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ABSTRACT

This study aims to 1) study investment behavior in banking lottery for generation Y
2) study investment behavior in banking lottery for generation Y, separate by the distinction
of demography factors 3) study investment behavior in banking lottery for generation Y,
separate by the distinction of marketing mix factors 4) study investment behavior in banking
lottery for generation Y, separate by the distinction of attitude factors. The data was
collected by online questionnaires from 400 of generation Y, has invested in banking lottery,
age between 22— 44 year or were born during A.D.1977-A.D.1994. The data has analyzed by
Descriptive statistic including Frequency, Percentage, Mean and Standard Deviation, one-way
ANOVA statistics. Besides, if the differences were found, would be analyzed both of LSD
(Least-Significant Difference) and multiple regression.

The results of hypothesis test for the difference of Gender, Age, Status, Family,
Education and Occupation, have no an effect to investment behavior in Banking Lottery for
Generation Y. Meanwhile, the difference of Income for each month, has an effect to
investment behavior for Generation V.

The difference of marketing mix factors (Product, Place, Prize and Service), have no
an effect to investment behavior in Banking Lottery for Generation Y. The difference of
attitude factors (Saving and Investment), have an effect to investment behavior in Banking

Lottery for Generation Y.
Keyword : Banking Lottery; Generation Y.
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dwil 3 Foyaiieatuiladesusiruaf (Attitude) FsagUsznauludesnuimun 4 du
Ao auidedodlunann mnuaynTinie nseeNninduarnisawuarazysznoulusean
flavua 7 4

ddl 4 doyaieafunginssuuaztladeifdvinasensdndulaamuluaainosuning
189 Generation Y SsazUsznaulusedauianun 3 dufle szesiiaiitoaainosming Ayl
fitoaanesuning uazUiinaiiteaainoouming

daufl 5 1Wudedrarunvuvasaiielfmounuvasuaulfvenisduruiud
Generation Y l¢amuluaainesuminsluusazada feanuiamn 1 4o

fidelsiuuvasunuatuaysaiilduanuiiureuainerassiuinwudianiuns
Faviuvvasunuuuudidnnsedinduieseulat wWeltlunsiiuteyannnguiegedidivua
$1uau 400 AU Fsnguiieensdilsvimsiiudeyafie ngu Generation Y Aildawmuluaanesuming
Tngl#33nsduuuuazain devdsannnisiiudeyaauasumudiuiundrdaihdeyadld il

Teseilagisnisnainleeldlusunsudnsaglinmuiunsaifsely

nsAATIEvidaya

(%

1. adRiganssaun(Descriptive Statistics) Idlun1simsgvivayanall
1.1 T¥ASesag(Percentage) uazA1AINA(Frequency) AusLUsAdszAUNTIA
Wengu lawn Jadauszwnsmans sumne 1ueng AuszauNIsSAny) A1UeITn @01ue ATOUASY

wazeusele
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1.2 1ddruileaunuinsgiu (Standard Deviation) kagAiade (Mean) lunns
asunsAmuanvuzAufwlsTdseAunsIadasuia loun Jadelunisamu uazngdnssuluns
o/ L3 .
amuluaaIneauningvas Generation Y

2. afidseunu (Inferential Statistics) T¥lun1simsevidoyanail

RY)
&

2.1 vilenwngAnssunisasmuluaainesunindves Generation Y Tngdauun
a1y e lagldadiinisnaaeauiuy (One-way ANOVA) 113l ndoyan1euseynsmansauine
fumneinafuves Generation Y

2.2 wileAnwmginssunisasuluaainoeuninduss Generation Y lagduun
M1 AIUBIY IUTEAUNTANYT A1ueTN wazauels lngldnslmsgideyanivaiiaiiy
wUsU59UN19AE7 (One-way ANOVA) minwuauwansasazitivgnisiseuiisulusesg lay
N15M35U83 LSD (Least-Significant Difference)

2.3 Wefnwmainssumsasuluaainesumindves Generation Y anndadesu
drunaun1en1snan (Marketing Mix) Tnesruunifu ndndodt daufidasinuie Busistawas
U315 wazdadsu (Attitude) Tnesuunidurnudedoslunain Avwaynvhme nseesming

wazn1saamu limsiinsgideyameainannsenvian (Multiple Regression)

