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Thailand’s OTT market has experienced a significant growth 
over the last few years. Along with Youtube, Tiktok, TrueID 
and Netflix have grown fast with more than 7 million 
monthly active users as of December 2020. This study will 
focus on SVOD (subscription video-on-demand) which 
means that people can subscribe to a service to watch a 
movie or television show on any platform (television, 
computer, tablet, and mobile device.) SVOD is similar to 
traditional TV packages, allowing users to consume as 
much content as they desire at a flat rate per month. The 
major players in Thailand are Netflix, iQIYI, TrueID, VIuTV 
and WeTV. In this paper, I focus on the SVOD intensity 
factors. This paper wants to clarify if factors are affecting 
the most as included viewing time as the dependent 
variable. 

Industry 
overview



There are potential growth of SVoD industry SVOD (subscription 
video-on-demand) and users are expected to grow by more than 20% year 
on year over the next three years.



There are increasing trend on SVOD and people spent more 
time watching the content they like. In this study, we want to 
examine which factor is affecting the SVOD intensity of usage. The 
data was collected from the survey questionnaire and then develop 
the regression model to analyze the factor affecting each users. 
There are five level of user intensity:  Light, Moderate, Lightly 
active, Fairly active and High active, respectively. The result 
showed that the users frequency will be lower if users are married, 
older and time preference of using are night and evening. On the 
other hand, the users that prefer watching documentary show 
higher usage frequency. While the users that prefer variety and 
anime have longer time of watching. Furthermore, the users that 
found the content that they are looking for also have longer time of 
watching. In contrast, private employee and the users that prefer 
downloadable feature tend to have shorter watching period.

Abstract



Objective

To be able to understand consumer 
decision-making and what factors is the most 
affecting SVOD intensity of usage. 



Literature 
review



 “ease of use”- factors affecting online streaming

Keogh, Davidoff, Freeman and Lessiter (2001) conducted a study in the UK 
that described the attitudes towards digital media, technology, and 
general media consumption. The study looked into the user friendly 
attributes of digital media including computers and interactive TV, and the 
issues faced when adopting streaming media technology. The research 
found that one barrier of adoption to media streaming capabilities could 
be its perceived or experienced “ease of use”. Using cluster analysis, they 
viewed the usability with a number of different technology applications 
ranging from TV to computers. Within the study, they collect the data of 
roughly 4800. The results found that almost 42% of the people 
interviewed were content with the difficulty, while 33% of them thought it 
was too complicated. For my paper, I will include the “ease of use” factor 
to determine the in the decision on purchasing subscribe on Video 
Streaming industry.



C. Christopher Lee, Pankaj Nagpal,Sinead G. Ruane and 

Hyoun Sook Lim conduct the study about Factors Affecting 

Online Streaming Subscriptions 

The paper explore a number of factors which consumers consider 
when choosing cable television and online streaming options. 
Sample data was collected through a survey questionnaire at a 
large public university. Multivariate regression models were 
developed to identify factors affecting each option. The regression 
model for cable TV showed additional purchase, social trend 
(negative), cost and customer service factors were significant. In 
contrast to the cable TV, only social trend and available options 
were significant in the regression model for online streaming. 
Media options were marginally significant. With respect to 
demographics, gender played no clear role while age showed 
marginal impact in choosing online streaming.



How demographics, lifestyles and personalities 

predict movie consumption  by Anthony Palomba 

- How consumer personality and consumer 
lifestyle may aid them in predicting movie 
frequency consumption across platforms. 

- This study deployed a survey and collected a 
national randomized sample. Implications 
include cultivating consumer profiles and 
anticipating how certain personalities and 
lifestyles may help measure movie platform 
consumption. 



The data were collected from secondary 
and primary sources. The data were 
analyzed via Statistical Package for the 
Social Sciences to identify the factors and 
their relationships with the intention to 
purchase legal online streaming services. 
Purchase decision in the legal streaming 
services was evaluated against 
respondents’ intentions to buy.

The findings indicated attributes of legal 
streaming services, attitudes toward the 
services, moral judgment, social habit, and 
self-efficacy had a positive relationship with 
intention to purchase which leads to 
purchase decision making of the 
respondents. It showed that social habit 
(friends) had a moderate influence on 
individual’s intention to purchase.

