wnanssunisigdodounauisuluoIsEu 15n3

azI9UIUDISFU I1Y

Media Usage Behavior by Generation X And Generation Y
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Abstract

This study aim to investigate how
Generation X and Generation Y media usage
behavior. The research employs questionnaire
survey technique and sample purposive sampling
technique was used in this study. A sample size
of 800 respondents was initially taken for the
study and analyzed. The survey collections are
conducted by using questionnaires. Its targeted
population is Generation X Generation Y whose
ages range is between 39-53 years old and 18-34
years old. The results showed that the highest use
of equipment to access to the information by both
Generation X and Generation Y is a mobile phone,
followed by computer, television and print media.
The most frequency time to consume the
information from media by Generation X is 06.01

to 09.00 p.m. (97.00%) followed by 09.01 p.m.
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(86.25%)
time to consume the information from media by
Generation Y is 09.01 p.m. to midnight (85.75%)
followed by 06.01 to 09.00 p.m. (83.50%). The
preferred of media platforms by Generation X was

to midnight and the most frequency

a television (96.50%), newspaper (91.50%),
website  (61.25%), social media (60.75%)
respectively and the preferred of media platforms
by Generation Y was Social media (91.25%),
television (76.00%), website (73.15%)

respectively.

The result also showed the most preferred
(81.00%)
followed by soap opera (55.50%), a variety show
(49.50%), (47.00%)
and the most preferred content by Generation Y is
News (66.00%) followed by a variety show
(57.50%), (66.75%) and
opera (48.50%) respectively. However, when we

content by Generation X is news

entertainment respectively

entertainment soap
ask which media do you trust? The answer by
Generation X was a television (84.00%) followed
radio (66.25%) and
social media was the lowest one only 14.00%. In

by the newspaper (74.50%),

the same way, the answer from Generation Y was
also television (85.00%) followed by the
newspaper (64.00%) and social media (19.00%).

Keyword: Media Usage Behavior / Generation X
/ Generation Y
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