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Christopher Nata (Indonesia), Ferdi Antonio (Indonesia), Monika Monika (Indonesia)

HOW VIEWING EXPERIENCE
DRIVES MOVIEGOERS

ON OVER THE TOP PLATFORM:
INVESTIGATING

THE PATRONIZED INTENTION

Abstract

The emerging market of over the top (OTT) streaming platform has evolved the movie
industry to a new challenge. Providing moviegoers with a good viewing experience is
critical for success in the highly competitive OTT market. This study aimed to exam-
ine the antecedent of the viewing experience in the context of the OTT platform and
the mediating role of viewing experience toward behavioral intentions in Indonesia.
In conjunction with the viewing experience, this study also includes social media ex-
posure and fear of missing out (FOMO) to predict behavioral intentions. PLS-SEM
method was used to analyze the empirical data gathered through purposive sampling.
A total of 438 eligible samples were obtained through a questionnaire distributed on-
line. The results indicate that viewing experience is mainly influenced by movie at-
tributes. Viewing experience also mediates behavioral intentions with an R-squared
value of 0.629, indicating a strong effect. The theoretical and managerial implications
of the study results are discussed. The study also aimed to ascertain how sound view-
ing experience, social media exposure, and fear of missing out predicts the intention
to recommend movies, intention to recommend platforms, and intention to continue
subscribing. Lastly, this study assessed which antecedent of viewing experience has the
most significant impact on forming a good viewing experience.

Keywords movie experience, movie attribute, streaming,
marketing, perceived value, Indonesia
JEL Classification M10, M16, M31

INTRODUCTION

The emerging market of over the top (OTT) platform makes movies
more accessible anytime and anywhere. Therefore, it is important to
understand the viewing experience in this new form of entertainment.
Nowadays, when moviegoers watch movies, they can also drift away
from reality as if they were dragged into the movie, which affects them
emotionally (Piazza, 2010). Lee et al. (2016) captured this new phe-
nomenon by proposing a research model to assess movie satisfaction
cognitively and affectively.

The experience of watching movies in cinemas is different from watch-
ing them on the OTT platform. These OTT platforms provide lots of
movie lists that moviegoers can choose to watch anywhere and at any
given time, unlike cinemas that only allow moviegoers to watch cer-
tain movies at a specific timeline. This led to a change in the movie
consumption behavior in the OTT platform. For instance, Panda and
Pandey (2017) found that the OTT platform encourages moviegoers to
do what is referred to as “binge-watching,” which is defined as “watch-
ing three or more episodes of a TV series in one sitting” (Deloitte,
2015). OTT platforms allow viewers to control and enjoy on-demand
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content at their convenience. Viewers can also adjust their volume, brightness, replay certain parts of
the movies, and many more features that cannot be achieved at the cinema. Hence, many factors affect
the experience of watching movies on OTT platforms. Unfortunately, not many studies have discussed
these factors. Previous studies only examine the antecedent of experience in the context of the cinema
(Mehmetoglu & Engen, 2011; Hosany & Witham, 2010; Oh et al., 2007; Lee et al., 2016). There is a lack of
evidence to explore the antecedent of moviegoers’ viewing experience in the context of OTT platforms.

This study examines the mediating role of viewing experience (VE) in behavioral intentions. More spe-
cifically, the intentions could be divided into three categories, namely, intention to continue subscribing
(ICS), intention to recommend movies (IRM), and intention to recommend platforms (IRP). Intentions
were divided into three categories because the streaming platform is an entirely new business model. It
is a collaboration between the OTT platform as the streamer that delivers its original movies and the
third-party content provider that delivers non-original movies. This study also adds fear of missing out
(FOMO) and social media exposure (SME) as the antecedent of IRM, IRP, and ICS.

This is the first study that uses viewing experiences as the mediating role to three behavioral intentions,
namely IRM, IRP, and ICS. Three antecedents predict viewing experiences. These antecedents are plat-
form ease of use (PEOU), movie attributes (M A), and subscription fee (SF). Movie attributes are viewed

from the two dimensions, namely core attributes and peripheral attributes.

1. LITERATURE REVIEW

AND HYPOTHESES

The theory of interpersonal behavior (TIB) differs
from other theories that can predict behavioral
intentions. In TIB, it is argued that besides atti-
tude and social norms, there is also an affective
factor that can influence future behavioral inten-
tion. This theory argued that emotion or affective
components significantly affect future behavioral
intentions (Triandis, 1977). Emotion, in this con-
text, is the viewing experience of the moviegoers
when they watch movies. According to Holbrook
and Hirschman (1982), consumers should not be
viewed as logical thinkers when they make deci-
sions whether to purchase a product. Instead, ex-
periential aspects like consumers’ feelings, fanta-
sies, and fun should be taken into account; this
could be seen as an experiential view.

Further, Pine and Gilmore (1998) explained the
role of experience in the economy where the con-
cept of selling experience is beyond the theme
park. Finally, Schmitt (1999) viewed the concept
of experiential marketing as the concept of tra-
ditional marketing where consumers are also
individuals who are concerned about achieving
pleasurable experiences. Therefore, there is a shift
in concept and approaches toward experiential
marketing. Since then, numerous studies have at-
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tempted to develop a scale to measure experience
(Brakus, 2009; Kim, 2010; Bassi, 2010).

Movies are not common goods; they are experi-
ential goods. They contain affective components
that involve sensorial and emotional stimuli
(Bassi, 2010; Lee et al., 2016). Therefore, this study
attempts to measure moviegoers’ viewing experi-
ence from an experiential approach, specifically
by the dimensions in the experience economy
concept proposed by Pine and Gilmore (1998).
The current study about movies measured mov-
iegoers’ satisfaction from the perspective of their
experiences (Ladhari, 2007; Bassi, 2010). Lee et
al. (2016) encompassed the approach to measure
movie satisfaction by introducing movie expe-
rience as a mediating variable to both core and
peripheral movie attributes as the antecedent to
the cognitive and affective components of movie
experience. Their result shows that moviegoers’
evaluation of a movie product mainly depends
on core attributes. However, in this study, both
attributes still will be used.