 

This study to identify the factors affecting on Thai people’s purchase 

decision in legal video streaming services 



methodology
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Research process

To achieve the research objectives, the study will carried out first through the exploratory research 
consisting of secondary research and qualitative research (focus groups) followed by descriptive 
research (survey questionnaire).

Develop a 
questionnaire based 

on previous study

01 0302
Review previou study 
to finalize research 
objective

Identify research 
population,  sample 
and scale

Data collection 
and analyze

04



 Sampling and data collection 

 Sample Population 

The survey questionnaire will be sent in Google 
From Online and delivered to people who 
acknowledged SVOD services and are user’s 
SVOD services to give a better sample to the 
research objective. To make sure that 
requirement is met, a majority of the sample 
came from the people who are the users of a 
SVOD on any platform. 



The variable definition

Dependent Variable

Factor Variable Definition

Frequency (time/week) Yf 
Average frequency of video streaming usage per 
week
(Lower than 1 = 0, 1 - 3 times =1, 4 - 6 times =2, 7 - 9 
times =3, 10 and higher =4)

Usage per day (hour) Yd The total duration of video streaming usage in 1 day
(Lower than 1 = 0, 1 - 2 times =1, 2 - 3 times =2, 3 - 4 
times =3, 4 and higher =4)

Usage per week  Yw The total duration of video streaming usage in 1 week  
: (Yf+1)*(Yd+1) : range = 0-25
(0-5 = 0, 6-10 = 1, 11-15 = 2, 16-20 = 3, 21-25 = 4)

Usage per week
(uncategorized)

Ywu The total duration of video streaming usage in 1 week 
(uncategorized) : (Yf+1)*(Yd+1) : range = 0-25



Independent Variable

Factor Variable Definition

1. Demographic 
Factors (Di)

Gender Male = 1, Female = 0

Age (15-24 
years old)

Age of the respondents is between 
15 and 24 years old (Yes = 1, No = 0)

Age (25-34 
years old)

Age of the respondents is between 
25 and 34 years old (Yes = 1, No = 0)

Age (35-44 
years old)

Age of the respondents is between 
35 and 44 years old (Yes = 1, No = 0)

Age (45-54 
years old)

Age of the respondents is between 
45 and 54 years old (Yes = 1, No = 0)

Age (55 
years old 
and over)

Age of the respondents is 55 years old and over 
(Yes = 1, No = 0)



Independent Variable

Factor Variable Definition

1. Demographic 
Factors (Di)

Income (Less than 
15,000 THB)

Income of respondents is less than 15,000 
THB (Yes = 1, No = 0)

Income (15,001 - 
30,000 THB)

Income of respondents is between 15,001 
and 30,000 THB (Yes = 1, No = 0)

Income (30,001 - 
50,000 THB)

Income of respondents is between 30,001 
and 50,000 THB (Yes = 1, No = 0)

Income (50,001 - 
70,000 THB)

Income of respondents is between 50,001 
and 70,000 THB (Yes = 1, No = 0)

Income (more than 
70,000 THB)

Income of respondents is more than 
70,000 THB (Yes = 1, No = 0)



Independent Variable

Factor Variable Definition

1. Demographic 
Factors (Di)

Student Occupation of respondents. The respondents 
is student (Yes = 1, No = 0)

Business Owner Occupation of respondents. The respondents 
is business owner (Yes = 1, No = 0)

Private 
Employee

Occupation of respondents. The respondents 
is private employee (Yes = 1, No = 0)

Government 
Officer

Occupation of respondents. The respondents 
is government officer (Yes = 1, No = 0)

Freelance Occupation of respondents. The respondents 
is freelance (Yes = 1, No = 0)

Status Status of respondents
(Married = 1, Single = 2)



Independent Variable

Factor Variable Definition

2. Purposes of 
Subscribing 
(Pi)

Fun
The respondents’ purposes include fun
(Yes = 1 , No = 0)

Joyfulness The respondents’ purposes include joyfulness
(Yes = 1 , No = 0)

Knowledge The respondents’ purposes include knowledge
(Yes = 1 , No = 0)

Idea Inspiring The respondents’ purposes include idea inspiring
(Yes = 1 , No = 0)



Independent Variable

Factor Variable Definition

3. Category 
Preferences 
(Ci)

Movie The respondents’ category preferences include 
movie (Yes = 1 , No = 0)

Series The respondents’ category preferences include 
series (Yes = 1 , No = 0)

Anime The respondents’ category preferences include 
anime (Yes = 1 , No = 0)