NAN15IY

N9ATIERNIsAnwINgAnssuuasdadenidvinadanisandulaasuluaainesuning

1%
L% IS

Y84 Generation Y @1¥ns0a3uNan1TIdelacadl

L3 a a 1

1. nan15iATIEvngAnssukardadeiidnsnanensdndulaamuluaainesunsndves

a U o

Generation Y lngsiuiiszauaudrfyegluszduiiunanlagiesdduloun Auszeviia1nde
o a v aad o w
AuUIII AuUAUDIYANa1RY

2. nawseuiisunganssuuazUadenidninarenisdndulaamuluaainssunindves
Generation Y d1uunaudadesnuusginsmansanunsoagunanisidelacadl

2.1 Generation Y NHWAAIIAY @0 1UNIN ATEUATIANNTY B186NAAY N5ANYY

Y N 0w °o 9 v a v dAada a ] v a 9 1
19U 013neeiy inlilingAnssuwaz Jadenisnsnasenisindulaamuluaainseuningly
ey

v adaa

2.2 Generation Y Nflselanatfousiaiu dngAnssunazladeniisnsnasons

%

Andulaaanuluaainaeumsndsiaiu

v daa a '

3. Han1sieTenngAnsukardadeniisvninadenisdndulaamuluaainesuningdvas

Generation Y a1150a3Unani1s3de tanail
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3.1 Jad8audIuNaL19n1IRaIn (Marketing Mix) ANUNEAAN A1uan1LAdn

a a '

1918 A1uRus19Ta waga1uuinig lulgnswanenisdndulaamuluaainesuninduas
Generation Y

3.2 Uaduauviruad (Attitude) AMuN1500Y (Saving) Lagn13aevu (Investment)
fgvanasenisinduliamuluaainesuninguas Generation Y

aAUs8NanN15398

a '

Han1sIdengAnssuwasdadeniansnadanisdnduleamuluaainesunindues
Generation Y anunsaaguauingusasalacail
1. nan1sfnwinganssunisasulugaineounindves Generation Y Usgnaulunaeg

srega1amu Anudlunisasuluaaineeuning wasUsuianamuluaaineasunsng oy

@

amsilvisyauauddgegNseiuliuna

o

% Y
aad

AUTEUEIIAINTD (Period) AMUAIUANTD (Frequency) kazauuTunu (Quantity) Wuin
Generation Y TaudAyeglusefuuiunans deaonadeadu nass 1eds (2558) nanisinw
naudtioendlu Generation Y nudfneunuuaeunudulngiinnisesunasnisasulunan iost
mansRulaeiidngdiuniseay 50 % n13amu 50% dvmsunguvesdasulundnduginienistu
483 Generation Y diulvgfilvasiuyuinainnisesy kaglnsgvinulanuies

2. wamsfnwmgAnssunisasuluaainesumingves Generation Y id1uunaudnuaz

Usznsenans (Demography)

a |

2.1 Generation Y ninesnsiwilimgAnssuuazladenisvinasdanisdndula

awuluaaineeunindlisaiueglitvdfny Feliaenndesiu Sgtun FFevdesns ( 2557) la

a a '

AnwsestadeniidvsnadensdndulatoaainseuduniiaslulunnJuvmumuaATNUIY e sy
Tgnsnadensinduladeaaineeuduiiawveiliuinslulunnsuvmumuns

2.2 Generation Y fiflaniunniniazasaunsisieiuvilinginssutas tadeni

dnsnadonisandulaamuluaainseunsndlusiiu aenndasdusgius F5ezeaes ( 2557)

