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Abstract: This study investigates the determinants of continuance usage of Netflix among Generation Z users in Indonesia. It
examines the influence of Social Value and Hedonic Value on Continuance Usage, with Emotional Value and Consumer
Satisfaction serving as mediating variables. A quantitative approach was applied using purposive sampling. Data were
collected through an online questionnaire from 302 Generation Z Netflix users in Bekasi, Indonesia. The proposed model was
analyzed using Partial Least Squares—Structural Equation Modeling (PLS-SEM) with SmartPLS. The findings reveal that
Social Value positively and significantly influences Emotional Value and Continuance Usage. Emotional Value also has a
significant positive effect on Continuance Usage. Hedonic Value demonstrates a strong positive impact on Consumer
Satisfaction and directly affects Continuance Usage. Furthermore, Consumer Satisfaction significantly enhances Continuance
Usage. Mediation analysis indicates that Emotional Value partially mediates the relationship between Social Value and
Continuance Usage, while Consumer Satisfaction partially mediates the effect of Hedonic Value on Continuance Usage. These
results extend prior research on post-adoption behavior in digital streaming services by emphasizing the roles of social and
experiential benefits in sustaining user engagement. Practically, the study provides insights for OTT providers in developing
strategies to strengthen customer retention and maintain a competitive advantage in the streaming industry.

Keywords: Consumer Satisfaction, Continuance Usage, Emotional Value, Generation Z, Hedonic Value, Netflix, OTT
Platforms, Social Value.

I. INTRODUCTION

The rapid advancement of digital technology over the past decade has significantly transformed global media
consumption patterns. Audiences are increasingly shifting from traditional television to internet-based entertainment
platforms, especially Over-the-Top (OTT) services (Paul, 2024). Indonesia is chosen as the focus of this study because of its
strong position in the regional digital streaming market and its fast-growing digital environment. The country has become the
largest market for premium video streaming, or Subscription Video-on-Demand (SVOD), in Southeast Asia, with revenue
reaching USD 552 million in 2024 (CNBC Indonesia, 2024). This growth is supported by a large digital population, with 185.3
million internet users and 139.0 million social media users recorded in early 2024 (Datareportal, 2024). These changes are
closely related to developments in communication technology, which have shifted media consumption from traditional formats
such as television, radio, and film toward digital convergence. In this process, digital technology connects old and new media
into integrated platforms (Bahfiarti & Arianto, 2022). The adoption of digital applications is so widespread that it has been
integrated into users’ everyday routines, altering individual behaviors and social interactions as a whole, including how
individuals consume media in their daily lives (Briliana, 2024). These changes in consumption behavior have made OTT
platforms an influential form of digital media services that are reflective of this paradigm shift, with users becoming
increasingly reliant on online streaming compared to cinema and broadcast media startups offering easier access and changing
viewing habits (Chatterjee, 2020).

Netflix drove the global expansion of OTT services, launching its streaming platform in the United States in 2007
before positioning itself as one of two leading SVOD providers worldwide alongside Amazon Prime Video (Dhar, 2021).
Offering flexible access, diverse content options, and interactive viewing features, Netflix competes with a number of other
platforms in Indonesia — namely Disney +, Viu, Prime Video and Vidio (IDComm 2023) Netflix’s global revenue
performance is evidenced by its subscribers, exceeding 301.63 million in the fourth quarter of 2024, up +15.9% YoY
(GoodStats, 2025) OTT services are not only connected with entertainment but also with good outcomes like pleasure,
relaxation and reduction of stress (Menon, 2022) Accordingly, Talwar et al. (2024) argue that OTT consumption is now
increasingly driven by hedonic, emotional and social values that integrate streaming into users’ everyday lives in the post-
pandemic period.

(https://creativecommons.org/licenses/by-nc-nd/2.0/)
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Table 1: Long-Form Video Platforms Frequently Accessed by Generation (%)

Platform Generation Z | Millenials | Generation X | Baby Boomers | Pre-Boomers
Video 14.48 15.14 13.56 12.81 16.67
Youtube 63.72 65.79 66.92 62.12 50.00
Netflix 8.41 4.57 2.92 1.67 0.00
WeTV 3.10 1.84 1.33 1.67 0.00
Disney+ Hotstar 0.86 0.86 0.51 1.11 0.00
Others 7.79 10.70 13.50 20.33 33.33

Source: Indonesian Internet Service Providers Association (APJII), Internet Profile Survey 20235.

However, national-level usage patterns in Indonesia reveal a contrasting phenomenon. Data from the Indonesian
Internet Service Providers Association (APJII) indicate that Netflix is not the most frequently accessed video platform among
Indonesian internet users, including Generation Z. Platforms such as YouTube and Vidio record much higher visitation
frequency. This contrast highlights a gap between Netflix’s strong global subscriber growth and its actual level of routine use at
the local level. In other words, owning a subscription does not always mean that users consistently or habitually use the
platform.

Netflix's competitive brand positioning is further supported by recent market statistics. More recently, in 2024, Netflix
became the world-leading entertainment application with a voluminous download of 161 million times worldwide (GoodStats,
2024), beating competitors like Amazon Prime Video, Disney+ and Hotstar. However, the APJII data show that high download
numbers and global subscription figures can be reconciled with lower levels of habitual engagement. This condition adds
further emphasis to the need for researching Continuance Usage over strictly peri-adoption or post-adoption evolution. Thus,
Netflix serves as an important application for investigating post-adoption behavior in the OTT context.