Documentary The respondents’ category preferences include 
documentary (Yes = 1 , No = 0)

Variety The respondents’ category preferences include 
variety (Yes = 1 , No = 0)

TV show The respondents’ category preferences include 
TV show (Yes = 1 , No = 0)

Kid and 
Family

The respondents’ category preferences include 
kid and family (Yes = 1 , No = 0)



Independent Variable

Factor Variable Definition

4. Time 
Preference (Ti)

Morning The respondents’ time preference is morning 
(Yes = 1 , No = 0)

Afternoon The respondents’ time preference is afternoon
(Yes = 1 , No = 0)

Evening The respondents’ time preference is evening 
(Yes = 1 , No = 0)

Night The respondents’ time preference is night 
(Yes = 1 , No = 0)



Independent Variable

Factor Variable Definition

5. Price Worthiness 
(Wi)

Price Worthiness Price worthiness can influence respondents SVOD usage 
intensity
(Mostly disagree = 0, Disagree = 1, neutral = 2, Agree = 3, 
Mostly agree = 4)

6. Ease of Use (Ei) Clear Categories Clear Categories can influence respondents SVOD usage 
intensity
(Mostly disagree = 0, Disagree = 1, neutral = 2, Agree = 3, 
Mostly agree = 4)

Easy to Use Easy to understand function can influence respondents 
SVOD usage intensity
(Mostly disagree = 0, Disagree = 1, neutral = 2, Agree = 3, 
Mostly agree = 4)

7. Facilitating 
Condition (Fi)

Devices’ 
Availability

Device available can influence respondents SVOD usage 
intensity
(Mostly disagree = 0, Disagree = 1, neutral = 2, Agree = 3, 
Mostly agree = 4)

Smooth Streaming Smooth Streaming can influence respondents SVOD usage 
intensity
(Mostly disagree = 0, Disagree = 1, neutral = 2, Agree = 3, 
Mostly agree = 4)



Independent Variable

Factor Variable Definition

8. Content 
Availability 
(Ai)

Regularly 
New Contents

Newness of content can influence respondents SVOD 
usage intensity
(Mostly disagree = 0, Disagree = 1, neutral = 2, Agree = 3, 
Mostly agree = 4)

Many 
Categories

Many categories can influence respondents SVOD usage 
intensity
(Mostly disagree = 0, Disagree = 1, neutral = 2, Agree = 3, 
Mostly agree = 4)

Content that 
users looking 
for 

Content that users find can influence respondents SVOD 
usage intensity
(Mostly disagree = 0, Disagree = 1, neutral = 2, Agree = 3, 
Mostly agree = 4)

Exclusive 
Contents

Exclusive contents can influence respondents SVOD usage 
intensity
(Mostly disagree = 0, Disagree = 1, neutral = 2, Agree = 3, 
Mostly agree = 4)



Independent Variable

Factor Variable Definition

9. Extra 
features (Xi)

Multiple 
Screens

Multiple screens can influence respondents SVOD usage 
intensity
(Mostly disagree = 0, Disagree = 1, neutral = 2, Agree = 
3, Mostly agree = 4)

Several 
Subtitles

Many subtitles can influence respondents SVOD usage 
intensity
(Mostly disagree = 0, Disagree = 1, neutral = 2, Agree = 
3, Mostly agree = 4)

Full HD/4K Full HD can influence respondents SVOD usage intensity
(Mostly disagree = 0, Disagree = 1, neutral = 2, Agree = 
3, Mostly agree = 4)

Downloadable Downloadable can influence respondents SVOD usage 
intensity
(Mostly disagree = 0, Disagree = 1, neutral = 2, Agree = 
3, Mostly agree = 4)



Analysis Method 

Descriptive analysis - by statistically interpreting collected data through several charts
A. Demographic characteristics - (1) gender (2) Age (3) Income (4) Occupation (5) Marital Status
B. Purposes of subscribing - (1) Fun (2) Joyfulness (3) Knowledge (4) Idea Inspiring
C. Category and time preferences
D. Price worthiness, Ease of use, Facilitating conditions, Content availabilities, Extra features

Regression analysis:

Regression analysis is an analysis method to check the relationship between dependent 
variables and independent variables. This paper is analysing three dependent variables, which are 
Yf ,Yd,Yw,and Ywu .The outcome is a regression equation which has a following the function:

