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Adstract

Recently, there is an increasing trend on SVOD and people spend more time watching the
content they like. The popular streaming platforms in Thailand are Netflix, iQIYI, TruelD, Viu,
WeTV and so on. So far, there has been extremely high competition among local and global
players since the first introduction of SVOD. So, they try to compete with each other by offering
different features, popular movies or series and price schemes for the customers to choose the
best choice. In this study, we want to examine which factor is affecting the SVOD intensity of
usage or which factor is affecting the most if users have a longer time of viewing and to be able
to understand consumer decision-making and what factors are the most affecting SVOD intensity
of usage by exploring the subscribers preference and behavior. The data was collected from the
survey questionnaire and then developed the regression model to analyze the factor affecting
each user’s intensity. There are five levels of user intensity: Light, Moderate, Lightly active,

Fairly active and High active, respectively.

The result showed that the users’ frequency is lower if users are married, older and
their time preference of using is night and evening. On the opposite hand, the users that prefer
watching documentaries show higher usage frequency. While the users that prefer variety and
anime have a longer time of watching. Furthermore, the users that found the content that
they're searching for even have an extended time of watching. In contrast, private employees
and therefore the users that prefer downloadable features tend to own shorter watching

periods.




1.Introduction

Inevitably, individuals can suddenly gain access to content faster and easier, anywhere
and anytime that the web may be accessed with the speeds of the web and devices of the users
and that we are seeing more and more companies are launching video-on-demand platforms to
respond to higher demand within the market so that there are many players during this
industry. Hence, Thailand’s OTT market has experienced significant growth over the previous
couple of years. together with Youtube, Tiktok, TruelD, and Netflix have grown fast with
quite 7 million monthly active users as of December 2020. This study will concentrate on
SVOD (subscription video-on-demand) which suggests that folks can purchase a service to
look at a movie or television program on any platform (television, computer, tablet, and
mobile device) SVOD is comparable to traditional TV packages, allowing users to consume
the maximum amount content as they desire at a flat rate per month. The most important

players in Thailand are Netflix, iQIYI, TrueID, VIuTV, and WeTV.

As the streaming service is more popular, people tend to spend longer on watching
streaming as another way to measure TV. Customers with the capacity to subscribe to many
services are likely to observe longer as there's an increasing average daily time spent watching
video-on-demand. Moreover, video streaming services can attract new subscribers by offering

new content or extra features that make customers feel satisfied.

During this paper, we concentrate on the SVOD intensity factors. This paper wants to
clarify if factors are affecting the foremost as we included viewing time because of the
variable quantity. Moreover, we wish to understand whether heavy users or light users have
different SVOD intensity of usage? And does the customer's behavior or demographic affect
SVoD intensity of usage? By exploring both characteristics and behavior of the users on all

platforms.



2. Literature review
“ease of use”- factors affecting online streaming

Keogh, Davidoff, Freeman and Lessiter (2001) published a study in the UK that
illustrated the viewpoint about digital technology, digital media and media consumption. This
study mainly focuses on the ease of use factors and issues while using the video streaming. This
factor could be important as it is an obstacle while using the survive. This study uses cluster
analysis by collecting data of about 5,000. The results tell us that half of the survey concerns this
factor and found that it could be easier if it is user friendly as the user would get a shorter time
learning. For this study, “ease of use” factor will be included to determine the decision on

purchasing subscriptions in the Video Streaming

Factors affecting intention to subscribe to subscription video on demand services in

vietnam

According to the study of Vietnam national university, Hanoi (2020) about factors
affecting intention to subscribe to subscription video on demand services in vietnam. This thesis
aims to understand consumer’s intention to subscribe to SVOD by using UTAUT?2 as a test to
conduct a study. The data was collected by a survey from people living in Hanoi and aware of
SVOD service from 2019 to 2020. The study found out that Price Value, hedonic motivation,
and social influence have a positive impact on intention to subscribe to SVOD. However,
Performance Expectancy has the lowest impact on the intention to subscribe to SVOD compared

to other factors.

C. Christopher Lee, Pankaj Nagpal,Sinead G. Ruane and Hyoun Sook Lim conduct the

study about Factors Affecting Online Streaming Subscriptions

This research explores a number of factors which consumers consider when choosing
cable television and online streaming options. The data was collected through a survey
questionnaire at a large public university. Then after that the research conducted a Multivariate
regression model to find which factors affected each option. The regression model for cable TV
showed additional purchase, social trend (negative), cost and customer service factors were

significant. In contrast to cable TV, only social trends 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.

This study to identify the factors affecting on Thai people’s purchase decision in legal video

streaming services

This paper shows the factors affecting on Thai people’s purchase decision in legal video
streaming services and to clarify individual’s attitudes toward licensed streaming services. The
data was collected from both primary and secondary sources. Including qualitative research with
in-depth interview and quantitative data from 200 respondents on an online questionnaire. The
data was 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 decisions in
the legal streaming services were evaluated against respondents’ intentions to buy. The result
found that 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 influence had a moderate influence on

an user’s intention to subscribe.

