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ABSTRACT

The objective of this research was to study the personal and marketing mix factors
(4C's) influencing consumers decision to use the Viu online media service in Bangkok.
The research sample consisted of 400 Viu online media service users residing in
Bangkok. Data was collected using a questionnaire, and statistical analysis included
frequency, percentage, mean, standard deviation, t-test, one-way analysis of variance,
LSD pairwise comparison test, and multiple regression analysis. The research findings
indicated that the personal factors influencing consumers decision to use Viu online media
service in Bangkok were occupation and average monthly income. The marketing mix
factors (4C's) that significantly influenced consumers decision to use Viu online media
service in Bangkok at the 0.05 significance level were consumer needs, consumer costs,
convenience, and communication. Together, these factors accounted for 78.2% of the

variation in the decision to use the service.
Keywords : decision, marketing mix factors (4C's), Viu online media service.
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