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Abstract:

Digital video content has rapidly evolved into a global business phenomenon in recent years. The success and growth of digital video content heavily depends on consumers’ continued engagement. This study examines the relationship between consumer consumption values and consumer satisfaction in influencing the intention to continue watching digital content.
Quantitative data was collected through an online survey of 215 young digital video consumers in Malaysia, and the analysis was conducted using SPSS and PLS-SEM. The findings revealed that functional value, entertainment value, perceived usefulness, and confirmation significantly impact consumer satisfaction. However, social value and informative value were not found to have a significant effect on consumer satisfaction. Additionally, social media usage did not strengthen the relationship between consumer satisfaction and the intention to continue watching.
These insights can help video content providers better understand consumer preferences, enabling marketers and organizations to incorporate these factors into their strategies to create more effective and engaging video content. This study is among the few to explore social media usage as a moderating factor in continuous intention to view video content, offering valuable contributions to this field of research.
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