In tandem with OTT consumption, the industry has become highly competitive (Friederich et al., 2024). Though new
subscribers are continually added in numbers, a large portion of those platforms fail to maintain these users, as on-demand
subscription methods often lead to heightened churn rates and murky debt-free subscription paths (Tumiwa 2022). In addition,
the rapid emergence of new online streaming platforms has intensified competition within the OTT industry (Mulla, 2022). As
the number of service providers increases, users now have a wider range of choices, each offering different features and service
experiences (Lu & Siegfried, 2021). Under these conditions, OTT providers are required to develop strong competitive
advantages that enable them to differentiate their services, sustain user engagement, and retain subscribers in an increasingly
competitive market environment. Therefore, understanding the psychological factors that drive Continuance Usage has become
increasingly important for ensuring the long-term sustainability of OTT platforms in competitive digital markets.

During this time of increased competition, Generation Z represents one of the most influential user segments. Being
digital natives, Gen Zers readily adopt digital technologies into their day-to-day communication and recreational activities
(Dimock, 2019; Petrock, 2021). APJII (2025) states that Generation Z has an internet penetration rate of 87.80%, making it one
of the most digitally connected demographics in Indonesia, contributing 25.54% to the total number of internet users. Savvy,
yet media consumers are gravitating towards the digital entertainment platforms as well. According to previous research,
streaming services are favored by most Generation Z users when watching movies and series compared to going to cinemas
(IDN Times, 2024). The great internet penetration rate in addition to the generation's experiential orientation and increased
consumption of digital content make Generation Z users more likely to develop habitual and emotionally driven usage patterns
when accessing OTT platforms. Therefore, addressing psychological factors that may play a role in Continuance Usage from
Generation Z is becoming essential to achieve user engagement sustainability on the increasingly competitive OTT industry in
Indonesia.

Despite an increased interest in OTT research, several gaps persist. Many earlier studies were scoped prior to or during
the COVID-19 pandemic, which has implications for their relevance within our current post-pandemic environment.
Furthermore, most literature has targeted technical issues like content quality or platform accessibility. Although psychological
mechanisms based on consumption values exist, the combined effect of Social Value and Hedonic Value mediated by
Emotional Value and Consumer Satisfaction has not yet been thoroughly examined. While the Indonesian OTT market is the
biggest SVOD segment in Southeast Asia, there has been little empirical research about OTT usage in this country. In this
context, the current study makes several important contributions. It suggests an integrative model that investigates the
influences of Social Value and Hedonic Value on Continuance Usage intention with Emotional Value and Consumer
Satisfaction as two mediators. Furthermore, the study uniquely investigates Generation Z in Indonesia, an emergent yet largely
neglected demographic in terms of digital media consumption.

This study focuses specifically on Generation Z users of Netflix in the urban area of Bekasi, Indonesia. This research
seeks to extend the literature on post-adoption behavior in digital media services by addressing the gap between subscription
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growth and local usage since October 2023, when Netflix’s unconditional global access helped produce a lag in household
frequency of usage. The findings should also provide practical insights into effective user retention strategies for OTT
providers in Indonesia that would ensure long-term sustainability amid increasingly competitive streaming market dynamics.

II. LITERATURE REVIEW

A) Stimulus-Organism-Response Model

The Stimulus—Organism—Response (SOR) theory, introduced by Mehrabian and Russell (1974), emphasises stimulation
as the main cause of emotional reactions and relates human behavior to outside stimuli (Zhu and Deng, 2020). Mehrabian and
Russel (1974) describes how various environmental elements function as stimuli (S) that affect a person's internal state (O),
resulting in behavioral reactions (R). The SOR hypothesis provides a framework for several behavioral investigations and has
significant explanatory value with relation to users' intention to continue (Nikhashemi et al., 2021; Lim et al., 2021). Gogan et
al. (2018) showed that hedonic gratification functions as a key stimulus within the Stimulus—Organism—Response (S-O-R)
framework, significantly influencing users’ emotional states and satisfaction, which subsequently drives Continuance Usage
intention. This suggests that the SOR framework is well-suited to explain why users continue engaging with digital streaming
services.

B) Theory of Consumption Values

The Theory of Consumption Values (TCV), proposed by Sheth et al. (1991) suggests that individuals evaluate
consumption experiences based on several value dimensions, such as functional, social, emotional, epistemic, and conditional
values. Recent studies have expanded the application of the Theory of Consumption Values (TCV) to better understand
continuance intention in digital environments. For instance, research that combines Expectation-Confirmation Theory with
TCV shows that consumption values, particularly social and Emotional Values, are important factors in shaping users’
decisions to keep using social media platforms (Mehrabioun, 2024). In addition, research that applies the Theory of
Consumption Values to digital service contexts, such as mobile application usage, shows that both Social Value and Emotional
Value play an important role in shaping users’ intentions to continue using a service after initial adoption (Ananda & Patrisia,
2024). Thus, the Theory of Consumption Values offers a solid theoretical basis for understanding how social and emotional
benefits influence users’ intentions to continue using digital streaming services.

C) Social Value and Emotional Value

Social Value was described as the perceived benefit derived from the connection between an option and one or more
specific social groups by Sheth et al. (1991), which is attained through the use of observable products or services and is
influenced by the social influence of reference groups (Sheth et al., 1991). Social Value has been demonstrated to positively
impact Emotional Value, suggesting that social benefits from consumption experiences can heighten Consumers' Emotional
reactions toward goods and services (Rasoolimanesh et al., 2020). According to empirical research, Social Value has a positive
impact on Emotional Value, meaning that users who benefit socially and interpersonally from digital platforms are more likely
to have positive emotional reactions to the service (Talwar et al., 2024). These findings imply that Social Value does not
merely function as an external social stimulus, but also acts as an internal psychological trigger that shapes users' emotional
attachment and affective evaluation of digital services. Thus, the following hypotheses are proposed:
H1. There is an influence of Social Value on Emotional Value of Netflix among Gen Z users.