3. Methodology

The article has five groups of users' intensity. The primary group is heavy users or high
active users which have the best total duration of video streaming about 21 to 25 hours per week.
The second group is fairly active users which range from 16 to twenty hours per week. The third
group is lightly active users with a complete duration of video streaming of 11 to fifteen hours
per week. The next group is moderate users which usually watch 6 to 10 hours per week and
therefore the last group is light users or those who rarely watch video streaming as they watch

around 0 to five hours per week.



e Surveyed Method

The survey method that this text uses is that the questionnaires are conducted to induce
the subscribe and non subscribe respondents in Thailand for 143 respondents, the questionnaires
are going to be processed by handling via online platforms and in Facebook groups to induce the
respondents the maximum amount as possible. The answers would be obtained through the open
and would be conducted to urge the regular and non-regular online shopper’s opinions in
Thailand for 500 respondents. The questionnaires are processed through physical handling and
via online form. The answers would be obtained through closed-ended questions with multiple

choice answer options; the answers are analyzed using quantitative methods later.
e Objective

To study the factors affecting the user intensity and customer behavior using SVOD
e Sampling

The survey questionnaires are sent in Google From Online and delivered to people that
acknowledged SVOD services and are user’s SVOD services to present a far better sample to the
research objective. to make sure that requirement is met, a majority of the sample came from

those that are the users of an SVOD on any platform.

To achieve the research objectives, the study was doled out first through exploratory
research consisting of secondary research and qualitative research (focus groups) followed by

descriptive research (survey questionnaire).

e Approaching Questions

The questions would be conducted by a user’s opinions. We'd perform identical
questionnaires to each group of consumers which might be mainly about their consumption
behavior and also the factors that affect theSVoD intensity of usage. The questions involve

demographic factors, user behavior, product category preference, and influencing factors.



e Observation

After collecting data from the surveys, a descriptive analysis would be used as a data
analysis approach of user intensity to draw a conclusion which customer group of the respondent
has the highest intensity and to help determine which factor is the most effective. And then,

quantitative analysis will seek to identify the implementation

After collecting data from the surveys, a descriptive analysis would be used as an
information analysis approach of user intensity to draw a conclusion which customer group of
the respondent has the best intensity and to assist in determining which factor is the most

effective. And then, qualitative analysis will seek to spot the implementation.

Tablel: The variable definition

Dependent Variable
Factor Variable Definition
Frequency Average frequency of video streaming usage per week (Lower
(time/week) Y, than 1 =0, 1 - 3 times =1, 4 - 6 times =2, 7 - 9 times =3, 10

and higher =4)

Usage per day The total duration of video streaming usage in 1 day (Lower
(hour) Y than 1 =0, 1 - 2 times =1, 2 - 3 times =2, 3 - 4 times =3, 4 and
d higher =4)
Usage per week The total duration of video streaming usage in 1 week :
Y (Y D)*(Y4t1) : range = 0-25
w (0-5=0,06-10=1, 11-15=2,16-20 =3, 21-25 = 4)
Usage per week The total duration of video streaming usage in 1 week

(uncategorized) v (uncategorized) : (Y¢+1)*(Y4t1) : range = 0-25

wu



Factor

1.Demographic
Factors (D1i)

Independent Variable

Variable

Gender

Age (15-24 years old)

Age (25-34 years old)

Age (35-44 years old)

Age (45-54 years old)

Age (55 years old and over)

Income (Less than 15,000
THB)

Income (15,001 - 30,000
THB)

Income (30,001 - 50,000
THB)

Income (50,001 - 70,000
THB)

ncome (more than 70,000 THB)

Student

Business Owner

Definition

Male = 1, Female = 0

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

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

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

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

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

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

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

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

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

%\Illcorrbe) of respondents is more than 70,000 THB (Yes =1,
0 =

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

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)

Freelance Occupation of respondents. The respondents is freelance
(Yes=1,No=0)
Status Status of respondents (Married = 1, Single = 2)
2. Purposes ‘?f The respondents’ purposes include fun (Yes = 1 , No = 0)
Subscribing (Pi) Fun
Joyfulness The respondents’ purposes include Joyfulness (Yes = 1, No
=0
Knowledge The respondents’ purposes include Knowledge(Yes = 1 , No
=0)
Movie The respondents’ category preferences include Movie (Yes
3. Category =1 ,Ncl))= 0) BnP (
Preferences (Ci)
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)




4. Time
Preference (Ti)

5. Price
Worthiness (Wi)

6. Ease of Use
(Ei)

7. Facilitating
Condition (Fi)

8. Content
Availability (Ai)

Morning

Afternoon

Evening

Night

Price Worthiness

Clear Categories

Easy to Use

Devices Availability

Smooth Streaming

regularly New Contents

Many Categories

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

The respondents’ time preference is Afternoon (Yes =1,

No=0)

