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ABSTRACT

This research is on The Marketing Mix and Technology Acceptance Model that
influences Netflix decisions in Bangkok metropolis and vicinity. The objectives of the
research were 1) to study the Netflix decision in Bangkok metropolis and vicinity 2) to
study the decision of peoples in Bangkok metropolis and vicinity. Classified by personal
factors 3) to study The Marketing Mix and Technology Acceptance Model that influences
Netflix decisions in Bangkok metropolis and vicinity. The population sample group used
in this research was 400 people in Bangkok metropolis and vicinity. The sample size was
calculated using Taro Yamane’s computational formula at a 95% confidence level, with a
sampling error of 5%, and a Convenience Sampling Method. The tool used in this research
study was a questionnaire created by the researcher and used to create an online
questionnaire by Google Forms.

The results showed that 1) personal factors include package and payment as a
Netflix member different as a result, people’s decision to Netflix in Bangkok metropolis
and vicinity differed statistically at 0.05. 2) The Marketing Mix: product and Technology
Acceptance Model: attitude, Perceived Ease of Use and Perceived Usefulness influences
Netflix decisions in Bangkok metropolis and vicinity with statistical significance at 0.05.
These 4 variables could explain the variability of decision to Netflix in Bangkok

metropolis and vicinity 51.5% and there was a forecast error at + 0.220.

Keyword: Marketing Mix, Technology Acceptance Model
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