisdhi

4) mﬂmamﬁi’faL%“aqwqaniiﬂums‘umawfﬁm WU NYRANTIUNTDNITINABULATHAIL IO
euldrihunadasuouasiauaiiin Snitangu Gen Y Selfmuddfutszaumsalfildsuana
fau finneudsnasiaiuumdl 9 Weiuarufidusamess ldhesdunsiafanss
NOUNIDNAIADULEIA 11U NS Meet & greet AUARTY, NILANTBTisTANTiLAY 1i5R9N55Y interactive
meluau %ammiaLﬁmmﬁﬂwisaumsajmm’m'm uazduasuAINISNANA (loyalty) Aefatiu

vieuuTUAvRIInAeuLdsnlusTEen)

dairuanuzdmiunuidansanalil

1) yATeedainly enadnufatademedinuuas Taussaitnadensinduladnsmneuwasn
vosgfu 1wy madeslesszvissunduazanuveuduyana e unagnsiineuaussadiosnis
voanguidhmnel#FEn

2) sidendadnly annsadnvuuamensldineluladivl 9 WU VR, AR %#39n1561891008A
AoudsnrinuaniuilaiifussansnmiteiaiuainsUssaunisalin uasiilevenegiuguaiiliannsa
samaule

3) siAfeadeioly enaieufisusswinneuainvesiatulneuasinssama luudvosnsld
dolumsluslumnisdnanu msfidusiuvesion uaskansznumaAsugia eFeudisnisiamnsa
anszaunawdsalulszmalnelifiuinsgiussavaina

D
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