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| ABSTRACT 

Subscription-based Video-on-Demand streaming services (SVODs) are popular hits nowadays on the online platform. The success 

of these SVODs is indeed dependent on consumer acceptance; however, the preference of the latter might vary. This study 

focused on targeting the millennials, as they are the biggest consumers of SVODs, by looking at Facebook advertisements, social 

pressure, consumer attitude, and purchase intention as the driving variables. This study included 196 respondents gathered 

through convenience sampling and was statistically processed through a linear regression to help determine the significance 

between variables contributing to a consumer’s purchase intention of SVODs. Results show that social pressure and attitude 

significantly affect millennials' purchase intentions for SVODs in Central Luzon. Thus, the researchers recommend that SVOD 

companies develop Facebook advertisement content that is vigilant of their consumers' preferences, such as eliciting an attitude 

and social pressure. This study also suggests different strategies to capture millennials in Central Luzon further. 
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1. Introduction 

Having a whole range of digital services has been common nowadays. Wang (2019) mentioned that a way to offer a convenient 

and flexible means of watching online videos is by streaming video services where files are delivered straightly from a server that 

users effectively use to play videos using the internet. Along with the entertainment and convenience it brings to its users, video-

on-demand continues to evolve online further to give users better experiences. According to Wayne (2017), Netflix and Amazon, 

being the major new players in the global media landscape, have more than 250 million combined subscribers, which pertains to 

how video-on-demand is very much into the market. Because it has been easily accessible to people, VOD providers need to 

produce high-quality content to continue and emerge. According to Allam & Chan-Olmstedb (2020), three main VOD content 

delivery systems exist. These include subscription-based video-on-demand (SVOD), advertisement-based video-on-demand, and 

transactional video-on-demand (TVOD). It is typically required to pay a certain amount of flat fees monthly to access an entire 

library via SVOD. AVOD offers free content for consumers to access. However, advertising revenues finance this. For consumers to 

purchase content, TVOD does a pay-per-view basis. Along with the entertainment and convenience it brings to its users, video-

on-demand continues to evolve online further to give users better experiences. SVODs are a big part of the online mechanism 

today. With over millions of watch minutes globally, further amplified by the advertisements in Facebook, which, as a result, 

contributes to the understanding of how these efforts help build social pressure to watch and for consumers to watch, appealing 

to a consumer’s attitude, building a consumer’s purchasing intention for SVODs.  
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The research model applied for this study is shown in Figure 1.   

 
Figure 1. Conceptual Framework of the Study 

 

The explanatory variables are interrelated with each other, and that they serve as key drivers of purchase intention. The Theory of 

Reasoned Action (TRA) is a theoretical background for the proposed conceptual framework to model users’ online behavior 

regarding online advertisements of video-on-demand services on social media. Lee & Hong (2016) used emotional appeal, 

informativeness, and advertising creativity to measure the TRA’s efficacy. Similar to the study by Ahmed (2018), this research utilizes 

the U&G model to describe the effectiveness of Facebook advertising for SVODs. 

 

In this study, Facebook advertisements are deemed to be the most effective contributory factor to reach and engage a consumer 

because of the number of digital footprints from billions of users that enable every company to showcase a product or service 

effectively. This study’s outlook towards facebook advertisements is defined through engagement, number of reaches, and ad 

availability. These three supporting elements are perceived to be the success criteria that would enable them to potentially lead a 

customer to purchase, capturing all consumers using mobile and computers to navigate the platform. Advertisements on Facebook 

do not come for free, so each SVOD company should consider these strategies to invest in a cost-effective mechanism.  

 

Social pressure influences a consumer's conviction as to what his or her referent group, like friends, parents, and colleagues, 

believes in conducting certain behaviors or functions (Osei-Frimpong et al., 2020). In the context of this study, social pressure 

includes electronic word of mouth (e-WOM), response duration, and motivation. This study hypothesizes and proves that every 

consumer digs into social pressure to purchase SVODs. To illustrate, a millennial will be interested in watching a clip, a movie, or a 

series if other millennials or Facebook users are talking about it over Facebook, as they might have seen it over advertisements or 

simply through other people’s posts. Another delight to a consumer is when the SVOD companies employ a Facebook 

advertisement by engaging through the posts, either by response or by giving hints and teasers to the readers or watchers. Through 

quicker response durations, the consumers become more interested in the media being presented through Facebook. Lastly, 

motivation is the acquisition of a specific set of goods and services (Mejía-Trejo, 2021). Panda & Pandey (2017) stated that apart 

from the social and cognitive aspects, viewers binge-watch due to the strong marketing and publicity: advertisements across 

several platforms, appealing pricing arrangements, and recommendations and ratings in different forums and media platforms. 