In movies, it can be applied that attitudes are the
way moviegoers react towards the movies. Those
reactions result from their experiences while
watching a movie, and they pay to get their ex-
perience. Pine and Gilmore’s (1998) concept of
experience consists of four dimensions: aesthet-
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ic, escapist, educational, and entertainment. This
concept of experience can be applied to movies
because it suits the characteristic of movies. As
moviegoers watch movies, they are occupied by
the experiential setting of the movies. Experience
is constructed based on the consumer perceived
value, that is, “the consumers’ overall assessment
of the utility of a product is based on perceptions
of what is received and what is given” (Zeithaml,
1988). According to Verhoef et al. (2009), these
are the touchpoints prior to creating an experi-
ence. Customer perceived value can be viewed
from unidimensional and multidimensional per-
spectives, consisting of functional, social, emo-
tional, epistemic, and conditional values (Sheth
et al., 1991). This study attempts to identify the
antecedent of the viewing experience from the
multidimensional perspective as proposed by
Sweeney and Soutar (2001).

Viewing experience in the movie is based on mov-
iegoers’ experiences, perceptions, and feelings
toward the movies, specifically the movie at-
tributes (Lee et al., 2016). Some studies showed
that movie experience could be measured using
Pine and Gilmore’s (1998) four realms of expe-
rience (Hosany & Witham, 2010; Oh et al., 2007;
Mehmetoglu & Engen, 2011). There is significant
empirical evidence that experience can be used
to predict behavioral intention (Klaus & Maklan,
2013; Yang & He, 2011). In this study, the viewing
experience is the moviegoers’ experience watch-
ing movies and TV shows on the OTT platform.
This experience also mediates behavioral inten-
tions, namely intention to recommend a platform,
intention to recommend a movie, and intention
to continue subscribing. Platform ease of use can
be defined by the definition of perceived ease of
use; it is “the degree to which a person believes
that using a particular system would be free from
effort” (Davis, 1989). According to Sweeney and
Soutar (2001), functional value needs to be differ-
entiated between price and quality. Thus, platform
ease of use is viewed as quality in this study. There
is empirical evidence that perceived ease of use is
linked to customer experience (Sheng & Teo, 2012;
Stavljanin & Pantovic, 2017). This evidence could
be translated for the OTT platform. If moviego-
ers’ perceived that the platforms are easy to use, it
would enhance their viewing experience. Movie
attributes are traits that portray a movie (Gazley
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et al., 2011; Thurau et al., 2001 cited in Lee et al.,,
2016). Movie attributes often concern story, di-
rection, acting, and cast. They consist of two di-
mensions, namely core attributes and peripheral
attributes (Eliashberg et al., 2000; Ladhari, 2007;
Neelamegham & Jain, 1999). Movie attributes
are essential to viewing experience because when
moviegoers watch movies, their experiences re-
sult from their perceptions and feelings toward
the movie attributes (Lee et al., 2016). Movie at-
tribute is linked to the viewing experience of mov-
iegoers (Lee et al., 2016). Subscription fees can
be viewed as perceived prices. Perceived price is
“what is given up or sacrificed to obtain a product”
(Zeithaml, 1988). Customers do not always know
or remember the actual prices of products, and
they encode prices in ways that are meaningful
to them (Zeithaml, 1982). According to Sweeney
and Soutar (2001), functional value needs to be
differentiated between price and quality. Thus,
the subscription fee is viewed as the price in this
study. According to Verhoef et al. (2009), Konuk
(2019), and Hendriyani et al. (2020), the price can
affect experience significantly. This evidence can
translate to OTT platform subscription. The sub-
scription fee is the cost moviegoers’ have to sac-
rifice to enjoy movies and TV shows on the OTT
platform. If moviegoers could get affordable prices
with great benefits provided by the OTT platform,
it could enhance their viewing experience.

Fear of missing out (FOMO) is a state where social
media users feel anxiety when they perceive that
their peers have a rewarding experience in which
they are absent. It is associated with a desire to
stay updated about what others are experiencing
(Pryblyski et al., 2013). Other findings also indi-
cate that FOMO is associated with the need to be-
long (Lai et al., 2016). Kim et al. (2020) and Good
and Hyman (2020) found that FOMO is linked di-
rectly to behavioral intentions. This evidence can
translate to the OTT platform: when moviegoers
fear missing certain movies, FOMO can convert
to their behavioral intention. Therefore, in this pa-
per, FOMO predicts the intention to recommend
a platform, intention to recommend a movie, and
intention to continue subscribing. Social media
platforms can also be practical marketing tools
for companies as social media users actually ex-
pect the company to interact with them (Canhoto
& Clark, 2013).
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Social media platforms can also be a place where
social media users exchange their opinions about
certain products, encouraging other users to seek
information on social media platforms (Erkan &
Evans, 2016). There is significant empirical evi-
dence that the exposure of eWom through social
media platforms is linked to behavioral intentions
(Erkan & Evans, 2016; Yusuf et al., 2018; Park et
al., 2021). This evidence implies that when mov-
iegoers are exposed to certain information about
movies, whether in the form of comments, videos,
or movie reviews, this can convert to their behav-
ioral intentions.

This study aims to investigate the effect of mov-
iegoers’ viewing experience on the intention to
recommend a platform, intention to recommend
a movie, and intention to continue subscribing to
the Disney+ Hotstar OTT platform in Indonesia.
The study also aims to ascertain how well view-
ing experience, social media exposure, and fear
of missing out predict intentions to recommend
movies, recommend a platform, and continue
subscribing.