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

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

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

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

Easy to Use can influence res&aondents SVOD usage
intensity (Mostly disagree = 0, Disagree = 1, neutral =2,
Agree = 3, Mostly agree = 4)

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

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

Newness of content can influence respondents SVOD
usage mtens1tgl %\l}/lostly disagree = 0, Disagree = 1, neutral
=2, Agree = 3, Mostly agree = 4)

Many .catic\%ories can influence respondents SVOD usage
1ntens1tyg ostly 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 (Mostl}lrvfhsagree =0, Disagree = 1,
neutral= 2, Agree = 3, Mostly agree = 4)

Exclusive Contents Exclusive contents can influence respondents SVOD
usage 1nten51t£/ %l/\[/lostly disagree = 0, Disagree = 1, neutral
=2, Agree = 3, Mostly agree = 4)

9. Extra features Multiple Screens Multiple screens can influence respondents SVOD usage

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

intensity (Mostly disagree = 0, Disagree = 1, neutral =2,
Agree = 3, Mostly agree = 4)

e Statistical treatment

After collecting the information from all of the respondents, the info is going to be
transformed into numerical form so it may be run using the STATA program. As may be seen
within the table the variable quantity is the overall duration of video streaming usage. There are
nine factors of independent variables which are demographic, the purpose of subscribing,

category preferences, time preference, and the influence factors that affect users' behavior.

Demographic factors are gender, age, income, and occupation. The aim of subscribing is
set by fun, joyfulness, knowledge, and idea inspiring. The category preferences are determined
by the content category in the SVOD platform which is a movie, series, anime, documentary,
variety, program, and youngsters and family. For time preference, this paper categorizes it into

morning, afternoon, evening, and night.



e Descriptive analysis by statistically interpreting collected data through several charts
A.  Demographic characteristics - (1) gender (2) Age (3) Income (4) Occupation (5) Marital
Status
Purposes of subscribing - (1) Fun (2) Joyfulness (3) Knowledge (4) Idea Inspiring

w

C. Category and time preferences
D.  Price worthiness, Ease of use, Facilitating conditions, Content availabilities, Extra

features

o 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
Y:,Yy,Y,,and Y, .The outcome is a regression equation which has a following the function:

Y:=po+ BiDi+ BoPi+ B5Ci+ BT+ BsW,+ BEi+ B:F + BsAi+ o X+ €

Yq=Pot iDi+ B,P;+ BCi+ BT+ BsWi+ BeEi+ BF + BsAi+ Bo X+ €

Y. = Lo+ BiDi+ BoPi+ BiCi+ BT+ psWi+ BEi+ B.Fi+ B A+ o X+ €

Yoo =Pot BiDi+ BoPi+ 3G+ BT+ BsWi+ BeEi+ BFi+ BsAij+ BoXi+ €
Where:Y; = Average frequency of video streaming usage per week

Y, = The total duration of video streaming usage in 1 day

Y,, = The total duration of video streaming usage in 1 week

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

Bo= intercept

pi=regression coefficient of independent variables

€ = error term

D;is the demographic factors that consists of gender, age, income, occupation, and marital status
P; is the purposes of subscribing: categorized into 4 purposes and controlled as a dummy variable

C;1s the category preferences: categorized into 7 types of content and controlled as a dummy
variable



T;is the time preferences: categorized into 4 times and controlled as a dummy variable
W; is the influence level of the price worthiness

E,is the influence level of ease of use

F,is the influence level of facilitating conditions

A, is the influence level of content availability

X;is the influence level of extra features

4. Finding and analyzing results

Table2: Descriptive statistic of independent variable

Average Sd
Wortiness 34 i
Ease of use Clear category 3.2 .69
Function is easy to 3.1 .69
understand
Facilitating Multi device connection 3.2 73
condition
Smooth streaming 34 T2
Content New coming content 33 74
Many category of content 3.1 8
Content destination 33 .81
Exclusive content 2.9 .96
Features Full HD 33 8
‘ Many subtitle 3.1 .76

| Multi screens 3.0 .89




For statically the result, Worthiness and smooth streaming is the highest average.
Followed by Content destination, new coming, and Full HD. Hence, it can be implied that people
are influenced by those factors when they decide on purchasing SVOD. And it tells us that those
factors are affecting the watching behavior of the users too.

The survey found that among 143 respondents, 115 respondents subscribe to video
streaming, accounting for 80% of the respondents. And most of them are women which account
for 60%. They have ages around 15- 24 and 25 to 34 which account for 59% and 28%
respectively. For monthly income, 36 respondents account for 29% have salaries less than 15,000
baht. 60 respondents account for 42% have salaries between 15,000 to 30,000 baht. For
occupation, most of the folks that were subscribed are students and private employees which
account for 55% and 23%, respectively. But for nonsubscribers, private employees and business
owners increased to 32% and 19%, respectively while students decreased to 29% of subscribers.
The result indicated that the majority of the respondents are young subscribers who have an
income of 15,000 to 30,000 baht. And almost all respondents are having a single status which
accounts for 90% of the survey.

