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The Influence of Content Marketing on the Decision of Consumers to Use Viu Application
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Abstract

The objective of this quantitative research was to study the influence of content marketing on the
decision making of 166 consumers of the Viu Application. The data collection tool was a questionnaire with
a confidence coefficient of 0.921, and the collected data was analyzed using multiple regression analysis.
The study results revealed that most of the questionnaire respondents were women, aged between 21 and
30 years old, students, earned a monthly income of less than 10,001 baht, and held a bachelor's degree.
Entertainment content (X1) and educational content (X3) had an effect on their decision to use

the Viu Application (Y) with a statistically significance level of 0.05, and the prediction equation was

Y = 6.225 + (0.119) X1 + (0.135) X3.
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