Advertisements strategically placed depending on the viewer's surfing history may motivate people to binge-watch, and viewers 

frequently choose a TV show based on online ratings and recommendations. 

 

Attitude is shaped by an individual’s personal beliefs and expectations that do not come from or are affected by external social 

beliefs (Yzer, 2017). Ruggiero (2000) reported that many researchers had used attitude variables to analyze people’s media 

consumption using their U&G approaches. The variables emotional appeal, informativeness, and advertising creativity will be 

measured to measure the variables in the context of the study. Emotional appeal in SVODs evokes strong emotions such as fear, 

anger, happiness, and the likes, rather than the traditional, informative approach. Consumers sometimes appeal to the emotions 

more so if they can relate to the emotions being delivered by the content. On the other hand, informativeness appeals to some 

consumers in such a way that, regardless of whether the content invokes an emotional approach, there is still content being 

delivered as such. Advertising creativity includes different elements such as flexibility of content, originality, artistic value, and 
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synthesis of content that aims to attract viewers and content consumers. Overall, all of these variables work together to attract 

people to the content being delivered by SVODs.  

All these variables combined and considered; this study sought to answer the following questions: 

 

1. What are the characteristics of the demographics in Central Luzon? 

2. Is there a significant effect between Facebook advertisements and attitude? 

3. Is there a significant effect between Facebook advertisements and social pressure? Is there a significant effect between 

social pressure and purchase intention?  

4. Is there a significant effect between attitude and purchase intention?  

5. Is there a mediating effect between social pressure and the relationship between Facebook advertisements and purchase 

intention?  

6. Is there a mediating effect between attitude and the relationship between Facebook advertisements and purchase 

intention? 

7. What strategy can capture the millennial market for SVODs in Central Luzon? 

 

2. Methodology 

A descriptive design was used in this paper. It was conducted in Central Luzon, Philippines, as it has a perceived emerging film and 

entertainment industry. Stratified purposive sampling under the non-probability method was used to obtain the information 

relevant to the study. The respondents of this study included 196 millennial respondents. The form was distributed through google 

forms since actual data gathering is impossible in light of the given situation. The survey included screening questions followed 

by statements that will be quantified using a 4-point Likert scale. Screening questions were used to exclude respondents not part 

of the study, followed by Likert statements measuring social media use and Likert statements on consumer perception of Facebook 

advertisements. Prior to disseminating the survey to most respondents, the researchers conducted a validity test that returned a 

confirmatory alpha value of 0.82. The statistical significance was tested with the use of linear regression between groups. 

 

3. Results and Discussion  

The researchers successfully collected data from 196 millennials from Central Luzon. The researchers employed simple linear 

regression to determine how each variable will influence millennials to reach the study's objective. Table 1 shows that the 

respondents in this study were exclusively millennials from Central Luzon. In Table 2, Facebook advertisements have an effect on 

and can influence attitude and social pressure. In Table 3, social pressure and attitude significantly mediate the relationship 

between Facebook advertisements and purchase intention. 

 

Table 1: Demographic Profile of the Central Luzon respondents (n=196) 

Age f % 

25-30 150 76.53% 

31-35 27 13.78% 

36-40 19 9.69% 

Sex f % 

Female 110 56.12% 

Male 86 43.88% 

Province f % 

Aurora 4 2.04% 

Bataan 14 7.14% 

Bulacan 62 31.63% 

Nueva Ecija 39 19.90% 

Pampanga 41 20.92% 

Tarlac 25 12.76% 

Zambales 11 5.61% 
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Most often used platform f % 

Facebook 114 58.16% 

Instagram 33 16.84% 

TikTok 23 11.73% 

Twitter 6 3.06% 

YouTube 20 10.20% 

Time spent in social media f % 

1 - 3 hours 48 24.49% 

3 - 5 hours 51 26.02% 

30 mins. - 1 hour 15 7.65% 

Less than 30 mins. 3 1.53% 

More than 5 hours 79 40.31% 

Encounter ads of streaming services f % 

Always 111 56.63% 

Never 5 2.55% 

Sometimes 80 40.82% 

 

The majority of the respondents in Table 1 are between the ages of 25 and 30 and are predominantly females from the provinces 

of Pampanga, Nueva Ecija, and Bulacan. They most often use Facebook as a social media platform for more than 5 hours a day 

and always encounter SVODs advertisements. 

