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ABSTRACT

This research aimed to 1) examine consumer behavior in using the AIS Play application for
watching live concert streams, 2) investigate satisfaction with marketing communication factors
and enjoyment perceptions related to perceived ease of use, 3) study satisfaction with mar-
keting communication factors and perceived ease of use related to perceived usefulness, and
4) explore satisfaction with marketing communication factors, enjoyment perceptions, ease of
use, perceived usefulness, and attitudes towards the intended use of the AIS Play application
for live concert streaming. The researcher used a survey research method with a self-admin-
istered questionnaire to collect data from a sample of 384 users of the AIS Play application.

Findings : The research findings reveal the following: 1 )Perceived ease of use is influenced by
satisfaction with marketing communication factors. The relationships with various marketing commu-
nication tools are as follows: advertising tools have a positive relationship at 0.103, public relations
tools have a positive relationship at 0.210, personal selling tools have a positive relationship at 0.131,
and perceived enjoyment has a positive relationship at 0.507, all of which are statistically significant
atthe 0.05 level. 2 )Perceived benefits are influenced by satisfaction with marketing communication
factors. The relationships with various marketing communication tools are as follows: public relations
tools have a positive relationship at 0.117, special event activities have a positive relationship at
0.138, and perceived ease of use has a positive relationship at 0.697, all of which are statistically
significant at the 0.05 level. 3 ) Usage behavior of the AIS Play application for watching live-streamed
concerts is influenced by satisfaction with marketing communication factors. The relationships with
various factors are as follows: marketing communication advertising tools have a positive relation-
ship at 0.082, perceived enjoyment has a positive relationship at 0.136, perceived ease of use
has a positive relationship at 0.127, perceived benefits have a positive relationship at 0.208, and
attitude has a positive relationship at 0.394, all of which are statistically significant at the 0.05 level.

Keywords: Marketing Communication, Technology Acceptance Model
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