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Abstract: 

The television (TV) industry faces new challenges. Currently, viewers are shifting from watching the conventional 

TV programs to consuming video content through social media platforms. TV stations extend their profound 

entertainment program’s to be streaming on the social media platform. However, there are still limited studies to 

explain this shifting phenomenon from the viewer’s perspective. This study aims to analyze antecedents that shape 

the viewer’s intentions and further to behavior that favors the TV stations as in expressing their positive electronic 

word of mouth (e-WOM). The structural model was tested by an empirical study based on the population of the 

comedy genre viewer. The situation comedy was selected from a famous serial program produced by one leading 

TV station streaming on the YouTube platform. A total of 1,186 respondents are purposely taken as a sample with 

certain criteria. The data collected by online questionnaires were analyzed through the Partial Least Square-

Structural Equation Modeling (PLS-SEM) approach. Both continuous watching and consumption intention have 

proven to have a significant and positive impact on positive e-WOM. This study revealed that interactivity 

predominantly influences continuous watching intention, while humor appeal affects consumption intention more. 

Fear of missing out (FOMO) and physical attractiveness also showed a significant effect for both intentions. It was 

found that the male gender tends to strengthen the effect from consumption intention to the positive e-WOM.  

Keywords: positive electronic word of mouth, continuous watching intention, consumption intention, situation 

comedy, television, social media platform. 

来自社交媒体平台上的电视节目的正面网络口碑的前因：来自印度尼西

亚观众的证据 
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摘要： 

电视(电视)行业面临着新的挑战。目前，观众正在从观看传统电视节目转向通过社交媒体平台消费视频内

容。电视台将其丰富的娱乐节目扩展到社交媒体平台上。然而，从观众的角度解释这种转变现象的研究仍

然有限。本研究旨在分析影响观众意图的前因，并进一步分析有利于电视台的行为，如表达积极的电子口

碑(网上口碑)。结构模型通过基于喜剧类型观众群体的实证研究进行了测试。情景喜剧选自YouTube平台上

一家领先电视台制作的著名连续节目。共有1,186名受访者被特意作为具有一定标准的样本。在线问卷收集

的数据通过偏最小二乘结构方程模型（PLS-

扫描电镜）方法进行分析。事实证明，持续观看和消费意愿都对积极的网络口碑产生了显着和积极的影响

。本研究表明，交互性主要影响持续观看意愿，而幽默感对消费意愿的影响更大。害怕错过（错失恐惧症

）和身体吸引力也对这两种意图都有显着影响。研究发现，男性倾向于加强消费意愿对积极的网上口碑的

影响。 
 

关键词：正面电子口碑、持续观看意向、消费意向、情景喜剧、电视、社交媒体平台。 

 

1. Introduction 
In this age of disruption, innovation changes an 

existing market or business sector by introducing 

simplicity, convenience, accessibility, and affordability 

(Christensen, 2016). Almost all industries face the 

challenge from the disruptor, encompassing the 

television broadcasting industry. Television (TV) 

stations with traditional media concepts have become a 

thing of the past since the broadcast media industry is 

undergoing fundamental change. The rapid 

development of information technology changes the 

conventional TV industry and market by several 

drivers: digitalization, convergence, new online service 

offers, and disruption by new digital players (Maresch 

& Gartner, 2020). In that sense, consumer expectations 

and usage habits are changing rapidly in the era of 

video-on-demand, streaming services, and mobile social 

media consumption. Online consumer behavior has 

changed dramatically nowadays (Bryant et al., 2020), 

consumers increasingly expect relevant, attractive, 

trendy, and entertaining TV content that can be accessed 

anytime, anywhere, and in the format that best suits their 

convenience. 

The dynamic of the entertainment industry in the 

digital era is moving swiftly. Video streaming services 

are no longer just platforms for the consumption of 

films and TV programs. Now, they are investing in the 

production and licensing of globally successful own 

content. Consequently, they directly compete with the 

traditional TV and video industry (Oyedele & Simpson, 

2018). The report from Deloitte demonstrated the future 

scenarios of the TV Industry (Deloitte, 2018). TV 

stations with limited resources or smaller scale adapt to 

this change by shifting their profound program to be 

streaming in the social media video platform, such as 

YouTube, which is more common. Consequently, TV 

stations and content producers must pay attention and 

invest in digital transformation, in today's entertainment 

business processes. To produce            content and ultimately 

to reach and engage the customer through the platform, 

understanding consumer behavior is a necessity.  

This study distinguishes the intentions by 

consumption intention (CI) of streamer platforms and 

the continuous watching intention (CWI) of the content. 

