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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, TrueID, 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, TrueID, 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 industry.

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 UTAUT2 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.



● 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.

● Objective

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

● 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).

● 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.



● 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.

Table1: 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)

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)

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

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)

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

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

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)

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)



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)

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 Use 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)

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)

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)

● 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.



● 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

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

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

4. Finding and analyzing results

Table2: Descriptive statistic of independent variable

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



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 = Yf

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

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 2: Dependent variable = Yd

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

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 and 21-25 = 4

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



Model4: Dependent variable = Ywu

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

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



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.
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Appendix

Appendix A : Questionnaire

แบบสอบถามเพอืการวจัิย

เรือ่ง ปัจจัยทีท่ำใหค้ณุเลอืกตดัสนิใจเป็นสมาชกิเพือ่รับชมภาพยนตร ์หรอืซรีสีอ์อนไลน ์หรอื
Subscription Video on Demand (SVOD) เชน่ Netflix, Disney plus ,iQIYI, TrueID+, ViuTV

สว่นที 1 : ปจัจยัเชงิประชากรศาตร์ (Demographic Factors)

1. เพศ

a. หญงิ
b. ชาย
c. อ่ืนๆ

2. อายุ

a. 15- 24
b. 25- 34
c. 35-44
d. 45-54
e. มากกวา่ 55

3. รายไดต้อ่เดือน (บาท)

a. น้อยกวา่ 15,000
b. 15,000- 30,000
c. 30,001- 50,000
d. 50,001- 70,000
e. มากกวา่ 70,000

4. อาชีพ

a. นักเรียน/นักศกึษา
b. ลูกจา้ง
c. ธุรกิจสว่นตัว
d. ฟรีแลนซ์
e. ขา้ราชการ
f. เเมบ่า้น
g. ลูกจา้งช่ัวคราวหน่วยงานรัฐ
h. อ่ืนๆ



5. สถานะ

a. โสด
b. เเตง่งาน
c. หยา่

6. คุณเป็นสมาชิก video streaming มัย้

a. เป็น
b. ไมเ่ป็น

สว่นท่ี 2  แบบสอบถามเก่ียวกับพฤติกรรมการใช้ video streaming

7. ใชบ้ริการ video streaming เจา้ไหนอยู ่(ตอบไดม้ากกวา่ 1 ขอ้)

a. Netflix
b. Viu
c. iQIYI
d. Disney Plus
e. TrueID
f. We TV
g. HBO GO
h. อ่ืนๆ

8. ทาํไมถึงเลือกใชบ้ริการ video streaming เจา้น้ีมากกวา่อีกเจา้(ตอบไมต่อบกไ็ด)้

9. คาดหวังอะไรกับการใชง้าน (ตอบไดม้ากกวา่ 1 ขอ้)

a. ความสนุก
b. เพลิดเพลิน
c. ความรู้
d. ไอเดียใหม่ๆ
e. อ่ืนๆ



10. ปกติชอบดูเน้ือหาไหน (ตอบไดม้ากกวา่ 1 ขอ้)

a. Movies
b. Serie
c. Anime
d. Kid and Family
e. Variety
f. Documentary
g. Tv show
h. อ่ืนๆ

11. ปกติดูวันไหนบอ่ย (ตอบไดม้ากกวา่ 1 ขอ้)

a. จันทร์
b. อังคาร
c. พุธ
d. พฤหัส
e. ศุกร์
f. เสาร์
g. อาทติย์

12. คุณใชบ้ริการ video streamingในชว่งเวลาใดบอ่ยท่ีสุด

a. เชา้
b. บา่ย
c. เยน็/ค่ำ
d. กลางคืน

13. ความถ่ีเฉล่ียของการใชบ้ริการ video streaming ใน 1 สัปดาห์

a. น้อยกวา่ 1 ครัง้
b. 1 - 3 ครัง้
c. 4 - 6 ครัง้
d. 7 - 9 ครัง้
e. 10 ครัง้ข้ึนไป



14. ระยะเวลาโดยรวมท่ีคุณใชบ้ริการใน video streaming 1 วัน

a. น้อยกวา่ 60 นาที
b. 1 ช่ัวโมง- 2 ช่ัวโมง
c. 2 ช่ัวโมง- 3 ช่ัวโมง
d. 4 ช่ัวโมง- 5 ช่ัวโมง
e. มากกวา่ 5 ช่ัวโมง

สว่นท่ี3 ปัจจัยอะไรท่ีมีผลตอ่การเลือกใชเ้ลือกใชบ้ริการ Streaming

Questionnaire design: Five​ Type Likert scale

15. ความคุม้คา่ (เม่ือเทียบราคากับการไดเ้ป็นสมาชิก) เรียงลำดับจาก 1-5 โดย 5 มากท่ีสุด

16. ถูกชักจูง

a. เพ่ือน
b. ครอบครัว
c. คนรู้จัก
d. สื่อ

17.  ความงา่ยในการใชง้าน

a. เเบง่หมวดหมูชั่ดเจน
b. function เขา้ใจงา่ย
c. ใชเ้วลาไมน่านในการเรีนรู้



18. แพลตฟอร์มอำนวยความสะดวก

a. เช่ือมตอ่ไดห้ลายอุปกรน์
b. มีชอ่งทางการ จา่ยเงนิหลากหลาย
c. การรับชมหล่ืนไหล

19. content ใน video streaming

a. มี content ใหม่ๆ เขา้มาตลอด
b. มี content ให้เลือกหลายเเนว
c. มี content ท่ีตามหา
d. Exclusive content

20. ฟีเจอร์ (Features)

a. ดูไดห้ลายจอ/เคร่ือง
b. มีซับหลายภาษา/ภาคไทย
c. Full HD
d. ยกเลิกตอนไหนกไ็ด้
e. ดาวโหลดเกบ็ไวดู้ได้
f. ทดลองใชฟ้รี

Appendix B : Demographic Results from The Survey