In order to address this objective, the following
hypotheses were formulated:

HI:  Movie attributes have a positive influence on
the viewing experience.

H2: Platform ease of use has a positive influence
on the viewing experience.

H3: Subscription fee has a positive influence on

the viewing experience.

Innovative Marketing, Volume 18, Issue 1, 2022

H4: Viewing experience has a positive influence
on the intention to recommend a platform.

H5: Viewing experience has a positive influence
on the intention to recommend a movie.

Hé6: Viewing experience has a positive influence
on the intention to continue subscribing.

H7:  Fear of missing out has a positive influence
on the intention to recommend a platform.

HS8:  Fear of missing out has a positive influence
on the intention to recommend a movie.

H9:  Fear of missing out has a positive influence
on the intention to continue subscribing.

HI0: Social media exposure has a positive in-
fluence on the intention to recommend a
platform.

HI1: Social media exposure has a positive influ-
ence on the intention to recommend a movie.

HI12: Social media exposure has a positive influ-

ence on the intention to continue subscribing.

2. DATA AND METHOD

2.1. Participants

This paper is a quantitative study with a cross-sec-
tional approach to investigate viewing experience
and how it can predict the intention to recommend

W7 Intention
Movie Attribute Fear of Missing Out > to Recommend
H1 H8 a Platform
H9
o Intention
Platform Ease of Use Viewing Experience to Recommend
a Movie
3 H10
Social Media Intention to Continue
Subscription Fee Ll > e
Exposure Subscribing

Figure 1. Conceptual framework

http://dx.doi.org/10.21511/im.18(1).2022.14
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a platform, intention to recommend a movie, and
intention to continue subscribing, particularly on
the consumer who has subscribed to the over the
top (OTT) platform. The dependent variables are
the intention to recommend movies, intention to
recommend a platform, and intention to contin-
ue subscribing. At the same time, the dependent
variables are movie attributes, platform ease of use,
subscription fee, fear of missing out (FOMO), and
social media exposure.

The conceptual framework of this study is test-
ed on the population, that is, every moviegoer in
Indonesia. The sample includes every moviegoer
in Indonesia who has subscribed and experienced
watching movies on the OTT platform Disney+
Hostar. Disney+ Hotstar was chosen with the con-
sideration that Indonesia is an emerging country
with a dense population and internet penetration of
up to 70%, which means people can easily access the
OTT platform. In that regard, Indonesia is a highly
potential market for OTT platforms. Therefore, the
population is relevant for this empirical study.

2.2. Measures

Samples were taken purposively with certain crite-
ria, such as people who have subscribed to Disney+
Hotstar. The construct was measured with a set of
indicators arranged in a structured questionnaire.
The questionnaire adopted from previous research
was modified to fit the research context; a transla-
tor further translated it to ensure the high quali-
ty of the questionnaire. Expert in marketing has
reviewed the questionnaire. The content for each
scale is displayed in Table 2. Participants were re-
quired to state their degree of agreement to the
statement on a scale of 1 (strongly disagree) to 5
(strongly agree). The questions for platform ease of
use were adopted from Jung and Yim (2016) and
Gao et al. (2018); movie attributes — Bassi (2010)
and Neelamegham and Jain (1999); subscription
fee — Lee et al. (2011, 2016); viewing experience
- Oh et al. (2007), Hosany and Witham (2010),
Mehmetoglu and Engen (2011), Lee et al. (2016);
fear of missing out — Przybylski et al. (2013); social
media exposure — Ramirez et al. (2021); intention
to recommend a movie — Lee and Ma (2012); in-
tention to recommend a platform - Zhu and Kim
(2020); and intention to continue a subscription
were adopted from Auditya and Hidayat (2021).
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2.3. Analysis

This study has five independent variables, three
dependent variables, and one mediating varia-
ble. PLS-SEM method was chosen because it can
calculate the estimate for each variable simulta-
neously (Sarstedt et al., 2017). It can also analyze
complex models in exploratory research; there-
fore, PLS can provide the predictive capability
of the construct for further research (Hair et al.,
2019). SmartPLS 3.3 was used to consider that this
software provides a bootstrapping algorithm that
can be useful for testing significance (Memon et
al., 2021). The PLS-SEM test produces two mod-
els, namely the inner and outer models. The outer
model is used to measure the reliability and valid-
ity between the indicator and the construct, while
the inner model is used to test the relationship be-
tween the construct.

3. RESULTS

438 samples met the research criteria. The re-
spondents’ profile can be seen in Table 1. Most of
them were young female students with moderate
household expenditure. Respondents are consid-
ered competent and able to understand the ques-
tionnaire well.

Table 1. Respondents’ demographic profiles

Demographic variables n %
Gender

Male ©95 i 27.70%

e s e
Age

17-24 404 1 92.24%
S 753%
e s

Household Expenditure/month (IDR)

USD 140 — USD 210 L6200 14.16%
USD 210 - USD 280 267 | 60.96%
USD 280 - USD 350 100 2283%
e S

Occupation

Student L3040 69.41%
o e
Housewife Co3a%
Employee C1416%
Entrepreneur Csag%
Professional 160%

http://dx.doi.org/10.21511/im.18(1).2022.14
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The first part of the model analysis in PLS-SEM is  meaning that all the indicators are reliable as sug-
to analyze the outer model, specifically the indica- gested (Hair et al., 2019). The construct reliability
tor reliability and validity. The indicator of view- is also acceptable since the values of Cronbach’s
ing experience (VEl, VE5, VE7) and intention alpha and composite reliability are greater than
to recommend a movie (IRM1, IRM3) had to be 0.7. Furthermore, construct validity can be eval-
removed because the outer loading value was be- uated by average variance extracted (AVE), where
low 0.708. The final result from Table 2 shows that all AVE values are above 5. Hence, it can be con-
the outer loading of all indicators is above 0.708, cluded that all indicators are acceptable.