 

Table 2: Regression results among the variable groups of the Central Luzon respondents 

Source 
Dependent 

Variable 
Mean SD Sig Interpretation Decision 

Group 
Attitude 

Facebook Ads 3.09 0.5413 .000 Significant 

Reject the Null 

Hypothesis, 

Accept the 

alternative. Linear Regression      

Group 
Social Pressure 

Facebook Ads 3.09 
0.5413 

.000 Significant 

Reject the Null 

Hypothesis, 

Accept the 

alternative. Linear Regression      

Group 

Purchase 

Intention 

Social Pressure 2.73 0.5096 .000 Significant 

Reject the Null 

Hypothesis, 

Accept the 

alternative. 
Linear Regression      

Group 

Purchase 

Intention 

Attitude 3.17 0.646 .000 Significant 

Reject the Null 

Hypothesis, 

Accept the 

alternative. 
Linear Regression      
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From the results, the researchers found that the predicted attitude of the respondents increased by 0.692 for every one unit 

increase in Facebook advertisements. The findings indicate that attitude is and can be affected by Facebook advertisements. Similarly, 

the researchers also found that Facebook advertisements significantly affect social pressure. They found that the respondents’ 

predicted social pressure increases by 0.428 for every one unit increase in Facebook advertisements. In the table above, the results 

show that social pressure significantly affects purchase intention. It means that the respondents’ predicted purchase intention 

increases by 0.713 for every one unit increase in social pressure. Purchase intention is also significantly affected by attitude. It means 

that the respondents’ predicted purchase intention increases by 0.646 for every one unit increase in attitude. 

 

Table 3: Mediating effect between variables 

Mediator 
Effect of Facebook 

Ads on mediator 

Unique effect 

of mediator 
Indirect Effect Direct Effect Total Effect 

Social Pressure .43* .93* .40* .19* .59* 

Attitude .69* .53* .36* .23* .59* 

 

Social pressure has a significant mediating effect on the relationship between Facebook advertisements and purchase intention. 

The proportion of the total effect of Facebook advertisements on purchase intention that operates indirectly is 67.79%. Attitude 

has a significant mediating effect on the relationship between Facebook advertisements and purchase intention. The proportion 

of the total effect of Facebook advertisements on purchase intention that operates indirectly is 61.02%. The direct effect of 

Facebook ads on purchase intention has a score of .19* without the mediating effect of attitude and social pressure. However, it 

was found that with the mediating effects of social pressure and attitude, the total effect of Facebook ads to purchase intention 

would have a score of .59*, indicating that social pressure and attitude have significant mediating effects. 

 

4. Conclusion 

The main problem of this research is to describe the effectiveness of Facebook advertisements of SVODs to Filipino millennial 

audiences. All six (6) null hypotheses were rejected; thus, the researchers accepted the alternative hypotheses. The study found 

that social pressure and attitude are significantly affected by Facebook advertisements. The study also found that social pressure 

and attitude affect the purchase intention of SVODs. It is also found that social pressure and attitude mediate Facebook advertising 

and purchase intention. Based on the study’s findings, the researchers conclude that Facebook, being the most popular social 

networking site in the Philippines, may be utilized by SVODs as an effective tool to target Filipino Millennials. 

 

Thus, the following are recommended by the researchers:  

 

Although international video-on-demand streaming services are widely popular in the Philippines, domestic video-on-demand 

streaming services may utilize Facebook advertising as a tool to target audiences in Central Luzon. Emerging domestic SVODs such 

as iWant, and Vivamax may grow viewership by producing advertising content on Facebook that impacts subjective norms and 

attitudes towards behavior. The main job of filmmakers is to make audiences feel emotions. As SVODs are platforms that sell 

emotions through moving images and sound, advertisers of these companies could create more impactful advertisements by 

integrating the sub-variables of attitude (emotional appeal, informativeness, and advertising creativity) into their ads. Advertisers 

are also in the business of making people talk about their brands. Advertisers of SVODs should take heavy consideration of the 

sub-variables of social pressure (Response duration, e-WOM, and motivation). Aside from producing ads that are complete of 

social pressure and attitude, advertisers targeting Central Luzon audiences could specifically target their target audiences by 

referencing the empirical demographic data gathered from this study. That being said, advertisers must ask specific questions 

internally to create more impactful ads in the Philippines. Sample questions are as follows: (1) How does this ad strike the emotions 

of our audiences? (2) How is our ad informative? (3) How is our ad unique enough to capture the attention of our target audience 

instantly? (4) How quickly will our audiences interact with this ad? (5) Why will this get people to talk? (6) How will this make them 

want to subscribe to our SVOD?  