Yf = 𝛽0 + 𝛽1Di + 𝛽2Pi + 𝛽3Ci + 𝛽4Ti + 𝛽5Wi + 𝛽6Ei + 𝛽7Fi + 𝛽8Ai + 𝛽9Xi + 𝜀

 Yd = 𝛽0 + 𝛽1Di + 𝛽2Pi + 𝛽3Ci + 𝛽4Ti + 𝛽5Wi + 𝛽6Ei + 𝛽7Fi + 𝛽8Ai + 𝛽9Xi + 𝜀

 Yw = 𝛽0 + 𝛽1Di + 𝛽2Pi + 𝛽3Ci + 𝛽4Ti + 𝛽5Wi + 𝛽6Ei + 𝛽7Fi + 𝛽8Ai + 𝛽9Xi + 𝜀

Ywu = 𝛽0 + 𝛽1Di + 𝛽2Pi + 𝛽3Ci + 𝛽4Ti + 𝛽5Wi + 𝛽6Ei + 𝛽7Fi + 𝛽8Ai + 𝛽9Xi + 𝜀



Model Specification

Yf = 𝛽0 + 𝛽1Di + 𝛽2Pi + 𝛽3Ci + 𝛽4Ti + 𝛽5Wi + 𝛽6Ei + 𝛽7Fi + 𝛽8Ai + 𝛽9Xi + 𝜀

 Yd = 𝛽0 + 𝛽1Di + 𝛽2Pi + 𝛽3Ci + 𝛽4Ti + 𝛽5Wi + 𝛽6Ei + 𝛽7Fi + 𝛽8Ai + 𝛽9Xi + 𝜀

 Yw = 𝛽0 + 𝛽1Di + 𝛽2Pi + 𝛽3Ci + 𝛽4Ti + 𝛽5Wi + 𝛽6Ei + 𝛽7Fi + 𝛽8Ai + 𝛽9Xi + 𝜀

Ywu = 𝛽0 + 𝛽1Di + 𝛽2Pi + 𝛽3Ci + 𝛽4Ti + 𝛽5Wi + 𝛽6Ei + 𝛽7Fi + 𝛽8Ai + 𝛽9Xi + 𝜀

Where: Yf  = Average frequency of video streaming usage per week

Yd = The total duration of video streaming usage in 1 day

Yw = The total duration of video streaming usage in 1 week

Ywu = The total duration of video streaming usage in 1 week (uncategorized)

𝛽0 = intercept

𝛽i = regression coefficient of independent variables

 ε = error term



Yf = 𝛽0 + 𝛽1Di + 𝛽2Pi + 𝛽3Ci + 𝛽4Ti + 𝛽5Wi + 𝛽6Ei + 𝛽7Fi + 𝛽8Ai + 𝛽9Xi + 𝜀

 Yd = 𝛽0 + 𝛽1Di + 𝛽2Pi + 𝛽3Ci + 𝛽4Ti + 𝛽5Wi + 𝛽6Ei + 𝛽7Fi + 𝛽8Ai + 𝛽9Xi + 𝜀

 Yw = 𝛽0 + 𝛽1Di + 𝛽2Pi + 𝛽3Ci + 𝛽4Ti + 𝛽5Wi + 𝛽6Ei + 𝛽7Fi + 𝛽8Ai + 𝛽9Xi + 𝜀

Ywu = 𝛽0 + 𝛽1Di + 𝛽2Pi + 𝛽3Ci + 𝛽4Ti + 𝛽5Wi + 𝛽6Ei + 𝛽7Fi + 𝛽8Ai + 𝛽9Xi + 𝜀

Where:

Di is the demographic factors that consists of gender, age, income, occupation, and marital status

Pi  is the purposes of subscribing: categorized into 4 purposes and controlled as a dummy variable

Ci is the category preferences: categorized into 7 types of content and controlled as a dummy variable

Ti is the time preferences: categorized into 4 times and controlled as a dummy variable

