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ABSTRACT: The research studies the impact of social innovation, consumer 

innovativeness, perceived benefits, perceived ease of use, and perceived cost on the 

adoption of Netflix as a flexible subscription among its users in Indonesia. It classified 

as quantitative with a descriptive causal approach and uses an online survey as a data 

collection method with 265 total respondents within the age of 18 years old and older. 

The data is analyzed using the SPSS  with tests of coefficients of determination, multiple 

linear regression, and the T-test. According to the findings, the coefficient of 

determination obtained is 0.512 which indicated that 51.2% of the consumer adoption 

of Netflix is affected by several factors. We also finds that service innovation, consumer 

innovativeness, perceived ease of use, perceived usefulness, and perceived cost have a 

direct significant impact on consumer adoption of Netflix in Indonesia, individually and 

mediated.  
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INTRODUCTION 

Netflix began as a DVD rental service with no due dates in 2007, but has since expanded 

to include various platforms for the distribution of its movies and TV episodes. Soon 

after its debut, it added several other platforms as streaming media, including Xbox 

360, TV set boxes, Blue-ray players, PS3, Nintendo Wii, Smart TVs, and all internet-

connected devices. All of these actions were followed by their rapid expansion to 

expand internationally, which was warmly received by consumers (Hosch, 2020). 

Netflix's recent development in expanding its service to be accessible across all 

platforms has taken a toll on cable services, as people have grown more comfortable 

with the ability to use the service wherever and whenever they want, instead of having 

to adhere to a regular show schedule like cable services. Despite having to deal with a 

number of government issues during their debut in 2016, including the censorship of 

certain series that were considered inappropriate due to Indonesian norms, as well as 

governmental regulations including article 44/2008 on Pornography in Television 
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Programs and article 27 (1)/2008 on Information and Electronic Transactions, they 

managed to succeed (Putri, 2020).  

The growth in the percentage of Netflix users in Indonesia over the year has been 

attributed to an improvement in the quality of services provided by Netflix through the 

apps, responses, and product variants offered (Marchand & Marx, 2020). Netflix has 

also been recognized for being extremely attentive to customer demands, always on the 

lookout for new features, new tv programs, and movie adaptations to add to its 

catalogue in response to customer demands. Aside from Netflix's usability and 

usefulness, their ability to adapt well to consumer price demand has consistently piqued 

consumer interest and increased market adoption of the brand. Netflix's competitors in 

Indonesia are primarily ones that provide similar services, such as iFlix or GoPlay, as 

well as local cable television service providers including first Media, which charges Rp. 

315,000.00 per month, or MNC Indovision, which charges Rp. 453,000.00 per month 

for the first 12 months, with the cost increasing after the following year. Whereas 

Netflix charges a monthly subscription fee of Rp. 109,000.00, there are even lower 

packages available for Rp. 69,000.00 for the mobile-only package. However, regardless 

of the level of ease of use, usability, or price perception of the service, the idea of 

adopting a new service can be frightening at times. According to Leichta et al. (2018), 

consumer innovativeness drove the large percentage of Netflix adoption, indicating that 

consumers' willingness to obtain new products or services is inextricably linked to their 

views. Fakhruddin (2017) also noted that this situation refers to certain people who are 

open to new ideas and new things concerning certain products or services. This study 

aims to add a few variables to the existing TAM variables from earlier research, 

including Service Innovation, which had been added to analyze whether service 

innovation plays an essential part in contributing to service adoption, similar to 

Consumer Innovativeness, which was added to see the innovation from the consumer's 

perspective, and also perceived cost to scalability. 

LITERATURE REVIEW 

Theory of Acceptance Model  

The relationship between TAM and perceived ease of use is intended to demonstrate 

that the level of ease with which a technology can be used has a significant impact on 

the acceptance or rejection of technological development. For example, when it comes 

to adopting new streaming services such as Netflix, the ease with which the service can 

be used and understood will have an impact on whether the user feels compelled to 

adopt or reject the service. According to Belanche et al. (2014), TAM is strongly linked 

to the cost-benefit paradigm, in which decision-making is based on the individual's 

subjective perceptions of performance and effort.  

Improvements in output, productivity, efficiency, overall utility, time savings, and 

improved work performance are examples of perceived usefulness metrics. As a result, 

the metrics for perceived ease of use include ease of learning, ease of communication, 

ease of comprehension, ease of use, consistency, and usability. People who have an 

inherent purpose will perceive new technology as less difficult to use than others 
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because they enjoy using it. Intrinsically motivated people will also use technology for 

longer periods of time, contributing to higher performance than others. As a result, 

innate motivation helps to explain the perceived ease of use and effectiveness of modern 

technologies. 

