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Abstract. Subscriber-based video-on-demand (S1°0D) platforms saw significant business growth during the COVID-19 pandemic. Due
10 restrictions on movement, the Indonesian government strictly regulated visiting the cinema during the COVID-19 outbreak. Consequently,
Silm providers and consumers adopted S1°0D services as alternative digital platforms. However, Indonesian subscriptions currently lag
bebind other countries. In addition, a survey from 2019 by the Coalition Against Piracy discovered that 63% of Indonesian consumers opt
to access illegal streaming services instead of paying subscription fees to video streaming providers. This research empirically examines the
social influences, perceived risks, hedonic motivations, and utility values that affect bebavioral intention to understand what factors influence
paying subscriptions. The hypotheses proposed in our research nodel are tested on a sample of 291 Indonesian S1°0D platform subscribers.
The partial-least square modeling result shows that social influence, hedonic motivation, and utilitarian value can, directly and indirectly,
influence behavioral intention. Contrary to our research hypotheses, the perceived risk of adopting illegal streaming videos only indirectly
influences bebavioral intention. Finally, it is noted that a combination of external and internal consumer motivations impact the intent to
subscribe to a SVoD platform.
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According to a survey conducted by Kominfo
and The Coalition Against Piracy (CAP) of the
Asian Video Industry Association, 63% of
Indonesian online consumers prefer to access
illegal streaming service sites instead of paying

1. Introduction

The COVID-19 pandemic resulted in
disruption to people’s everyday lives, and

subsequent mobility restrictions implemented
in response to the pandemic changed how
people access entertainment. Several studies
reported that the use of movie streaming
platforms by Indonesians increased during the
COVID-19 pandemic (Farveen, 2020; Media
Partner Asia, 2021). According to Nagaraj et
al. (2021), movie streaming service providers
such as Netflix, Amazon Prime, and HOOQ
adopted  subscription-based  video-on-
demand (SVoD) services to harness the huge
growth of internet usage.

Although SVoD services have experienced
robust growth in Indonesia, the number of
SVoD subscribers lags behind compared with
other countries (Purnamaningsih et al., 2019).
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subscription fees (AVIA, 2019). At the
country level, illegal streaming services could
result in unfair competition in the film
industry because those who produce pirated
content have larger audiences than the original
producers.  Furthermore, gambling and
pornographic advertisements that exist in
illegal streaming services could violate
Indonesian censorship laws on film content
that aim to ensure content is suitable for film
viewers (Baittri, 2021). In the long run, a
consumer’s choice to access illegally streamed
movies will impact the fairness of competition
in the film industry and increase adverse
piracy behavior (Malin & Fowers, 2009).
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Previous research investigating behavioral
intention to subscribe to SvoD services has
been conducted in several countries. Research
in India  highlights  price, content,
convenience, feature, and quality as factors
that impact millennial consumers’ willingness
to subscribe to and choose certain SvoD
platforms (Koul et al, 2021). Other
researchers associate behavioral intention
with the technology adoption model (Youn &
Lee, 2019), expectation confirmation model
(Pereira & Tam, 2021), and consumer values
(Kwak etal., 2021). In the Indonesian context,
Lestari, Richard, and Soesanto (2020)
conducted a study on the factors that
influence consumers’ intentions to continue
to use Netflix in Indonesia. Surprisingly, a few
studies associate piracy behaviors with the
behavioral intention of subscribing to SVoD
platforms. As far as the authors’ can tell, only
Derakhti et al. (2020) have investigated
whether video-on-demand services
potentially increase movie piracy activity in
Chilean students. This study aims to research
the behavioral intention of subscribing to
SVoD by integrating awareness of piracy
behavior and intrinsic motivation in paying
for the services.

