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Abstract

Research subject “ Behavior and factors affecting choosing to listen to Thai international
music in the digital age of Generation Z in Bangkok” , Purpose to study demographic
characteristics listening behavior of international Thai music that affects the decision to
listen to international Thai music , factors in listening to international Thai music on
choosing to listen to international Thai music and to study the decision to listen to
international Thai music , which is a quantitative research by means of survey research.
Questionnaires were used as tools for data collection and analysis by using statistical
packages, by collecting data from 400 sets of samples.The descriptive statistics used
were percentage, mean, standard deviation and testing the hypothesis of research using
inferential statistics including the t-test , in the case of two groups of variables and F-test
with one-way anova. When there are significant differences statistical significance is
therefore tested for differences in pairs by the Scheffe method and using Pearson's

product moment correlation coefficient use to test relationships.



The results of the research showed that the majority of the samples were male 23 - 25
years old, study Bachelor degree , is a student with an income of 10,000 - 20,000 baht,
listen to Thai music from 20.01 - 00.00 pm. , the duration of listening to Thai music is more
than 60 minutes , the frequency of listening to Thai international music 1-3 times / day ,
listen regularly (all the time) , listen to music from residences / dormitories via smartphone
devices , from the ranking of 3 devices , most people choose smartphones, PC /
notebooks, and tablets / Ipad, respectively , the program you use is You tube , the songs
selected for listening in the top 3 are English songs, Korean songs and songs for life, most
listen to Thai music for enjoyment and relaxation , is a pop music genre , there is no
charge to listen to music and the maximum cost of listening to music is 1 - 50 baht , and
most of them know 2-3 new songs each month.

The behaviors related to the overall music knowledge were at a high level ,
classified by item, found that , most people keep their favorite songs in a private playlist
to repeat them , followed by listening to music because it is an artist's fan club , know new
music from social trends , choose to listen to specific songs from favorite singers , choose
music that matches your own feelings at that time , listen to the song repeatedly many
times until you can sing it like to listen to music more than watching music videos, always
like to find new music, music videos make you want to listen to that song more often, try
listening to new music always(examples of music genres such as pop rock, etc.) choose
to listen to the music that is popular at that time, know new music by listening to music,
sharing via Facebook of friends, listen to songs from the playlist the system offers, choose
to listen to music on the radio station's Top Chart, Listen to music because you want to be
alone and recognize new songs from the cover version.

Factors in choosing to listen to Thai international music, overall it is at a high level
explain in each aspect as follows, product areas include sound quality and music clarity,
price terms include free listening, the distribution channels the ability to listen on many
channels (Apple Music, Jook, etc.), marketing promotion such as internet advertising, in
terms of personnel (people)include the voice and performance of artists, physical

Interesting or impressive music videos, production process including producer in
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producing music with reliability, the efficiency and quality of the service are the sound
quality, (In concert) appropriate.

The results of the hypothesis testing found that, hypothesis 1 different
demographic characteristics affect the selection of international Thai music differently,
hypothesis 2: the different behaviors of listening to Thai international music result in the
selection of Thai music differently, hypothesis 3: The factors of listening to different
international music affect the selection of Thai music differently, hypotheses 4,
demographic characteristics no relation with choosing to listen to music, listening
behavior of international Thai music correlated with the choice of listening to music
including, listening behavior recognition behavior and music sharing behavior, factors in
listening to Thai international music relate to music selection, namely product, price,
distribution channels, marketing promotion, personnel, physical characteristics,

production processes and the efficiency and quality of service.