D) Social Value and Continuance Usage

In the literature on digital media consumption, Social Value has been conceptualized as the perceived benefits that
users gain from social interaction, recognition from others, and a heightened sense of belonging when engaging with a platform
(Wang et al., 2021). Mehrabioun (2024) integrates the Theory of Consumption Values with post-adoption models and finds
that social value significantly influences Continuance Intention in social media usage. Maqableh et al. (2021) showed that
Social Value is among the values that influence users' intention to continue using platforms like Facebook. Ji et al. (2024) show
that desired Social Value directly influences continuance intention and that psychological mechanisms such as FOMO play a
mediating role. Based on the findings, it concludes that Social Value positively influences Continuance Usage, as users who
perceive social benefits from platform usage are more likely to sustain their subscription. Therefore:
H2. There is an influence of Social Value on Continuance Usage of Netflix among Gen Z users.

E) Emotional Value and Continuance Usage

Several empirical studies demonstrate that Emotional responses, such as Enjoyment and Emotional attachment, play a
crucial role in shaping Continuance Usage intentions in the digital media context. Emotional Value is the perceived utility of a
product or service acquired from arousing feelings and affective states (Sheth et al., 1991), as well as generating pleasure and
emotions in users (Sweeney & Soutar, 2001). Motivated by Emotional Bonding, users often invest more energy and time in
sustaining their relationship with the platform (Lu et al., 2022). Further supporting this perspective, Zhang et al. (2025)
Emotional Attachment (enjoyment and affective engagement) strongly predicts Continuance Usage Intention in a pan-
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entertainment live-streaming context. Chakraborty (2023) highlights Emotional Value as a prominent factor influencing user
attitudes and content consumption behavior in OTT platforms, and further supports the argument that Emotional Value impacts
user decision-making regarding their subscription to streaming services; whereas Mehrabioun et al. (2024) empirically confirm
that Emotional Value has a direct relationship with Continuance Intention for social media use. Therefore, the proposed
hypothesis is:

H3. There is an influence of Emotional Value on Continuance Usage of Netflix among Gen Z users.

F) Hedonic Value and Consumer Satisfaction

Kurnianingsih et al. (2025) refer to Hedonic Value as the Emotional Value and personal gratification that consumers get
from the consumption experience of a particular product or service, which includes experiences related to sensation, aesthetics,
as well as emotional fulfilment beyond functional rewards. Hedonic value is defined in the context of consumer behavioral
literature related to sensory and emotional feelings that are gained as a result of purchasing or consuming a certain product or
service (Hussain et al., 2019). When the content is enjoyable and emotional for users, they tend to be satisfied because this
enjoyment meets their craving for entertainment and positive emotion (Yum & Kim, 2024). Research on curations of
subscription services provides further evidence that features such as surprise, enjoyment and experiential pleasures —
Sohedonic Attributes tend to have a predominant impact on Consumer Satisfaction relative to utilitarian benefits (Li et al.,
2023). Similarly, Andriani et al. (2021) show that hedonic purchasing value enhances consumers’ enjoyment and sense of
delight in e-commerce settings, which subsequently leads to higher levels of platform satisfaction. Accordingly, the following
hypotheses are proposed:
H4. There is an influence of Hedonic Value on the Consumer Satisfaction of Netflix among Gen Z users.

G) Hedonic Value and Continuance Usage

Hedonic value represents enjoyment, pleasure, and anxiety related to the use of a product/service (Holbrook and
Hirschman, 1982). Hedonic value was shown to positively and significantly influence users’ continuance intention (Jo, 2022).
According to Lianto et al. (2024), in the case of ride-hailing applications, enjoyment plays a crucial role in determining usage
behavior in successive instances, as Hedonic Value exhibits a positive effect over Continuance Intention. Furthermore, studies
of online brand communities indicate that hedonic benefits play an important role in users’ Continuance Intention (Han et al.,
2018), as enjoyment and experiential value not only attract but also keep users engaged with digital platforms for the long run.
Further research in mobile commerce contexts incorporates Hedonic Value into hierarchical consumer value frameworks,
demonstrating that Hedonic Value influences mobile buyers' intention to stick around, further demonstrating its applicability
outside of particular applications (Maduku & Thusi, 2023). Consequently, it is suggested that:
HS. There is an influence of Hedonic Value on Continuance Usage of Netflix among Gen Z users.

H) Consumer Satisfaction and Continuance Usage

Satisfaction generally means the collection of feelings when one’s previous emotions are combined with unconfirmed
expectations (Oliver, 1980). According to Triandewo & Viryanie (2023), Customers will be satisfied when their needs and
demands can be met by the product or service. In video-on-demand platforms, Pereira & Tam (2021) state that contentment has
a direct impact on Continuing Intention. Lo et al. (2024) show similar results, stating that among OTT users, Consumer
Satisfaction is the best predictor of Continuous Usage intention. According to research on Indonesian online meal delivery
services, consumers' intentions to stick with the platform are strongly influenced by Consumer Satisfaction, highlighting
satisfaction as a crucial predictor of retention behavior (Kurniawan et al., 2024). Evidence from FinTech peer-to-peer payment
apps also demonstrates that consumers' intentions to continue using digital financial services are influenced by their level of
satisfaction when their expectations are met or exceeded (Savitha et al., 2022). Hence, we propose that:
H6. There is an influence of Consumer Satisfaction on the Continuance Usage of Netflix among Gen Z users.