The integration of piracy behavior and
technology adoption has been widely
investigated in digital products such as music
streaming, digital application, and online TV
streaming. Lestari, Richard, and Soesanto
(2020) found that the perceived risk of using
illegal digital products significantly influenced
users. As a result, this study also aims to
highlight several aspects of media exposure
that educate users on the risks of illegal movie
streaming and the strategies that service
providers  employ  regarding  sharing
subscriptions and offering one-month free
trials to benefit SVoD subscribers. This study
assumes social influence and perceived risk
will be antecedents of subscribing to SvoD
services. Another factor that influences the
intention of users to continue accessing SvoD
services is utility value, or perceived
usefulness. Researchers found that utility
value was a stronger influence than enjoyment
or hedonic motivation (Pereira & Tam, 2021).
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Other research found that both utility value
and hedonic motivation significantly increase
trust in online subscription services
(Fernandez-Robin et al., 2019). As such, this
study chooses to examine both aspects,
hedonic motivation and utility value, as
underlying factors that influence trust in
relation to subscribing to SvoD services.

2. Literature Review/ Hypotheses
Development

According to Sundaravel and Elangovan
(2020), video-on-demand services have three
systems of online streaming: subscription-
based video-on-demand (SVoD), ad-based
video-on-demand (AVoD), and transaction-
based video-on-demand (TVoD). Different
systems exist in paying subscriptions. SVoD
requires consumers to pay a regular monthly
subscription payment in order to receive free
access to content without advertising. Netflix,
Iflix, HOOQ), and Amazon Prime are growing
SVoD providers in Indonesia. The first SVoD
platform, Netflix, started to penetrate the
Indonesian market in 2016 (Fergus Putri &
Paksi, 2021). During the COVID-19
pandemic, eight international SvoD providers
gradually entered the Indonesian market
(Mahelingga, 2021). To increase
subscriptions, SVoD platforms sometimes
broadcast cinematic films or TV series and
produce original cinematic films and TV
series (Van den Broeck et al., 2008).

There have been several studies explaining the
willingness to pay SVoD subscriptions. These
studies looked at different perspectives, such
as contribution of valuable attributes in SVoD
(McKenzie, Crosby, Cox, & Collins, 2019),
consumer preference for binge-watching
shows (de Matos & Ferreira, 2020), factors
that influence SVoD market growth (Lee et
al., 2021), and the technology acceptance
model as relevant to consumers in Egypt
(Elsafty & Boghdady, 2022). In line with the
research aim of this study, the most recent
studies (see Elsafty & Boghdady, 2022)
investigated content piracy and found it was
an insignificant factor impacting behavior
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intentions to pay for subscriptions. In
addition, the studies highlight several
significant contributing factors, namely social
influences, hedonic motivations, and habits.
This study aims to research perceived risks in
pirated content, which is frequently
distributed in illegal streaming services, more
deeply in the context of Indonesia. Also, this
study specifically highlights social influence as
a precursor variable in activating other
important influences such as hedonic
motivation, perceived risk, and utilitarian
value.

The first contributing factor is social
influence. Social influence is important since
consumer trust can be influenced by the belief
of others (Venkatesh et al., 2012). In the
context of the adoption of video-on-demand
services, social influence is a determining
factor for individuals to adopt VoD services
(Liu et al., 2009). In general, family, friends,
and other people who are considered
important can exert social influence (Talukder
et al., 2019), and several studies have shown
that social influence has a positive relationship
with behavioral intention to adopt technology
(Madan & Yadav, 2016). According to
Fernandez-Robin et al. (2019), social
influence is a pivotal factor in the theory of
reasoned action (TRA) and unified theory of
acceptance and use of technology (UTAUT)
behavioral models that explain how
individuals accept technology such as Netflix
and other SVoD platforms. Referring to
previous works of literature, the first
hypothesis of this study is:

H;: Social influence has a positive effect on the
bebavioral intention of subscribing to SvoD services.

