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ABSTRACT

This study aims to analyze product factors and brand equity factors influencing the
decision-making to use streaming websites among Generation Z in Bangkok. The sample group
consisted of 400 Generation Z consumers residing in Bangkok who have experience using
streaming websites. Data analysis was performed using Descriptive Statistics, t-test, One-way

ANOVA, and Multiple Regression analysis.

The research findings indicate that the majority of respondents were female (52.5%), aged
between 18-23 years (36.75%), had an education level lower than a bachelor's degree (64%),
were students (49.75%), and had an average monthly income of 15,000 Baht or less (26.75%).
Product factors overall were rated at a "high" level, with ease of use receiving the highest average
score, followed by features and functions, content quality, and content variety. Similarly, brand
equity factors overall were also rated at a "high" level, with user experience being the most
important, followed by brand awareness, brand image, and brand attachment. The decision to use
streaming website services was generally rated at a "high" level, with alternative evaluation and

post-purchase behavior being slightly higher than problem recognition and purchase decision.

Hypothesis testing revealed that personal factors (gender, age, education level,
occupation, and income) did not significantly influence the decision to use streaming websites.
However, product factors and brand equity factors significantly impacted the decision-making
process. Positive influential factors included features and functions (B=0.205), ease of use
([3=0.158), content quality (B=O.149), brand awareness ([3=0.143), brand attachment ([3=0.147),
and brand image (B=O.119). Conversely, content variety (X1) and user experience (X8) did not

significantly affect the decision to use streaming services.

The decision to use streaming services among Generation Z is not determined by
demographic characteristics but is driven by tangible product attributes and trustworthy brand
equity. Therefore, providers should invest in developing superior functionalities, creating a
seamless experience, and offering high-quality content, alongside building a memorable and

engaging brand to create a sustainable competitive advantage.

Keywords: Product Factors, Brand Equity, Decision-Making, Streaming Website,

Generation Z, Bangkok
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= 4.11, SD = 0.62) MugmIaFU (Brand Equity) lasvinagluszdann (X = 4.12, SD =

A A 6 6 1 ¥ 6 ¥ . =
0.50) LUBALAZALANANBIALTENOY wmﬁmuﬂimumsmmaa;ﬂ’lm (User Experience) &
Aafugangaluszauunn (X = 4.21, SD = 0.55) JadasanAadunsiuiiuudagluszauuin (X

£ [ 6

= 4.15, SD = 0.52) mumwaﬂwmumuﬁaQ’Lmz@”umﬂ (X = 4.10, SD = 0.54) LAZATWAINY

WnWudauuIudddnafsagluizauann (X = 4.03, SD = 0.59) Mud1aL
o a a (=3 I3 a
3. HANIANEINIAAFW LD ITUS NI U lBdanSuNe

HamIdnsnMIaadulalfuinmaivladaeiads wodlesnagaeuuuuzeuniuiiany
Aaruagiluzal "un” (X = 4.13, SD = 0.54) iauenTianzdidunadunudt dumdaduly
d}, A v Aa - a all al' 1 R -

FawselTusng (Purchase Decision) wmmaﬂgmq@aglmzwmn (X =4.20, SD = 0.55)

J09a9INAe dungdnTsunainiifanialduinig (Post-Purchase Behavior) agjluszauann (X =

4.15, SD = 0.57) M Idsziiumaidan (Evaluation of Alternatives) aglmz@%’umn (X = 4.09,

SD = 0.58) wazdun133u3ltym (Problem Recognition) dfiaduatluszduuin (X = 4.07, SD
o o A o v & o o A Y a

= 0.59) anudeL TamzviauldiAui aiuartu Z lunjumwamuasiinidadulalduinig

= ¢ A o ' & o o o a o A A v A o a
nu%mamwmaglummmga lagldanusmanumiaasulaifenldusmanasnndaeiiiv
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NN YININIW LLQ:SJLLWJI%NVI%&J‘WE]@mﬁ&lﬂ’]ﬂm’mam\‘i@]aLuLua\‘iluizﬂzm’J JINDINIDY