For user's preferences, in line with the survey, the foremost popular categories are series,
movies, and therefore anime. They sometimes watch it for fun, joy, and knowledge but most of
the surveys say they watch it just for fun. And almost 60% prefer to watch it in the dead of night
followed by evening. The respondents who are subscribers are watching content they enjoy via
Netflix followed by Viu and iQIYI which account for 90%, 30%, 18.6%, respectively. This can
be said that Netflix is the most well-liked platform of video streaming during this survey and
most of the respondents are watching the content only for fun. On top of that, most people enjoy
watching series or movies in the dead of night according to the higher the time and the frequency
of watching.

For frequency, the very best score is 1-3 times per week which accounts for 40 people of
respondents. Followed by 4 to six times. they typically spend 2 to three hours per day which
accounts for 44% of users. 31% of users spent 1 to 2 hours per day followed by 3 to 4 hours. The
user intensity is frequency multiple by times we'll get Light, Moderate, Lightly active, Fairly
active, and High active, respectively. The highest percentage is 46% which is moderate users
while high-intensity service users got 3%.



Table 3: specification using Multiple regression to show effect and coefficient of
independent variable

Model 1: Dependent variable = Y;

Average frequency of video streaming usage per week with categorization
Categorization:

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

FREQ Coef. std. Err. Tt Px|t| [95% Conf. Interwval]
GEN .121548 .38a7T3Ts a. a8 8.687 -.A7FE2L .F2e9169

agels5za 1.189831 1.516786 a.7a a8.4549 -2.832418 4.41288

age2534 1.891423 1.511186 .68 a.588 -2.119587 4.382352

ageisaq -.1385343 1.582737 -a.88 8.934 -3.284924 3.823855

ageassa - . 5684575 1.575836 -@.35 8.71s -3.71889s 2.57118

ages55up a {omitted)

inc1Sdown 1573541 . 5888987 @.31 a8.758 - . B568796 1.171588

incls3e .183825 LAT3I53ES @.39 a.7ea - . TEBTILE 1.126782

inc3iasa a {omitted)

incseve 1.e731es 652848 1.64 a.185 -.2288193 2.374229

incyeup .BB3I5635 . FE96293 1.15 a8.255 - . 6583854 2.417432

5TU . 3952638 L6574 @.59 8.556 - . 5358399 1.725568
BO . F254465 .F532883 .96 a8.33% - . 775695 2. 226589
PE - . 289594 6978169 -8.a1 8.67% -1.688341 1.181153
GO 8 (omitted)
FREE 1972681 .B918525 a.22 8.826 -1.588191 1.974728
STATUS -1. 666899 L EAEB5RE -2.74 a.8e8 -2.878022 - . A5417 64
FUN - . A852218 . FE24631 -a.7ae 8.483 -1.895229 .Se47as2
Jov - . 4164859 3358842 -1.24 8.218 -1.e84388 2513359
KNOW L15991 78 3411837 .47 a8.6541 - .52@B682 .B3sass
IDEA 1317888 3684279 a.37 a8.716 - . 5865589 .B581128
oy - . 8859533 3878538 -a.22 a8.825 - .8573584 6854438
SERIES . FA54172 .A4531432 1.64 a8.184 - . 1576959 1.64853
ANIME .3357263 .3845176 1.18 a.27a -.2711765 . B42629
DocC . 7893462 . 2658789 2.186 8.83a .BEe1513 1.518543
AR 2316884 - A3ATIEE 8.53 a8.586 - . 6349481 1.898157
™ - .8304868 .A879233 -a.18 8.923 - .8524767 LFF3ISBIL
KID 1.281579 68T 6282 1.75 8. 885 -.1l688624 2.57282
MORNING -1.6277F1 1.848136 -1.55 8.125 -3.716643 LAE12223
AFT ERNOON 8 (omitted)

EVENING -.81334 .A7E848 -1.78 a8.8949 -1.767683 L141es28
MNIGHT -. 7821681 AFT232 -1.64 a8.186 -1.73329 - 1689539
WORTH 3847264 .1987985 1.68 8.115 - . B755344 6849872

ECLEARCAT -.1832523 2569795 -8.71 8.478 - 6954116 .3z28987
EEASY - . 4388585 278552 -1.62 a.11e - 977267 Llellses
FODEVICE .B711185 2398218 a.3a a.768 - . AR6345T LSa0e327
FSMOOTH - . 1846648 2433683 -8.76 a.458 - JBEE26812 3883516
CNERCON 1932867 2415581 a.8a a.426 - .2881372 LEF4F1LE
CMANYCON 23789088 2327532 1.a2 .31 - . 2259857 LFRLFETI
CLOOKCOMN -.@8517365 287681 -8. a4 8.658 - . 585644 .322171