The media have reported the dangers of
watching illegal streaming services. CNN
Indonesia (2019) claims malware from illegal
streaming services such as IndoXXI, Ganool,
and cgvindo potentially infiltrates security
systems on users’ devices. Nevertheless, the
usage of illegal video streaming services in
Indonesia is still high (Ammurabi, 2020).
Thus, media exposure is a part of social
influence that spreads information about the
risk of wusing illegal streaming services.
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Regarding risk perception, the word-of-
mouth aspect has an influence on the
adoption of technology (Huete-Alcocer,
2017). The disadvantages of using illegal
streaming services are disseminated by media
and other people who might adopt the
technology. Therefore, social influence
potentially  positively — affects behavioral
intention and perceived risk. Therefore, this
study proposes a second hypothesis:

Hy: Social influence has a positive effect on perceived
risk.

SVoD platforms that generate high-quality
film content create entertainment (Sundaravel
& Elangovan, 2020). Viewers can avail of a
one-month trial to enjoy films (Udoakpan &
Tengeh, 2020) and get comfortable with the
services  without being bothered by
advertisements (Cunningham et al., 2010).
The current promotion system used by some
SVoD platforms recognizes that some users
might be uncomfortable with paying
subscriptions so they promote a collective
subscription system, according to Heubl
(2020), which allows consumers to subscribe
and pay subscription fees together with their
relatives or friends. Lee et al. (2018) argued
that utilitarian value has the same perception
of fulfilling consumer expectations in which a
product or service perceive equal with rational

motives in terms of time, place, and
ownership. Social influence potentially
expresses positive effects on hedonic

motivation and utilitarian value. Hence, this
study proposes the following hypotheses:

Hs: Social influence has a positive effect on hedonic
motivation.

Hy: Social influence has a positive effect on utilitarian
value.

The second contributing factor is perceived
risk, which is defined as individual belief in the
consequences of human activity (Yoon, 2010).
The perception of perceived risk includes
uncertainty and  potential  unexpected
consequences due to using a service (Singh et
al., 2021). Perceived risk affects an individual’s
decision to act; one such action is consuming
pirated films. According to Kilcullen et al.
(2020), people who avoid risk tend to see
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everything from the perspective of received
benefits. The negative impact of illegal
streaming services would potentially stimulate
switching behavior into SVoD services to
avoid viruses or malware infecting computer
systems (Burruss & Dodge, 2018). Hence, this
study proposes the hypothesis:

Hs: Perceived risk has a positive influence on
utilitarian value.

In addition, the presence of pornographic or
gambling advertisements on illegal streaming
services potentially stimulates addiction to
harmful content and raises parents’ reluctance
to allow children and adolescents to access
illegally streamed videos (Gémez Hidalgo et
al., 2009). Referring to previous works in the
literature, the sixth hypothesis of this study is:
Hg: Perceived risk has a positive influence on the
bebavioral intention of subscribing to SvoD services.

The third contributing factor is hedonic
motivation. This factor relates to the pleasure
and enjoyment obtained by adopting
technology (Venkatesh et al., 2012a). It is
hedonic motivation that can increase public
trust in using technology (Fernandez-Robin
et al, 2019). According to research on
streaming services, especially SVoD, it has
been proven that hedonic motivation has a
positive  relationship ~ with ~ behavioral
intentions. Hence, this study proposes the
hypothesis:

Hy: Hedonic motivation has a positive effect on the
bebhavioral intention of subscribing to SvoD services.

The fourth contributing factor is utilitarian
value. Utilitarian values are expressed in the
characteristics of individuals who want
comfort and effectiveness in achieving results
(Arizzi et al.,, 2020). Rational considerations
such as the benefit or function of product
choices represent utilitarian value (Dewi &
Ang, 2020). The behavioral intention to use
SVoD services is higher in consumers who
shop because they are influenced by utilitarian
values (Lim et al., 2020). Hence, this study
proposed the hypothesis:

Hg: Utilitarian values have a positive effect on
the behavioral intention of subscribing to
SvoD services.