1) The Mediating Effect

Based on hypotheses H1 and H3, Social Value plays an important role in shaping Emotional Value, which in turn drives
Continuance Usage. This finding suggests that the influence of social benefits on sustainable use behavior is mediated by
Emotional Value as a psychological mechanism. When users perceive the Social Value of a platform, there will be a positive
emotional response, such as comfort, enjoyment, and emotional attachment. This emotional response then encourages users to
continue using the service for a longer period. Gogan et al. (2018) support this finding by showing that social fulfillment
significantly increases emotional commitment, which in turn impacts the intention to continue using social media.

In line with this view, Talwar et al. (2022) emphasize that Social Value and Emotional Value play a significant role in
Continuance Usage in digital content consumption. Based on these findings, this study positions Emotional Value as a
mediating variable in the relationship between Social Value and Continuance Usage. Thus, the higher the perceived level of
Social Value by users, the stronger the Emotional Value generated, which further drives an increase in users' tendency to
sustain service usage.
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H7. There is an effect of Social Value on Continuance Usage of Netflix mediated by Emotional Value.

Based on hypotheses H4 and H6, Hedonic Value plays a crucial role in enhancing Consumer Satisfaction, which
subsequently leads to Continuance Usage. This indicates that Consumer Satisfaction functions as a key mechanism that
transforms pleasurable and enjoyable experiences into sustained use over time. When users experience enjoyment, excitement,
or emotional pleasure while using a platform, these positive feelings increase their level of satisfaction, making them more
inclined to Continue Using the service. This relationship is supported by (Kurniawan et al. 2024), who found that Hedonic
motivation significantly improves Consumer Satisfaction in the context of online food delivery services, which in turn
strengthens users’ intentions to continue using the platform. Their findings highlight the importance of affective experiences in
shaping long-term usage behavior.

Furthermore, Lo et al. (2024) also report a strong association between Hedonic Value and Continuance Intention
through Consumer Satisfaction, reinforcing the idea that enjoyable service experiences encourage sustained usage. However,
their study does not explicitly investigate the mediating role of Consumer Satisfaction in this relationship. To address this gap,
the present study extends the work of Lo et al. (2024) by incorporating Consumer Satisfaction as a mediating variable. By
doing so, this research offers a deeper and more nuanced explanation of the psychological mechanisms through which Hedonic
Value influences Continuance Usage. Therefore:

HS8. There is an effect of Hedonic Value on Continuance Usage of Netflix mediated by Customer Satisfaction.

H7
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Figure 1. Research Model
Research Model in this study was established from two sources: (Lo et al. 2024) and (Talwar et al. 2024)

J) Research Method

Data used to make this analysis was collected using a quantitative research design of causal explanatory type, as it
aimed to prove how Social Value, Hedonic Value, Emotional Value and Consumer Satisfaction affect Continuance Usage on
digital streaming services. The findings are then used and discussed in correlation with the focus on Generation Z Netflix users
as typical representatives of digital natives, which are types of users who heavily engage with online entertainment platforms.

The participants provided responses for all constructs on a five-respondent Likert scale (1 = strongly disagree to 5 =
strongly agree). The measurement items were selected and modified from existing empirical studies in consumption value
theory, post-adoption behavior, and digital service usage that reflected the context of OTT streaming services. Content validity
and construct reliability were guaranteed through the use of validated scales.

The population targeted in this study was Gen Z users of the Netflix streaming service. A purposive sampling was
managed whereby all respondents fulfilled the predetermined research criteria. Participants specifically must live in Bekasi,
have been subscribed to Netflix for more than just a year, be the decision-maker when it comes to subscribing to Netflix, use
the streaming platform at least once every week and consume web series content if they primarily watch on that service. These
criteria were defined in order for respondents to have enough usage experience and familiarity with the platform, so they could
produce informed and reliable assessments of the constructs considered in this research. All computed values of minimum
sample size were done based on the PLS-SEM guideline that suggested a sample size at least ten times as much as the highest
number of structural paths pointing to a latent variable (Hair et al., 2022, p. 25). A total of 309 responses initially met these
sensitivities for research criteria. Subsequently, outliers were removed for data quality and model robustness purposes, with 7
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responses being omitted. 832 responses were received, of which 302 were considered valid and included for further analysis.

The collected data were analyzed with Partial Least Squares—Structural Equation Modeling (PLS-SEM) using
SmartPLS 3 software. The chosen analytical approach offered several advantages for predictive research, including the
suitability of complex models with data containing more than one latent construct and robustness to non-normality (Hair et al.,
2022: 28). Measurement model validation consisted of the evaluation through several criteria for all constructs including
indicator reliability, internal consistency reliability, convergent validity and discriminant validity using factor loadings,
Composite Reliability (CR), Average Variance Extracted (AVE), cross-loadings, Fornell-Larcker criterion and HTMT ratios.
The structural model was then examined through path coefficients, coefficient of determination (R?), and predictive relevance
(Q?) to test the proposed hypotheses and mediating effects.

II1. RESULTS AND DISCUSSION
Based on some of the characteristics of respondents who meet the criteria, there are 302 respondents whose data are
outlined in the results of the following data collection.