CEXCOM -.8314481 LATST3S -a.17 8.862 - . 3896594 . 3267633
FEASCREEN .a729535 2818688 @.36 8.718 - . 32FFTIST .AFIERIS

FEASUBS .B825943 2138699 @.39 a.7ea - .3436479 .Sess3sa
FEAHD -.812431 L257B6E51 -a.a85 8.962 -.52476511 . AT9E99

FEADORN LOAD -.223234 .14a58825 -1.53 a.138 -.5139774 SBETSB94
_cons 1.678454 1.998726 @.84 a.a82 -2.289816 5. 646885

Significant independent variables
At 1% significance level:
e Status (D;:demographic): -1.67
At 5% significance level:
e Documentary (C;:category preference): 0.79
At 10% significance level:
e Kid and Family (C;:category preference): 1.20
e Evening (T;:time preference): -0.81



Model 2: Dependent variable =Y,

The total duration of video streaming usage in 1 day with categorization

DAY Coaf. std. Err. t P> || [95% Comf. Interwal]
GEM . 226814 .2283332 1.83 2.388 - .2131895 6651375

agelszq . T7EA2982 1.1B4527 a8.66 B.518 ~1.576468 3.145848

age?s53iq 5223729 1.1B8366 3. a4 B.659 -1._838892 2.874838

ageids5aq .7B2EBBTE 1.159581 a8.66 e.513 ~1.548174 3.873989

agedssa .A928465 1.154525 B8.43 e.671 -1._888119 2.793812

agesSsup a fomitted)

inci1Sdown .SHEEB32 3728411 1.57 2.128a -.1561881 1.329954

incls3@ 6299276 . 3469332 1.B2 B.a74 - . BEl5893 1.321364

inc3asa 8 (omitted)

incsare 6283782 .A7B83846 1.38 8.199 -.3328814 1.573638

incTeup LATFFA4289 . 5638635 3.B85 2.488 - .B463454 1.681287

5TU -.3899212 4898312 -8.88 8.428 ~1.364559 . SEAT1ES
BO - . 4719133 .S518328 -8.86 8.395 -1.571715 .E2FHBTSE
PE - .5379881 .5112587 -1.85 8.295 =-1.556989 4889331
GO 8 (omitted}
FREE L276EBGEL 6534895 a.42 B.673 =1.825437 1. 579849
STATUS -.1682154 . 4455133 -8.36 8.72a -1.848122 . F276914
FUN - A BAEBTA .S5146547F -8.98 8.37a =1.498313 . 561898
Jov ~.21213563 . 2454971 -8.86 e.398 - . 7814113 2771387
KINOW -.228719 . 2499658 -8.92 e.353 - . 7269882 . 2694622
IDEA . 368472 . 264865 1.37 B.176 - . 1658888 .BBBT529
MO - .3368285 L2B35723 -1.19 8.239 - . OB19TI2 2283382
SERILES 2818683 .3319922 8.85% 8.399 - .3797992 . 9435198
ANIME .1427369 2231827 3. 64 e.524 - . 38198561 .58738
DoC .1135476 . 2688586 8.42 e.673 - . 4286925 .5ATTBTT
VAR 1.88455 . 3185587 3.1% B8.aa2 . 369679 1.63942
™ ~.3535533 . 2988621 -1.18 8.241 - . 9491847 . 2428781
KID - 1882542 . 583786 -8.2a e.843 -1.184298 . 9B3FE98
MORNING ~1.128416 . FETOR9T -1.47 B.146 -2 .658858 .AB28257
AFTERNDON 8 (omitted}

EVENING - .B529525 .35@82a47 -8.15 e.88a - . 752145 . 6462481
NIGHT 8118893 . 3496487 3.a3 8.973 - .6B58236 . 7B86422
WORTH .Be953811 .1397872 a8.68 8.498 - .1832943 . 3738066

ECLEARCAT -~ .8354288 \1BB2742 -8.19 e.851 - . 4186587 . 3398811
EEASY 2219857 .198218 1.12 8. 266 =-.1738623 6178337
FDEVICE L1B66467 1757838 8.95 B8.346 - .1835384 . 5168239
FSMDOTH .B326415 LA7B2962 a8.18 8. 855 - .3227824 . 3BT9ES53
CMEWCON 1978572 LA7E9TED 1.12 e.267 - .1548551 5585696
CMANYCON .B438356 178525 38.26 8. 798 - 2968283 . 3836915
CLODKCON .2556843 LA52156 1.68 e.a9s7 - . 8475622 5589387

CEXCON . 8184995 .1316816 8.14 e.889 - .2439415 . 2889486
FEASCREEN 1885171 .1473117 a8.68 2.497 - .1938747 . 3041888

FEASUBS - . 2389282 1566903 -1.47 2.145 -.5432115 .BB13552
FEAHD = . 1164469 188337 -8.62 e.538 - . 4918819 . 2589882

FEADOWMNLOAD -.1416739 . 1868798 =1.33 8.189 - . 354685 .@F13372
_cons - .5454924 1.458491 -8.37 8. 7aa =3.452261 2.3B1277