The fifth contributing factor is behavioral
intention. Behavioral intention is active loyalty
by making recommendations to others and
feeling satisfaction (Namkung & Jang, 2010).
Behavioral intention makes it possible for
consumers to carry out other behaviors such
as positive word-of-mouth about a service
provider, and these consumers have the
intention to continue using subscription
services (Saha & Theingi, 2009). Thus, this
study proposes the following research
framework to examine behavioral intention to
subscribe to SVoD services (Figure 1).

Social Influence

H,

Perceived Risk

Hedonic
Motivation

Utilitarian Value

Behavioral Intention to
Subscribe SVoD

Hs

Hs

Figure 1.

The Conceptual Model (Source: Research Theoretical Foundation)

3. Methodology

This study uses a survey questionnaire to
verify  the hypotheses and research
framework.  The  authors  randomly
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distributed online questionnaires through
social media from June to December 2021.
The subjects of this research are Indonesian
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consumers who currently or previously
subscribe to SVoD platforms such as Netflix,
Disney+ Hotstar, Viu, WeTV, and Iflix. The
authors obtained 291 valid responses to the
questionnaire. Hair et al. (2012) stated that
for market research the minimum sample size
for partial least squares(PLS)-based modeling
is ten times the maximum number of paths
in the outer and inner model. This is
discussed further in Section 4.

The questionnaire items in this study were
measured on a five-point Likert Scale where
one indicates strongly disagree, and five
indicates strongly agree. Since few studies
have examined the paying intention of SVoD
users, we combine an indicator scale from
previous research on technology acceptance
in a platform that needs a subscription (e.g.
music, payment, and TV) with several
arguments explaining video streaming
subscriptions. Appendix 1 shows where the
indicator of each construct was obtained
from works in the literature. This research
model uses a reflective-reflective model type
measurement (Becker, Klein, & Wetzels,
2012). Meaning that all variables are
reflectively measured by their indicator scale
and can be distinguished from each other but
are also correlated. Thus all indicators from
all  variables are distinct and not
interchangeable.

This study performs PLS using SmartPLS
3.2.7 software to analyze the scale and
structural model’s accuracy. There are two
steps in processing the data using PLS:
assessment of the measurement model (outer
model) and the structural model (inner
model). The outer model is part of the
measurement model, a tool to determine the
validity and reliability of each construct used
in a study (Maholtra et al., 2017). To ensure
all variables and indicators are distinct and
correlated, This study examines reliability
through  the indicator and internal
consistency reliability and wvalidity through
convergent and discriminant validity as
suggested by Becker et al (2012). The inner
model is part of a structural model in which
Table 3.
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the inner model was tested to determine the
quality of the research model by measuring
its ability to predict endogenous constructs
through the calculation of the determinant
coefficient (R?), predictive relevance (Q?),
and path coefficient (Hair et al., 2012). In
addition, calculations on Goodness of Fit
(GoF) were also carried out to test the inner
model to determine the suitability of the
research model built.

4. Findings and Discussion

This research framework consists of 18
indicators and 8 path relationships, so the
minimum number required for the sample is
10 X 26 = 180. In this study, 291 respondents
were obtained which meets the minimum
number for the sample. A brief outline of
respondents’ demographics can be seen in
Appendix 2. Regarding gender, 66.33% of
respondents are women. Regarding ages,
most of the respondents are between 22 and
25 years old. Around 48.73% have been
paying subscriptions for 1 to 3 years.