<3

a

anunmiuansnaiy Lidsnsnasenisdnduladeaainsenduiiayvegldusnisluiun

NIWBNWUATUAT

a |

2.3 Generation Y ilengsneiu virlvinginssunazdadenidnsnasenisinduls

£ & aa 1

avuluaainseunindlisineiu aenndesiu S3iuv T3uzdeses ( 2557) orgiiwnneieiulaid

o3

dvnasiensindulatoaaineenduiiiwvewliuinisluuansunnumiung

a a |

2.4 Generation Y ifin13@nwsinaiu vinlimginssuwazladenisninasieons

sndulaaamuluaainseumsnglisiniu denndaaiu Sgtius Beveerd (2557) nsAinwiiuaneig

aa a 1

i Lifidnswasonsinduladeaansenduiiavvoslduinslulunnsunnamiuas
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2.5 Generation Y fiiiselanainoud1siuvinlinginssunazladeniidnsnase

nsandulaamulugainesunsngsnaiu aanndesiu densni sduriunas (2562) suladnasanis

%

fnaulaldusN1sRUHNNAANNERUNSNEVBITUIANSINDNISNYATHAY AVATUINITINYAT 1V LAAL
ats ag1elivdAgy
2.6 Generation Y N13in15813ns9Au vinlvngAnssuuazladeniidnsnasenis

U a

maulvaamuluaainesunsneliineiu aenndesiu Ausgiun Fuzdews (2557) ladnwladen
fsvananenisindulieaaineenduiivlulwanisunnumunas 09w Ludidvswasenisindula

Foaaneenduiirwraltuinsluuaniunnumiuas

Aaa a !

3. wiefAnwdadumudiunaunianisnain(Marketing Mix) iisnsnasenisdnaulansu
luaaineeumningues Generation Y

3.1 JaduaudiuNann1enIsnatn (Marketing Mix) M9M19AUKARAY @01UTR

o 1

w1y Juseda wazusnishiidnsnasdenisdndulaamulugainseuningves Generation Y

A33eliardiudn wafnssufuslaa(Customer Behavior) Tugatagiu tlugauma Marketing

Y

Online #uslaalungy Generation Y MAulasnous fuanudsuiuatuaznisimuiniaii

wialulaganunsaiinfisdoyanundndue Femedaiimiie Rusieiavesaainseuninglaogi

k% A

57 anuidndiniie a Jagdudamuaiuisaidondoaainosuningainniauennaindu

(Application) ¥835U1A1TbAlABAZAINUINTY BnNIFULULTBINARS M AGIMTOToURBAY
wonnAAdu fasnuaruisasudeyaiisafuaainaeunindsiunie Application Laviudl gl
donAneaiu SgTusl FWugdeses (2557) ladnwtadenidnsnadenisinauladoaninesuduiiey

Aaa a ]

Tulwangannuniues nudtdadeniaiiudiunaunienisnain (Marketing Mix) Aiigngwasonis

a v L4

ﬁmﬁuia%@ﬁaWﬂaam%‘mﬁmﬂummﬂqam‘wwmm Ao nanstsi (Product) anuiidndiviing
(Place) Rus19a (Prize) kavu3nis (Service) liaanadasiu dmInid vduduas (2562) ladnwn
Hadeiiinasionisindulaliuinsiuiinaanesumindueagniisuiasiienisinunsuazannsal
MsNRT (5.0.4.) @viuvanats wuirdadeiidnswadenisdnduleliuinisiiudinaainees
nindvosgnisuimsiiienisinensuazannsainisinuns (5.0.4.) a1viunasats Ae an1udide
e (Place) Rus19ia (Prize) waznshiusnisveantinaiu (Service)

3.2 Uadusnuriruai (Attitude) Wuinn1seeu(Saving) kazn1saanulinvestment) 18viawna
sonsimaulansyuluaainesumindves Generation Y fiselitmnuiiuindosninaaineouning
fadududmnainisGuiiianmadesgs fasmuannsniuuanddsudutuanldiesniied
ansaldneuneunsueguasaainesuming (Early Redemption) Ialaglsideiius fanuides
i BewsinaglignansTausifamussanansafiagldunaneuunilusnnendeiitonsoswainasy

n$NgAsURINUA Fadonndaafu Felpe Dizon and Travis J. Lybbert (2017) l#@nw gy

Uselg91v89n15 aammaINI9NISRUNNNAURUEINSUIATILE R NUINUTeAUIALAR N1S0aY
Y
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aa

(Saving) T3nSnasenislduszlovivesasnmeinianisiuluguiuuvesiudinsuinns uagls
aenndeau nasd 1eds (2558) IdAnwinaziUTouifisutadofiidvnadengAnssunisasmuly
AU 119N1513UY0TUNAMU Generation X WAz Generation Y nudtladeauvinuai ainu
aunvinnig (Challenging) figninasanisasulundndneinienisiuvesdinanu Generation X
ke Generation Y