Significant independent variables
At 1% significance level:

e Variety (C;:category preference): 1.00

At 10% significance level:
e Income between 15,001-30,000 THB (D;:demographic:income): 1.82
e Content that users looking for (A;:content availability): 0.26



Model 3: Dependent variable =Y,
The total duration of video streaming usage in 1 week

Calculation: (Y+1)*(Y4+1) : range = 0-25

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

WEEK Coef. Std. Err. t P> || [95% Conf. Intervall]
GEMN 1.129445 1.385853 a8.81 2.418 =1.632556 3.891447

agels2a 3.848181 7 .A458u342 a8.52 a.6a7v =11.88853 18 . 69689

age2534 2.561283 T .A2427F 2.34 a.731 =12.23534 A7 .35775

age3isaq . 3858185 F.293539 a.a4 a8.967 -14.23818 14.84182

ageds554 =-2.728473 F.261741 -8.38 8. 788 =17 .28111 11.74415

agesSsup 8 (omitted)

incl1S5down 3.829683 2.345898 1.29 a.28e8 -1.64489 JF.7e34as57
incls53@ 2.81378s 2.182142 1.29 a.2a8el -1.535218 F.1B6278E
inc3gsa 8 (omitted)

incsa7a 4.8518s7 3.888443 1.61 @.111 =1.144751 18 .84688

incF@up 3.653882 3.546592 1.83 a.3as -3.415346 18.72135

5TU =-1.645622 3.875911 -8.54 a8.554 =¥ . 7755984 4 . 48466
BO -.5732838 3.478921 -g.17 (=11 =7 .498739 6.344332
PE -3.776337 3.215668 =-1.17 8. 244 =18.18515% 2.632479
GOV B (omitted)
FREE 1. 344487 4.1a9819 a8.33 a8.745 -5 .84639 9.535324
STATUS =5.291711 2.882192 =-1.89 B.8s3 =18.87647 - 2938584
FUN -2.938419 3.237e78 =-g.91 B.368 -9 .381987 3.521868
Joy =2.178576 1.544129 =1.41 B8.164 =5.248821 - 9B6E6E4
KN - . 659837 1.572237 -8.42 B.676 -3.7925 2.474426
IDEA 1.43259 1.668918 3.86 e8.391 =1.877614 4.742794
Mo -1.231157 1.783614 -8.69 a8.452 -4.785895 2.323581
SERIES 3.e8684 2.888166 1.44 e8.154 -1.155%67T T ..167749
AMNIME 2.414819 1.483273 1.72 a8.898 -.3818992 5.211537
DocC 2.896986 1.6586837 1.72 a8.898 - . 4B32886 6.257252
WAR 3.984883 2.883622 1.99 a8.a851 - .. BE91295 FL.OFTADG
™ =1.213433 1.879785 -@.65 a8.521 -4 . 950838 2.532973
KID 3.758823 3.168716 1.18 a. 248 =2.564419 18 .86686
MORNING =F . 727241 4.830283 -1.68 8.114 -17.35342 1.893894
AFTERMNOON B (omitted)

EVENING -3.448955 2.286619 =1.56 @.122 -7.846781 . 9487899
NIGHT -2.8672638 2.199172 =1.22 B.228 -7.B55581 1.718385
WORTH 1.264533 LB792342 1.44 a8.155 = ABFTTID 3.816844

ECLEARCAT - . 4443823 1.184288 -a.38 a.7as =2.8849426 1.915821
EEASY - . 6628989 1.246753 -a3.53 a.597 =3.147674 1.821876
FDEVICE 5998366 1.185143 a8.54 B.589 =1.68271 2.882383
FSMOOTH = . 6857893 1.121449 -8.54 a8.591 =-2.848753 1.629334
CNEWCON 1.46119 1.113144 1.31 8.123 - . 7573819 3.679683
CMANYCON - 7TEBBEA53 1.872569 8.71 28.481 -1.377582 2.897673
CLOOKCON .9163397 L95T7B317 3.96 e8.341 - . 0918217F 2.823781

CEXCON . BBE46E -B2B2516 3.8a1 a8.932 =-1.642235 1.659171
FEASCREEN .3741124 9265618 a.48 2.588 =-1.472523 2.22a7F747T

FEASUES -.6865133 9B55516 -g.7a B.488 =2.658715 1.277688
FEAHD - . 45628484 1.184683 -8.39 a8.697 -2.823759 1.898862

FEADOM-NLOAD =1.328264 LBF22531 =1.96 a8.a853 =-2.668863 . 8195344
_cons 4.3159 9.173627 a.47 a8.5639 -13.96711 22.59891

Significant independent variables
At 5% significance level:
e Variety (C;:category preference): 0.87

At 10% significance level:

