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Abstract

The objectives of this research were to study 1) channels which Gen Y and Gen Z
consumers in Bangkok usually choose for listening to modern Thai music; 2) their listening
behavior; and 3) the relationships between demographic factors and consumers’ selection of
channels for listening to modern Thai music.

This was a survey research. The sample group was 400 residents of Bangkok age
between 15-35 years old, the sample was chosen through multi-stage sampling method. Data was
collected using questionnaire and statistically analyzed using frequency, percentage, mean,
standard deviation, t test, ANOVA and LSD.

The results showed that 1) Most of the sample listened to modern Thai music on an
Internet based platform. The majority strongly agreed with the conditions of recollection of
listening channels and they most strongly agreed that “channels that are easy to use are easy to
recollect.” 2) Most of the samples listened to modern Thai music more than 3 times a day and
listened for 1-2 hours per day. They mostly chose to listen on Youtube. 3) There was a
statistically significant (p>0.05) difference between the variable of sex, age group, and income
group of Gen Y and Gen Z consumers in Bangkok and their selection of channels for listening to

modern Thai music.
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