Table 2: Respondent Profile

Demographic variable Category Frequency %
Gender Male 93 30.8
Female 209 69.2
Age 17-20 71 23.5
21-24 201 66.6
25-28 30 9.9
Occupation Student 228 75.5
Civil Servant (PNS) 9 3.0
Private Employee 38 12.6
BUMN 8 2.6
Entrepreuneur 17 5.6
TNI/POLRI 0 0.0
Others 2 0.7
Monthly Income <Rp 1.000.000 73 24.2
Rp 1.000.000 - Rp 2.999.999 132 43.7
Rp 3.000.000 - Rp 4.999.999 49 16.2
> Rp 5.000.000 48 15,9
Last Education SMA/SMK 193 63.3
S1 105 344
S2 3 1.0
D3 1 0.3
Others 1 0.3
Device Used vV 147 48.68
Smartphone 208 68.87
Laptop 202 66.89
PC 22 7.28
Tablet 54 17.88

Source: Data processing using SPSS

Table 1 reports the demographic profile of the study. The observed characteristics consist of gender, age, occupation,
education level, monthly income, and device used. The results indicate that female respondents dominate the sample (69.2%),
with the majority falling within the 21-24 age group (66.6%). Most respondents are students (75.5%) and have an educational
background of senior high school or vocational school (63.3%). In terms of income, the largest proportion of respondents earn
between IDR 1,000,000 - IDR 2,999,999 per month (43.7%) and smartphones are the most frequently used device for
accessing Netflix (68.87%).

A) Evaluation of the Measurement Model (Outer Model)

According to Hair et al. (2022, p. 120), discriminant validity refers to the extent to which a construct is empirically
distinct from other constructs, indicating that each construct captures a phenomenon not represented by other constructs in the
model. As a general guideline, indicator outer loadings should be statistically significant, and values of 0.70 or higher are
recommended to ensure adequate indicator reliability.

Internal consistency reliability is assessed using Composite Reliability (CR) and Cronbach’s Alpha (CA), with both
measures required to exceed the minimum threshold of 0.70 to indicate satisfactory reliability. Furthermore, convergent



Maris Agung Triandewo & Nabila Zahra Latasha / IRJEMS, 5(2), 164-177, 2026

validity is evaluated using the Average Variance Extracted (AVE), where values of 0.50 or higher indicate that the construct
explains at least half of the variance of its indicators (Hair et al., 2022, p. 120).

Based on the results of the SmartPLS analysis, all indicators demonstrate outer loading values that meet the
recommended thresholds. In addition, the CR, CA, and AVE values for all constructs exceed the minimum criteria, indicating
that the measurement items reliably and validly represent their respective constructs.
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Figure 2. Measurement Model Test Result

Based on data processing, it can be concluded that convergent validity has been achieved, as indicated by all Loading
Factors above 0.70 (valid) and AVE values greater than 0.50 (valid), and the reliability calculations show that all Composite
Reliability and Cronbach’s alpha values are greater than 0.70. A detailed summary of the outer loadings, reliability
coefficients, and AVE values is presented in Table 3.

Table 3: Loadings, Reliability Measures and Validity Measures

Constructs and Measurement Items Loading
Social Value (0.=.904; CR = .9407; AVE = .839)

SV1: Watching Netflix helps me to participate in social conversations 0.906
SV2: Watching Netflix helps me to gain social approval 0.920
SV3: Using Netflix helps me stand out among my Peers 0.922

Hedonic Value (o = .813; CR = .889; AVE = .728)
HV1: Using Netflix is fun 0.886
HV2: I enjoyed using Netflix 0.885
HV3: Using Netflix truly felt like an escape 0.784
Emotional Value (0. = .847; CR = .908; AVE = .766)
EMV1: Watching a web series on Netflix is exciting 0.889
EMV2: Watching Netflix is enjoyable 0.867
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EMV3: I enjoy web series that are available on Netflix 0.869
Consumer Satisfaction (o = .878; CR =.916; AVE =.733)

CS1: I like the variations of the Netflix content 0.857

CS2: I am satisfied with Netflix (e.g. timely content updates) 0.838

CS3: Watching on Netflix meets my expectations 0.850

CS4: I would be happy to recommend Netflix to others 0.877
Continuance Usage (a.=.869; CR =.910; AVE =.718)

CUT: I continue to use Netflix rather than discontinue its use 0.820

CU2: I will use Netflix in the future 0.841

CU3: I recommend others to use Netflix 0.844

CU4: 1 plan to use Netflix in the future 0.882

Source: Data processing using SmartPLS 3.0

Discriminant validity refers to the extent to which a construct is truly distinct from other constructs in the research
model, meaning that each construct represents a unique concept and does not overlap with others (Hair et al., 2022, p. 120). In
this study, discriminant validity is primarily assessed using the Fornell-Larcker criterion and the Heterotrait—-Monotrait Ratio
(HTMT). The Fornell-Larcker criterion, which compares the square root of the Average Variance Extracted (AVE) of each
construct with its correlations with other constructs to ensure adequate separation. In addition, Heterotrait—Monotrait Ratio
(HTMT) is used to assess the degree of similarity between constructs by comparing correlations across constructs with
correlations within the same construct.

Table 4: Forenell-Larcker criterion

Continuance Usage | Consumer Satisfaction | Emotional Value | Hedonic Value | Social Value
Continuance Usage 0.847
Consumer Satisfaction 0.728 0.856
Emotional Value 0.754 0.759 0.875
Hedonic Value 0.672 0.687 0.714 0.853
Social Value 0.358 0.226 0.232 0.252 0.916

Source: Data processing using SmartPLS 3.0

Based on the results presented in Table 4, discriminant validity is established according to the Fornell-Larcker
Criterion, where the square root of the Average Variance Extracted (AVE) for each construct exceeds its correlations with
other latent constructs (Hair et al., 2022, p. 121). This indicates that each construct shares more variance with its own
indicators than with other constructs in the research model.