 

Attitudes and behaviors would also contribute to the Philippine Entertainment Industry understanding consumer preferences, 

improving their promotional activities to reach more Filipino audiences. Knowing how Filipino Millennials perceive Facebook 

advertisements of SVODs can help digital advertising agencies identify the crucial factors they may consider when producing ads 

to create content that would attract their audience more. 

 

Future researchers may find more information by exploring insights from residents of other regions. Because the study was only 

conducted on millennials from Central Luzon, a more comprehensive study could be conducted by exploring the topic on a national 

level. Future researchers may also find value by exploring more advanced advertising methods, such as using artificial intelligence 
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(AI), specifically machine learning (ML), to produce impactful advertising content online. Furthermore, future researchers may use 

other models to derive a more effective method of online advertising. With many users in the online media, the effectiveness of 

advertisements, not just limited to SVOD, in other social media platforms such as TikTok and YouTube can also be studied. In 

addition, the internet is ever-growing and fastly changing, so future researchers may explore the implications of social pressure 

and attitude on other digital media that may arise with the development of Web 3.0 and other future developments. The 

researchers advocate a complete statistical treatment for future research advances because this article was only conducted over 

three months. 

  

Funding: This research received no external funding. 

Conflicts of Interest: The authors declare no conflict of interest. 

Acknowledgements: The researchers would like to acknowledge Dr. Virginia Arceo of the University of Santo Tomas Research 

Center for Social Sciences and Education for her contribution to the study’s statistical treatment and analysis, and Mrs. Madel 

Magsino-Marasigan of the Faculty of the University of Santo Tomas for her lasting contributions and guidance throughout the 

study. The researchers would also like to thank the respondents who have voluntarily chosen to participate in this study and 

contribute data to the University of Santo Tomas College of Commerce and Business Administration.  

 

References 

[1] Akram, U., Junaid, M., Zafar, A. U., Li, Z., & Fan, M. (2021). Online purchase intention in Chinese social commerce platforms: Being emotional 

or rational? Journal of Retailing and Consumer Services, 63, 102669. doi:10.1016/j.jretconser.2021.102 

[2] Alavi, S., Mehdinezhad, I., & Kahshidinia, B. (2019). A trend study on the impact of social media on an advertisement. International Journal of 

Data and Network Science, 3(3), 185-200. DOI: http://dx.doi.org/10.5267/j.ijdns.2019.2.005 

[3] Baglione, S. L., Harcar, T., & Spillan, J. (2017). Turkish students’ perceived relevance of Facebook as a marketing tool. Journal of Information, 

Communication and Ethics in Society, 15(2), 125–144. doi:10.1108/jices-08-2016-0027  

[4] Belanche, D., Flavián, C., & Pérez-Rueda, A. (2020). Brand recall of skippable vs non-skippable ads in YouTube. Online Information Review. 

doi:10.1108/OIR-01-2019-0035 

[5] Chakraborty, S., Basu, S., Ray, S., & Sharma, M. (2020). Advertisement Revenue Management: Determining the Optimal Mix of Skippable and 

Non-Skippable Ads for Online Video Sharing Platforms. European Journal of Operational Research. doi:10.1016/j.ejor.2020.10.012 

[6] Chen, H., Duan, W., & Zhou W. (2021). When products receive reviews across platforms: Studying the platform concentration of electronic 

word-of-mouth. Information and Management. https://doi.org/10.1016/j.im.2021.103532 

[7] Choudhury, N. (2018). Chapter 4 The Globalization of Facebook: Facebook’s Penetration in Developed and Developing Countries. Media and 

Power in International Contexts: Perspectives on Agency and Identity, 77–97. doi:10.1108/s2050-206020180000016008  

[8] Clement, M., Otten, C., Seifert, R., Kleinen, O., Houston, M. B., Karniouchina, E. V., & Heller, C. (2020). IDEA FORUM: the impact of 

subscription-based video on demand on traditional distributors’ value chains and business models. Journal of Media Economics, 1–18. 

doi:10.1080/08997764.2020.1796 

[9] Fernández G, E., & Martín Q, J. (2018). Connecting with audiences in new markets: Netflix´s Twitter strategy in Spain. Journal of Media 

Business Studies, 15(2), 127–146. doi:10.1080/16522354.2018.1481711  

[10] Göbel, F., Meyer, A., Ramaseshan, B., & Bartsch, S. (2017). Consumer responses to covert advertising in social media. Marketing Intelligence 

& Planning, 35(5), 578–593. doi:10.1108/mip-11-2016-0212  

[11] Lee, J., & Hong, I. B. (2016). Predicting positive user responses to social media advertising: The roles of emotional appeal, informativeness, 

and creativity. International Journal of Information Management, 36(3), 360–373. doi:10.1016/j.ijinfomgt.2016.01.001   

