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Abstract

The objectives of this research, titled "A Study of Consumer Behavior Towards Chinese Vertical
Short Dramas in Thailand," were to (1) study the demographic characteristics and viewing behaviors of
Thai audiences, (2) analyze the content and technological factors influencing selection, and (3) explore
spending trends and marketing strategies affecting viewing decisions. This study employed a quantitative
research methodology, collecting data via an online questionnaire from 400 vertical drama viewers in
Thailand. Data were analyzed using descriptive statistics, including percentage, mean, andystandard
deviation.

The research findings indicated that: BehavioralqPatterns: The majority of<respondents were
female working professionals (aged 23-35) ‘Whaq primatily viewed content via smartphones during
fragmented spare time or before sleep. The 'wnain platformsfor access were<likTok and specialized apps
such as ReelShort and DramaBox, With 145 minute episodes, users typitallyewatch for 15-30 minutes at
a time.

Influencing Factors: The fastor rated highest was (congise ‘centent with fast-paced storytelling=
4.75), (followed by the quality ‘ef Thai subtitles or dubbing= 4'65);"and (continuous plot twists = 4.60).

Marketing and Spending:“Storytelling strategies.ising’eliffhangers directly influénced decisions to
engage in micro-transactions (coin top-ups). Over 62%»of respondents had spaid to uplock content due
to a desire forgdnstant and’eontinuous entertainment.

Futlire"Trends: Vertical dramas are’likely to expand as a togl for Micte-Drama Marketing and Co-
production between Thailand/and, China) However, emphasis, should.Be placed on secure payment

systems to build consumer trust

Keywords: Chineses, Vertical Short Drama, CopsUmer Behavior, Micro-drama, Digital Marketing,

Thailand
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