In addition, an inspection of indicator loadings shows that each indicator is more strongly associated with its intended
construct than with other constructs in the model, providing further support for discriminant validity.

However, as highlighted by Hair et al. (2022, p. 121), both the Fornell-Larcker Criterion and indicator loading
inspections may have limitations in detecting discriminant validity issues, particularly when constructs are conceptually
related. Therefore, the discriminant validity assessment is further strengthened by employing the Heterotrait—Monotrait Ratio
(HTMT), which provides a more stringent and reliable evaluation of discriminant validity.

Table 6: Heterotrait-Monotrait Ratio (HTMT)

Continuance Usage | Consumer Satisfaction | Emotional Value | Hedonic Value | Social Value

Continuance Usage

Consumer Satisfaction 0.833
Emotional Value 0.877 0.880
Hedonic Value 0.795 0.804 0.846
Social Value 0.401 0.251 0.262 0.306

Source: Data processing using SmartPLS 3.0

Based on the HTMT results shown in Table 9, all values are below the recommended threshold of 0.90 as suggested by
Hair et al. (2022, p. 126). This indicates that discriminant validity is not a concern in this study. In other words, each construct
in the model can be empirically distinguished from the others, suggesting that the measurement model demonstrates
satisfactory quality and is suitable for further analysis.

B) Structural Model Testing (Inner Model)
Structural model (inner model) testing is conducted to evaluate the relationships among latent constructs by examining
path coefficients and their levels of significance, which serve as the basis for hypothesis testing. According to Hair et al. (2022,
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p. 13), the inner model represents the structural relationships between constructs and is used to assess the proposed causal links
within the research framework.

In this study, the explanatory power of the model is evaluated using the coefficient of determination (R-square), which
indicates the extent to which the exogenous variables explain the variance of the endogenous variables. R-squared is calculated
based on the squared correlation between the observed and predicted values of the endogenous construct. The value of R-
square ranges from O to 1, where higher values indicate a stronger explanatory capability of the model (Hair et al., 2022, p.
195).

In addition to R-square, predictive relevance is assessed using the Q-square value obtained through the blindfolding
procedure. Q-square evaluates the model’s ability to predict data points that are omitted during the estimation process. A Q-
square value greater than zero indicates that the model has adequate predictive relevance, whereas a value equal to or below
zero suggests a lack of predictive capability (Hair et al., 2022, p. 202).

Table 7: Predictive accuracy and relevance (R2 and Q2)
R2 Q2
Continuance Usage 0.665 | 0.470
Consumer Satisfaction | 0.472 | 0.343
Emotional Value 0.054 | 0.038

Source: Data processing using SmartPLS 3.0

The R? value for Continuance Usage is 0.665, indicating that Social Value, Hedonic Value, Emotional Value, and
Consumer Satisfaction are able to explain approximately 66.5% of the variance in Continuance Usage. The remaining 33.5% of
the variance is explained by other factors outside the research model. In addition, the Q* value of 0.470 indicates good
predictive relevance, as the value is greater than zero, suggesting that the model has a strong ability to predict continuance
usage behavior.

For Consumer Satisfaction, the R? value of 0.472 indicates that Hedonic Value explains 47.2% of the variance in
Consumer Satisfaction, while the remaining variance is influenced by other variables not included in the model. The Q? value
of 0.343 further confirms that the model demonstrates adequate predictive relevance for Consumer Satisfaction.

Meanwhile, Emotional Value shows an R? value of 0.054, indicating that Social Value explains 5.4% of the variance in
Emotional Value, with the majority of the variance influenced by factors beyond the scope of this study. Despite the relatively
low explanatory power, the Q2 value of 0.038 remains above zero, suggesting that the model still possesses predictive
relevance for Emotional Value.

Table 8: Summary of Path Coefficients and Hypotheses Testing

Hypotheses Path B t-value | p-values | Result
H1 SV—-EV 0.232 | 4.360 0.000 Supported
H2 SV — CU 0.163 | 4.048 0.000 Supported
H3 EV — CU 0.380 | 6.290 0.000 Supported
H4 HV — CS 0.687 | 23.220 0.000 Supported
H5 HV — CU 0.158 | 2.867 0.004 Supported
Hé CS — CU 0.294 | 4.443 0.000 Supported
H7 SV—-EV—->CU | 0.088 | 3.221 0.001 Supported
H8 HV—->CS—>CU | 0.202 | 4.440 0.000 Supported

Source: Data processing using SmartPLS 3.0

Table 8 shows the results of the hypothesis testing are summarized. Here is the explanation of the results for each hypothesis:

1. Hypothesis 1 (H1) has a p-value of 0.000 < 0.05 and a positive coefficient value of 0.232. This indicates that Social
Value has a positive effect on Emotional Value. The higher the Social Value perceived by users, the higher the
Emotional Value toward Netflix. This result is consistent with the research by Talwar et al. (2024).

2. Hypothesis 2 (H2) has a p-value of 0.000 < 0.05 and a positive coefficient value of 0.163. These results indicate that
Social Value has a positive effect on Continuance Usage. The higher the Social Value, the higher the users’ intention to
continue using Netflix. This result is consistent with the research by Talwar et al. (2024).

3. Hypothesis 3 (H3) has a p-value of 0.000 < 0.05 and a positive coefficient value of 0.380. This indicates that Emotional
Value has a positive effect on Continuance Usage. The higher the Emotional Value experienced by users, the higher the
Continuance Usage. This result is consistent with the research by Talwar et al. (2024).
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4. Hypothesis 4 (H4) has a p-value of 0.000 < 0.05 and a positive coefficient value of 0.687. These results indicate that
Hedonic Value has a positive effect on Consumer Satisfaction. The higher the Hedonic Value, the higher the Consumer
Satisfaction. This result is consistent with the research by Lo et al. (2024).

