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Abstract

This study aims to examine the influence of social media exposure on the decision
to use financial services among Generation X, residing in Bangkok. A quantitative research
approach was employed, utilizing an online questionnaire as the primary data collection
tool. Reliability was assessed using Cronbach’s alpha, yielding a reliability coefficient of 0.75
from a pilot sample of 46 participants. The main data collection involved 351 respondents
Generation X, aged 41-55 years, residing in Bangkok selected through cluster
sampling. Descriptive statistics were used to analyze demographic data, social media exposure,
and financial service decision-making behaviors in terms of frequency, percentage, mean,
and standard deviation. Inferential statistics, specifically Pearson’s correlation coefficient,
were applied to test the hypotheses at the 0.01 significance level. The findings revealed
a statistically significant relationship between overall social media exposure and the
decision to use financial services. The four dimensions of media exposure, selective exposure,
attention, perception and interpretation, and retention were all positively correlated with

financial decision-making, supporting the research hypothesis.
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amsameglusziuann (= 3.69, S.D. = 0.65) lanszurunsiifiaedeuniian e nsidenius
wagfiauming (= 4.07, S.D. = 0.63) aglusgiuunn Suduaes n1sidenandi () = 3.97, S.D. =
0.69) glusyauann duduau nsdentiamaula () = 3.45, S.D. = 0.83) agluszAulunans
wazdudugavie Msideniaiu (X =337,SD.=097) agluszAuUIuna

A15799 3
UAANANRAUAZANTENUULINTTINYDINITAAFUIRITUTNIT1 1971543

nsandulalduinisnienisty X S.D. 36U
MssuilayyuarAudeans 3.80 0.77 Ty
nsAumdeya 3.63 0.70 N
nsUsEdiunInben 4.17 0.60 tly
nssnaulaliuinis 3.98 0.70 tly
NOANIIUNGINTIIUINIS 3.86 0.67 iy
33 3.89 0.58 an

1NA15197 3 P98 WU mssindulaliusnmsmemstuainseglussduin (= 3.89,
S.D. = 0.58) ImaﬂizmumiﬁﬁmLaé"amnﬁ'q@ Ae msUsudliumaidon (Y = 4.17, S.D. = 0.60)
agluszivunn Suduaes msdnduladenlduinis ( ) = 3.98, S.D. = 0.70) aglusgdiuun
Susfuany wainssundsnsliins (X= 3.86, S.0. = 0.67) ogluseiuann Susfud msuiistam
WaEAINABINTS ()= 3.80, S.D. = 0.77) agluseduunn uarduduanying n1sAumdayal3euiiey
(% = 3.63, S.D. = 0.70) agluszeiuun
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Susyansanauiugsenimdsmnnsvdedinueaulanonisuinisdeyaninisiiuiunis
AnaulalyusnITm NI siuYeINguIRUUeLTTY X

msfudie | msAum | nsusadiu | nsdndula | wadnssu | nsdndula
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AMUABINTS Uins Ml
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poulatl
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msiden3usuas 602 | 569%* | 580%* | 564% | 641** | .704**
AAIUNINY
N19LAINANAN 578 629%% 632%% .681%* YA 1367

a o

fauduiusiuegeiidvdfgiseau 0.01

Fauds msdafudedsauesulay nsdadulalduinismenisidu fe fuusluninsu
FuUsTimderamn fe daudslunndes

NA1597 4 Fredu U Teenmsan msasudedsauesulatiauduiusiunns
Faaulalduinismensdu egnafitudffisedu 0.01

nsidendasuiianudunusiunisanaulaleusnismienistu Tussduunn (r = 563**)
aghalluddaiseau 0.01 Wlunmsiuuazamdes

nsdenianuaulafimnudunusiunsemaulaldusnismenisiu luseauann (r = .726%)
agafitfudAnfisedu 0.01 Ml mTILkazamges

nsiiensuiuaginnumineiianuduiusiunisaedulalduinismienisiu Tussduinn
(r = .704*%) aehefideddafiseau 0.01 Hilunmawaznmdes

nsidenandndinnudunusiunisanaulaliusnismienisiu Tusedvann r = .736*%)
aghaluddayiiseau 0.01 Wlunmsiuuazamdes

nsefUTENa

mMadnudedsnueaulatfirudiusiunmsdnaulalivinsmensiuresnguiaelsdu
X Tungammamues wud Wulusmuassignifidelaimuali Taonsdaiudedsauesulal
#a 4 ¢y (Madendndu madenliauauls madeniuiuariinumne n1ndenans)
dwaronsdnaulaliuimamenisiiu il
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sumadenidaiu fuilaraginnsanidennisilaiudelnsudedinuesulausonsusnig
JegansnsRuandulinsiiniunednidudiulng sesasnanunanuauivled Tnenns

