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The decision to watch YouTube affects the creation of marketing content

on a marketing platform
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Abstract

The objectives of this research are: 1) to study the decision to watch on YouTube platforms,
2) to compare online video selection on YouTube platforms, 3) to study the patterns of content
presentation that affect video selection decisions. Online on YouTube platforms This research is
quantitative research. Examples include teenagers and the general public. The researchers used survey
research methods, collected 389 questionnaires, created questionnaires and sent questionnaires to 3
experts, finding the reliability. Determination of the instrument's reliability using the Alpha-Coefficient
Method according to Cronbach's alpha method

The results of the research found that

1. General data showed that the female aged between 18-25 years old with a bachelor's
degree or equivalent. Monthly income 10,001 — 30,000 baht

2. Behavior of viewers' opinions towards using YouTube to watch media on It was found that
YouTube is a medium that used to be watched frequently through mobile channels, YouTubers of the
viewing time of 05.00 a.m. - 09.00 a.m., and each YouTube clip watch for 1 hour and watch YouTube clips
that are regularly watched. Cooking Class by Chef Kwan is moderate. The reasons for the decision to
watch YouTuber clips are: To follow the movements of people from bloggers/YouTube and update and
follow up on new products.

3. Factors that affect lifestyle towards the use of YouTube media that affect the intention to
buy products. It was found that the overall picture is at a high level. Content aspects, i.e. opening issues
by presenting product reviews. Viewing / presentation, i.e. choosing to listen only to topics that are of
interest to oneself. The intent to buy products includes offering the right time. Not too short or too long.

Expectations of media awareness.
Keywords: decision making; YouTube; marketing content; marketing platfom
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