4.1. Empirical Results of Outer Model

Table 1 shows the results of the outer model
analysis, which measures the reliability and
validity of the model construct, and the
compound variable and its indicators. First,
all indicators of the research variables such as
social influence, perceived risk, hedonic
motivation, utilitarian value, and behavioral
intention are declared reliable because they
have a loading value on each variable above
the cut-off value of 0.7, which Fornell and
Larcker (1981) and Hair et al. (2012) argue
extracts sufficient variance. Second, the
results of the reliability test reach the
Cronbach Alpha (x) and Composite
Reliability minimum value of 0.7, meaning
that the value of the construct used in this
study can be said to be consistent and the
convergent validity of this study can be said
to meet the AVE criteria with a minimum
value of 0.5 (Hair et al., 2012).
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Tabel 1.
Results of Outer Model Analysis

Construct Loading o CR AVE
Social Influence 0.914 0.936 0.747
Public figures mostly use SvoD services and
, 0.866
because of that I’'m sure to use that platform
Provider recommendation to use the sharing 0.934
system subsctiption '
Friends recommend a SvoD service 0.775
Mass media reports that illegal video streaming
. ; 0.866
services are dangerous for devices
Using SVoD services after seeing negative news
. . 0.873
related to illegally streamed videos
Perceived Risk 0.733 0.849 0.653
Illegal streaming services cause device problems  0.858
Illegal streaming services are harmful because of
. . 0.802
the existence of pornographic ads
Illegal streaming services are harmful because of 0.762
the existence of online gambling ads )
Hedonic Motivation 0.930 0.948 0.787
Feeling happy using SVoD service 0.943
Feeling enjoyment while using SVoD service 0.833
Feeling happy to share a subscription with
. . 0.947
friends/family
Feeling happy to pay less 0.928
Specials (promotions) from the provider make me
. 0.770
interested
Utilitarian Value 0.843 0.879 0.591
Can use SVoD services anytime and anywhere 0.742
Have control over program navigation 0.777
Variety of movies are available 0.810
The sharing system of SVoD services makes fees
0.741
cheaper
The absence of ads increases comfortable viewing 0.772
Behavioral Intention 0.841 0.905 0.760
Willing to sacrifice to pay a subsctiption 0.907
Willing to be loyal to the SVoD provider 0.818
Willing to recommend others to subscribe to the 0.888

SVoD platform

Using the Fornell Larcker criteria, validity
tests were also carried out to analyze the
loading and AVE values. This study employs
Fornell ~Larcker criteria to measure
discriminant validity. As shown in Table 2,
bold diagonal values indicate square roots of
AVE for each variable and discriminant
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validity can be satisfied if each bold diagonal
value is greater than the shared variance with
other variables. In other words, the diagonal
bold values (shown in Table 2) are greater
than the values of other variables in the same
row and column.
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Table 2.
Fornell Larcker Criteria
SI PR HM uv BI
Social Influence (SI) 0.787
Perceived Risk (PR) 0.411 0.763
Hedonic Motivation (HM) 0.626 0.503 0.834
Utilitarian Value (UV) 0.421 0.443 0.481 0.839
Behavioral Intention (BI) 0.658 0.630 0.641 0.554 0.793

Note: Bold diagonal values show the square root of AVE for each construct

4.2. Empirical Results of Inner Model

The measurement of the coefficients of
determination (R? aims to assess the research
model's fitness (Hair, Ringle, & Sarstedst,
2013). Based on the results of the R’
calculation shown in Table 3, it can be seen
that Social Influence affects Perceived Risk
by 62.8% (R* 0.628) and affects Ultilitarian
Value by 66.1% (R* 0.661). Meanwhile,
Social Influence, Perceived Risk, Hedonic
Motivation, and Utilitarian Value affect
Behavioral Intention by 76.7% (R* 0.767).
According to Hair et al. (2011), R* > 0.60
represents a high-level ability of endogenous

In addition, calculations on GoF also need to
be carried out in testing the inner model to
determine the suitability of the research
model built. The result of the GoF
calculation is 0.858. It refers to the
classification of GoI values according to
Daryanto et al. (2009). The GoF value in this
study is included in the high category. This
research has an accurate research model in
describing the hypotheses. In addition to the
GoF value and R? value, predictive relevance
(Q%) values are also considered. Table 3
shows that the Q” values for all variables are
above 0. Thus, research wvariables indicate

latent variables to explain dependent satisfactory predictive relevance (Hair et al.,

variables. 2013).

