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Abstract

The purposes of this study were to examine characteristics
of viewers for true view in-streams ads on YouTube and to explore
factors affecting viewers to not press the Skip button for true view in-
streams ads on YouTube. The questionnaires were collected in
Bangkok area with 322 samples. The data was analyzed using
descriptive statistics and inferential statistics with statistical significance
at 0.05 level. The findings revealed that different average monthly
income affected to the respondent’s behavior of not pressing the Skip
button in True view in-streams ads on YouTube differently, which
meaned respondents who had average monthly income at 25,001-

35,000 baht did not press Skip button as much as respondents who

had average monthly income at 9,001-25,000 baht. Meanwhile sex,
age, education level, and occupation did not have effects to
respondent’s behavior of not pressing the Skip button in True view in-
streams ads. The study also showed that Time, Product, Presenter, and
Content did not have effects to respondent’s behavior of not pressing

the Skip button in True view in-streams ads on YouTube.
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