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ABSTRACT

The purpose of independent study on, “Factors Affecting Purchase Intention of Generation Y
Smartphone Users in Thailand Towards Online Video Streaming Services” is to study about factors affecting
purchase intention of Generation Y smartphone users in Thailand towards online video streaming services.
This study is based on Unified Theory of Acceptance and Use of Technology 2 and Online Marketing Mix.
Online questionnaires were used to collect data from Generation Y smartphone users who have purchased
online video streaming service in Thailand on 385 samples. The data was analyzed by descriptive statistic
and inferential statistics, which includes factor analysis and multiple regression analysis.

The study found that factor of habit has the most positive influence on purchase intention of
Generation Y smartphone users in Thailand towards online video streaming services. Other influencing

factors are Privacy Promotion and hedonic motivation respectively.
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