ﬁamu:ﬁm%mid’\mdwaﬁﬁuqﬂﬂaﬁuﬁﬂﬁqsl

=1 o Y a % 3 1 a v A 1 o A Y Aa
4. Nﬁﬂ’liﬂﬂﬂ’lﬂ%%ﬂﬂ’l%ﬂa@lﬂmsﬂLLE\&QM@]’]@I?’]&%Q’]%&GNa@laﬂ’liﬂ@]ﬂusl%slﬁﬂiﬂ’ﬁ

[ '3 a a o
L'J]Jv[‘ﬂﬂaﬂ‘iu&lﬂ YDILIWBLWDLITY Z 1%71?\‘] INANKINAT

{19nlavhnsiensiandeayangudiatnlaslasinuaszauibidynaaiian 0.05

%dﬂ’]i"jmi’]:ﬁm‘mﬂnaﬂwnﬂm (Multiple Regression Analysis) URAINAAIATITI

A39N 1 ﬂ'mﬁﬁﬁ?ﬂumiﬁmimm:n.m%mmmaammm@namﬁm@gmwaai_"faa@@”m

wa“@ﬂ”msnimz@mw’wﬁﬁuﬂyﬂﬁfv"mm’amm‘"@ﬁuh?fﬁnm57_11611@7@@1?11170 YN UDLTTY Z 1%

ﬂ?x?L?’)WJJ‘W?%ﬂ?
* find Ay miafiafiszay 0.05
Unstandardized | Standardized Collinearity
Coefficients Coefficients Statistics
Model t Sig.
Std. Tolera
B Beta VIF
Error nce
faefi 1364 | 207 6.591 | .000*
AAMAIIMANETadIEW (X1) | 049 027 083 1.828 | 068 | .844 | 1.184
Qmmwmauf:am(XZ) 093 028 149 3.304 | .001* | 859 | 1.164
ANUFZAINIUMITNUX3) 097 028 158 3511 | .000* | .868 | 1.152
Niasuazwanou(x4) 128 027 205 4.787 | 000* | 952 | 1.051
MITUFULTUS (X5) 092 029 143 3167 | .002* | 859 | 1.164
MNANHOILLTUR (X6) 077 .028 119 2.728 | 007* | 925 | 1.081
ANNH NN UG DULTUR(XT) 086 026 147 3.305 | .001* | 888 | 1.126
Uszaumantual5(x8) 041 027 .066 1519 | 130 | 922 | 1.085

[Y = 1.364 - 0.049(X1) - 0.093(X2) + 0.097(X3) + 0.128(X4) + 0.092(X5) + 0.077(X6) + 0.086(X7) -

0.041(X8) + 0.320]

r=.561% Adusted R? = 301 R? =0315 SE = 3202 DW d = 1.835

NANIANBIWLI qmmwmauﬁam(Xz) 1 beta LYINNL 0.093 UWazla1 Sig LYINAL 0.001
% A @ = . @ 1Y &
ANURZAINIUNNTLTINW(X3) A1 beta LYNL 0.158 LazdlAn Sig YNy 0.000 MuRtaasuas

WariTu(X4) fin beta t¥inAu 0.128 uazdie Sig 1Ay 0.000 AuTITBNTTUFULIUA(XS) 1 beta
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WinAL 0.092 Laziidn Sig 1YY 0.002 FBTATUEIUANRNBDILLTUA(XE) A1 beta YA
A . @ o & ] @ A .

0.077 UAzdien Sig YN 0.925 LA ANMURNWHABULITUG(X7) A1 beta LY 0.086 Laziidn Sig

@ A o ' o v 9 o 9 a @ v 9 . A o
Wi 0.888 Taaunin 0.05 Uuda TadudruladudunaanusiuazTadudugmiranFud
AUNUNNBILIIN(X2) ANMNETAIN NN TLITINWK3) uiiaasuazanai(X4) UM TUL

6 2 o 6 6 2 Qo 1 6 1 1 1 1

TG (X5) SNUMWANHILLLIUA(CXE) UAZAUANUHNNBADULIUA(X7) FINAADINAADHING
niznudan1sdafulaliuimaivlodaaindvasamuastu z lunjanwamiuas agad