Table 3.

Results of GoF, R?, and O? Analysis
Construct AVE R? Q2
Social Influence 0.747
Perceived Risk 0.653 0.628 0.350
Hedonic Motivation 0.787 0.893 0.651
Utilitarian Value 0.591 0.661 0.574
Behavioral Intention 0.760 0.767 0.605

GoF 0.858

The path analysis is carried out to test the
direct relationship between the variables
tested and the proposed hypothesis. Table 4
shows that seven hypotheses were accepted
while one was rejected. First, social influence
has the largest direct effect on hedonic
motivation (8 = 0911, p-value < 0.001).
Meaning that, in the context of Indonesia,
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social influence has more influence on
hedonic motivation. On the contrary,
perceived risk has the lowest effect on
behavioral intention (3 = 0.011, p-value =
0.756). However, Indonesian consumers’
perceived risk regarding illegal streaming has
less influence on their intention to subscribe
to SVoD platforms.
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Table 4.
Hypotheses Testing
. t- p- Hypothesis
Hypothesis Construct Path B value value Test
H1 Social Influence -> Behavioral ' p35 5497 0000 Accepted
Intention
H2 Social influence -> Perceived Risk 0.736 24982 0.000  Accepted
H3 Social ' Influence > Hedonic 911 6661 0000  Accepted
Motivation
H4 Social Influence -> Utilitarian Value 0.673 14.583 0.000  Accepted
H5 Perceived risk -> Utilitarian Value 0.222 4333  0.000  Accepted
Ho6 Perceived Risk -> Behavioral Intention  0.011  0.307  0.756  Rejected
H7 Hedonic Motivation -> Behavioral " 456 4400 0000  Accepted
Intention
HS Utlitarian - Value > Behavioral ", (25 5365 0000 Accepted
Intention

Note: p < 0.001

Next, this study shows the indirect effect of
social influence on behavioral intention.
Table 5 shows that four paths of social
influence reveal significant indirect effects
while one path was not significant. The
constructed path with the most influence is
the constructed path of the social influence
variable through hedonic motivation and
continued to behavioral intention, which has
a value of (3 = 0.984, p-value < 0.001).
Meaning that social influence significantly
influenced SVoD subscriptions if positive
pleasure, comfort, and enjoyment for
potential users exist. Utilitarian value also
mediates social influence

An insignificant indirect effect of social
influence exists in perceived risk as a

Table 5.
Indirect Effect of Social Influence

mediating variable to influence behavioral
intention (B = 0.015, p-value < 0.001).
However, the perception of risk significantly
mediates the relationship between social
influence and utilitarian value (B = 0.163, p-
value < 0.001). Regarding paying
subscriptions, the perception of risk and
utilitarian value significantly mediate social
influence and behavioral intention (3 =
0.276, p-value < 0.10). In conclusion, the
contribution of social influence on paying
subscriptions is also potentially effective if
consumers see the utilitarian value and
perceived risk of illegal streaming services.

Construct Path t-value  p-value* Significant
So'cl'al 'Inﬂuence -> Perceived risk-> 4076 0.000 Significant
Utilitarian Value

. -~ ) L
Social Ipﬂuence . hedonic motivation 16.763 0.000 Significant
>Behavioral Intention
Social influence -> Utilitarian value-> 6.800 0.000 Significant

Behavioral Intention
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Table 5.
Indirect Effect of Social Influence

Construct Path B t-value  p-value* Significant
Soc1a1' influence > Perceived risk -> 0.015 0.470 0.639 Not'
Behavioral Intention Significant
Social influence ->Perceived Risk -> .
*

Utilitarian value -> Behavioral Intention 0276 L7t 0.095 Significant
Note: *P < 0.001, **P < 0.10

First, the current research focuses on and disadvantages of using illegal streaming

examining the behavioral intention model in
SVoD subscriptions. This study emphasizes
that social influence, utilitarian value, and
hedonic value significantly impact behavioral
intention to subscribe to SVoD platforms.
Otherwise, only perceived risk does not
significantly impact behavioral intention.