Y 9

\Unsudenindaya 4 2 Usuinndl uansbiiiuin nguauauueistu X dnidasudesuwuunisdeans

v v o ¥

fifosdivisindnus FiavuastoyafionBoanoaums tiun Uimamenisiusuduihnuazaan
DOUNENG FunITATIL WU newuIi Wy avanavil Judu SwAude wu dudeduyana
Auidothu dudesasud Wusy dundeinusitng Wy Thsiasin dnsnde dasnatuan Wusu
Tngazdunsdasudslutomsiinuentn Fansatu 5w U0 Klapper (1960) waznseiuay
vineveIn1slaiudoves (Kaplan & Haenlein, 2010) findnin yanahfauasfuiteyaann
desins 9 Hutewnmainvians Tasianig Social Media Fodtaneaulat) Fedunumdrdnludin
Usgdrfuvesaugelmi wazidlefimaidndudeludsiinuesninluFesiinuesaulagendmalagnse
sonsinaulaliuInig

sunsidentiauauls fuslaadlnglvimnuaulateyauinismanisiiuieni
Gushn sesasnlimnuaulateyaudnsmensfuiefuaaineeudu wmszidhmsnevesnguau
WuelsTu X Ao madnwienusieds uazamsiuadu@in Tasanuauladsnaniinnudenles
futhseny s Tnedeyaves (FaemnIsiureusas Gen, .U Tispydn nquauuLelsty X
finmsmaunumnnsdu finsdeasstueen Fdlimnuaulasuduhnduiivay wazaenadosiv
(Festinger, 1957) finavin yarasinlimuaulafuidemilaenndestiuyuuemienuievos
autes ufidumsavviouliiuin msliimnuauledinalasnssiensinaulalivins

sunsideniuiuasfinnuvune Juilapdiulngiiug danuiteyasunistugaeli
ansadndulalivinsmanisiuldednagndeuazdudtiign sesamn azideniuidouauinig
msnsduanzdnaiifinnudesnisliuinimisnisiu feanmsiinguauauiueistu X
wlnfulazinnudoya lmetanafifinrudeanis warlinnuiuazuszaunisaiiduniesile
Tumsdndula feduiiladdguesnisdeasnisnainuinismenisiuiidmnguilaniiaang
Fosnsudasdedliiteyamamsiuiidneuuadiseasdonlildinniian uasmsiguslandoi
uesanansadmNdeyalsd asdumisdiiAnnsdadulaliuing wu nandusisududothurie
Flrluuudtu Shaggnuosiulluludinusssniu wideguilae “fanusfesnts” wu 1wunuazio
thundausnvesliuuudihu yonwezasuanmsuedliviusnidumsitasuesnadud fuslan
Adoimuesiiruiazlsiuesud “sonroudeifiou” wizdnuiddnluds “Ussinnvesdnm
ponube (aoesa wiie Aafl)” “deulunsilinuuud” “AndeUseiu MRTAMLTA” uag “Auy
lun1sUngennaufimun” W’JﬂLmlﬁ?‘i@dﬂmmamwalumim%wLﬁw{]a%’ﬂméwﬁ%ﬁﬂﬂémi
dndulafidudniign uansliifiudn nguauuuesty X filhwmneidaaulunisduvieiden
vilnedeya shazndatuidemiamsinsatuaruadlavionudoinisvomy Famsafungud
493 Kotler and  Keller (2016) lushussduszneuvesmsidaiude uazileduslandeinmsil
Uszaunmsaivisedianuiiunisduagyibidninng wazdilaludeyauinismenistuldd Agey
dawasionsimaulaliuinisludian

FUNITLEDNIAT Q‘U'%Inﬂahuimy'Lﬁaﬂwﬁﬁm%ﬂidwmﬁm@maw%mimnmﬁﬁu
s99a31 1Fonanddeyaszeznatlumseudis uandiiiiuin ngueuuiuelsTy X Foanis
mnuduAuaznsmuauld Wy sdafusisududotuvdesinuuudtiu fuilanaznsesay
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wndameteyaiinliianinnueslidniusslovingn wu msvEaUsziiu mswsaandiues
mshuseiu MRTA wialdannenidefies udu uasdusvesnailunmssoudiss wu shsnenide
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unasuuazdatauaunuz

unasy
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nsdnduladenliuinms nginssumdnislduinis nssutedaymuasaudieanis warn1sAum
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