aad =

wudAYN19Eian 0.05 Sixeandasnuanudzuiasld uazfadudunianmsiuazladdnue o

AMATFUANMNRA IRV IR (X1) LLazﬂizaumsrﬁmadQ‘lf(xs) lusInadasINanIzny

' o @

damiaadulaliuinaivlodaaiuiimesanuestu z lunjunwaniuas adsfitbddnynma
QQd‘
’DAN 0.05
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= A o @ a > 6 1 a £ tﬂl [ ] v A v A
MIANBLTA “ﬂ'ﬂﬁ]Umuwa@nmmLLa:qmﬂmﬁaumwmNamamm@aﬂﬂ%mmi
ol odrasudeadaniwalsts Z 1mymwwmm" uInaAUNeralaaBanlaInuLwIAe
= Aa v d' ai U v o gl/
N uwazwiIdaineadoslaach
1R38AUNAAA N (Product Factors) Namﬁ'ﬁ’mwudwjﬁimLﬁml,ual,iﬁ‘u z
o @ o & & o & ' . A & A o
anuEauny AwaiuazWans iuwadisuin 1o msmamﬁmmwagaamau HIANNIIANIT
Ty lWaNde anuNnals
AMNFZAIN AT ITIN LA qmmwmauﬁam laglamnziitarauasy (Original
Content) HARWTHEEANABINLLWIAAYEI DeLone & McLean (2003) NzyingunwIadTzIY
i = = \ @ &
(System Quality) FesrufisnnudnelunslsnuiazWanoudne g LALAIANNYBITNTHULNG
. . A A A & e o a Ao, . o =
(Information Quality) F9AanMN WYL LﬂuﬁmumﬂzyﬂuﬂﬂgmmmLiﬁmaaizuu
miaummm:mmﬁawalwaag’lﬁ UaNINBIIFOANNDINLNIWITLDDI ITQITIN TUITTUWIRD
A \ o o A o & ¢ = A o &
(2566) NWLINTATLGIUHIAN AT LT miu,u:mLuammalmmmwnmamaasuquﬂmm
Li‘jumm@;m‘"ﬂﬁﬁﬂﬁ Netflix I unite s
Tasudugmaa&ud (Brand Equity Factors) Han 338431 MIsuZuuaud,
MWANHDILUITUG LLazmm;dﬂw”miaLLmu@T SUFINALTILINAaNIAA R L TUIAT Tarlulyl
auuwIAavad David A. Aaker (1991) itrasddsznaumanibdwinladdnlunisasrogmenld
a % o 1 A v oA d' v oA a R dld di s %
ATIRUAN LLa:mVLanmiLaanmaaauﬂnﬂ miwauﬂmwmmgaﬂmLLazmauImﬂmLmu@“L@
siamﬁwvl,ﬂgjmmﬁ'ﬂﬁLLa:ﬂ'lﬂfmuasm@iaLﬁaa NARWTHEIFANANINLINWID LD %‘;ﬁfuﬁ LiNE)
{ 1 a 1 1 e A o 1
VYT UNZAHE (2565) ﬁwmnqmmwmmsmNa@]ammaﬂwumamimﬁ smmvl,ﬂgmi
aﬁfuagmuwa@wm‘sﬂuﬂ@;u Gen Z
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ﬁﬁ]?ﬁ'ﬂﬁimqﬂﬂa (Personal Factors) HaN5338WLINTIeN 19U senIenaas inazidu
=< a 9 VA ' o A v A = & A o ' a
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snaLaztNTas nanlszTnImaas laowinnlwanumAnnuaAINEan ez
WV oo ' ' o A ' Ao =y { '
USTRUM TN AT UNINATIR DS EING) sml,mﬂwmnmﬁmﬁ]ymwu‘tuaﬁmﬁﬁﬂmlunqu
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1 dy 1 dyd ni a Y oA o
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T lddidniwaadlineday Nianlafa anuvanuagsaaian) waz
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vadiem Wilidbddy enaduwnzfuilng Gen z WanudAg iy "amnIw" uaz "auas
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la" aaatarunegliniEas annin1siaaaani "leaz" ue luuiawla mmamvl,ﬂgmaz
"SUNIANNIAAFULA" (Analysis Paralysis) dauifadudszaumnivasgldanagnuasiniu
wn & A & A . v & ' I o o ' o A
AuFULANUgIMNNNUNAanaIUAITHBL LA linanoduilatvasrsanuuandrslunitdaiula
RN
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1.201@wauwe lnn13nddeasena ly
1.023fns lwB9an (Qualitative Research) tavhanuidlads "aung” NTadbuniadng
lifinadansaasula
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. . . 4 v & { o+ X
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