Service Innovation  

Service innovation, according to the Finnish research agency Tekes (2010), is defined 

as the implementation of a new or significantly improved definition of a service. It may 

be a new customer engagement platform, a marketing network, a technical term, or 

some combination of the three. A service improvement frequently includes replicable 

elements that can be found and replicated in other cases or environments in a systematic 

manner. The replicable item could be the end result of the service or the entire service 

process, or it could be a component of it. This stands to benefit both service providers 

and consumers while also enhancing developers' competitive advantage. Most of the 

time, innovation occurs in non-technological areas such as new customer interface 

systems, fulfillment processes, new technology applications in the service phase, new 

modes of supply chain activity, or new ways of organizing and handling services 

(Tumenbayar, et al., 2019). In Netflix's scenario, the innovation could be the availability 

of options via the ever-expanding programs they implemented in response to market 

demands, or it could be the regular maintenance to ensure the site's quality remains or 

even improves. 

Consumer Innovativeness 

Consumer innovativeness refers to the willingness of consumers to learn about new 

products or services, which is intrinsically tied to their opinions about such products or 

services. Individuals who are more innovative recognize the benefits of digital 

technology, believe it is less complicated, and are more likely to embrace and use new 

technology to achieve their personal goals. Businesses must also understand how to use 

new technology to improve customer service. Innovation is critical to the success of 

any business, but it has been proved that it is not always easy to implement innovation 

(Leichta et al. 2018). 

Perceived Ease of Use  

Perceived ease of use refers to a person's belief in the usage of computer technology in 

decision-making. The consumer's perception of how easy it is to use a technology 

explains how much they believe it will increase the fulfillment of their wants, and the 

experience may then be concluded to affect the consumer's behavior (Adhiputra, 2015). 

The user's perception that using the most modern technology or service will be nearly 

seamless is characterized as perceived ease of use. In the context of a streaming service, 

ease of use refers to the idea that consumers should put up the least amount of effort 

feasible in order to enjoy the service. 
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Perceived Usefulness 

Perceived usefulness relates to the consumer's presumption that using technology or a 

device can increase customer efficiency in the workplace and contribute to the benefits 

they receive. According to the description, the perceived meaning of perceived 

usefulness is a decision-making process belief. In addition, if a person believes the 

information system is important, they can use it. However, if a person believes the 

information system is unimportant, they will not use it (Susilo, 2019). 

Perceived Cost  

According to Rahman and Sloan (2017), price is the most important factor that 

influences a purchaser's decision; prices play a part in determining customer purchases; 

thus, before setting a price, the business should consider certain market comparisons 

for a product that has a high sales volume. Pantano and Pierto (2012) conducted 

research on the relationship between price perception and the likelihood of product 

adoption, and both constructs were found to be closely related to consumer attitudes 

toward the use of new technology. Finally, price comparison flows and effective supply 

management undermine customer demand perceptions in the online environment. 

When adopting new technologies, consumers' cost expectations are always influenced 

by how they perceive lower prices (Cho, 2015). 

Consumer Adoption  

Consumer uptake is frequently linked to consumer adoption. Consumer adoption, on 

the other hand, happens to individuals on a personal level, whereas market diffusion 

happens in culture through creativity. It can take a long time to disseminate an 

invention. A theoretical cycle occurs within the subject self when the target follows the 

instructor's instructions (new innovation). The overall time span varies, and the method 

is broken down into stages. When a new concept is discovered but not implemented, it 

enters the adoption cycle (adopted). One of the factors driving deployment growth is 

the invention's very essence. Innovations must be highly adaptable (adaptive power) to 

the biophysical, social, economic, and consumer behavior conditions in order to be 

introduced (Day, et al. 2019). 

Research Framework 

 

Figure 1. Research Framework 
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As seen in the figure above this study takes independent variables consisting of service 

innovation, consumer innovativeness, perceived usefulness, perceived ease of use, and 

perceived cost, with the dependent variable of consumer adoption. 

