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Abstract

A study of The Relationships between Social Media Exposure and Decision-Making to Use a Subscription-
Based Streaming Service Called "Netflix" of Adolescents in Bangkok aims to study the behavior of media
exposure among Bangkok's youngsters associated with their Netflix membership plans by examining through
program channels in Netflix and factors affecting purchase decision which is consists of several factors. The researcher
has been used quantitative research with the one-shot case study as its research design to measure by using
an online survey on Google Forms. The independent variable in this study is the media exposure which directly
influences choice behavior, whereas the dependent variable is the user's purchase decision. The research population
is used to investigate the media exposure acts toward decision-making performance related to Netflix streaming
services among teenagers in Bangkok Metropolitan Region, which later determines how the media exposure
behavior corresponds to the decision users employed in Netflix subscription. There are Bangkok's teenagers
whose ages are between 10 - 24 years, participate in this study. The questionnaire is used as a tool to collect
data from a sample of 305 people. Then, the data are calculated by utilized software called G*Power Version
3.1, using F-test for One-way Analysis of Variance along with Pearson Correlation for the statistical correlation
analysis. The results of this study found that adolescents in Bangkok who were exposed to media related to
subscription streaming services on Netflix are more female than male. It consists of 166 females representing
54.4%, and 139 males representing 45.6%. There are 250 people in the age range of 22-24, representing 82.0%.
There are 179 people whose highest levels of education are bachelor's degrees, representing 58.6%. There are
121 people who are freelancers which represent 39.7%. The 278 people who have average monthly incomes
are 6,001 THB or more represent 91.1% and the results have also shown that demographic differences in gender,
age, education level, occupation, and monthly income showed no significant difference in the preferences for
Netflix subscription streaming among youths in Bangkok which statistically equals to0.05 level in all aspects. For
picking up, interpreting, and remembering selection of adolescents in Bangkok to the decision-making behavior

to use the subscription-based streaming service on Netflix was statistically equals to 0.01 level.

Keywords: Media exposure, Social media, Decision-making, Netflix
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