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USER EXPERIENCE/ELECTRONIC SUBSCRIPTION SERVICE QUALITY/
PERCEIVE VALUE/SATISFACTION/WILLINGNESS TO PAY

The purpose of this research were: 1) Compare opinions about the user
experience, electronic subscription service quality, perceived value, satisfaction and
willingness to pay for streaming video users between Generation X, Generation Y and
Generation Z, 2) to test the effect of user experience on satisfaction and willingness
to pay for streaming video services of structural equation model developed following
the empirical data. Data were collection by electronic questionnaires from 300 users
who had an experience in using video streaming in Thailand, which are in the

Generation X, Generation Y and Generation Z.

The results showed that group Generation X, Generation Y and Generation Z
highly agree that they have gained user experience, electronic subscription service
quality, perceived value, satisfaction and willingness to pay for video streaming
services. And showed that group Generation X, Generation Y and Generation Z have
opinions on the quality of electronic subscription services no difference. However,
there are differences in opinions about user experience, perceived value, satisfaction

and willingness to pay for video streaming services.

The results showed that the model of user experience on satisfaction and
willingness to pay for streaming video services the empirical data. User experience has
affected satisfaction, electronic subscription service quality and perceived value.
Electronic subscription service quality has affected satisfaction and willingness to pay.
Perceived value has affected satisfaction and willingness to pay. Satisfaction has

affected willingness to pay.

This research aims to confirm the opinions of who had experience in using
video streaming services in Thailand, which are in the Generation X, Generation Y and
Generation Z. about user experience, electronic subscription services quality, perceived

value, satisfaction and willingness to pay for video streaming services. It also showed



that the structural equation model in this research has been developed are consistent
with the empirical data that have been studied from concepts, theories and related
research. And video streaming businesses can use the information to guide their
application to improve video streaming services to meet the demand, create
satisfaction and willingness to pay for the targeted service users. It is also information
for those who are interested in using it as a guideline for further related research

studies.
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