Table 2. Discriminant and construct validity

i ; Outer
Variables : Indicators . CR : AVE
: Loading :
i The soundtracks of the movie | watched were good. ; 0752
0755
0.782
Movie RS
Attributes 0745 .940 : 0.760
0750
. 0727
.......... . 0771 eeesesieceraterceatins Berecantatescnans Jaserasernancnas
0780
0.774 ;
Platform Ease e 0.852 : 0.900 | 0.693
of Use 0.791
.......... . 0845 LT S T
0785
Subscrioti | think the Disney+ Hotstar offers better service at a lower price than other SVOD Coo782
P PO RIaOMS. e Lo 10.734 1 0.883 10790
I'think the Disney+ Hostar subscription fee is affordable. & 0787
......... I think the Disney+ Hotstar subscription fee fits the quality of the film. 0797
Watching movies on Disney+ Hotstar contains various elements that | find : 0774
i entertaining. ’
. 0.739
Vlewmg 0.743 0.679
Experience -
. 0.746
. 0.744
.......... . 0.777 .
i I need to share my experience watching movies that | like on social media so that
; 0.828
i others know about them (status update). )
Fear of 0.882
Missing Out - 0.570
(FOMO) oers
. 0.888
.......... . 0880 eeesesiecereterceatins ferecantatesceans Jaserasernnncnas
0738
Social Medi 0.801 :
ocial Media ; : : ; B : :
Exposure i | often see other users’ comments on social media about the Disney+ Hotstar 0797 : 0.875 ; 0.637
i platform. T ;
.......... . 0783 LT S T
0819
Intention to 0.821
Recommend a R 0.785 i 0.861 :0.608
Platform o814
.......... . 0842 eeesesiecereterceatins ferecantatesceans Jaserasernnncnas
Intention to I'would share the experience of watching movies that | watchgq‘g‘n‘ social media. . 0.885
Recommend a ) . 0.796 : 0.867 :0.621
Movie I would recommend a movie | have seen at Disney+ Hotstar. 0.893
Ifeel that | will use Disney+ Hotstar to watch movies in the future. & 0.816
Intenﬁon to l intend to continue subscribing to Disney+ Hotstar. 0.852
Continue a k - S 0.569
Subscription ) ike to continue subscrlbln‘ [0 Disney+ Hotstar. . . 0.824
: | will not unsubscribe from Disney+ Hotstar as long as p055|ble i 0.837
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Table 3. Discriminant validity

Fear of | Intention | IntentionTo :

Variables

Out a Movie

Missing To Contmue Recommend i Recommend

,Subscrlbmg,

Intention To Continue

" IntentionTo ! ‘Platform | Social | L
Movie : . Subscription
: Attribu tes: Ease of : Media : Fee
E a Platform Use  Exposure :

Subscribing 0.683

Intention To

Recommend a Movie

Rne[cegr?w(:n]eTrw()cj a Platform - 0681 0.829 0.869

Movie Attrlbutes ) 0.695

Platform Ease of Use . 0.706

Social I\/Ied|a Exposure O .708 0711 0.826 O.(:5:55 ....................
SubscriptionFee 0545 0820 0794 0809 . 0716 . . . ...
Viewing Experience 0.462 0.722 0.822 0.816 0.680 0.835

Further analysis is the discriminant validity. It
can be evaluated by the HT/MT ratio. As shown
in Table 3, HT/MT ratio for all constructs is al-
ready below 0.9 as required (Henseler et al., 2015).
Hence, all the indicators are well discriminated
to measure their construct and considered valid.
This model has passed the four-parameter; there-
fore, it can be said that all indicators are reliable
and valid to measure each construct specifically
and can be used for inner model testing.

In the structural model, the significance and
the coefficient of the variable were assessed to

Table 4. Hypotheses testing results

decide the hypothesis is supported or not. The
results are shown in Table 4. T-statistic for all
twelve hypotheses is above the T-table, which
threshold is 1.645 (one-tailed with alpha 0.05)
and a P-value below <= 0.05. The standard-
ized coefficients have positive values accord-
ing to the directional hypotheses. Therefore,
all the hypotheses developed in this paper
are supported by the empirical data analyzed.
Furthermore, according to the coefficient, it is
found that this model has moderate predictive
capabilities of values between 0.25-0.5 (Hair et
al., 2019).

: Standardized : V V
No. Path H iT- Statnstlcs P- Value Significance | Result
Coefficient : :
H1  Movie Attributes - Viewing Experience 0.350 7.333 0000  significant . HYPOthesisis
...... ) ) o Hypothems |sm
H2 iPlatform Ease of Use - Viewing Experience 0.251 Significant
H3 '%Eu'oscrlphon Fee - Viewing Experience 0.305 Slgnlﬁcant ) 599,99@?9,
Ha Viewing Experience % Intentlon to Recommend a 0.315 Significant :
_Platform e SUPPOTEE
H5 Viewing Experlence % Intennon to Recommend a 0.412 Significant Hypothe5|s is
SMOVIE st e SUPPOItED
H6 Viewing Experlence % Intentlon to Cont‘lnue 0382 Significant Hypothesis is
 Subscribing i SUppOTted
7 Fear of Missing Out 9 Inten‘non to Recommend a 0.255 Significant Hypothesis is
i Platform o i supported
H8 0.200 Significant | Ypothesisis
H9 ear of Missing Out = Intention to Continue 0.353 Significant
. Subscribing. T A S S et SUPPOTtE
H10 | Social Media Exposure - Intent‘lon to Recommend 0.360 Significant
;aPlatform | e SUPPOTtEd
H11 Social Media Exposure - Intentlon to Recommend 0282 Significant Hypothesis is
faMovie o supported
H12 i Social Med|a Exposure - Inten‘non to Con‘unue 0.160 Significant Hypothesis is