This approach has given the insight to understand how 

consumers generate specific intentions in the new 

business model. Consumers may have different 

evaluations of the streamer account and the content that 

they directly consume. A previous study (Oyedele & 

Simpson, 2018) underlined the importance of intention 

regarding recommending the entertainment streaming 

application to reach new customers. Beyond the 

watching intention, there is an opportunity to take 

advantage of this happy consumer, to spread good things 

to their peers regarding the content and its streamer 

account, mainly through social media platforms. To that 

extent, this study deployed positive e-WOM as a 

dependent variable in the new research model proposed. 

Currently, the TV industry produces entertainment 

programs to be streamed as content on social media 

platforms (Bryant et al., 2020). There are various types 

of content. One of the most popular content today is the 

comedy genre, more specifically the situational comedy 

(Dalton, 2016). Moreover, sitcoms need characters that 

must be ongoing, likable, inbuilt personalities in the 

storyline of each episode. Much of the fun of sitcoms is 

seeing the characters behave fun, spontaneous and bring 

their typical responses to make a joke on the trending 

topics.  Sitcoms gain popularity as entertainment content 

in popular culture (Aronson, 2005; Dalton, 2016). TV 

stations that produce sitcom programs nowadays need to 

market their programs to their consumers effectively. 

The marketing field has acknowledged e-WOM 

since a couple of decades ago. The term e-WOM was 

coined by Hennig-Thurau et al. (2004) as any positive 

or negative statement made by potential consumers, 

current consumers, or existing consumers about a 

product or company, which is available to many people 

and institutions via the internet. Along with the rapid 

and broad development of social media usage, e-WOM 

has become imperative in the business. The previous 

researcher, Asiedu and Dube (2020) stated that online 

review recommendations have a direct effect on 

attitudes and an indirect effect on consumer buying 
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interest. Another study showed that e-WOM 

communication can have a significant influence on 

information adoption, consumer attitudes, purchase 

intentions, and loyalty (Berger, 2014; Ismagilova et al., 

2020). Hence, the positive e-WOM could be relevant in 

the study of situation comedy post-consumption. 

Studies on the consumption value mostly refer to the 

robust framework (Sheth et al., 1991; Holbrook, 2006). 

However, less study has been done to analyze the 

viewer perception of the situation comedy streaming on 

the YouTube platform. Theoretically, value dimensions 

were found in explaining behavior intention in various 

contexts. Derived from that                  theory, two specific aspects, 

emotional and social values, are applied, in accordance 

with the entertainment context. Emotional value is 

associated with the effect, including the fun and 

enjoyment customers derive from using a product or 

service (Holbrook, 2006). Social value is related to 

consumers’ perceived utility derived from a product's 

links to specific social groups (Sheth et al., 1991). 

Consumer perception of emotional value is spelled out 

as interactivity, humor appeal, and physical 

attractiveness, while the perception of social value is 

described as fear of missing out (FOMO) and social 

status display. Kim et al. (2020), Kang and Ma (2020) 

identified FOMO as an emotional response related to 

extrinsic motives that could drive collective 

consumption, especially if the products are more 

popular. However, previous studies seem somewhat 

limited in explaining consumption in the context of 

comedy content which is streaming on the social media 

platform. 

To address that gap, three questions merit this 

research:  

 Which perceived consumption values are 

important in understanding consumers’ preference 

toward the comedy content? 

 How does the element of consumption value 

shape the consumption intention (CI) and continuous 

watching intention (CWI)? 

 Do CI and CWI have an impact to generate 

positive e-WOM?  

By answering them, this research contributes to the 

marketing literature: First, by extending research in 

consumer perceived value in varying industry contexts 

(Sánchez-Fernández & Iniesta-Bonillo, 2007), explicitly 

by identifying elements in the entertainment content 

consumption that match with the social media platform 

viewer. Second, this study contributes to the literature 

by considering the positive e-WOM of the comedy 

content produced by TV stations. Third, this study 

could be seen as a pioneer for further research on how 

situation comedy shows are produced from TV stations 

and streamed on social media platforms, especially 

YouTube. 

To carry out the study, this research model is 

empirically tested based on the population of comedy 

genre viewers. A situation comedy was selected from 

the famous serial program in the market.  The respective 

entertainment content produced by one of the leading 

private TV stations in the emerging country streams 

through their official YouTube platform.  

 

2. Literature Review 
The framework of the consumption value (Sheth et 

al., 1991; Holbrook, 2006) was applied to analyze the 

viewer perception about the situation comedy streaming 

on the YouTube platform. Theoretically, the multi-

dimensions value was exerted to explain behavior 

intention (Sánchez-Fernández & Iniesta-Bonillo, 2007). 

In their study, Pham et al. (2020) describe CWI as an 

individual tendency to continue participating in an 

activity or called loyalty to a specific activity. Hou et al. 