Wi  is the influence level of the price worthiness

Ei is the influence level of ease of use 

Fi is the influence level of facilitating conditions 

Ai  is the influence level of content availability

Xi is the influence level of extra features

Ordinal variables rated by five 
Likert-type scales

Categorized into five levels:
0 = mostly disagree, 

1= disagree, 2 = neutral, 
3 = agree, and 4 = mostly agree



Finding and 
analyzing 
results 



AUDIENCE DEMOGRAPHICS

GENDER 

AGE 

15 - 24 

25 - 34 

STATUS 60%

40%

35 - 44 

45 - 54 

More than 55

59%

28%

90%

8%

Single

Married



Demographic 

Income 

Under  15,000

15,001- 30,000

30,001- 50,000 

500,001- 70,000

More than 70,000

subscription

80%

20%
Subscribed

Non- subscribed



Student
Business owner
Private employee
Government officer
Free lance

Subscribed

Non-subscribed

All respondents

Occupation 



       Preference 



BUYER PERSONA

EXPECTATION
Top 3 SVOD:   Netflix ,Viu, iQIYI
Type:                 Movie, Series and Anime
When:               At night
Day:                   Weekend
Time:                  1-3 hours (per day)

    ENTERTAIN

KNOWLEDGE

NEW IDEA



Dependent variable 

Frequency 
Lower than 1
1-3
4-6 
7- 9
10 and higher

Time 

User intensity 

Frequency x Time

Light 
Moderate
Lightly active
Fairly active
High active 

 

Lower than 1 hour
1-2 hours
2-3 hours
3- 4 hours
5 and higher

23%

46%

18%

3%
9%



Average Sd 

Wortiness 3.4 .7

Ease of use Clear category 3.2 .69

Function is easy to understand 3.1 .69

Facilitating condition Multi device connection 3.2 .73

Smooth streaming 3.4 .72

Content New coming content 3.3 .74

Many category of content 3.1 .8

Content destination 3.3 .81

Exclusive content 2.9 .96

Features Full HD 3.3 .8

Many subtitle 3.1 .76

Multi screens 3.0 .89

Result 



-

Analyzing results 





Green box = Denotes 
statistical significance at 
the 1% significance level 
(p-value<0.01)

Orange box = Denotes 
statistical significance at 
the 5% significance level 
(p-value<0.05)

Red box = Denotes 
statistical significance at 
the 10% significance level 
(p-value<0.1)

Significant independent variables
At 1% significance level: 

★ Status (Di:demographic): -1.67
At 5% significance level: 

★ Documentary (Ci:category preference): 
0.79

At 10% significance level: 
★ Kid and Family (Ci:category preference): 

1.20
★ Evening (Ti:time preference): -0.81

Model 1
Dependent variable = Yf 
Average frequency of video streaming 
usage per week

Categorization:
Lower than 1 = 0
1 - 3 times =1
4 - 6 times =2
7 - 9 times =3
10 and higher =4



Model 2
Dependent variable = Yd 
The total duration of video streaming 
usage in 1 day

Categorization:
Lower than 1 = 0
1 - 2 times =1
2 - 3 times =2
3 - 4 times =3
4 and higher =4

Green box = Denotes 
statistical significance at 
the 1% significance level 
(p-value<0.01)

Orange box = Denotes 
statistical significance at 
the 5% significance level 
(p-value<0.05)

Red box = Denotes 
statistical significance at 
the 10% significance level 
(p-value<0.1)

Significant independent variables
At 1% significance level: 

★ Variety (Ci:category preference): 1.00

At 10% significance level: 
★ Income between 15,001-30,000 THB 

(Di:demographic:income): 1.82
★ Content that users looking for (Ai:content 

availability): 0.26



Model 3
Dependent variable = Yw 
The total duration of video streaming 
usage in 1 week
Calculation: (Yf+1)*(Yd+1) : range = 0-25

Categorization:
0-5 = 0
6-10 = 1
11-15 = 2
16-20 = 3
21-25 = 4

Green box = Denotes 
statistical significance at 
the 1% significance level 
(p-value<0.01)

Orange box = Denotes 
statistical significance at 
the 5% significance level 
(p-value<0.05)

Red box = Denotes 
statistical significance at 
the 10% significance level 
(p-value<0.1)

Significant independent variables
At 5% significance level: 

★ Variety (Ci:category preference): 0.87

At 10% significance level: 
★ Income between 15,001-30,000 THB 

(Di:demographic:income): 0.73
★ Income between 50,001-70,000 THB 

(Di:demographic:income): 0.98
★ Status (Di:demographic): -1.00
★ Downloadable (Xi:extra features): -0.23



Model 4
Dependent variable = Ywu 
The total duration of video streaming 
usage in 1 week (uncategorized)

Calculation: (Yf+1)*(Yd+1)

Range = 0-25

Green box = Denotes 
statistical significance at 
the 1% significance level 
(p-value<0.01)