3.3 Yadusuviruad(Attitude) fusnaiieroslunann(Believable) wazanuaynnmie
(Challenging) lifiBnawasanisandulaasuluaainesunindves Generation Y §3daiiuin
\{lo437n Generation Y a'auimg'LLé’aﬁé’Qﬂmmw‘hmuﬁﬂ%ﬁu MNIANUIALLAZNTAUTNSTid N
¥ Generation Y wulmunduadlalq vilvanudededdarainantiosasain Generation flou
i Generation Y fi9auszasdlunisawmuiitaaufeifienisesunaznisamuaiugiu tiesain
aanoouninadududmisnisiuiifienudssuardiinaneuunilusnsnondenuszesina
lonou lugeandesiuSuharto, 2Harrys Pratama Teguh, Muhammad Igbal Fasa, Anas Malik, Ani
Nurul Imtihanah, Sri Nurhayati (2020) The Nexus Between Prized-Linked Saving Products
Toward Interests In Saving Communities : Indonesian Islamic Bank IF@nuieafunisidonles
sewiedunslatuiudinsuimsidaendenuintademeiuiauefddsvinaie anuaunt

v18(Challenging ) wagliaenmdesdusguiun I5evdesns (2557) ladnwdadenisvinasanis

'
aada a !

andulagegainenduiawluwaniammuviuas Jadenieinuiauafndnsnasenisanaulae
danesyauiavlulAnTnNUYILAT AeANuaTedlynaINargnseia

[

v av v a
UaLsiUd LLu&'VI‘lﬂ'ﬂ]']ﬂ\ﬂ‘u’J g

1%
[

Mnuaidelundsd Sdelauonurlunfifeifiousslominazunumaunantunst
il

Generation Y lvimnudidguesnisamuluaainesunindaunisestiarnisasuegly
sedugedsagiiouliiiuin Generation Y fileglufefiduasinelduntusaziduiiosuesmana
fuaslunsdndudinlianuddyvesfuamuiliamulluguuvuresnisesy Aefenisiaz
Snwiduduliodnsannde uasnsamu Aefeanisraneuunuiiaglésu lddaedu aende uie
Temaiazgnsneta lesanaanesumindiiunsasuitiirudssiuazuanfungiingsunisld
[Fuve Generation Y Snnanedusudidsnamualufuvesdilisniuvio “vesfudosdl” tielinis
an1unsRdulandn aanesunsndlivanzauiunufean1suee Generation Y wariinisnsedu
1% Generation Y Wuneeuduvieanluannooumingifiusniy
Forsuauurlunsiideadedaly

1. msinsAnwdudsiduledofudug Wiy fdmatensindulaaspluaainesy

NSNIF1MSU Generation Y
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lulnsuiAseandun1A 3 NuNNaYUAT Ingdnususmsgsiaum Ui,
wnInenaedalng

nas3 1heds. (2558).nsdnwUSuisuiladeniidviswasdenginssunisasulunaniasinis
N3UYBIINAINU Generation X Wag Generation Ym'ﬁﬁuﬂ%%amﬂwgmam
UMUUAR, UAINYNFYSITUANERNS
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FIUAM,
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drinfiuriuumnse-ga.

fm3at vdusiuns uaz W Wamseassd (2562) dadefitiadenseindulaldusmsiiushnaann
sounindvesgnAsmsIiiensinumsuazannsainnsinyms (5.0.4.) anumauats,
UM YATAERS.

faas1cly Mwswauti. (2558).mMsAnwmninssunastadeiidmalffnanuiilatodud du
SumaiﬁmmQ’U'%Imiul,wiasLﬁ]LuaLi%"u.mﬁﬁuﬂ”iﬁaiﬁmmmammmﬁmsﬁm,
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NG LF0geA. (2562) Safeiiinatensindulatoaaneeunindsumaiionsinunsuas

Y % ¥
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S5Uust F38ze09rs. (2557).Jadenliansnasensinaulatodainesuduiawluiun
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