(2019) underlined CWI as an individual's response to 

continuous watching can be caused by humor and 

content quality. Consumption intention is mainly 

consumers’ intent to engage in online content, such as 

streamer platforms. The             social media platform YouTube 

has gained popularity in the country (Social Blade, 

2021). People also tend to have social concerns about 

ignorance and feel left out of what many others are 

doing and can act to reduce these concerns (Przybylski 

et al., 2013). Hence, this study attempts to extend the 

model by incorporating FOMO variables and gender as 

a moderator. 

Interactivity is the degree to which two or more 

communication parties can act on each other, the 

communication medium, and messages and the degree 

to which such influences are synchronized. Interactivity 

is a process-related variable that exists only when 

participants refer to one another’s content and 

encourage further interaction (Ariel & Avidar, 2015). A 

recent study shows that level of interaction between 

subscribers through social media’s engagement tools 

influences subscribers to visit the YouTube       channel and 

experience its digital content more frequently (Kim, 

2020). The reciprocal communication experienced by 

viewers enhances the interaction quality and results in 

favorable attitudes. Prior literature stated that online 

interactivity could positively influence behavioral 

intention the same way as it would impact attitude (Kim 

2020). Thus, the following hypotheses could be 

proposed: 

H1a: Interactivity has positive effects on continuous 

watching intention . 

H1b: Interactivity has positive effects on 

consumption intention. 

To distinguish the response to comedy, humor 

should be seen as a psychological state of amusement, a 

tendency to laugh, and the perception that something is 

funny (Warren et al., 2018). Humor appeal is the strong, 

entertaining motive when viewers decide to watch the 

program. They want to experience positive emotions 

such as fun and happiness and escape from boredom 

or the stressful environment (Pine & Gilmore, 1998; 

Oyedele & Simpson, 2018). It is relevant   that processing 

humorous content positively impacts purchase 

motivation. Humor appeal effectively fulfills one’s 

desire for enjoyment and relief of emotional strain. 

Favorable attitudes such as satisfaction or a sense of fun 
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may enhance viewers’ loyalty and motivate them to 

continue watching (Hou et al., 2019). Therefore, the 

following hypotheses could be proposed: 

H2a: Humor appeal has positive effects on 

continuous watching intention. 

 H2b: Humor appeal has positive effects on 

consumption intention. 

Entertainment content with physical attractiveness is 

more likely to grab viewers’ attention and thus stand out 

from numerous other live streams (Kim, 2020). When 

companies recruit advertising endorsers who are highly 

attractive in terms of their physical appearance, 

audiences will develop more positive advertising 

attitudes, trust levels, and purchase intentions toward 

those companies' products. Physical appearance is 

important because people are influenced by endorsed 

celebrities' looks, style, and buying behavior. The 

previous study shows that the physical appearance of a 

celebrity impacts consumer purchase intentions (Khalid 

& Yasmeen, 2019). Onu et al. (2019) revealed that 

celebrity’s physical attractiveness significantly affects 

consumer purchase intention of selected service 

providers. Physical attractiveness could be a stimulus 

for the viewer (Kim, 2020). Therefore, the following 

hypotheses could be proposed: 

H3a: Physical attractiveness has positive effects on 

continuous watching intention . 

H3b: Physical attractiveness has positive effects on 

consumption intention. 

Consumers’ conspicuous consumption in both 

cultures is directly and positively influenced by a social 

status display. Eastman et al. (1999) define social status 

as the motivational process by which individuals strive 

to improve their social standing through the conspicuous 

consumption of consumer products that confer and 

symbolize status. Consuming popular things can be 

associated with social status (Kang & Ma, 2020). Social 

status is frequently related to members of each social 

class in terms of specific status factors, whereas these 

status factors may include wealth, power, and prestige, 

and they play a considerable role in guiding consumers’ 

purchase intentions (Kang & Ma, 2020). According to 

Kim et al. (2020), consumer intention is influenced by 

their social status. Hence, the following hypotheses 

could be proposed: 

H4a: Social status display has positive effects on 

continuous watching intention . 

H4b: Social status display has positive effects on 

consumption intention. 

FOMO is defined as a pervasive apprehension that 

others might be having rewarding experiences from 

which one is absent, whereas FOMO is characterized by 

the desire to stay continually connected with what others 

are doing (Przybylski et al., 2013). The idea is that 

FOMO can increase the intention to watch media 

through two mechanisms: directly stimulating intention 

and removing the negative effect of constraint on 

intention (Kim et al., 2020).  FOMO can be understood as 

a social concern about comparative deficits and 

relatedness, whose deficits stem from being left out of 

being popular together. FOMO can stimulate 

consumption, whereas FOMO-driven consumption 

showed a stronger relationship with extrinsic rewards 

than intrinsic rewards (Kang & Ma, 2020). FOMO is a 

meaningful motive for consuming events related to 

social anxiety (Asada et al., 2020). Therefore, the 

following hypotheses could be proposed: 

H5a: FOMO has positive effects on continuous 

watching intention. 