Orange box = Denotes 
statistical significance at 
the 5% significance level 
(p-value<0.05)

Red box = Denotes 
statistical significance at 
the 10% significance level 
(p-value<0.1)

Significant independent variables
At 10% significance level: 

★ Status (Di:demographic): -5.29
★ Anime (Ci:category preference): 2.41
★ Documentary (Ci:category preference): 

2.90
★ Variety (Ci:category preference): 3.98
★ Downloadable (Xi:extra features): -1.32



Model 4 (R-squared = 40.65%)

Dependent variable = Ywu 
The total duration of video streaming usage in 1 week 
(uncategorized)

Model 3 (R-squared = 40.75 %)

Dependent variable = Yw 
The total duration of video streaming usage in 1 week

Model 1 (R-squared = 40.84%)

Dependent variable = Yf 
Average frequency of video streaming usage per week

Model 2 (R-squared = 44.77%, p-value = 0.0855)

Dependent variable = Yd 
The total duration of video streaming usage in 1 day

Significant independent variables
At 1% significance level: 

★ Status (Di:demographic): -1.67
At 5% significance level: 

★ Documentary (Ci:category preference): 0.79
At 10% significance level: 

★ Kid and Family (Ci:category preference): 1.20
★ Evening (Ti:time preference): -0.81

Significant independent variables
At 1% significance level: 

★ Variety (Ci:category preference): 1.00

At 10% significance level: 
★ Income between 15,001-30,000 THB 

(Di:demographic:income): 1.82
★ Content that users looking for (Ai:content 

availability): 0.26

Significant independent variables
At 5% significance level: 

★ Variety (Ci:category preference): 0.87

At 10% significance level: 
★ Income between 15,001-30,000 THB 

(Di:demographic:income): 0.73
★ Income between 50,001-70,000 THB 

(Di:demographic:income): 0.98
★ Status (Di:demographic): -1.00
★ Downloadable (Xi:extra features): -0.23

Significant independent variables
At 10% significance level: 

★ Status (Di:demographic): -5.29
★ Anime (Ci:category preference): 2.41
★ Documentary (Ci:category preference): 2.90
★ Variety (Ci:category preference): 3.98
★ Downloadable (Xi:extra features): -1.32



Status
-frequency

-duration (3 4)

01

Documentary

+frequency
+ duration (4)

06

Kid & Family

+frequency

08

Evening

-frequency

04

Conclusion and suggestion

Variety

+duration (2 3 4)

07

Income
(15,001-30,000 THB)

+duration (2 3)

02

Content that users 
looking for

+duration (2)

09

Anime

+duration (4)

05

Downloadable

-duration (3 4)

10

Income
(30,001-50,000 THB)

+duration (3)

03



● The subscribers preferring the documentary category are entering the video 

streaming more often while folks that are married, higher age and folks who 

watch at evening till night are rarely entering the video streaming 

●  People that are variety and anime lovers use to spend many hours watching 

video streaming 

● The users that may find the content that they seek spend plenty of their time 

on streaming while private employees spend less time on watching video 

streaming per day which might imply that they'll have less spare time.

● If users are influenced by downloadable, their duration on video streaming is 

lower.



Put more on contents or new content available as it will gain more 

attention from the users to enter video streaming with longer watching time.

 The users who are married and of a better age tend to observe less video 

streaming. So, the video streaming platforms may target more on other segment.

The users are accustomed to watch in the dead of night and evening. 

Hence, streaming platform clouds promote their content at nighttime to attack 

more subscribers. 

Also, those who have more spare time tend to look at video streaming 

longer than those who have less time. Moreover, if the streaming platform has 

downloadable features, people tend to download and watch it anytime and 

anywhere which make life more easier. 

SUGGESTION



limitation

  Finally, this study just only focusing on explaining SVoD intensity of 
usage factor in Thailand, especially in the time of the survey conduct users 
behavior of these types of services are influenced greatly by COVID-19, 
which the results may not be accurate in another time frame. 

The research had investigated 143 samples, still a small sample size in 
terms of the quantitative analysis. Moreover, almost all sample are young 
people in bangkok, which mean that the representative is not quite. Further 
study needs to conduct on a different sample with more representative. 
Moreover, for the data in the dependent variable, it would be better if collect 
the data from numerical instead of range and ask for the exactly hours of 
watching. Future studies need to investigate deeply about the customers 
preference and behavior



THANK YOU


