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Abstract
The research project concerns “Factors Influencing Generation Z Consumers’ Decision to Watch Y Series”.
The objectives of this study are to study the influences of marketing mix and digital marketing on generation Z
consumers’ watching decision. The target population in this study is Thai Generation Z who have watch Y series.

There are a total number of 400 samples used in the research by using non-probability sampling and purposive
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sampling. Data were collected through questionnaire. The acquired data were analyzed with multiple regression

analysis. The research outcomes indicate that the marketing mix dimensions of Digital marketing; Product, Pro-

motion, and Price have an influence on generation Z consumers’ decision to watch Y series, while Place has no

influence on the watching decision of Thai generation Z consumer. Therefore, the Y series producers’ can use

this research to design marketing strategies to meet the needs of customers.
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Table 3: Regression Analysis

Independent variable Unstandardized Standardized t Sig.
Coefficients B Coefficients 68

Constant (Q) 376 1.332 184

wdnsia 319 213 4.102 .000

Musan .146 135 2.927 .004

10M1NTIATINUIE -063 -.049 -.947 344

MydasuN1INEN .187 185 3.010 .003

MINRAAIA 269 261 4.688 .000

Dependent Variable: msanaulaidaniuudidne

R 600

R 360

Adjusted R? 352

F-statistics 44.412

Note. p <0.05
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Un-standardized Score Y = .376 (Constant)
+ .319 (Product) + .269 (Digital marketing) + .187
(Promotion) + .146 (Price)

Standardized Score Z r = + .213 (Product)
+ .261 (Digital marketing) + .185 (Promotion) + .135
(Price)
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