H5b: FOMO has positive effects on consumption 

intention. 

Goldsmith and Horowitz (2006) posited that e-

WOM is more relevant than advertising since it is free 

of social prejudices, is inherent to convenience answers, 

and offers authenticity. Specifically, in social 

networking sites, e-WOM information has proven to 

have direct effects on patronizing behavior to the 

producer. This study expects the positive impact of 

consumption value on viewing intentions. Oyedele and 

Simpson (2018) demonstrated the significant effect of 

consumption value in the streaming content on the 

intention to recommend. Hence, the following hypothesis                

could be proposed: 

H6: Continuous watching intention has a positive 

impact on positive e-WOM. 

Hou et al. (2019) pointed out that continuous 

watching intentions and consumption intentions are 

beneficial in the new live-streaming business and add 

new insight regarding the post-consumption behavioral 

intention, specifically positive e-WOM. Ulker-Demirel 

et al. (2018) stated that consumption of art products 

would lead to viewers' patronizing behavior to support 

the business.  

H7: Consumption intention has a positive impact on 

positive e-WOM. 

In social role theory, gender differences arise 

primarily from the distribution of men and women into 

social roles within their society. Kempf and Palan 

(2006) argued that males are more open to the risk in 

communication, and this openness may relate to the 

likelihood to spread comedy and jokes. Sohaib et al. 

(2018) stated that risk-taking propensity sounds more 

strongly in males than females, and it significantly and 

positively moderates the relationship of e-WOM with 

purchase intentions. A study, for instance, showed that 

females give more value to the quality and need of e-

WOM information. For males, the credibility of the 

information is more relevant in their perception of the 

e-WOM information usefulness (Sánchez-Torres et al., 

2018). Therefore, this research proposes: 

H8a: Gender is moderate the effect between 

continuous watching intention on positive e-WOM. 

H8b: Gender is moderate the effect between 

consumption intention on positive e-WOM. 
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Figure 1. Conceptual framework 

 

3. Method 
This study applies quantitative survey methods with 

a cross-sectional data approach to answer the research 

questions (Bougie & Sekaran, 2020). The targeted 

population in this study is consumers or viewers who 

watch a sitcom streamed on the official YouTube 

channel managed by Trans7, one of Indonesia's leading 

TV stations. The sitcom selected for this study is “Lapor 

Pak!”. This sitcom episode was first streamed on the 

YouTube channel in February 2021. The viewers' 

number ranged from 250,000 to above 1,000,000 for 

each episode (Social Blade, 2021). The sample for this 

study included individuals taken purposely with certain 

criteria, e.g., they should be active on social media and 

have experience of watching “Lapor Pak!” on YouTube. 

During the data collection in August 2021, 1,258 

respondents completed the structured online 

questionnaires. Few answers were considered invalid 

during the data cleaning, and, finally, 1,186 were 

eligible.  

The constructs in the proposed conceptual 

framework are measured by a set of indicators in a 

structured questionnaire. The questionnaire used in this 

study was adapted from the previous research, then 

modified to the study context. The questionnaire uses a 

Likert scale from 1 to 6; the respondents were asked to 

state their level of agreement with the statements on a 

scale of 1 (strongly disagree) to 6 (strongly agree) 

(Bougie & Sekaran, 2020).  

The conceptual framework consists of ten 

constructs and is considered a  complex research 

model. The PLS-SEM method was preferable since it 

could analyze complex models in exploratory research. 

PLS-SEM approaches are preferred when the 

orientation of the study is more on the explanatory and 

predictive abilities of the model (Hair et al., 2019). The 

PLS-SEM analysis was applied through the 

SmartPLS™ Version 3.3 as it provides a bootstrapping 

menu to test significance (Memon et al., 2021).  

 

4. Result and Discussion 
There are 1,186 eligible respondents whose profiles 

are described in Table 1. The respondents were gathered 

from the big cities of Indonesia. Out of the respondents 

who participated in this survey, most are the young 

generation, below 35 years old (81%), and well-

educated. The social-economic status indicates that 

respondents mostly are categorized as middle class. 

 
Table 1. The respondents’ profiles 

Demographic Profile Sample 

(n) 

Percentage 

(%) 

Gender Female 744 63 

Male 442 37 

 

Age (Years old) 

17 – 24 486 41 

25 – 34 470 40 

35 – 44 160 13 

45 – 55 63 5 

> 55 7 1 

 

 

Education 

Primary School 8 1 

Junior High School 35 3 

Senior High School 467 39 

College’s Degree 155 13 

Bachelor’s Degree 480 40 

Master’s Degree 41 3 

 

 

 

 

Occupation 

Student 311 26 

Freelancer 39 3 

Government Employee 35 3 

Private Employee 397 33 

Housewife 144 12 

Entrepreneur 72 6 

Professional (Doctor, 

Lawyer, etc.) 

