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Abstract
This article aimed to present the concepts and theories, regarding technology acceptance,
customer satisfaction, online consumer behaviors, electronic service quality and video
streaming business services and the relationship of the factors influencing consumer decision
making with video streaming services in Thailand. The study focused on the related literature
review to consumer decisions with video streaming services. The findings revealed that the
key factors influencing Thai consumers’ decisions included technology acceptance, customer
satisfaction, online consumer behaviors, and electronic service quality. Based on these
findings, the study was proposed a model of the factors influencing consumer decision-making
with video streaming services in Thailand. That could be practically applied to the
development of marketing strategies and service improvements in matching with consumer
needs. This article provided the crucial guidelines for marketing experts and video streaming
service entrepreneurs who wanted to improve streaming technology and enhance user
experiences with personalized content recommendation systems for fast and professional

customer service.

Keywords: video streaming business; technology acceptance; satisfaction; online

consumer behavior; electronic service quality
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UNDENNDADUAUDIANINADINITVINULDY Tnensanduladioduruils 9 az3n191nUszaunITalues
muadluefin ANUTEY wazNIIEUALRIALABINTT Fudumadeniitilugnsaniiunislueuien
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Juum (Abbad, 2021) lé@nwnfsfudadeiiianuduiusiasdeudonnuddlauas/vio
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3 g1 ldun 1) Heuadiisidenisldmalulad (attitude toward the technology) 2) Ansdatiuges
#ldamu (user confidence) uag 3) AruAnniaa (anxiety) InefisaziBondsdl 1. inunafiddents
Twalulad Ao viruadtilenisléimaluladvuneds UATommanuianlniuvesusazyanaiis
sonslen adelunguilseneude 4 dain ldun 1) fauaRiidsongfinssy (attitude toward
behavior) F33asziuaulaid-f aulivar-aata auliifuiinele-udinela uagvou-livey
2) w393dtaniglu (intrinsic motivation) InsgAUANALNAUIU ANUNDLA UATAIINAUN 3) HAYEY
n151447u (outcome of use) fnszduanutaula uagauayn way 4) wafiAaluainnisuans
WgAN53U (behavioral outcome) IAsEAUAIINYOU AIUFANHANTA (frustration) LLazﬂaﬂuiﬁﬂLﬁa

2. erwiBesiuveadfldon Ae amidesiuvesfldaumnes anuansaveusazyanaly
nsldem FatadeiiamuduiusTadoudenusislauay/mionginssunislémunguityainis
demu (social cognitive theory: SCT) IngaannaasfiukwIAnves Junsn (Bandura, 2005) laasune
1 erwdalalunisuansmgnssuvesusiazyanaszldfunseiundounneudoduresld (self-
efficacy) wazauAIanTslunadnsuean15¥191u (outcome expectation) Fldnsziuainug
ANENINTD wagammienvaminensiigniluldusslev

3. AnWAnndaa e Arwinndsanuneis anwddnee o Aduuiseuileiinnsuans
woRnssu 1wy mslireufiunes Faladviliauduiusiaedousorudilauay viewgAnssunsly
AunguAuAanediay lngdaseduainuidn (feel) Audaala (hesitate) haza31uned
(scares/intimidating)

wuUd1anIn1sausuuinnssukazinalulad (technology acceptance model: TAM) Tu
nsauIkUUItassnIseausumalulag dn3delaiiwuifinves Anwinisyeusunisldssuy
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(Leecharoen, Boonyoung & Siangchokyoo, 2023)
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(perceived usefulness: PU) mﬁ‘ui’hLﬂuizuuﬁdwmmﬂ%mu (perceived ease of use: PEOU)
wazviruARTiElen sl (attitude toward using) Taesaudsaeuen 1wu deyauszansamaniuas
Usvaunmsal fvdnarenisiuiisleniuasnmsiudidussuuiitedonisldou faisaestiaded
dananesiauniuazaudslalunislden (Talukder et al, 2019: Ahmad et al, 2020, & Hidayah
et al,, 2020)

Ao NITRALILUUTIERINTsERNTuNInnTsuLasnalulad 2 Iy LIUNAY way Lnld
(Venkatesh, & Davis, 2020) wui1 nseenfumalulad duilugaisududdninszdulsituilan
Fafuuinisll q 1 53Re3RTean3uils (video streaming) TnsanuAdeluafntin fuslnaasiin
ausslafiagldu3nig (behavioral intention) Adeiominionfiuinunistu e (ease of
use) Lumaluladfigléarnnsaisouduazidrfslilaglidudou wazdiuselovyd (perceived
usefulness) afAmuAlMIIESIIBANNALAINITANTNTBNIRY (Kotler & Armstrong, 2021) o
fuilnasusihmsldrumalulafaniufmnsoueulsraunsaiivioniunaniosudaf ladae
Wuanuasdavesdnygia arwazmnlunsddeinugunsainam vieflsdduiivainvats dawali
fuslaaBefuwiltudaduladonlduinmaundu (Milly et al, 2021)

