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BENJAMAPORN CHAROENSRI : GENERATION Y’S RESPONSES
TOWARDS SOCIETAL MARKETING PROGRAMS. THESIS ADVISOR :

ASST. PROF. KWUNKAMOL DONKWA, Ph.D., 101 PP.

GENERATION Y/SOCIETAL MARKETING

The objectives the study of generation Y’s responses towards societal
marketing programs were (1) to study the responses of generation Y towards societal
marketing programs, (2) to study the responses of the demography of generation Y
towards societal marketing programs, and (3) to study the societal marketing program
factors that affected the intended purchases of generation Y, whose samples consisted
of 2 groups with potential purchasing power; the first group being those who were
studying at undergraduate level, and the second group being those who were working
and were between 18 to 30 years of age. The data were gathered through 778
questionnaires and were analyzed according to frequency, percentages, average,

standard deviation, t-test, F-test, correlation and level of discrimination.

The study found that generation Y had quite a high level of responses towards
societal marketing programs. The preference for types of societal marketing programs
was at 4.04, for types of support at 3.80 and for the length of support at 3.59. The
intended purchases of generation Y with regard to societal marketing programs had
also quite a high level, at 3.70, while types of support were at 3.52 and the average
level with regard to the length of support was at 3.38. The preferences and intended

purchases with regard to types of societal marketing programs, types of support and



the length of support indicated positive correlations which were 0.650, 0.690 and

0.758 with a significance of 0.01, respectively.

By comparing the societal marketing program factors, it was found that
generation Y preferred the societal support for disaster types rather than other types,
non-organizational benefit-related types rather than organizational benefit-related
types, a long-range of support rather than a short-range of support, at a significance of
0.05. The demography of samples was gender, age and occupation, with different
preferences for societal marketing programs at 0.05. The study also found that the
most influential factors on intended purchases were types of societal marketing
program, types of support and the length of support, respectively. Moreover, global
warming projects, donations in kind, not in cash, and the societal marketing with a

duration of 2-5 years obviously showed the highest response of generation Y.
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