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Abstract: The purpose of this research was to analyze the differences in consumer purchasing
behavior of pomelo, segmented by generations, and to examine how various marketing mix factors
influenced their choices when using social media services for purchasing. The data was collected
using a questionnaire from 400 samples who had bought products through ABC Facebook Fanpage
and mean, percentage, and analysis of variance (ANOVA) were used to analyze the data. The results
showed that the subjects had different marketing behaviors. Generation-B had the overall mean at
a high level (X= 3.18), Generation-X had the overall mean at a high level (X= 4.28), Generation-Y
had the overall mean at a high level (X= 4.42), and Generation-Z had the overall mean at a high
level (X=4.13). When comparing the differences in marketing behavior among consumers of
different generations, it was found that the various generations exhibited similar behaviors related
to the marketing mix.
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Table 1. The general information of respondents in
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each generation

Generation Age (years) Amount Percent
Generation-B > 58 79 19.75
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Table 2. The analysis of differences in marketing behavior from social media services in purchasing

pomelo of consumers in each generation according to marketing mix

Generation
Marketing mix factors
Gen-B Gen-X Gen-Y Gen-Z

Product 4.42 4.68 4.65 4.54
Price 4.52 4.21 4.25 4.78
Place 3.32 4.25 4.78 4.25
Promotion 3.51 452 4.78 3.52
People (advising) a.74 4.38 3.64 3.78
Physical Evidence 3.45 4.21 4.52 4.21
Process 2.74 3.74 4.34 3.87

Mean 381 4.28 a.42 413

Remarks: 4.51-5.00 = Extremely satisfied, 3.51-4.50 = Very satisfied, 2.51-3.50 = Moderately
satisfied, 1.51-2.50 = Slightly satisfied, and 1.00-1.51 = The most slightly satisfied
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Table 3. Comparison of consumers’ generations using social media services to buy pomelo, a case
study of ABC Facebook Fanpage ABC

Source of variation SS df MS F P-value
Between groups 1.432 3 0.477 1.905 0.156
Within groups 6.014 24 0.251
Total 7.446 27

Remarks: *P < 0.05

3198l

N9ILATIZAAMULANANVDING AN T
nslusmsdedsaueauladinadnuviumng 1od
g Iuﬂﬁﬁyaﬁuiamm@ﬁimLm'amfaai’aw
AuEA v U sEauNIan1RaIad Ll
WANAM 19N Y @AAE BINUNIITI UUDI
Keandoungchun, et al. (2018) Algvinnsinen
wqﬁﬂﬁmQ’U’ﬂﬂﬂiuﬂwﬁaﬁuﬁmmﬁ'aé’mu
saulaunuigivengluliiinadenginssulunis
uansoenvesifuilaa uasiiesaindudlunis
i dudulounstond faudugndiamendy
wazdidnvazaudoinisi adnendaty 3
arureuniioutu Sedwmadenginssunas
mslinudffudiuyssaumenisaanaiild
wansnafusnninlunsazinede uaziilofinnsan
Uadun1snannsieriu wud 1) AuNansned
Tousznausienadule uazdnumzvesduled
annsadofisanundudadnuaivosaneius 3
Fuslnanndastesudldfanmefiugiuiiarldsy
Fuf9aLu uagauand AT noUauIAY
fownsha 2) Jadunsaainaiusianiianvag
Jusimmspruvienananduiesmanaiily
Fansnasandaudrdyaenisiyudnlae
Auslaalaunnlunniiele 3) Jadeniseanaiu
Yaanumsindwie Jagdunisiifsduimlng
T¥dedsnueeulaidudonansfianuieuedis
uwnsvangluduslnanguildamnnlnunnyaede
wazfuunlugedu aenndostunisidevas

Damijub (2019) wanin1sldednueaulatives
Aulnenaond w.A. 2561 Ui W.A. 2562 AU
TneldBumedidnuiuiu Inolanzened oo
Mauwazduissunilsde 4) Jadunisnainniu
nsdaasun1svedulouns oS nanan
FIUIUNINBBNG AAALABUAINIAN DalfOU
fugneuvemn® Keuiioananuidssiiazsh
Tdulainanudsmieiyds Lagsaviaves
Fudiwasuld wesennssmuredudnle
A1l UAI9I81A9NE17 FIAITALATUNITUNEY
a2t 1wy nslavandudederuoeulay
waznsadiaud enimienisnainluyelng
ganasgrssiailes lunisiIounumienly
nssulituguiland udugndanzngy
A0AARDINUNITITEUBY Hengboriboon, et al.
(2016) wansialadeiiinasonsinaulaidonte
ULUNINTUNNTEUATUNITNAINAITHNITAATIAN
efimsdaarsvtheglusefudfaunn uandi
Windndun1smuaunsImiienandnaend
aan 5) Jadenismainsiuyaaaliaiiugii
Aeafududuazuinig Jeazdwmaninnietos
%uagﬁummmmmsumé’@LLaLWSHﬁmLWuLmﬁ
ﬁ]samwsaa%’wmmﬁawaiﬂﬁuﬁﬁuﬁmﬁLﬁﬁﬂm
gaunuuseveAluzyl 6) Jadenisnainniuy
FNBUEN LA TNVDIAUAEDAAABINUNTINE
Y84 Angkananon and Howongsakul (2021)
MNMSANILLIIINITIINITRaIneaulatdun
wilsfuani swdnsusiiumedning wuin