20 2 

Others 168 14 

 

Household 

Expenditure 

< US$ 246 /month 649 55 

US$ 247 - US$ 351 

/month 

303 26 

US$ 352 - US$ 526 

/month 

116 10 

> US$ 526 /month 118 10 

 

In the first step of PLS-SEM analysis, the outer 

loading from the reflective model was done to assess 

the indicator of reliability (outer loading). The result 

found 33 indicators met the requirements of outer 

loading out of the 43 indicators in the research model 

(Table 2). The second step of the analysis is to test 

internal consistency in the model, all constructs with 

Cronbach’s alpha greater than 0.7, and composite 

reliability. Upper threshold ranging from 0.7 to 0.95 

indicates the reliability of the constructs in the 

respective model (Hair et al., 2019). The third step was 

to assess the convergent validity by measuring Average 

Variance Extracted (AVE). This validity check shows all 

constructs have an AVE ≥ 0.50, as required (Hair et al., 

2019), thus establishing convergent validity. 

 
Table 2. Construct reliability and validity 

Variables & Indicators Outer Loading CA CR AVE 

Interactivity     

IAC3  A selection of videos I watched from Lapor Pak! sitcom on TRANS7 Official 

YouTube Channel determines the type of sensation I get. 

0.525 0.862 0.893 0.514 

ITW1  I think Lapor Pak! sitcom on TRANS7 Official YouTube Channel is  effective in 

gathering responses (input) from the audience. 

0.619 

ITW2  I think Lapor Pak! sitcom on TRANS7 Official YouTube Channel can  facilitate two- 0.725 
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 way communication between the program and its audience. 
ITW3  

 

I think Lapor Pak! sitcom on TRANS7 Official YouTube Channel makes me feel like 

the program wants to hear the response (input) from the audience. 

0.667 

ITW4  I think Lapor Pak! sitcom on TRANS7 Official YouTube Channel    gives viewers 
the opportunity to interact with the program. 

0.780 

IS1  Admin of Lapor Pak! sitcom on TRANS7 Official YouTube Channel  respond to me 

quickly. 

0.797 

IS2  I get information from Lapor Pak! sitcom on TRANS7 Official YouTube Channel 

very quick with no delay. 

0.791 

IS3  I get information i n  real time (right now) from Lapor Pak! sitcom on                            TRANS7 
Official YouTube Channel. 

0.786 

Humor Appeal     

HA1  I think Lapor Pak! sitcom on TRANS7 Official YouTube Channel is funny. 0.944 0.934 0.958 0.883 

HA2  I think Lapor Pak! sitcom on TRANS7 Official YouTube Channel is full of fresh 
humor. 

0.940 

HA3  I think Lapor Pak! sitcom on TRANS7 Official YouTube Channel contains funny 

and entertaining scenes. 

0.935 

Physical Attractiveness     

PA1  In my opinion, the main talent in Lapor Pak! sitcom on TRANS7 Official 

YouTube Channel looks attractive. 

0.932 0.829 0.921 0.853 

PA2  In my opinion, the main talent in Lapor Pak! sitcom on TRANS7 Official 
YouTube Channel is handsome and beautiful. 

0.915 

Social Status Display     

SSD1  By watching Lapor Pak! sitcom on TRANS7 Official YouTube Channel, I want to 

show success in my life. 

0.868 0.937 0.952 0.797 

SSD2  By watching Lapor Pak! sitcom on TRANS7 Official YouTube Channel, I want to 

show that I am a modern person. 

0.900 

SSD3  

 
By watching Lapor Pak! sitcom on TRANS7 Official YouTube Channel, I want to 
show that I am sufficient in terms of material (prosperous). 

0.883 

SSD4  By watching Lapor Pak! sitcom on TRANS7 Official YouTube Channel, I want to 

improve the image in my environment. 

0.912 

SSD5  By watching the Lapor Pak! sitcom on TRANS7 Official YouTube Channel, I 

want to improve my social status. 

0.902 

Fear of Missing Out (FOMO)     

FFB1  I feel outdated in front of my peers if I don't watch Lapor Pak! sitcom on TRANS7 

Official YouTube Channel. 

0.842 0.826 0.880 0.711 

FFB2  I feel something is missing if I don't watch Lapor Pak! sitcom on TRANS7 Official 
YouTube Channel. 

0.920 

FFB3  I'm afraid if I don't watch Lapor Pak! sitcom on TRANS7 Official YouTube 

Channel, I'm not up to date. 