This study highlights two aspects. First, social
influence is a significant external antecedent
variable that precedes other variables to

influence behavioral intention. Second,
independent perceived risk insignificantly
affects  behavioral intention but is

significantly effective as a mediating variable.
This study emphasizes that both perceived
risk and utilitarian value are mediating
variables in the relationship between social
influence and behavioral intention.

First, Hi suggests that the social influence
variable directly affects the behavioral
intention of subscribing to SvoD services.
The results show that encouragement from
family or friends can influence users to
switch from using illegal streaming services
to using paid streaming services. In line with
Venkatesh et al. (2012b), the extent that the
individual’s perception can be influenced by
the values of other people is linked to their
belief that they should use the new
subscription system.

Second, social influence significantly affects
the perception of risk (Hz), while risk
perception also insignificantly  affects
behavioral intention (Hg). Social influence
occurs because many media outlets have
reported information about the advantages

134

services  (Setianto,  2015).  Consumer
exposure  to  news  regarding  the
disadvantages of illegal streaming will

influence consumers to switch to paid

streaming services such as SVoD (Vida et al.,
2012).

Third, perceived risk insignificantly affects
behavioral intention (Hg). This finding agrees
with Elsafty and Boghdady ( 2022), who
researched subscription intentions in the
context of consumers in Egypt. This study
emphasizes  that perceived risk  will
significantly influence behavioral intention if
other factors contribute to impact the risk
perception. Social influence and utilitarian
value are the two aspects that potentially
affect risk perception. Based on the results
shown in Table 5, social influence indirectly
affects behavioral intention by directly
affecting the perceived risk (H), while
perceived risk will directly affect utilitarian
value (Hs). Utilitarian value significantly
affects behavioral intention (Hs).

Fourth, social influence significantly affects
hedonic motivation (Hs), while hedonic
motivation  also  significantly  affects
behavioral intention (H;). This finding
implies that family and friends gain more
satisfaction in enjoying a movie together. As
Heubl (2020) said, they will do anything to
use it together, and it also makes them more
concerned about the harmony of a family or
friendship.

Fifth, social influence significantly affects the
utilitarian  value (Hi), while the wvalue
significantly affects behavioral intention (Hs).
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In line with  Heubl's (2020) theory,
consumers will take various steps to use these
services at lower prices. By inviting friends to
subscribe to a SVoD platform using the same
account, the costs of subscription will be
lower. Adebule et al. (2020) also emphasized
that a shared subscription strategy could
increase the chance that users will prefer a
paid streaming platform.

5. Conclusions

This study aimed to understand the
behavioral intention of subscribing to a
SVoD platform. As other research claims the
risk of illegal streaming will potentially drive
user intention to SVoD services. This
research finds that the risk of illegal
streaming is still less influential in driving
intention. Media exposure to the risks of
illegal streaming still exerts insufficient
influence on Indonesian consumers. This
study contributes two aspects to the current
research body. First, behavioral intention to
subscribe to SVoD services can be directly
and indirectly affected by social influence.

Social influence directly affects behavioral
intentions when individuals perceive that
other people have important values that they
should follow. Social influence indirectly
affects behavioral intentions when utility
value, hedonic motivation, and perceived risk
function as mediating variables. Second,
perceived risk function perceived greater
influence on behavioral intention if social
influence and utilitarian value drive public
awareness. In conclusion, in the context of
Indonesian consumers, the perception of
perceived risk related to wusing illegally
stteamed videos will affect behavioral
intention if the utilitarian value of SVoD
platforms is maintained. Both perspectives
are Important aspects that increase the
influence that other people, media, and
public figures have on the behavioral
intention of paying SVoD subscriptions.

