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ABSTRACT

Title of Thesis Consumer Responses towards Viral Marketing: A Study of

Comparing Baby Boomer, Generation X and Generation Y.

Author Ms Pornchan Wongkhumsin
Degree Master of Arts (Communication Arts and Innovation)
Year 2014

The objectives of this research are 1. To Study Consumer Receptivity Viral Marketing
Media between Baby boomers, Generation’s X and Generation’s Y. 2. To Study Consumer
Attitude toward Viral Marketing between Baby boomers, Generation’s X and Generation’s Y. 3.
To Study Consumer Behavior toward Viral Marketing between Baby boomers, Generation’s X
and Generation’s Y. 4. To Study the Relation between Receptivity, Attitude and Consumer
Behavior of Consumer between Baby boomers, Generation’s X and Generation’s Y. This Study is
Quantitative Research by Survey Research and collect data from target group by Questionnaire as
tool. Target group are people which live in Bangkok metropolis who has age between 16 — 49
years and over portion out by Generation theory as Baby Boomers for who has age over 49 years
old, Generation X for 32 — 48 years old and Generation Y for 16 — 31 years old. And target group
must know and seen Viral Marketing from any channels. The target group amount 400 people.
After finish questionnaire will analysis using statistical program. The results are Male and Female
per 50 percent, The oldest is 63 years old and youngest is 16 years old, Age average is 38.36,
Generation’s X are 134 people, Generation’s Y and Baby boomers are 133 people per group,
Most education is Bachelor degree, Most income is 20,001 — 30,000 baht per month. Consumer
Receptivity Viral Marketing Media overall result is moderate; Facebook and Youtube are Good
for Consumer Receptivity. Next, Consumer Attitude toward Viral Marketing result is good but
Attitude for product which uses Viral Marketing is moderate. Next, Consumer Behavior toward
Viral Marketing result is moderate.

The Hypothesis test by using F-TEST (ANOVA) for hypothesis 1 — 3. The results are all

Significant values are lower than 0.05 for significant default. They mean Consumers whose have



(6)

age different are have Receptivity, Attitude and Consumer Behavior toward Viral Marketing
different too. For Hypothesis 4 — 6, test by Pearson’s Correlation coefficient. The result is
Hypothesis 4, Receptivity factor has moderate relation to Attitude factor. In Hypothesis 5 and 6
Consumer behavior has low relation to Receptivity and Attitude factor. Because Consumer
behavior is not rely only two factors from the theory but there are many factors to drive people to

pay for the product.
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