Income between 15,001-30,000 THB (D;:demographic:income): 0.73
Income between 50,001-70,000 THB (D;:demographic:income): 0.98
Status (D;:demographic): -1.00
Downloadable (X;:extra features): -0.23



Model4: Dependent variable =Y,
The total duration of video streaming usage in 1 week with uncategorized

Calculation: (Y¢+1)*(Y4+1)  Range = 0-25
WEEKCAT Coef. std. Err. t P || [95% Conf. Interwal]
GEN LAB2E576 2534447 @.76 B8.458 -.3124569 -kl

agel524 . SE58822 1.362536 @.41 B.688 -2.158528 3. 288532

age2534 .3232189 1.35775 @.24 8.813 -2 382772 3.82921

age35ad - . 2885843 1.333841 -@.22 B.829 =2.946927 Z.369758

aged554 -.6161835 1.328826 -8.456 8.5644 -3.262856 Z.838649

agesSsup 8 (omitted)

incil5down .6338365 AZBRET12 1.48 @.144 - 2289827 1.488576

incis3a 7322264 . 3998699 1.83 2.871 - .B631187 1.527572

inc3esa 8 {omitted)

incse7a .9791622 .5581836 1.78 B8.873 =.1173521 Z2.875677

inc7eup .B133869 6486083 1.25 8.214 - . 4783516 2.185965

5TU -.3272848 5625222 -@.58 B.562 -1.44835 7938283
BO -.1561242 6347616 -@.25 @.886 -1.421282 1.188954
PE - . 6589216 .SBR8EE9 -1.11 @.272 -1.822965 5211218
GO a8 {omitted)
FREE 1975583 7516831 8.26 B8.793 -1.388385 1.695581
STATUS - . 95999192 5124646 -1.95 B.855 -2.82126 8214212
FLUN - 5446384 5919064 -@.92 B8.361 -1.724486 LG35288E8
Jav -.3511881 2823981 -1.24 @.218 - . 9139908 .2116146
KMNOW - 1756467 L2B75384 -@.61 28.543 - . 748694 . 3974206
IDEA .2589354 . 3837484 8.85 8.397 - .3454343 .B643851
Mo - . 3572868 .3261872 -1.18 B8.277 -1.887377 .2928833
SERIES .SBGE2385 LIB1EE3G 1.33 B8.189 - 2548544 1.267331
ANIME 3378774 2566383 1.31 @8.193 - . 1743861 .BABS5485
Doc 4379382 .3@R3422 1.42 2.168 - . 1765869 1.852463
VAR .B735e8z2 .3664222 2.38 B.82a .1432219 1.683779
TV -.3814539 .3437748 -1.11 B8.271 -1.866596 .3936882
KID . 7138383 57945949 1.23 ®.222 - .4411883 1.868761
MORMING -1. 255988 .BB33183 -1.42 @8.15% -3.816343 . 5RA5266
AFTERNDON a8 {omitted)

EVENING -.2443183 .AA35462 -@.61 @8.547 -1.848577 5599551
NIGHT - . 1549866 4821843 -@.39 8.781 - 9565388 . 6465655
WORTH L1928386 1687942 1.19 8.236 -.1284318 .5124931

ECLEARCAT - B4E9538 2165678 -@.22 B.829 - ATAST2E L3BAGG653
EEASY -.12718 L 22EBBE -@.56 B8.579 - 5815953 3272354
FDEVICE . 2BG6RAG6 . 2821884 1.a82 @.318 - . 1961967 . GES4R6
FSMOOTH - . 8983473 . 2858983 -8 .44 B8.661 - . ASE9R91E .3183972
CNEWCON .2453121 . 2835716 1.21 B8.232 - . 1684854 6518297
CMANYCON 1853827 1961513 @.54 ®8.593 - 28554563 LASE3I11E
CLOOKCON 2597482 LAT758218 1.48 B8.142 - BESBTTD LERE5582

CEXCON .@859384 .1514786 a.a84 B8.969 - . 2959419 .3IB7E1E88
FEASCREEN .B57a793 . 1694495 @.34 @.737 - . 288633 . 3947917

FEASUBS - . BETBBGE 1882376 -@.37 8.711 - . 4262198 .2922861
FEAHD - 1688698 . 21664 -8.74 B8.462 - .5918328 2716932

FEADORNLOAD - 2311189 1229416 -1.88 B.864 - . A761411 .B8139833
_cons -.158391 1677672 -@.849 B.929 -3.493986 .193284

At 10% significance level:

Status (D;:demographic): -5.29
Anime (C;:category preference): 2.41
Documentary (C;:category preference): 2.90
Variety (C;:category preference): 3.98
Downloadable (X;:extra features): -1.32

* % % % %



5. Conclusion and suggestion

According to the info, the subscribers preferring the documentary category are entering
the video streaming more often as a documentary has a significant level at 5% while folks that
are married, higher age and folks who watch at evening till night are rarely entering the video

streaming as they need negative coefficient with significance level at 10%.