uwuAnuangufiieatuanuianele

nsfinvinaresnismaniitadenisiaduladordunufanelaresgndi nd1adn
anufienelafuanuidnauniamienianisiiinannssusimadnivonisldauduiviouing
\Wisuiuanuaans manafildsumiriundeiiunitniuaiavisagiliianaufianels Tums
psafutm manalesulsiviAuanuamenisesyinlninaulsfisela aonndesiuauideves
911UY1 81587 LY WAEY1TUI (Anand, Arya, Suresh, & Sharma, 2023) wud1 A1ufianelall
anudoulosednanuuutuiuamssnAnfvesgniuasanugniuiugni visnilanansaaing
anufsnelaluvinsasduuliufignéazuvivszaunisald q Aldsuihunisueniauieliiilain
ANUATDEANY

nAdeves andnwal a3ilas wazeusn nenlsl (2563) nuin gnéndisanilmelagedianugy
wazndonazndunidondodudmiouinmsdnuaeaiiluuies dnnismanadesinanudilauas
WunuATlHAuANAavTesgnn Weaansnanuawetminefimideninianuaavimes
gnfazviliiAnanufiswelageaauazienlosanuasinndlunsdufogiausiass malsannsa
yhldandnoradnduladntedudiiud lunsadanufienelaliifugnén annsodiausnmaii
wangandsil 1) Fuduaruinisdosannalinuldats 2) tuaueduduaruinislimdendiiignd
A1Anta 3) awnsruuuimandsnsuedia 4) windssnsdnangaiuly 5) Tideyaiiuiaiedu
anf 6) seaennuduiusluszozen uay 7) jatiuiinurvesgniannnitnuAwedsiia

Unnaud AsaLaas N13A19181 wasiaiiedu (Kotler, Kartajaya, & Setiawan, 2021) Na1731
auianelazesgnAndunisdndulavesgniidenisiiausnmuaiiiunisnain wagngingsy

Uslnafisindulaetussifertesiugluuuvesdumninausuasifonlosluianinuaianiaves
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e defuilnafianelavivnarlégnéussduasngugndmaniagdisluslumuusudliiy
u3En Aufisnolavesgni (customer satisfaction) 1usEFUAIINFANYDIgNATLARDNN
nsUSeuiieusEnieralseleviannauaudRnan fne a1 U ERN MR UANAIANTY
¥93gnAn msaieanuienelalifugndndedddussgslaimiudasienisnevausinudesnisves
wWhane safsnnsadrenaAia (value added) dainannnisviausiufuseninsnisadnuay
n19nann (Kotler, Kartajaya, & Setiawan, 2021)
MnMsAnwnAnLaz AT TiAETsansnagUliin anafawelavesiuilaadiunum
dilugrugfusiinadensinduladenliuinig lnslewizluuinmsnidnvasseldeuasses
o1feaulinda 1wy unanwesdfleanduils arwdimelaiinanuszaunisaiBauindiguiiag
1650 011 A meInUMUR ANuANAITIAN LagaNazanlumTdfauinig Sedudutladed

[ 1

danalaenseanissuinuewazUselovivasuinsty o Weguslnaiaauiianely szdwaliia

[
a Y

ViruARgIUINkazngAnssuANuadlalunsldusnisd saudansuugusmsungauw anuianela

[
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Y

AunmUINsiunsinduladenldusnislueuiendnme (lham et al., 2023)

LLmﬁﬂLLazwqwﬁLﬁ'mﬁquﬁnssuﬁuﬁmaau‘laﬁ

ouia Anfgs Salld o 1w waw Fiauns w3gy (2564) IdnandmgAnssuduilareeulatii
Humnuduiusszriyanafiisatuauamaonilomieya uazarmgniesosdoya azdanalyi
guilaafianwauladrfsnisnseduorsualauiiguilandesnis wazaudeanuaulanas
ANuFBINsTiar iU Nasnuvastoyasia o iunsdessulay ngAnssuvesuilnaiuans

&

ganuLiioldenass §nvn uazindn Aslifeadundndnsiviousnig Ussaunisaiudouuadn e
POUALBIANNFDINITUDINLLEY donndesTUIAToves a5nAT naLY uaIAU WiasuUIv (2562)
1#na1d1 nginssuduilag Ao nAnssuiluanseanriuuszaunisal Asuindon waznisudedy
thangmsuanioonlugusng 4 iilenouaussiedain JsiAedud vitvvans q vitmdndusos
ANFBsNsYBIgnALlonIsmevaueslsiog1sasi

NATB09 19 wazAE (Zhang et al, 2021) lana1ai wednssuduslaneaulall nuneds
nsuanseenviefsadedlagnsafunislduinisssuuesular] sanfnszuiunsdndulaiidmase
nsinaulade Geusznoude nssuinisesulatl ensuainesulat anutiuioniseeulal
ausiaiies wasiiruafredessulay Sanuasnadosiu Wviad (Fahlevi, 2021) leSunein

[
o v A

nsiianginssudusinaesulatdesnanesAuseneud iy q dall

o
£ (%
|

1. 91suainseeulal WedustnAninAuAnBuRAvy o1sunBuRtuIsliBvSnaderiAuAR
2. erwtuiiveaulat Avnssunsenisnseiinldladynyunelaenss vseidufanssuin

sunnszauaulalufanssuly 9
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3. anasieiiles msldnuivlededisdeiflesdadoulostunsindodeasuazaiisensual
\Beuan danadonisidldaudeliles

4. Ysz@ndnmveamalulad Buleddeswansdeyasgrsgniesuazusuuysdoyalmdu
Uagtiuaue

nsAnwmgAnssuguilnafifinsimeluladeing 4 indszgndlfiievszaunisainistens
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