METHODOLOGY 

The research is a quantitative analysis with a descriptive-causal approach, in which the 

phenomena are explained by collecting numerical data and analyzing it with 

mathematically based methods, specifically statistics (Alliaga& Gunderson, 2002). Due 

to the controversial movie rating differences in Indonesia and internationally, the study 

sample consists of Netflix users in Indonesia who are 18 years or older. Purposive 

sampling is used to select respondents, in which the researcher selects respondents 

based on the characteristics of the specified subject, which in this case is the primary 

user of Netflix in Indonesia. The data was collected using an online questionnaire that 

was specifically designed with the intention of making it easy for respondents to 

provide responses and perspectives, as well as the minimal review time that involves a 

quick but thorough overview of this analysis. Prior to the questionnaire's release, 

several users were chosen to preview the questions in order to validate the instruments 

and avoid misunderstandings in the wording. The questionnaire responses are displayed 

on a Likert scale, with 1 indicating a strong disagreement or “strongly disagree” and 5 

indicating a strong agreement or “strongly agree,” while the remaining survey items are 

ordinal. The study requires 265 Netflix users as a sample, with a 95% confidence 

interval and a 5% margin of error. The data is analyzed using the SPSS Statistical tool, 

which can easily run the Pearson's correlation or Spearman's Rank Correlation tests to 

analyze the bivariate association between two selected variables about the correlation 

study's goals. It could also be used to perform the MLR analysis with the organized 

output of the regression analysis (Ong &Putch, 2017).   

FINDINGS AND DISCUSSION 

Coefficient of Correlations  

Table 1. Coefficient of Correlations – Model Summary. 

Model Summary 

 R R Square Adjusted Std. Error of 

1 .720 .519 .512 1.175 

The coefficient of determination (Adjusted R2) is used to measure how far the 

independent variable affects the dependent variable, as shown in the table above. The 

coefficient of determination obtained is 0.512, indicating that 51,2 percent of Consumer 

Adoption is influenced by Service Innovation, Consumer Innovativeness, Perceived 
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Ease of Use, Perceived Usefulness, and Perceived Cost, while the remaining 48,8 

percent is influenced by other unknown variables unrelated to this study. 

Multiple Linear Regression  

Table 2. Multiple Linear Regression – Coefficients. 

Coefficients 

 

Model 

Unstandardized Standardized  

t 

 

Sig, 

B. Std. Error Beta 

(Constant)  1.877 .575  3.264 .001 

Service Innovation .195 .052 .198 3.745 .000 

Consumer Innovativeness .075 .033 .105 2.236 .026 

Perceived Ease of Use .162 .048 .178 3.382 .001 

Perceived Usefulness .208 .048 .178 3.382 .001 

Perceived Cost .222 .044 .223 4.999 .000 

The constant indicates that if the variable of service innovation, consumer 

innovativeness, perceived ease of use, perceived Usefulness, perceived cost  is zero, 

then the total of consumer adoption is 1,877. A positive sign on the value of a (constant) 

indicates that consumer adoption is proven to be relevant as a dependent variable. Each 

variable show a significant value less than 0.50 which indicates that there is a significant 

impact on each of the variable on consumer adoption. According to the table result, 

service innovation contributed 19,5% positively to consumer adoption, proving that 

there is a direct positive effect by service innovation as an independent variable on 

consumer adoption, similarly to that, consumer innovativeness contributed 7,5% to 

consumer adoption, perceived ease of use also contributed 16,2% to consumer adoption, 

along with perceived usefulness which contributed 20,8% to consumer adoption and 

perceived cost contributed 22,2% to consumer adoption. 
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The 𝒕 test 

The 𝒕 test is used to examine the hypotheses conducted in this research and to determine 

the significance level of impact from the independent variable to dependent variable. 

The significance of 𝒕test can be measured by comparing the t-count in the table with 

the t-table value at df (n-k-1) = 360 and a = 5% which is equal to 1.96657. Based on 

the table above, each variable shows a t-count value higher than the t-table with 

significance level lower than 0.05 this indicates that service innovation, consumer 

innovativeness, perceived ease of use, perceived usefulness and perceived cost have a 

significant and positive impact on consumer adoption of Netflix in Indonesia.  

CONCLUSIONS 

 

According to the findings, the adoption of Netflix was aimed at people who are always 

looking for constant improvement and changes for the sake of convenience. Consumers 

are always drawn to a service that offers continuous improvements by adding new 

products or features for the better; they are drawn to newer features that allow them to 

use the service with such ease and convenience (Hong, et al., 2016). The concept of a 

useful yet easy to use service is advantageous to the company because consumers prefer 

services that require minimal effort to use and understand. This aspect also allows 

Netflix to be adopted by users from various backgrounds because it does not limit 

adoption to users with advanced knowledge of technology but also users with limited 

knowledge of technology use. Pricing comparison is also important in determining 

whether a service is worth adopting; the findings show that consumers prefer lower 

prices but would like to receive a high-quality or medium-quality service in return; this 

indicates that consumers would most likely prefer a service that is most convenient for 

their pockets without having to deal with the disadvantages of using it. 
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