5. Hypothesis 5 (H5) has a p-value of 0,004 < 0.05 and a positive coefficient value of 0.158. This indicates that Hedonic
Value has a positive effect on Continuance Usage. The higher the Hedonic Value, the higher the Continuance Usage.
This result is consistent with the research by Lo et al. (2022).

6. Hypothesis 6 (H6) has a p-value of 0.000 < 0.05 and a positive coefficient value of 0.294. These results indicate that
Consumer Satisfaction has a positive effect on Continuance Usage. The higher the Consumer Satisfaction, the higher the
Continuance Usage. This result is consistent with the research by Lo et al. (2024).

7. Hypothesis 7 (H7) has a p-value of 0,001 > 0.05 and a coefficient value of 0.088. These results indicate that Social
Value has a positive effect on Continuance Usage mediated by Emotional Value. The higher the Social Value, the
higher the Continuance Usage through Emotional Value. This mediation is a partial mediation, as both the direct and
indirect effects are significant. This result is consistent with the research by Talwar et al. (2024).

8. Hypothesis 8 (H8) has a p-value of 0.000 < 0.05 and a positive coefficient value of 0.202. This indicates that Hedonic
Value has a positive effect on Continuance Usage mediated by Consumer Satisfaction. The higher the Hedonic Value,
the higher the Continuance Usage through Consumer Satisfaction. This mediation is a partial mediation, as both the
direct and indirect effects are significant. This finding extends the study of Lo et al. (2024) by demonstrating that the
effect of Hedonic Value on Continuance Usage is partially mediated by Consumer Satisfaction.

C) Discussion

This study aims to explain the key factors that influence Continuance Usage of Netflix among Generation Z
by examining the roles of Social Value and Hedonic Value, along with the mediating effects of Emotional Value
and Consumer Satisfaction. The findings offer important insights into how social and experience-based consumption
values shape long-term usage behavior in Over-the-Top (OTT) streaming services, particularly within the
Indonesian context.

The results show that Social Value has a positive and significant effect on Emotional Value. This indicates
that social benefits gained from using Netflix, such as shared viewing experiences, peer influence, and a sense of
social connection, contribute to more positive emotional responses. For Generation Z, streaming platforms are not
only used for entertainment but also serve as social spaces where users can feel socially connected and recognized.
This finding supports previous studies that highlight the role of Social Value in strengthening emotional responses
in a digital consumption context (Talwar et al., 2024). On the other hand, a study by Gogan et al. (2018) shows that
social-oriented benefits strengthen emotional responses and emotional attachment, thereby reinforcing users’
affective connection with digital platforms.

The findings also indicate that Social Value has a positive and significant effect on Continuance Usage. This
suggests that perceptions of social relevance and social acceptance increase users’ intentions to keep using Netflix.
Among Generation Z, streaming platforms are often embedded in daily social life, where peer influence and shared
content experiences play an important role in shaping Continued Usage. This result is consistent with prior studies
emphasising that Social Value is a strong driver of Continuance Usage intention in digital service contexts (Talwar
et al., 2024; Flavian et al., 2024).

Furthermore, the results show that Emotional Value positively and significantly influences Continuance
Usage. This means that feelings such as feeling satisfied emotionally, relaxation, and positive mood gained from
using Netflix encourage users to continue using the service. Emotional gratification, therefore, functions as an
important psychological factor that links consumption experiences to repeated usage behavior. This finding aligns
with prior research on digital entertainment services (Talwar et al., 2024) and is further supported by recent studies
showing that emotional attachment strengthens continuance intention in digital platforms (Zhang et al., 2025).

In addition, the findings demonstrate that Hedonic Value has a strong positive effect on Consumer
Satisfaction. This suggests that enjoyable and entertaining experiences provided by Netflix significantly increase
users’ satisfaction levels. For Generation Z users, hedonic aspects are particularly important when evaluating digital
services, as they place high value on entertainment quality and overall enjoyment. This result is consistent with
previous studies identifying Hedonic Value as a key determinant of Consumer Satisfaction in OTT services (Lo et
al., 2024), and is supported by recent evidence showing that higher hedonic experiences enhance Consumer
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Satisfaction (Esmaeilzadeh et al., 2025).

Moreover, the results reveal that Hedonic Value also has a direct and positive effect on Continuance Usage.
This indicates that enjoyable and entertaining experiences directly motivate users to keep subscribing to Netflix. In
highly competitive digital markets, such enjoyment-based experiences play a crucial role in sustaining usage
behavior. This finding is in line with prior research showing that Hedonic Value significantly influences
continuance intention in streaming and digital service contexts (Lo et al., 2024), and is further supported by studies
demonstrating that perceived enjoyment encourages continued engagement with digital platforms (Mpinganjira et
al., 2024).

The study further confirms that Consumer Satisfaction has a positive and significant effect on Continuance
Usage. This means that users who are satisfied with their overall experience are more likely to continue using
Netflix over time. Satisfaction reflects users’ overall evaluation of the service and helps strengthen ongoing
engagement while reducing the likelihood of discontinuation. This result is consistent with Lo et al. (2024) and
supported by prior research highlighting satisfaction as a key driver of sustained usage behavior among digital users
in OTT platforms (Friederich et al., 2023).