0.760 

Continuous Watching Intention     

CWI1  I intend to continue watching Lapor Pak! sitcom on TRANS7 Official YouTube 

Channel in the future. 

0.910 0.835 0.901 0.753 

CWI2  I will always try to watch Lapor Pak! sitcom on TRANS7 Official YouTube 

Channel if I have the opportunity. 

0.763 

CWI3  I plan to watch Lapor Pak! sitcom on TRANS7 Official YouTube Channel often. 0.922 

Consumption Intention     

CI1  If I have the chance, I intend to watch the contents on TRANS7 Official YouTube 

Channel. 

0.898 0.886 0.929 0.814 

CI2  If I have the chance, I will watch the contents on TRANS7 Official YouTube 

Channel in the future. 

0.916 

CI3  In the near future, maybe I will watch the contents on TRANS7 Official YouTube 

Channel. 

0.892 

Positive e-WOM     

PEE1  

 

Through social media, I can express my joy while watching the funny and 

entertaining Lapor Pak! sitcom on TRANS7 Official YouTube Channel. 

0.766 0.923 0.940 0.724 

PEE2  

 

I feel happy when I tell my friends about a fun experience while watching the Lapor 

Pak! sitcom on TRANS7 Official YouTube Channel. 

0.843 

PEIPI1  I would recommend Lapor Pak! sitcom on TRANS7 Official YouTube Channel for 
friends who have not watched. 

0.871 

PEIPI2  I would recommend the social media Lapor Pak! sitcom on TRANS7 Official 

YouTube Channel to others. 

0.884 

PEIPI3  I will share information about Lapor Pak! sitcom on TRANS7 Official YouTube 

Channel to other social media users. 

0.879 

PEIPI4  I will share information about Lapor Pak! sitcom with other people who have not 
subscribed to TRANS7 Official YouTube channel. 

0.858 

 

The fourth step in the outer model analysis is to 

check the discriminant validity by heterotrait- monotrait 

(HT/MT) ratio. This approach was used since it’s 

known to have a more precise value (Hair et al., 2019; 

Henseler et al., 2015). Table 3 shows that all HT/MT 

values are well below the 0.85 thresholds, thus, it 

concluded that all indicators used in this research model 

have adequate discrimination to measure their own 

respective constructs. This outer model analysis has 

passed the four parameters of reliability and validity 

testing sequentially. 
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Table 3. Discriminant validity: HT/MT ratio 

Variables CI CWI FOMO Gen HA Int Mod. CWI 

to PE 

Mod. CI 

to PE 

PA PE SSD 

CI            

CWI 0.877           

FOMO 0.289 0.318          

Gen 0.016 0.014 0.057         

HA 0.672 0.701 0.199 0.021        

Int 0.639 0.737 0.348 0.052 0.551       

Mod. CWI to PE 0.072 0.091 0.029 0.002 0.111 0.040      

Mod. CI to PE 0.081 0.077 0.025 0.006 0.040 0.047 0.747     

PA 0.593 0.666 0.287 0.064 0.771 0.588 0.049 0.012    

PE 0.742 0.824 0.376 0.039 0.667 0.761 0.074 0.034 0.655   

SSD 0.244 0.232 0.519 0.011 0.190 0.296 0.023 0.030 0.304 0.301  
 

Notes: CI - consumption intention; CWI - continuous watching intention; PE - positive e-WOM; Int – interactivity; HA - humor appeal; PA - 

physical attractiveness; SSD - social status display; FOMO - fear of missing out; Gen - gender 

 

This study performed coefficient determinant or R
2
 

to measure prediction accuracy and construct cross-

redundancy validation value of Q
2
 to measure the 

predictive relevance of the model. Previously, the inner 

variance inflation factor (VIF) test was conducted to 

check multicollinearity issues. The findings show all the 

constructs have inner VIF value below 3 (Hair et al., 

2019). Thus, there is no multicollinearity issue in this 

model. 

The result found that positive e-WOM has R
2
 = 

0.580, greater than 0.5, and is categorized as moderate 

predictive accuracy (Sarstedt et al., 2017); thus, the 

model has adequate capability to predict the consumer 

willingness to spread positive e-WOM. The CWI has R
2
 

= 0.545 while consumption intention has R
2
 = 0.472, 

indicating that CWI has more likelihood to be predicted 

compared to CI. 

To assess the prediction of the proposed model, the 

model’s out-of-sample predictive value from the 

blindfolding procedure was used (Sarstedt et al., 2017; 

Hair et al., 2019). All the Q
2
 are found > 0, whereas 

positive e-WOM shows Q2 = 0.411 and was 

categorized as medium (> 0.25) CWI has Q
2
 = 0.405, 

while consumption intention Q
2
 = 0.380. Therefore, it 

could be said exogenous constructs in the out-of-sample 

model approach have sufficient predictive relevance. 

