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ABSTRACT

The purposes of this quantitative research the following: 1) To study the decision
making of consumers regarding online platform 2) To study of the marketing mix 4C’s of
decision making regarding online platform 3) To study the differences between personal
factors that affects the decision online platform and 4) To study the relationship between
the 4C's marketing mix that affects the decision online platform to watch entertainment
programs in Bangkok metropolitan area. The samples consisted of 400 members. Tools
used questionnaires and statistics used to analyze the data were Frequency, Percentage,
Average, Standard Deviation, One-Way ANOVA test and pairwise differences were
analyzed by the LSD method and Multiple Regression Analysis.

The results of the research showed that: The subjects were female, aged 31-40
years, marital status, graduated from bachelor's degree, engaged in company employee
and income between 15,001-30,000 baht. Hypothesis testing by One-Way Analysis of
variance. The results of analysis between decision of consumers regarding online platform
to watch entertainment programs showed that: status and age, education level and
occupation statistically significant at the .05 level. A whole of decision online platform to
watch entertainment programs marketing mix was at a higher level. Including results of
opinions on the decision online platform to watch entertainment programs as a whole was
at a higher level. And the results of the analysis between Marketing Mix 4c’s and decision
making of consumers regarding online platform to watch entertainment programs. The
results of the research showed that: Independent variables tested with the dependent

variable have a relationship which is according to the assumptions set.

Keywords: Online Platform, Marketing mix 4C’s, Decision making of consumers regarding

online platform to watch entertainment programs
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