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The objectives of this study were as follows: 1) to study the,personal characteristics
of Generation Y consumers in Yasothon Province, 2)-to study the level of opinions
about internal and external stimuli and marketing~premotion mix for fashionable
products among Generation Y consumers, and 3) to. study the influence of internal and
external stimuli affecting the marketing promaotion mix for fashionable products among
Generation Y consumers. The sample consisted of 400 people living in the Muang
District, Yasothon Province. The instrument used in this research was a questionnaire with
a confidence value of 0.93. The statistics used in the data analysis were comprised of
frequency, percentages, the mean, standard deviation, and multiple regression analysis.

The results showed that, according to the general data, most Generation Y
consumers were female/with a bachelor's degree, and an average salary of 15,001-
25,000 baht. In addition,"most of the respondents bought apparel products within the
prior 3 months, followed by foods, cosmetics, supplements, communication devices,
appliances,. sporting goods and, automobiles. Among the Generation Y consumers,
it was_found ‘that they had opinions on internal stimuli at a high level (X=3.70,
SD=0.414) and opinions on external stimuli at a high level (X=3.64, SD=0.341) and for
the overall marketing promotion mix at a high level (X=3.69, SD=0.296). The hypothesis
testing results found that both internal and external stimuli had a statistically positive
relationship (R=0.584, P < 0.001) with the marketing promotion mix.