The bootstrap approach is used to establish the 

significance of the data analysis in PLS-SEM (Memon 

et al., 2021). The cut-off value of T-statistic > 1.645 

(one-tailed with alpha 0.05) was used as a criterion to 

determine whether the hypothesis is significant or not. 

The results are shown in Table 4. 

 
Table 4. Significance and coefficients 

Hypothesis 
Standardized 

Coefficient 

T- 

statistics 

p- 

values 
Result 

H1a: Interactivity  Continuous Watching Intention 0.382 10,677 0.000 Hypothesis Supported 

H1b: Interactivity  Consumption Intention 0.304 8,983 0.000 Hypothesis Supported 

H2a: Humor Appeal  Continuous Watching Intention 0.332 8,586 0.000 Hypothesis Supported 

H2b: Humor Appeal  Consumption Intention 0.396 11,114 0.000 Hypothesis Supported 

H3a: Physical Attractiveness  Continuous Watching Intention 0.123 3,542 0.000 Hypothesis Supported 

H3b: Physical Attractiveness  Consumption Intention 0.061 1,676 0.047 Hypothesis Supported 

H4a: Social Status Display  Continuous Watching Intention -0.026 1,150 0.125 Hypothesis Not Supported 

H4b: Social Status Display  Consumption Intention 0.027 1,080 0.140 Hypothesis Not Supported 

H5a: FOMO  Continuous Watching Intention 0.099 4,294 0.000 Hypothesis Supported 

H5b: FOMO  Consumption Intention 0.072 2,674 0.004 Hypothesis Supported 

H6: Continuous Watching Intention  Positive e-WOM 0.527 13,760 0.000 Hypothesis Supported 

H7: Consumption Intention  Positive e-WOM 0.279 6,830 0.000 Hypothesis Supported 

H8a: Mod. Gender: Cont. Watch. Int.  Positive e-WOM -0.060 1,564 0.059 Hypothesis Not Supported 

H8b: Mod. Gender: Cons. Int.  Positive e-WOM 0.069 1,678 0.047 Hypothesis Supported 

 

It could be seen in Table 4, out of the 14 proposed 

hypotheses, 11 are supported by a T-statistic > 1,645, 

and p-value < 0,05, with the positive direction 

(coefficient) in accordance with the directional 

hypotheses. There are 3 hypotheses (H4a, H4b, and 

H8a) that were not supported since the T-statistics are 

below the threshold and p-value higher than 0.05. 

Positive e-WOM is most strongly impacted by CWI 

(0.527) compared to consumption intention (0,279) The 

CWI is most strongly influenced by interactivity and 

followed by humor appeal variables. On the other side, 

the strongest influence on CI is humor appeal followed 

by interactivity. FOMO also has a significant role to 

predict both viewers’ intentions, while physical 

attractiveness was only found significant to CWI. 

The role of gender could be seen in H8a and H8b. 

When gender moderates CI, it is found significant with 

T-statistic > 1.65 and p-value < 0.05, with coefficient 

0.069. Thus, gender has a strengthening effect on 

moderating CI toward positive e-WOM. The simple 

slope analysis found that, unlike females (-1 SD), males 

(+1 SD) strengthened the moderation toward positive e-

WOM. 
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Figure 2. Result model 

 

The result of this study highlighted the importance 

of understanding the antecedents of the viewer's 

positive e-WOM regarding a TV program that stream 

on a social media channel. Both CWI and CI have a 

positive impact on positive e-WOM, although CWI has 

a greater coefficient value. Hence, it could be said 

specific and popular content like sitcoms could drive 

CWI. These intentions could lead the viewer to spread 

positive e-WOM that is beneficial to the TV station. 

This result is consistent with a previous study (Hou et 

al., 2019).  Likewise, this result supports the claim that 

the viewer experience of entertainment content could 

generate recommendations necessary for the marketing 

activity (Oyedele & Simpson,   2018). The finding of this 

study, particularly on the role of e-WOM, is aligned with 

the study by Ulker-Demirel et al. (2018). In the 

entertainment industry, this result is in line with that by 

Fan et al. (2021), Zhang et al. (2020) that e-WOM plays 

a vital role.  

Consequently, TV stations should utilize their 

official YouTube platform and create entertainment 

content that catches viewers' preference. The choice      to 

watch the content on YouTube is based on the viewer’s 

convenient time, ease of use, and control possibility. 

The TV station's conventional business might transform 

from only broadcasting and appearing on TV channels to 

a social media platform (Kim, 2020; Zhou, 2013). 

Therefore, the management is suggested to develop this 

new approach to engage with the customers. 

