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ABSTRACT

This study aimed to investigate the motivations of Generation Z participants that influenced
their decision to attend T-POP concerts in the Bangkok Metropolitan Region. It was a quantitative
research, with a sample group of Generation Z participants, aged 18-27 years who have attended at
least one T-POP concert. The research instrument was a questionnaire, with a sample size of 400
individuals. Data were analyzed using descriptive statistics and multiple regression analysis. The
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results revealed that the motivations of Generation Z participants that influenced their decision to

attend T-POP concerts included the motivation for novelty experiences (x= 4.82), followed by social

interaction motivation (x= 4.80), and aesthetic motivation (x= 4.76). Hypothesis testing also found

that aesthetic motivation and motivation for exhibiting uninhibited behaviors significantly influenced

Generation Z's decision to attend T-POP concerts in the Bangkok Metropolitan Region at a statistical

significant level of 0.05.
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Model Unstandardize Standardize t Sig.  95.0% Confidence
d Coefficients d interval for B
Coefficients
B Std. Beta Lower Upper
Error Bound Bound
1. (Constant) 3.681 307 11.972 <001  3.076 4.285
PIUNITIZANAIIUNAT 034 028 061 1223 222 -021 089
AUANFUVISENAIN 094 044 143 2.150  .032* .008 181
AunNITaNLl 019 023 044 803 422 -027 065
AUANNURIAATDIAa T 059 034 108 1729 .085 -.008 125
AUNITIATUNTUNE DS -010 034 -018 -301 763 -077 056
PIUAINEINNTOVDIRATU -.030 022 -.081 -1.354 176 -074 014
Aunsiuduiusnisdany -015 034 -025 -454 650 -.082 051
pruUsraunsalaunlanivd -.003 .055 -.004 -056  .956 -112 106
funnupdTladatu 013 024 034 541 589 -.034 060
ATUNTHAAINGANTTY .050 023 136 2.190  .029* .005 094
lheg19dasy

a.  Dependent Variable: n1590&ulai915919714A011E59 T-POP
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