%Subscnbmg

supported

174
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Path Original Sample (O) P-Value

Subscription Fee - Viewing Experience - Intention to Continue Subscribing 6117 ¢ 0000
Subscription Fee = Viewing Experience - Intention to Recommend a Platform 0.096 0.000
Subscription Fee > Viewing Experience - Intention to Recommend the Movie 0126 OOOO
Platform Ease of Use - Viewing Experience = Intention to Continue Subscribing 006 ¢ 0000
Platform Ease of Use = Viewing Experience = Intention to Recommend a Platform 0.079 0.000

Movie Attributes - Viewing Experience —> Intention to Continue Subscribing O 34 o000
Movie Attributes - Viewing Experience - Intention to Recommend a Platform . 61¢00 ¢ 0000
Platform Ease of Use = Viewing Experience = Intention to Recommend a Movie 0.103 .

Movie Attributes — Viewing Experience —> Intention to Recommend a Movie 0144 T o000

The mediational analysis is carried out to further
analyze the structural model (Nitzl et al., 2016). The
specific indirect effect of the model is shown in Table
5. Thus, the most significant path is from movie at-
tributes toward viewing experience, which in result
is influencing the intention to continue subscribing.
This shows that viewing experience is a mediating
variable to intention to continue subscribing.

The result of the PLS-SEM analysis is drawn as
an empirical model and can be seen in Figure 2.
It shows that all paths are significant and have a
positive direction. Furthermore, the R-square val-
ues are all above 0.5; therefore, experience largely
affects the intention to recommend a movie, in-
tention to recommend a platform, and intention
to continue subscribing.

For practical implication, an importance-perfor-
mance map (IMPA) was generated for the variable
viewing experience. The result is shown in Figure 3.

Movie Attributes

0.350

R20.629
Q20.352

0.251

Platform Ease of Use

0.305

Subscription Fee

Exposure

e

Significant

Fear of Missing Out

Viewing Experience

Social Media

It can be concluded that the indicator that is high-
ly important to influence a good viewing experi-
ence is subscription fee (SF), namely SF1, SF2, SF3,
SF4, and PEOU4. However, those indicators are all
still underperform and still need to be improved.

4. DISCUSSION

The result of this study revealed that intention to
continue subscribing is greatly influenced by view-
ing experience, followed by fear of missing out and
social media exposure. Therefore, to retain cus-
tomers to be loyal to the platform, the OTT plat-
form has to pay more attention to the experience
from the moviegoers’ perspective. Moreover, the
OTT platform has to consider subscription fees as
well. Eventually, viewing experience also greatly
influences intention to recommend a movie. The
choice of movies and their quality are critical for
the competitiveness of the OTT streaming indus-

R%0.595
Q20.399

Intention
to Recommend
a Platform

0.353

V

0.200

0.255 R20.553

Q%0.429
Intention

to Recommend
a Movie

0.315

R%20.543
Q?0.372

0.360
0.282

Intention to Continue
Subscribing

0.160

V

Figure 2. Result model
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Figure 3. IPMA viewing experience

tries, where each platform can have a different
movie list. Therefore, intention to recommend a
movie also gives benefits to the platform directly.

Moreover, it is found that intention to recommend
a platform is influenced by social media exposure.
Therefore, the effective marketing way has to do with
social media marketing. The findings that viewing
experience can predict future behavioral intentions
are aligned with the theory of experiential market-
ing that consumption experience can drive future
behavioral intentions (Schmitt, 1999). This study
used the theory of four realms of experience by Pine
and Gilmore (1998) to measure the factor that cre-
ates viewing experience. Hence, this proves that the
four realms of experience can measure viewing ex-
perience in a movie context.

The result shows that movie attributes are the ante-
cedent of viewing experience with strong predictive
power. Viewing experience also has a strong effect
on the intention to recommend a movie and inten-
tion to continue subscribing, while social media ex-
posure has a strong effect on the intention to recom-
mend a platform. Further analysis from the specific
indirect effect also shows that the most significant
path begins from the movie attribute toward viewing
experience, which resulted in intention to continue

176

a subscription. This result is consistent with Lee et
al. (2016), who showed that experience could affect
behavioral intentions. This result also proved that in
order to measure movie experience, affective compo-
nents should be taken into account (Bassi, 2010).

There are managerial implications for OTT plat-
form management. In order to gain more market
share, the OTT platform has to generate a marketing
campaign in social media that contains fear of miss-
ing out to urge people to stay updated. In addition,
viewing experience plays a crucial role, as discussed
above. It strongly influences intention to recommend
the movie and intention to continue subscription,
which is very important for OTT platform to cre-
ate their loyal customer base and generate revenue
from their new movies. Viewing experience is high-
ly influenced by the movie attributes. Therefore, the
OTT platform has to put more effort into creating
good movies with original plot, good graphics, pro-
viding various genre choices, hiring good actors, and
being more selective in choosing content generated
by third-party movie makers. If the content from the
third parties has low quality, it could also result in
a bad viewing experience demotivating moviegoers
to continue subscribing. Further analysis of viewing
experience IPMA found that the most essential in-
dicators concerning viewing experience are SF1, SF2,

http://dx.doi.org/10.21511/im.18(1).2022.14



SF3, SF4, and PEOU4. Hence, the OTT platform
can consider improving the platform ease of use and
adjusting their price to fit the cost and benefit ratio
to enhance moviegoers” viewing experience, which
converts to their intentions to continue subscribing
and recommend a movie.

Innovative Marketing, Volume 18, Issue 1, 2022

marketing context of the OTT. The interesting
findings in this paper were that to predict IRM,
IRP, and ICS, the paper involves subscription
fee competitiveness, good movie attributes, and
positive sentiment in social media. Therefore,
this model could be categorized as a moderate

prediction. Hence, this research model should
also be applied to other subscription-based OTT
streaming platforms.