[12] McKenzie, J., Crosby, P., Cox, J., & Collins, A. (2019). Experimental evidence on demand for “on-demand” entertainment. Journal of Economic 

Behavior & Organization, 161, 98-113. https://doi.org/10.1016/j.jebo.2019.03.017 

[13] Mejía-Trejo, J. (2021). COVID-19 ads on purchase intention of online consumer behavior as business innovation activity: A contribution to 

the uses and gratification theory. Electronic Commerce Research and Applications, 49, 101086. doi:10.1016/j.elerap.2021.1010 

[14] Nam, Y., Lee, H.-S., & Jun, J. W. (2019). The influence of pre-roll advertising VOD via IPTV and mobile TV on consumers in Korea. 

International Journal of Advertising, 1–19. doi:10.1080/02650487.2019.1637613 

[15] Noh, S. (2020). Dual portfolio management strategies of online subscription video on demand (SVOD) companies: a genre perspective. 

Journal of Media Business Studies, 1–22. doi:10.1080/16522354.2020.1797270  

[16] Nyström, A.-G., & Mickelsson, K.-J. (2019). Digital advertising as service: introducing contextually embedded selling. Journal of Services 

Marketing. doi:10.1108/jsm-01-2018-0043 

[17] Panda, S., & Pandey, S. C. (2017). Binge-watching and college students: motivations and outcomes. Young Consumers, 18(4), 425–438. 

doi:10.1108/yc-07-2017-00707  

[18] Quach, S., Septianto, F., Thaichon, P., & Chiew, T. M. (2021). Mixed emotional appeal enhances positive word-of-mouth: The moderating role 

of the narrative person. Journal of Retailing and Consumer Services, 62, 102618. doi:10.1016/j.jretconser.2021 

[19] Ramasoota, P., & Kitikamdhorn, A. (2021). “The Netflix effect” in Thailand: Industry and regulatory implications. Telecommunications Policy, 

45(7), 102156. https://doi.org/10.1016/j.telpol.2021.102156 

[20] Sama, R. (2019). Impact of Media Advertisements on Consumer Behaviour. Journal of Creative Communications, 097325861882262. 

doi:10.1177/0973258618822624   

[21] Shareef, M. A., Mukerji, B., Alryalat, M. A. A., Wright, A., & Dwivedi, Y. K. (2018). Advertisements on Facebook: Identifying the persuasive 

elements in the development of positive attitudes in consumers. Journal of Retailing and Consumer Services, 43, 258–268. 

doi:10.1016/j.jretconser.2018. 

http://dx.doi.org/10.5267/j.ijdns.2019.2.005
https://doi.org/10.1016/j.jebo.2019.03.017
https://doi.org/10.1016/j.telpol.2021.102156


JBMS 4(1): 01-07 

 

Page | 7  

[22] Stewart, K., Kammer-Kerwick, M., Koh, H. E., & Cunningham, I. (2018). Examining digital advertising using an affect transfer hypothesis. 

Journal of Research in Interactive Marketing, 12(2), 231–254. doi:10.1108/jrim-07-2017-0053  

[23] Tran, T. P., Lin, C. W., Baalbaki, S., & Guzmán, F. (2020). How personalized advertising affects the equity of brands advertising on Facebook? 

A mediation mechanism. Journal of Business Research, 120, 1-15. https://doi.org/10.1016/j.jbusres.2020.06.0 

[24] Voorveld, H. A. M., van Noort, G., Muntinga, D. G., & Bronner, F. (2018). Engagement with Social Media and Social Media Advertising: The 

Differentiating Role of Platform Type. Journal of Advertising, 47(1), 38–54. doi:10.1080/00913367.2017.1405754  

[25] Wang, Y. (2016). Brand crisis communication through social media. Corporate Communications: An International Journal, 21(1), 56–72. 

doi:10.1108/ccij-10-2014-0065  

[26] Wang, Y. S. (2019). User experiences in live video streaming: a netnography analysis. Internet Research. https://doi.org/10.1108/IntR-01-

2018-0029 

[27] Wayne, M. L. (2017). Netflix, Amazon, and branded television content in subscription video-on-demand portals. Media, Culture & Society, 

40(5), 725–741. doi:10.1177/0163443717736118  

[28] Xue, J., Liang, X., Xie, T., & Wang, H. (2020). See now, act now: How to interact with customers to enhance social commerce engagement? 

Information & Management, 103324. doi:10.1016/j.im.2020.103324 

 

 

 

 

https://doi.org/10.1016/j.jbusres.2020.06.027
https://doi.org/10.1016/j.jbusres.2020.06.027

