(1)

a

W INeINUS dvswavestadeinasonnuUssauIazALATla
Tahuswlunseanauuuuendeniugunsalnfoui

YBILAUBLITUNYUALLAUDLTTULYA

4‘ Y a

SR UNEANIUATUNT ANBY
Foueya WIFENTUI AR (FEUUATAULNALNDN1TIANTT)
AU/ ARE /UM INYAE STUUATAUNALINDNITINNIT

WgeAEnsLarn13UYT

UNINY1AYTITUANENS

cal ¢ a a I &
21971599MUS N INeLNUS 599MANT1A158 A5.49UNE1E BN
Yn1sfinen 2562
UNANED

YagUudnunudldvsdwiied euilau snivudugemmdnlunisviau
msliusmsseguslan wasnisidnfdumesidaliine saufanseaiauuuvenseriugunsal
AU Yaiunisdsiatennuwisiudssaunisalifeadiudus usns wasdennuduasy

n15vIedui aukaz I H1uremiuaievigdianeaulad dearunsadenalanni

a a -'-NI

ynnainisnevaustegumsmazidifnguitingldegeivssdvsamunniigadmsu
nslavanuuntvesuIaan luvasfinisinagnsnisaaindagiuinnisnaiawungy
Wnneauiaiuelsty dudlsunanmsidulanisdiny Jausssukasinalulagansaune
lingAnssuduslaadaunainnateuindu feidulymedrwmilslunisviiniseain
o ¢ A g v Y % l o - v
LUUUBNABKIUEUNTAILAT DUN LRTITUAINABINTITVRIMARE LI UDLSTUY telnUseau

anudnsalunisvihnsrainaunsanevaussseguwuunslddin nislddedinueaulail way

[y

NSHLERAUIEAUALAEUSNTINUSINA

[y

AAUUINUITEU

IS (%

¢ A = (% v 6 Aaa a J
@QUigﬁ\‘iﬂLW@ﬁﬂH"l ANMUNdUNUSYRIUTeNABNENasraAI U

& a ] o ¢ A d' ~ a i o
15]QIQN@?Ui?@JIUﬂqimaq@LLUUU@ﬂW@NWUQUﬂﬁmLﬂa'ETLW] I@‘EJL‘UiEJUW]‘EJU?%VTJ'NL"ULU@L?%U'J']EJ

[ v a

LAZLAUBLSTULYAINTANULANANAUBE19ls TaeldASinuTauaieuSuna (Quantitative

Y

Research) H1unmsuaniuuasunuesulatduarsuluunseay Muuangusieg1avisdy 480 Ay

v va

wUnduaueistuing 240 au auBLITULER 240 AW @MTURATUsTauNISaiddIusu

o
&Y

nsnanakuuvanderugUnsalnfeuntulssmale vaeinuuiahveyaluinssluing

Y

Ref. code: 25625802037316ZJP



2)

aun19lATIas 19 (Structural Equation Modeling: SEM) Tun1siiasizvinanaznaaeoy
AR

nansiszsideyanuin Yadeiinguiaueistunlinuaulasnniigase
arwdslafidusnlunsnaiauuuuenderiugunsalindeud Tiud anuduisddvinaste
o1sualfimaniasnuuin dwalufimnuussauidensmainuuuuenseriugUnsalindeudi
dunsansedudoanudslafidiusaulunismaiauuuvenderugUnsaiied eufiundiae
Tuvaringuaiueistulen dadenrunindedefvsnareeisualimamisvnuuin duwaly
é’ammﬂiwiauwmmimmmLLUUU@ﬂ@iamuqﬂﬂiaiLﬂ?iauﬁLfJwmmzéjwiamméﬁu’ﬂaﬁéauﬁw
Tunsnanauuuuensestuguniaiind eufiuniian fedfufeaguléan Yadeaududa
mnuidetio mmdvemginsauluefnlunisidiusiudenisnaiauuuuenseriugungal
wAeudl dwasorunilafidusulunisnaiauuuuendeniuguniaiindeud uanseiy
TulalualsTUNEwAZIALWBL T TR

[

ANEIARY: N1TAAIALULUBNABHIUAUNTAILAG BUT, MU LUUTIABINANTIUNITY 4G

Wwing, ngumslivseleviuaganuiionsl, wofnssuvesuslon, @estung,

LALUDLT VUL A

Ref. code: 25625802037316ZJP



(3)

Thesis Title FACTORS INFLUENCING GEN Y AND GEN Z DESIRE
AND INTENTION TOWARDS MOBILE VIRAL
MARKETING ADOPTION

Author Miss Nednapha Khumhom

Degree Master of Science Program
(Management Information Systems)

Major Field/Faculty/University Management Information Systems
Commerce and Accountancy

Thammasat University

Thesis Advisor Associate Professor Mathupayas Thongmak, Ph.D.
Academic Years 2019
ABSTRACT

Nowadays, there are numbers of smart phone users who use them as main
medium for work, customer service, internet access, including mobile viral marketing
which has been using as a channel to share product and services experience to friends
and relatives via social media. Social Media is easy for users to share the user
experience anywhere and anytime. The media is also easy to marketers to target the
customers efficiently on the small screen. In the marketing strategy, marketers classify
customers by generations due to distinct lifestyle and, information technology
advancement, and market changes. This classification can be applied to mobile
marketing to help targeting the right customers and increase sales revenues.

This study is a quantitative research aiming to examine relationship of
factors towards intention to participate in mobile viral marketing. The study examines
the differences between Generation Y and Generation Z by collecting reposes using
questionnaire. There are 490 samples which 240 samples are from Generation Y and
another 240 responses are from Generation Z. The samples are experienced in mobile
viral marketing in Thailand. There result is analyzed using CFA and Structural Equation

Model.
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The analysis result shows that in the Generation Y, Entertainment, Positive
Anticipate Emotions, Mobile Viral Marketing Desire are the most influential path
towards Intention to Participate in Mobile Viral Marketing; however, in the Generation
Z, Credibility, Positive Anticipate Emotions, Mobile Viral Marketing Desire are the most
influential path towards Intention to Participate in Mobile Viral Marketing. In conclusion,
Entertainment, Credibility, and Frequency of Past Behavior of Engaging in Mobile Viral
Marketing are the key difference factors towards Intention to Participate in Mobile Viral

Marketing amongst the Generation Y and Generation Z.

Keywords: mobile viral marketing, goal-directed behavior theory, uses and gratifications

theory, consumer behavior, generation Y, generation Z
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