This study contributes new insight to better
understand OTT business, especially in the

CONCLUSION

The purpose of this study is to analyze the impact of viewing experience on the intention to recommend a
platform, intention to recommend a movie, and intention to continue subscribing in the context of OTT
platforms. This study also analyzes the antecedent of viewing experience in the context of OTT platforms.
The result showed a significant positive impact from movie attributes toward viewing experience, followed by
subscription fee and platform ease of use. Furthermore, viewing experience has the most significant positive
impact on the intention to recommend a platform and intention to continue a subscription. In contrast, social
media exposure has the most significant positive impact on the intention to recommend a platform.

Given the strong structural relationship, improving movie attributes is critical to create a good viewing
experience, which in turn influences moviegoers’ intention to recommend movies and to continue sub-
scribing, generating more revenue for the OTT platform. On the other hand, improving social media
exposure is also critical as it has a strong effect on the intention to recommend a platform. Based on
that finding, it is suggested that OTT platforms should focus on social media marketing as it is the most
effective way to promote their platform and gain new market share.

There are a few limitations in this study. First, this study does not include movie genre in the dimension
of movie attributes. Therefore, for future research, movie attributes need to be explored based on a spe-
cific movie genre to better understand how a specific genre can affect moviegoers’ viewing experience.
Secondly, this study does not include age and gender. Hence, it is suggested to test the effect of age and
gender as a moderator in behavioral intentions. Lastly, this model should be tested by other subscrip-
tion-based OTT streaming platforms with a broader population.

AUTHOR CONTRIBUTIONS

Conceptualization: Christopher Nata, Ferdi Antonio, Monika Monika.
Data curation: Christopher Nata, Ferdi Antonio, Monika Monika.
Formal analysis: Christopher Nata, Ferdi Antonio, Monika Monika.
Funding acquisition: Christopher Nata, Ferdi Antonio, Monika Monika.
Investigation: Christopher Nata, Ferdi Antonio, Monika Monika.
Methodology: Christopher Nata, Ferdi Antonio, Monika Monika.
Project administration: Christopher Nata, Monika Monika.
Resources: Christopher Nata, Monika Monika.

Software: Christopher Nata, Ferdi Antonio, Monika Monika.
Supervision: Ferdi Antonio.

Validation: Christopher Nata, Ferdi Antonio.

Visualization: Ferdi Antonio.

Writing - original draft: Christopher Nata.

Writing - review & editing: Ferdi Antonio.

177

http://dx.doi.org/10.21511/im.18(1).2022.14



Innovative Marketing, Volume 18, Issue 1, 2022

REFERENCES

1. Auditya, A., & Hidayat, Z.
(2021). Netflix in Indonesia:
Influential Factors on Customer
Engagement among Millennials’
Subscribers. International Journal
of Distribution Science, 19(1),
89-103. https://doi.org/10.15722/
jds.19.1.202101.89

2. Bassi, E (2010). Experiential
goods and customer satisfaction:
An application to films. Quality
Technology & Quantitative
Management, 7(1), 51-67. https://
doi.org/10.1080/16843703.2010.1
1673218

3. BBC.(2019). What will films be
like in 20 years? BBC Culture.
Retrieved November 8, 2021, from
https://www.bbc.com/culture/
article/20190508-what-will-films-
be-like-in-20-years

4.  Brakus, J.]., Schmitt, B. H., &
Zarantonello, L. (2009). Brand
experience: What is it? how is it
measured? does it affect loyalty?
Journal of Marketing, 73(3),
52-68. https://doi.org/10.1509/
jmkg.73.3.52

5. Canhoto, A. I, & Clark, M. (2013).
Customer service 140 characters
at a time: The users’ perspective.
Journal of Marketing Management,
29(5-6), 522-544. https://doi.org/1
0.1080/0267257x.2013.777355

6. Davis, E D. (1989). Perceived
usefulness, perceived ease of
use, and user acceptance of
information technology. MIS
Quarterly, 13(3), 319-340. https://
doi.org/10.2307/249008

7. Deloitte. (2015). Digital
Democracy Survey: A multi-
generational view of consumer
technology, media and telecom
trends. Retrieved from http://
www?2.deloitte.com/content/dam/
Deloitte/us/Documents/technol-
ogy-media-telecommunications/
us-tmt-DDS_Executive_Summa-
ry_Report_Final_2015-04-20.pdf

8.  Eliashberg, J., Jonker, J.-J.,
Sawhney, M. S., & Wierenga,
B. (2000). MOVIEMOD: An
implementable decision-support
system for Prerelease Market
Evaluation of Motion Pictures.

178

10.

11.

12.

13.

14.

15.

Marketing Science, 19(3), 203-
296. https://doi.org/10.1287/
mksc.19.3.226.11796

Erkan, I., & Evans, C. (2016). The
influence of eWOM in social
media on consumers’ purchase
intentions: An extended approach
to information adoption.
Computers in Human Behavior, 61,
47-55. https://doi.org/10.1016/].
chb.2016.03.003

Gao, M., Kortum, P, & Oswald,
E (2018). Psychometric
evaluation of the use (usefulness,
satisfaction, and ease of use)
questionnaire for reliability

and validity. Proceedings of the
Human Factors and Ergonomics
Society Annual Meeting,

62(1), 1414-1418. https://doi.
org/10.1177/1541931218621322

Gazley, A., Clark, G., & Sinha, A.
(2011). Understanding preferences
for motion pictures. Journal of
Business Research, 64(8), 854-

861. https://doi.org/10.1016/].
jbusres.2010.09.012

Good, M. C., & Hyman, M. R.
(2020). ‘Fear of missing out”:
Antecedents and influence on
purchase likelihood. Journal of
Marketing Theory and Practice,
28(3), 330-341. https://doi.org/10.
1080/10696679.2020.1766359