Moreover, people that are variety and anime lovers use to spend many hours watching
video streaming at some point, and therefore 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. For downloadable,

if users are influenced by downloadable, their duration on video streaming is lower.

For suggestion, if the video streaming platform features a form of content or new content
available, they will gain more attention from the users to enter video streaming with longer
watching time or even subscribe the service. For the demographic factor, the users who are
married and of a better age tend to observe less video streaming. So, the video streaming
platforms may target more teens and single people if we supported this study. And this study also
tells that 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 like
private employees or business owners. So, the video streaming platform may promote more on
students or millennials to gain more subscribers. Moreover, if the streaming platform has
downloadable features, people tend to download and watch it anytime and anywhere or maybe

when offline. So, it makes customer’s lives easier.

To be the best streaming platform, it is really essential to video streaming platforms to
provide new content or features to the customers. And to offer the entertainment to keep up
customers' spirits and help customers relax as video streaming is a platform for watching movies

or series alternatives to TV nowadays.



6. Limitation

The research had investigated 143 samples, still a tiny low sample size in terms of the
quantitative chemical analysis. Moreover, the majority of the sample are youngsters in Bangkok,
which suggests that the representative is biased. Further study has to be conducted on a distinct

sample with more representation.

Moreover, for the information within the variable, it might be better if we could collect
the info from numerical rather than range and raise the precise hours of watching. Future studies

must investigate deeply about the customer's preference and behavior.

Finally, this study just focuses on explaining SVoD intensity of usage considering
Thailand, especially within the time of the survey conducted. Users' behavior of those varieties
of services is influenced greatly by COVID-19, which the results might not be accurate in yet
again. And this situation affects the consumption of customers on purchasing an online

streaming, the spending amount, and the frequency of watching video streaming.



Reference

e Lee, C. Christopher; Nagpal, Pankaj; Ruane, Sinead G.; and Lim, Hyoun Sook (2018)
"Factors A\ecting Online Streaming Subscriptions," Communications of the IIMA: Vol.
16 : Iss. 1, Article 2.

e Admin. “What Is SVOD? A Beginner's Guide to Subscription Video on Demand [2021
Update].” MAZ Systems, www.mazsystems.com/en/blog/what-is-svod.

e Inpo, Natthapong. 4 Study of Factors Associated with Purchase Decision of Thai
Customers in Legal Video Streaming Services. Faculty of Commerce and Accountancy,
Thammasat University, 2016.

e KHANH, LE PHU. “FACTORS AFFECTING INTENTION TO SUBSCRIBE TO
SUBSCRIPTION ...” FACTORS AFFECTING INTENTION TO SUBSCRIBE TO
SUBSCRIPTION VIDEO ON DEMAND SERVICES IN VIETNAM, 2020,
repository.vnu.edu.vn/bitstream/VNU_123/93294/1/00051000486.pdf.

e Kiibler, Raoul, et al. “Correction to: Content Valuation Strategies for Digital Subscription
Platforms.” Journal of Cultural Economics, vol. 45, no. 2, 2021, pp. 327-327.,
doi:10.1007/s10824-021-09408-5.

e Limited, Bangkok Post Public Company. “Screen Shake-Out.”
Hittps://Www.bangkokpost.com,
www.bangkokpost.com/business/1742489/screen-shake-out.

e Matson, Marquis, et al. “How Subscription Services Work & Why You Should Use
Them.” Word-of-Mouth and Referral Marketing Blog, 30 Apr. 2021,
www.referralcandy.com/blog/subscription-services/.

e NBTC. broadcast.nbtc.go.th/data/academic/file/620800000002.pdf.

e Online Video Study in Thailand, CONC, Thammasat Business School, Online Video
Study in Thailand.

e Palomba, Anthony. “Consumer Personality and Lifestyles at the Box Office and beyond:
How Demographics, Lifestyles and Personalities Predict Movie Consumption.” Journal
of Retailing and Consumer Services, Pergamon, 27 Feb. 2020,
www.sciencedirect.com/science/article/pii/S096969891930462X.



“Video Streaming (SVoD) - Thailand: Statista Market Forecast.” Statista,
www.statista.com/outlook/dmo/digital-media/video-on-demand/video-streaming-svod/tha
iland.

“What Are SVOD, TVOD, AVOD?” Imagen, 9 Apr. 2021,
imagen.io/blog/what-are-svod-tvod-avod/.

Video Streaming Market Size & Share Report, 2021-2028,
www.grandviewresearch.com/industry-analysis/video-streaming-market.

“View of Relative Advantages of Online Video Platforms and Television According to
Content, Technology, and Cost—Related Attributes: First Monday.” View of Relative
Advantages of Online Video Platforms and Television According to Content, Technology,
and Cost—Related Attributes | First Monday,
firstmonday.org/ojs/index.php/fm/article/view/4049/3328.



Appendix
Appendix A : Questionnaire
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Questionnaire design: Five Type Likert scale

Scale Meaning
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Appendix B : Demographic Results from The Survey
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