This study revealed that interactivity has a more 

substantial influence on CWI followed by the humor 

appeal, which also shows a large effect. FOMO and 

physical attractiveness have significant effects on CWI, 

though they only have weak effects.  These findings are 

consistent with the results by Hou et al. (2019) that 

interactivity and humor appeal are the important 

elements of the content; this might apply to the serial 

situation comedy. In that regard, the practical 

implication could be taken that viewers nowadays 

should be treated as active consumers rather than 

passive; they demand more quality interaction and 

prompt response from the viewer; this implication is in 

line with the suggestion from the previous study (Kim, 

2020). Moreover, the higher level of interaction between 

subscribers through social media’s engagement tools,      

such as comments and like or dislike buttons, the more 

viewers tend to visit the YouTube channel regularly and 

more frequently. Therefore, the YouTube account 

administrator should manage and respond to the 

viewer's comments appropriately. 

As expected, humor is the key element that shapes 

the situation comedy's consumption and continuous 

watching intention. Humor appeal is the strong, 

entertaining motive when viewers decide to watch the 

program; they want to experience positive emotions 

such as fun and happiness and escape from boredom or 

the stressful environment (Pine & Gilmore, 1998; 

Oyedele & Simpson, 2018). This hedonic consumption 

is the primary concern in the entertainment business, 

including the TV station that produces the content for the 

digital channel. Further, this study supports Warren et 

al.’s (2018) argument that, to distinguish the response to 

a comedy, humor should be seen as a psychological 

state of amusement, tendency to laugh, and the 

perception that something is funny. This study offers the 

new insight that viewers prefer the smart and fresh jokes 

in the sitcom which is relevant to the social trend.  

The social status display was found to have no 

significant effect on both intentions. YouTube content is 

open access, and no exclusivity could induce pride 

within the viewer; therefore, watching popular content 

on this platform may not increase social status. In 

contrast, FOMO demonstrated a significant effect on 

intentions; this finding conforms to the previous studies 

(Kim et al., 2020; Kang & Ma, 2020; Good & Hyman, 

2020). It could be said that the higher the viewer's fear 

that they will miss the content and be socially affected 

by the environment, the higher their intention to watch 

the situation comedy. This may work due to the   

popularity of the content since the situation comedy 

selected for this study is known as the most popular 

situation comedy in the country (Social Blade, 2021).  

The resulting model indicated moderate prediction 

accuracy and medium predictive relevance based on R
2
 

and Q
2
 values to predict the positive e-WOM. This 

model could be replicated in future studies with different 

populations and may also develop for a better model 

prediction capability. For instance, by adding the other 

constructs such as viewer flow experience in consuming 

the content streaming (Kim, 2020). This kind of 

experience works more on hedonic consumption, which 

may deeply explore three dimensions, namely perceived 

enjoyment, control, and attention focus of the viewers. 
 

5. Conclusion 
The finding of this study demonstrated significant 

and positive effects from the elements of serial situation 

comedy produced by TV stations that stream on the 

official YouTube platform to shape the intention and 

therefore support the hypotheses. The exception is for 

the social status display, which was found not 
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significant. It can be concluded that both continuous 

watching intention and consumption intention positively 

impact positive e-WOM. The gender of the viewer has a 

significant effect on the one path moderation. In 

contrast, the male gender tends to strengthen the effect 

from consumption intention to the positive e-WOM 

regarding situation comedy. Interactivity predominantly 

influences continuous watching intention, whereas 

humor appeal has more influence on consumption 

intention. Elements of the situation comedy that need to 

be considered by the TV station are interactivity and 

humor appeal as a subset of emotional value. At the 

same time, physical attractiveness should also be 

considered in the show format. In addition, FOMO was 

found as a significant element that indicates the new 

social relation motive to watch the content related to the 

show's popularity. 

This study contributes to the formation of emotional 

and social values, particularly to the consumption of 

situational situation comedy. Moreover, this study 

offers new insight to the TV station and marketer to 

shift from conventional TV to the streaming platform. 

TV stations could take the opportunity by extending 

their profound program to social media platforms such 

as YouTube. The advantage of this study is evident in 

the context of how the viewer consumes the specific 

content and the viewer's post-consumption behavioral 

intention, which will support the marketing activity. 

Several limitations were identified in this study. 

First, this study only selects one TV situation comedy to 

assess the viewer's perception. This may cause less 

generalization to the study result; therefore, it suggested 

in future research to include the various situation 

comedies, from the different TV stations that are 

streaming on the YouTube platform. Secondly, this 

study performed one-time data collection; therefore, it 

could create bias during the episode streaming. Thus, it 

could be suggested to use a longitudinal data collection 

approach in future research. Thirdly, this study has been 

done only in one country. Cross-cultural research may be 

needed to investigate the role of local culture in the 

consumption of situation comedy on the digital platform. 
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