Hair, J. E, Risher, J. J., Sarstedt, M.,
& Ringle, C. M. (2019). When to
use and how to report the results
of PLS-SEM. European Business
Review, 31(1), 2-24. https://doi.
org/10.1108/ebr-11-2018-0203

Hendriyani, I. G., Budiarsa,

M., Antara, M., & Sudiarta,

N. (2020). The loyalty model

of foreign tourists consuming
traditional Balinese food. Global
Business Finance Review, 25(3),
34-48. https://doi.org/10.17549/
gbfr.2020.25.3.34

Henseler, ., Ringle, C. M.,

& Sarstedt, M. (2015). A

new criterion for assessing
discriminant validity in variance-
based structural equation
modeling. Journal of the Academy
of Marketing Science, 43(1), 115-
135. https://doi.org/10.1007/
s11747-014-0403-8

16.

17.

18.

19.

20.

21.

22.

Holbrook, M. B., & Hirschman,
E. C. (1982). The experiential
aspects of consumption:
Consumer fantasies, feelings,
and fun. Journal of Consumer
Research, 9(2), 132-140. https://
doi.org/10.1086/208906

Hosany, S., & Witham, M.
(2010). Dimensions of cruisers’
experiences, satisfaction, and
intention to recommend.
Journal of Travel Research,
49(3), 351-364. https://doi.
org/10.1177/0047287509346859

Jung, W., & Yim, H. R. (2016).
The effects of mental model
and intrinsic motivation on
the behavioral intention of
smartphone application users.
ETRI Journal, 38(3), 589-

598. https://doi.org/10.4218/
etrij.16.0115.0447

Kim, J., Lee, Y., & Kim, M.-L.
(2020). Investigating ‘fear of
missing out’ (FOMO) as an
extrinsic motive affecting sport
event consumer’s behavioral
intention and FOMO-driven
consumption’s influence on
intrinsic rewards, extrinsic
rewards, and consumer
satisfaction. PLOS ONE, 15(12).
https://doi.org/10.1371/journal.
pone.0243744

Kim, J.-H.,, Ritchie, J. R., &
McCormick, B. (2010).
Development of a scale to
measure memorable tourism
experiences. Journal of Travel
Research, 51(1), 12-25. https://doi.
org/10.1177/0047287510385467

Klaus, P. P, & Maklan, S. (2013).
Towards a better measure

of customer experience.
International Journal of Market
Research, 55(2), 227-246. https://
doi.org/10.2501/ijmr-2013-021

Konuk, F. A. (2019). The influence
of perceived food quality, price
fairness, perceived value and
satisfaction on customers’ revisit
and word-of-mouth intentions
towards organic food restaurants.
Journal of Retailing and Consumer
Services, 50, 103-110. https://
doi.org/10.1016/j.jretcon-
$€r.2019.05.005

http://dx.doi.org/10.21511/im.18(1).2022.14



23.

24.

25.

26.

27.

28.

29.

30.

Ladhari, R. (2007). The movie
experience: A revised approach

to determinants of satisfaction.
Journal of Business Research, 60(5),
454-462. https://doi.org/10.1016/j.
jbusres.2006.12.007

Lai, C., Altavilla, D., Ronconi, A.,
& Aceto, P. (2016). Fear of missing
out (FOMO) is associated with
activation of the right middle
temporal gyrus during inclusion
social cue. Computers in Human
Behavior, 61, 516-521. https://doi.
0rg/10.1016/j.chb.2016.03.072

Lee, C.S., & Ma, L. (2012). News
sharing in social media: The
effect of gratifications and prior
experience. Computers in Human
Behavior, 28(2), 331-339. https://
doi.org/10.1016/j.chb.2011.10.002

Lee, J., Chen, C.-C,, Song, H.-]., &
Lee, C.-K. (2016). Consumption
of movie experience: Cognitive
and affective approaches. Journal
of Quality Assurance in Hospitality
& Tourism, 18(2), 173-199.
https://doi.org/10.1080/152800
8x.2016.1189866

Lee, J.-S., Lee, C.-K., & Choi,

Y. (2011). Examining the role
of emotional and functional
values in festival evaluation.
Journal of Travel Research,
50(6), 685-696. https://doi.
org/10.1177/0047287510385465

Mehmetoglu, M., & Engen,

M. (2011). Pine and Gilmore’s
concept of experience economy
and its dimensions: An empirical
examination in tourism. Journal
of Quality Assurance in Hospitality
& Tourism, 12(4), 237-255.
https://doi.org/10.1080/152800
8x.2011.541847

Memon, M. A., Cheah, J.-H.,
Ting, H., Chuah, F, & Cham, T.
H. (2021). PLS-SEM statistical
programs: A Review. Journal

of Applied Structural Equation
Modeling, 5(1), i-xiv. https://doi.
org/10.47263/jasem.5(1)06

Neelamegham, R., & Jain,

D. (1999). Consumer choice
process for experience goods: An
econometric model and analysis.
Journal of Marketing Research,
36(3), 373-386. https://doi.
org/10.2307/3152083

http://dx.doi.org/10.21511/im.18(1).2022.14

31.

32.

33.

34.

35.

36.

37.

38.

Nitzl, C., Roldan, J. L., & Cepeda,
G. (2016). Mediation analysis

in partial least squares path
modeling. Industrial Management
& Data Systems, 116(9), 1849-
1864. https://doi.org/10.1108/
imds-07-2015-0302

Oh, H., Fiore, A. M., &

Jeoung, M. (2007). Measuring
experience economy concepts:
Tourism applications.

