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Abstract

This research aims to study the factors influencing Generation Z's decision to
apply for VIP membership in the YOUKU online video application in Songkhla province.
The sample consists of 250 people from Generation Z, aged 18-25 years, who previously
subscribed as VIP members of YOUKU in Songkhla province. The research applies
purposive sampling and employs a questionnaire as a research tool. Data analysis is
conducted using Smart PLS for Partial Least Squares Structural Equation Modeling (PLS-

SEM). The results of the research found that content variety, perceived ease of use,
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product quality, and perceived usefulness influence Generation Z's decision to apply for
VIP membership on the YOUKU online video platform in Songkhla province. The results
of this research will be valuable to entrepreneurs who design applications that fit the
preferences of their target audience.

Keywords: Content Variety, Perceived Ease of Use, Product Quality, Perceived

Usefulness, Subscription Decision-making
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(PaalWat, 2022)  -’ Membership on
the YOUKU Online Video Application
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Figure 1 Research Framework with Hypothesized Relationships
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Table 1 Results of the Weight Analysis of the Variables Composition Reliability and Convergent
Validity (n=250)

Construct [tems Loading Cr*rho_c AVE**

Content Variety CN12 0.80 0.79 0.51
CN13 0.83
CN15 0.80

Decision D28 0.81 0.83 0.62
D29 0.78
D30 0.78

Perceived Ease of Use PEU17 0.74 0.75 0.60
PEU19 0.80

Product Quality PQ20 0.66 0.77 0.53
PQ21 0.69
PQ22 0.82

Perceived Usefulness pPU23 0.77 0.85 0.58
PU24 0.70
PU26 0.81
PU27 0.78

Note: CR*: Composite Reliability; AVE**: Average Variance Extracted

271 Table 1 namsAeszaruiiosmsadaniiou nud faTamndiien Loading g9
N1 0.60 TiASesvEnEUINYAFIUUT CR Dg3¥1MINa 0.66-0.83 uazdiA AVE og 5% 0.51-
0.62 BasnninAaNAsEIL 0.50 (Hair et al,, 2013) uansirforaumndslufifnausain
Aldundefe Sanuiflswmsauazaanuduiusvosial invesfid Taudazdanieluduls
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R? wpsulsusin1sindule ogfl 0.65 wanadiuusi 4 f anusnesuieanuuUsUTIuly
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Filsni aeerndadeaade (Standard Root Mean Square Residual :SRMR) 18 usail 7ild
Wisuisuseduamunaunduiudeyaifeuszdnduedluna 2 luiea annznsdiidunis
Wisuiiiou Iaglddoyayaien A1 SRMR agjszming 0 fis 1 dilerdandn 0.08 (Henseleret L,
2016) lusAfeduiinuin SRMR=0.10 FagluAunsgiu uazdnduil Ao Normed Fit Index:
NFI (Bentler & Bonett, 1980) aglunqusvilinaruasnndasnaunduduius agsening 0 i
1 frdiewihiuniennnndd 0.90 uansinliaaiiu fszduaruaenadaslddosas 90 Waifisy
fu Null Model (Independent model) TusmiAfeguiinuin NFI=0.53 Gsusirnarligs ustoglu

L% L3
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Table 2 Fornell-Larcker Criterion

Constructs 1 2 3 4 5

1. Content Variety 0.71

2. Decision 0.68 0.79

3. Perceived Ease of Use 0.61 0.58 0.77

4. Perceived Usefulness 0.48 0.55 0.31 0.76

5. Product Quality 0.47 0.65 0.41 0.36 0.73

210 Table 2 M3TiATIERANILT BemsaTsuunA onaapUA LY TU T nT o Ta
(Indicator) vasdaulsinausonsuusudaiy ‘ ¥oghetmauuazlyluddouiusaudsuds
u 9 wudn AeraduiustesiidTaudazianieluiuUndeatuiidganieuduiud s
i iaseiudsiy fufudsaguldlueadnanifsmsadsuunuazamsoi lUleszs
aunislassasnela

Table 3 Hypothesis Test Results (n=250)

H. Relationship Std.  Std. t- p- BCI BCl f  Sup-
Beta error values values LL UL ported
H1 Content Variety -> Decision 0.30 0.07 4.45% 0.00 0.19 042 0.13 Yes
H2 Perceived Ease of Use -> Decision  0.19  0.05 3.51** 0.00 0.10 0.28 0.07 Yes
H3 Product Quality -> Decision 035 005 7.15% 000 027 043 0.27 Yes

H4 Perceived Usefulness -> Decision  0.22  0.05  4.38** 0.00 0.14 0.30 0.11 Yes

Note: *p<0.05, t>1.960, **p<0.01, t>2.327, (one tailed); SE: Standard Error H*=Hypothesis
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Figure 2 PLS-Path Analysis of Beta-Value and R-Square (n=250)
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