220 | waAnssunnnsaanlunsdedule Wudedsnseaulatvesfuilnalundazdaede: nsaifnen wednunuwa

B



U938N130AIAA U NBUENIINEANYBIFUA
Fadusrmunnndnuaivesduiinisming
Tusdnuriuna osngndilaianunsaiden
dudlilpenssiotandenrulilaainsrudilu
nsAndendumadlignin vingnAinaLe
wolasodsiildsuaniinnisdedn widudnaed
snAeuinsguudisandualunmsde uanaini
N15398903 Narintarangkul Na Ayudhaya and
Srikanlayaniwart (2020) ﬁﬂquﬁﬂiimﬁﬁa
wartaduduusrauniansnanniiiuasenis
Faulad endndnellsdiuessusnieunseu
waudauausveafuslaaludminfivalan G
Haouuuvasuaulianudrdysredadeniuy
siafesinnuduatiununmdudiduusn
waz 7) Y238n13nanniiunszuIun1siuinis
voaladnunuma evrsdnduazdeadnu
Foyanisliuinsirudniuasdesditunou
otalste Manszurunsuuet nurune
FesUftRnisdegndn uaznsruunIMdeiud
ADIMTUNTINAIFUA dAARDITUNITITY
999 Chunsit and Kiatpanont (2021) fiuanslet
wiudsnsldRusuussmuenauisaliuinig
Qﬂﬁﬂumwauﬁﬂmmﬁugwﬂﬁﬁ gnANARAINY
famelaluuinng esananusaifstoyals
Aaen 24 T11N3 LATANN1TEN1TVNIUTDS
wilnalumsnousaugile

Gl

9356 wamdi i meRnssumenis
mmmm@uﬁﬂﬂ‘LuLL@iazﬂhﬁaﬁWﬁmi?iaﬁaﬂm
oaulalumsdedile nsdifnu wednuium 1o
9% laiflanaumnaneiy onadinanmsuSusiluga
svevna TNt ever wded wrueeulat]
lugansnaind 3va i unisadenssuiliiie
ﬁuﬁ’un&ju@'uﬁm Tupwdgeing o 019 iyl nunu
wia Lol wagduamunsy Wudu wenandulewdu
dufawengugnénfifiansdureuiduendnual

JCDLQ

e Jeanudlad nurvesduadusene
%aﬁ%’mﬁwﬂ’lﬂﬁuﬁ’mum%ﬁ:ﬂuﬂ/\lwwﬂuﬂiz:ﬁﬁm-ﬂ
I3 oull emimanismane wazUssanduius
AefuiAud s aeviug Tsidunsd e
Audn uarvanuildseadudn gnéndaAnen
fula W lad ueg9f denanengdnssumis
msnanavasuwsazdriaidululufamaiendu

AnAnssuUsENA
VOVBUAMNVTING R T1U U U
Ay uativayuulszannn iy

LONANTD14D4

Angkananon, K. and T. Howongsakul. 2021.
Online marketing guidelines for One
Tambon One Product via Facebook.
Journal of Management Sciences,
Suratthani Rajabhat University 8(2):
171-202. (in Thai)

Aunyawong, W. 2015. Types of digital
marketing tactics affecting expected
benefits: A case study of B2C
businesses in Bangkok. Journal of
Logistics and Supply Chain College,
1(1), 43-56.

Aunyawong, W., P. Waiyawuththanapoom, N.
Setthachotsombut and T. Wisedsin.
2020. Roles of 7R logistics
management and consumer
satisfaction on marketing performance
of local bottled water SMEs in
Thailand.  Test  Engineering and
Management Journal 83, 12220-12229.

Chantarasiri, A. 2021. 7Ps Marketing: Unpacking
7 factors marketing strategy formula
that helps marketers.  (Online).
Available: https://contentshifu.com

Ui 11 atudl 3 Ussdndou Ausneu - Sunau (2566) | 221



2MFENIMINAUIYNBURALAMNINTIN 11(3): 215 - 223 (2566)

/blog/7ps-marketing-mix (January 15,
2023). (in Thai)

Chunsit, V. and R. Kiatpanont. 2021.

Customer service chatbot design to
support market expansion through
digital marketing: A case study of
Formula TKD Co., Ltd. Rajabhat Maha
Sarakham University Journal 15(3):

Kerdpitak, C., W. Aunyawong, W-H. Yen and S.