Regarding the indirect effect, this study finds that Consumer Satisfaction significantly mediates the
relationship between Hedonic Value and Continuance Usage. This suggests that hedonic experiences encourage
continued usage not only directly, but also indirectly by enhancing users’ satisfaction. While previous studies, such
as Lo et al. (2024), highlighted the importance of Hedonic Value and Consumer Satisfaction as key predictors of
Continuance Intention, the present study extends this line of research by empirically demonstrating the mediating
role of Consumer Satisfaction in this relationship and is further supported by evidence demonstrating that
satisfaction mediates the relationship between hedonic benefits and Continuance Intention in mobile application
contexts, where enjoyment leads to greater satisfaction and continued use (Akel & Armagan, 2021).

Finally, the results indicate that Emotional Value significantly mediates the relationship between Social
Value and Continuance Usage. This implies that social benefits influence continued Netflix usage through users’
emotional responses. When Netflix is perceived as socially relevant, it generates positive feelings that strengthen
users’ intention to continue using the platform. This mediating mechanism is consistent with prior research
highlighting the role of emotional value in connecting social experiences with sustained usage behavior in digital
consumption contexts (Talwar et al., 2024).

IV. CONCLUSION
A) Practical Implications
The findings of this research have direct and meaningful implications for OTT service providers, especially Netflix, in
enhancing Continuance Use among Generation Z users. First, given that Social Value significantly affects users’ emotional
experiences, OTT platforms could enrich their application features based on social interaction. For instance, Netflix can add
simple social-sharing tools — such as a button that lets users share their favorite movies or series to friends in social media or
messaging apps. “Watch together” features, shared playlists or visible popularity indicators are also all designed to encourage
social engagement and make people feel connected when on the platform.

Second, emotional and hedonic experiences need to be enabled by content, but also by interface design. Website and
mobile app developers can create colourful interfaces with seductive layouts and smooth navigation to make users feel gratified
during browsing or viewing. A well-designed and user-friendly interface can increase users’ Emotional Value, leading to
higher satisfaction, which is particularly echoed amongst Generation Z users who are more prone to digital exposure.

Third, content strategy is still a big lever for user retention. Films and series established themselves as the main items of
OTT demand in recent digital entertainment surveys (Redaksi, 2025). Account Settings (08)Netflix should invest in high-
quality content creation and licensing of popular genres. Emotional attachment and usage over time can be strengthened even
further by developing local content that is original to Indonesia, expanding audiences and referencing Indonesian culture with
younger fans.

Lastly, we are also covering the latest tech to make your streaming worthwhile. Technical problems like buffering or
poor video quality might diminish enjoyment and lead to decreased use. Moreover, Netflix should constantly optimize the
performance of streaming, provide an adaptive quality video, and also offer a flexible on-demand viewing option to enable
users to enjoy content anytime and anywhere. OTT providers can put in place enlivening. How about we need to catch a more
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profound reason for presenting social features, delightful plans, life-stirring content and solid specialized execution that will
help with user joint satisfaction followed by long-term support among Generation Z.

B) Theorvitical Implications

This study adds to the literature by incorporating Consumption Value Theory (Sheth et al. (1991) and the Stimulus—
Organism—Response (SOR) model proposed by Mehrabian and Russell (1974), which are used to explain continuance usage
behavior in OTT context. Consumption Value Theory provides an explanation of how users assess digital services in terms of
perceived values, focusing on Social Value and Emotional Value, while the SOR framework clarifies that these values act as
external stimuli that translate to internal mental states, like Hedonic Value and Consumer Satisfaction, which then guide
behavioral response—Continuance Usage. Both theories are applied in the post-adoption context and for Gen Z users of digital
streaming services. Although previous research, including Lo et al. (2024), highlighted the importance of Hedonic Value and
Satisfaction for maintaining use, and Talwar et al. While Chan et al. (2024) underscored social and emotional features of digital
entertainment, the present study enhances the relevant body of literature by unifying Social Value, Emotional Value, Hedonic
Value and Consumer Satisfaction within a cohesive explanatory model. In this way, the findings contribute to a broader
perspective on how social and experiential elements shape long-term use of OTT platforms in concert with each other.

C) Limitations Of The Study And Recommendations For Future Research

There are several limitations that should be noted in this study. Firstly, this study only has a sample of Generation Z
Netflix users in Bekasi City, so the generalization of the research findings remains limited. The research area for this study was
selected based on the high population density, urban status, and strong exposure to digital technology and OTT streaming
services emerging in Bekasi, a strongly populated city, which fits Generation Z's Continuance Usage behavior as the subject of
analysis with matching criteria. In other cities/areas, user behaviours may vary significantly. Hence, it is suggested that further
research should broaden the sample coverage by including respondents from different regions in Indonesia, allowing the results
to represent wider demographic and regional differences.

Second, this study investigates only Netflix as the OTT streaming platform in focus. As such, the results mainly capture
users’ perception and usage behavior in relation to the domain of Netflix. Different OTT platforms may have different content
strategies, pricing models, and platform features that can result in a different user experience and continuance behavior. This
suggests that future studies should incorporate several OTT platforms (e.g., Disney+, Amazon Prime Video) or local streaming
services to compare their continuance usage behavior, providing a more holistic perspective of the OTT market.

Third, this research only investigates a few variables that are Social Value, Hedonic Value, Emotional Value and
Consumer Satisfaction in predicting Continuance Usage. Although these factors provide important insight, whether users
continue using OTT platforms will also depend on multiple other determinants. Other factors like price fairness, habitual usage
and perceived usefulness or trust in the platform may also be significant. Hence, it is suggested to include additional variables
and simple moderating factors (e.g., gender differences, age group, or frequency of platform usage) in future research on the
proposed model in order to better understand how these factors may strengthen/weaken relationships.
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