Although this research contributes to illegal
streaming service studies, some limitations of
the research must be addressed. First, this
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research focuses on Indonesian consumers.
The research result will only be appropriate
in the Indonesian context. Second, this
research highlights the impact of certain
SVoD marketing strategies, such as a one-
month free trial family-sharing subscription.
Future research can explore another strategy,
such as producing drama series from well-
known actors.

Since the rating of drama series produced by
SVoD platforms is considerably competitive
in Indonesia and other countties, research on
continuance intention should be explored as
a possible avenue of future research. Third,
exposure through the media to the risks of
illegal streaming services is still low in
Indonesia. Future research should potentially
address how to effectively use the media to
influence wusers to switch from illegal
streaming services SVoD services. Digital
piracy issues can be an impetus for a
company to anticipate switching costs from
illegally streamed videos. Due to the high
demand for entertainment, research on

piracy in digital movie platforms and
switching costs are potential research
avenues.
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Youn,
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digital piracy behavior: The role of
rationalization and perceived
consequences. Journal of Research in
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10.1108/17505931211282418
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Behavior and Ethics Theory in Digital
Piracy: An Integrated Model. Journal of
Business Ethics, 100(3), 405—417. doi:
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S. yi, & Lee, K. H. (2019). Proposing
value-based technology acceptance
model: testing on paid mobile media
service. Fashion and Textiles, 6(1). doi:
10.1186/s40691-018-0163-2

Social Influence

Utilitarian Value

Public figure mostly use SVoD and

Enable using SVoD anytime and

SI1.  because of that I’'m sure to use that UV1. .
platform (Venkatesh et al., 2012a) anywhere (Lim et al., 2020)
Provider recommendation to use Have  control  over cootam
SI2.  the sharing system subscription Uv2. Ve . v prog
(Bentley ct al., 2019) navigation (Lim et al., 2020)
SI3 Friends recommendation to SVoD UV3 Variety movie are available (Lim et
© (Talukder et al., 2019) ©al, 2020)
Mass rpedla reports that illegal video The sharing system of SVoD makes
SI4.  streaming services are dangerous for UVv4. . .
devices (Setianto, 2015) paying cheaper (Lim et al., 2020)
Using SVoD after seeing negative The absence of ads increase
SI5.  news related to illegal streaming videc ~ UV5.  comfortable watching (Lim et al,
(Huete-Alcocer, 2017) 2020)
Perceived Risk Behavioral Intention to subscribe SVoD
PRI Illegal streaming services cause BI1 Willing to sacifice for paying
" device problems (Yoon, 2010) " subscription (Saha & Theingi, 2009)
Ulegal streaming service 1s har'mfull Willing to be loyal subscription of
PR2.  because existence pornographic ads BI2. SVoD (Saha & Theingi, 2009)
(G6mez Hidalgo et al., 2009) (Saha &b
e seamingsoies s el g 1o commend oths
PR3. BI3.  subscribe SVoD (Saha & Theingi,

gambling ads (Gémez Hidalgo et al.,
2009)

2009)
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Hedonic Motivation

Feeling Happy using SVoD service
(Venkatesh et al., 2012a)

Felling Enjoy while watching using
SVoD (Venkatesh et al., 2012a)
Feeling  happy to share a
HM3. subscription with friends/family.
(Bentley et al., 2019)

Feeling happy to pay cheaper
(Adebule et al., 2020)

Specials  (promotions) from the
HMS5.  provider make me interested (Kim

HM1.

HM?2.

HM4.

et al., 2021)
Appendix 2.
Respondent Profiles
D . Percentage
escription Frequency N

()

Gender

Male 98 33.67

Female 193 06.33

Total 291 100

Age

18-21 Years Old 104 35.87

22-25 Years Old 144 49.75

26-29 Years Old 30 10.49

30-34 Years Old 11 3.21

235 Years Old 2 0.68

Total 291 100

Years of paying SVoD

<1 years 80 27.3

1-3 years 141 48.73

> 3 years ago 70 23.97

Total 291 100
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