Journal of Travel Research,
46(2), 119-132. https://doi.
org/10.1177/0047287507304039

Panda, S., & Pandey, S. C. (2017).
Binge watching and college
students: Motivations and
outcomes. Young Consumers,
18(4), 425-438. https://doi.
org/10.1108/yc-07-2017-00707

Park, J., Hyun, H., & Thavisay, T.
(2021). A study of antecedents and
outcomes of social media wom
towards luxury brand purchase
intention. Journal of Retailing and
Consumer Services, 58, 102272.
https://doi.org/10.1016/j.jretcon-
ser.2020.102272

Piazza, J. (2010, January 11).
Audiences experience Avatar’
blues. CNN. Retrieved November
8, 2021, from http://www.cnn.
com/2010/SHOWBIZ/Mov-
ies/01/11/avatar.movie.blues/

Pine, B. J., & Gilmore, J. H. (1998).
Welcome to the Experience
Economy. Harvard Business
Review, 97-105. Retrieved from
https://hbr.org/1998/07/welcome-
to-the-experience-economy

Przybylski, A. K., Murayama, K.,
DeHaan, C. R., & Gladwell, V.
(2013). Motivational, emotional,
and behavioral correlates of fear
of missing out. Computers in
Human Behavior, 29(4), 1841-
1848. https://doi.org/10.1016/j.
chb.2013.02.014

Ramirez-Castillo, N. A., Miiller-
Pérez, J., Acevedo-Duque, A.,
Miiller-Pérez, S., Gonzalez-
Diaz, R. R., Suarez Campos,

J., & Ovalles-Toledo, L. V.
(2021). Sustainable moviegoer
intention to attend cinemas
based on the theory of planned
behavior. Sustainability, 13(16),
8724. https://doi.org/10.3390/
sul3168724

Innovative Marketing, Volume 18, Issue 1, 2022

39.

40.

41.

42.

43.

44.

45.

46.

47.

Sarstedt, M., Ringle, C. M., &
Hair, J. F. (2017). Partial least
squares structural equation
modeling. In C. Homburg, M.
Klarmann, & A. Vomberg (Eds.),
Handbook of Market Research
(pp- 1-40). Springer. https://doi.
org/10.1007/978-3-319-05542-
8_15-1

Schmitt, B. (1999). Experiential
marketing. Journal of

Marketing Management,

15(1-3), 53-67. hitps://doi.
0rg/10.1362/026725799784870496

Sekaran, U., & Bougie, R. (2016).
Research methods for business: A
skill building approach. John Wiley
& Sons.

Sheng, M. L., & Teo, T. S. H. (2012).
Product attributes and brand
equity in the mobile domain:

The mediating role of customer
experience. International Journal
of Information Management, 32(2),
139-146. https://doi.org/10.1016/j.
jjinfomgt.2011.11.017

Sheth, J. N., Newman, B. ., &
Gross, B. L. (1991). Why we

buy what we buy: A theory of
consumption values. Journal of
Business Research, 22(2), 159-170.
https://doi.org/10.1016/0148-
2963(91)90050-8

Shmueli, G., Ray, S., Velasquez
Estrada, J. M., & Chatla, S. B.
(2016). The Elephant in the
room: Predictive performance
of PLS models. Journal of
Business Research, 69(10), 4552-
4564. https://doi.org/10.1016/j.
jbusres.2016.03.049

Stavljanin, V., & Pantovic,

V. (2017). Online customer
experience: Implications for digital
banking. Bankarstvo, 46(2), 100-
129. https://doi.org/10.5937/ban-
karstvo1702100s

Sweeney, J. C., & Soutar, G. N.
(2001). Consumer perceived
value: The development of a
multiple item scale. Journal

of Retailing, 77(2), 203-220.
https://doi.org/10.1016/s0022-
4359(01)00041-0

Thurau, T. H., Walsh, G., & Wruck,
0. (2001). An investigation into
the factors determining the
success of service innovations: The
case of motion pictures. Academy
of Marketing Science Review.

179



Innovative Marketing, Volume 18, Issue 1, 2022

48.

49.

50.

Triandis, H. C. (1977).
Interpersonal Behavior. Pacific
Grove: Brooks/Cole Publishing
Company.

Verhoef, P. C., Lemon, K. N,
Parasuraman, A., Roggeveen, A.,
Tsiros, M., & Schlesinger, L. A.
(2009). Customer experience
creation: Determinants, Dynamics
and Management Strategies.
Journal of Retailing, 85(1), 31-41.
https://doi.org/10.1016/j.jre-
tai.2008.11.001

Yang, Z. Y., & He, L. Y. (2011).
Goal, customer experience and
purchase intention in a retail

180

51.

52.

context in China: An empirical
study. African Journal of Business
Management, 5(16), 6738-6746.

Yusuf, A. S., Che Hussin, A. R., &
Busalim, A. H. (2018). Influence of
e-WOM engagement on consumer
purchase intention in social
commerce. Journal of Services
Marketing, 32(4), 493-504. https://
doi.org/10.1108/jsm-01-2017-0031

Zeithaml, V. A. (1982). Consumer
response to in-store Price
Information Environments.
Journal of Consumer Research,
8(4), 357-369. https://doi.
org/10.1086/208876

53.

54.

Zeithaml, V. A. (1988). Consumer
perceptions of price, quality, and
value: A means-end model and
synthesis of evidence. Journal of
Marketing, 52(3), 2-22. https://doi.
org/10.2307/1251446

Zhu, Z. Y., & Kim, H. C. (2020).
Antecedents and Consequences of
Flow Experience in Online Movie
Information Sharing Behavior:
An Empirical Study of Young
Chinese Moviegoers Living in
Korea. International Journal of
Advanced Smart Convergence, 9,
141-153. https://doi.org/10.7236/
IJASC.2020.9.1.141

http://dx.doi.org/10.21511/im.18(1).2022.14



	“How viewing experience drives moviegoers on over the top platform: Investigating the patronized intention”