Chantranon. 2022. Effect service
innovation  stimulus,  employee
engagement, and service innovation
on marketing  performance  of
pharmacy retail business in Thailand.
Journal of Positive School Psychology
6(5), 2224-2233.

107-120. (in Thai)
Damjub, W. 2019. Social media for teaching

Likert, R. 1961. New Patterns of Management.
McGraw-Hill, New York.
and learning in the 21st century. Narintrangkul Na Ayudhaya, C. and S.

Journal of Liberal Arts, Maejo
University 7(2): 143-159. (in Thai)

Hengboriboon, S., A. Tattawasart and S.

Jarernsiripornkul.  2016.  Marketing
strategy planning to increase sales of
Lala frozen lime juice, KhonKaen
Muncipality, ~Khonkaen  Province.
MBA-KKU Journal 9(2): 158-179. (in
Thai)

Hiranphaet, A.,, T. Sooksai, W. Aunyawong, K.

Poolsawad, M.R. Shaharudin and R.
Siliboon. 2022. Development of value
chain by creating social media for
disseminating marketing content to
empower potential of participatory
community-based tourism enterprises.
International Journal of Mechanical
Engineering 7(5), 431-437.

Keandoungchun, N., K. Donkwa and S.

Wichitsathian. 2018. The generation Y
consumer  behavior of  goods
purchasing via social media. Veridian
E-Journal, Silpakorn University
(Humanities, Social Sciences and Arts)
11(1): 561-577. (in Thai)

B

Srikanlayaniwart. 2020. Behavior and
marketing mix factors affecting a
decision making on purchasing
brownie  riceberry almonds  of
consumers in Phitsanulok. Journal of
Management Science Pibulsongkram
Rajabhat University 2(1): 38-50. (in
Thai)

Ourgreenfish.com. 2022. Knowing consumer

behavior strategically attracts your
customers.  (Online).  Available:
https://blog.ourgreenfish.com/mast
er-blog/what-is-customer-behavior
(January 15, 2023). (in Thai)

Phrapratanporn, B., C. Thanitnan, D. Thanitnan,

D. Rungsawanpho, W. Aunyawong, and
N.  Kochakasettrin ~ 2022.  Online
purchase decision on consumer goods
in the context of the service value of
third-party logistics service provider.
Journal of Optoelectronics Laser
41(4), 79-84.

Rovinelli, R. J. and R.K. Hambleton. 1997. On

the use of content specialists in the

assessment of criterion-referenced

222 | waAnssunnnisaanlunsdedule Wudednseaulatvesfuilnalundazdaede: nsaifnen wednununwa



test item validity. Dutch Journal of
Educational Research. 2, 49-60.

Sooksai, T. 2019a. Factors of advantage

creation for competitive electrical
and electronics industries in central
resion of  Thailand.  (Online).
Available: https://ieeexplore.ieee.org
/document/8612352 (April 20, 2023).

Sooksai, T. 2023b. Satisfaction toward

distribution  channels of organic
vegetables through social media on
Facebook Fanpages: A case study of
ABC organic farms. Journal of
Community Development and Life
Quality 11(2): 135-142. (in Thai)

Sooksai, T. and W. Aunyawong. 2020.

Development guidelines for digital
information storage and management
of the supply chain tourism
enterprises with community
participation in Phatthalung. Journal
of Logistics and Supply Chain College
6(1), 35-44.

Soonthornpipit, H., T. Kortana and W.

Aunyawong 2021. Expansion
opportunities of community
enterprises in Thailand to China.
Psychology and Education Journal
57(8), 86-97.

Technologychaoban.com. 2021. Nakornchaisri

Oranges still available today but the
real thing is a bit hard to find...must
wait. (Online). Available: https://www.
technologychaoban.com/news-slide/
article_3618 (January 15, 2023). (in Thai)

JCDLQ

Waiyawuththanapoom, P., P. Tiratittam, W.

Aunyawong and V. Keerativutisest
2020. The impact of innovation
related organizational climate and
organizational performance: mediating
role of innovative work behavior in
Thailand. International Journal of
Innovation, Creativity and Change
14(10), 774-794.

Wirapongpat, N., R Choothong, T.

Piamsuphakphong, C. Issalam, and P.
Phakamach. 2021. Social media
development guidelines for marketing
communication in kaew tak' female
career group products in Nakhon Chai
Si- district, Nakhon Pathom province.
Journal  of  Liberal Arts and
Management Science Kasetsart
University 8(1): 53-67. (in Thai)

Yamane, T. 1973. Statistics: An Introductory

Analysis. 3rd ed. Harper and Row,
New York.

Yuyangyuen, M. and W. Aunyawong. 2023.

Casual factors affecting supply chain
performance of Thailand seafood
manufacturers. Central  European
Management Journal 31(1), 125-132.

Ui 11 avudl 3 Uszdudou Aueneu - Suau (2566) | 223



