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ABSTRACT

The rise of video streaming services has not only increased 
the popularity of the platforms available, but has also 
changed the way households consume content, displacing 
the options offered by traditional television. The orientation 
was to apply a specific interdisciplinary scientific approach, 
combining economics and sociology, due to the research area 
of the study. The advantages/disadvantages of streaming 
platforms may play a role in the perceptions of different 
age groups of users by the service provider they choose. 
The aim of the research is to focus on the different video 
streaming consumption habits of the various generations 
(Generation X, Generation Y, Generation Z) as customers of 
Netflix, HBO Max, and Disney+, the widely known video 
streaming providers as reflected in the literature review. A 
Likert-scale questionnaire survey was considered the most 
appropriate method to achieve this objective. In order to test 
the hypothesis on the relationship between generations and 
video streaming usage a principal component analyses by 
generation was applied. The separation of variables resulted 
in the establishment of two groups, namely manipulation 
(indicating the influence of the traditional way of life) and 
enjoyment (influencing the choice and customer retention 
of service providers). The results of the study indicate 
that the generational characteristics of consumers partly 
show different patterns of service use, and that the impact 
of service use on traditional lifeways differs between 
generations. The analysis highlights the importance of 
further researches in this area, as the factors explored can 
be extended to other important issues in the future.
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1. INTRODUCTION
Nowadays, linear, also known as traditional television, is facing stiff competition 
from emerging streaming services, which have grown into a multi-billion dollar 
industry (Herman, 2022). The ranking of video streaming providers worldwide 
and internationally cannot be regarded as permanent. The popularity of the 
platforms is significantly influenced by the details of the subscription schemes, 
such as password sharing and the use of multiple devices at the same time 
(Nathanson, 2022), or by market restructuring, which may lead to changes 
in subscriber prices and the emergence of new competitors (Maglio, 2022; 
Martínez-Sánchez, Nicolas-Sans & Díaz, 2021).

In the world of media service providers, the slightest economic or even social 
change can drastically affect users’ value judgements (Aly Tovar, 2021). 
However, the outcome of the ‚Streaming War’, or the war between online media 
providers, seems to be unrelated to the battle between streaming and traditional 
television, as regardless of who leads the line, the popularity of linear television 
seems to be breaking down (Kenworthy, 2020). Meyer (2022a, 2022b, 2022c) 
identified satellite-based broadcasting as the main explanation for the catch-up 
and advance of internet-based providers, citing the increase in content delivery 
speed inherent in the technology. Its findings suggest that the smartphone and 
tablet usage of previous years has been replaced by smart television, which 
is becoming more prevalent among video content consumers. The global 
subscriber numbers of the best-known platforms illustrate the global importance 
of video streaming service providers. According to Pattison (2022), Netflix is 
the on first place with around 225 million subscribers, followed by Amazon-
owned Prime Video (205 million subscribers), while the third in the group of 
video-sharing platforms is Disney+ (130 million subscribers), HBO Max is the 
fourth with 85 million subscribers, and Walt Disney-owned Hulu (45 million 
subscribers) is the fifth. In terms of market share, Netflix was the most dominant 
provider in Hungary (87.1%) in 2022, followed by HBO Max (61%), then Apple 
TV+ (around 124,000 users) and Amazon Prime (around 91,000 users) (GKID 
Economic Research Co, 2022). In Hungary, 44% of internet users aged 16 and 
over are digital natives (Generation Y and Genration Z), while 56% belong to 
three generations of digital immigrants (Veterans, Baby Boomers, Generation X) 
(National Media and Infocommunications Authory, 2020). Almost 39% of active 
internet users aged 18 and over (around 2 million users) have a subscription or 
access to at least one streaming service (GKID Economic Research Co, 2022). 

The aim of the research is to focus on the different video streaming consumption 
habits of the various generations (Generation X, Generation Y, Generation Z) as 
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customers of Netflix, HBO Max, and Disney+, the widely known video streaming 
providers as reflected in the literature review. A Likert-scale questionnaire survey 
was considered the most appropriate method to achieve this objective. In order 
to achieve this purpose, the research examines the relationships between video 
streaming service providers and the generational differences associated with them 
using principal component analysis, as this methodology has been proved to be 
suitable for identifying and comparing different generational characteristics. For 
this reason, two perspectives (possible groups of principal components) have 
been taken into account: indicating the influence of traditional lifestyles, and 
influencing the provider choice and continuation. The specific interdisciplinary 
scientific approach could lead to the identification of significant characteristic 
differences between the examined generations in their use of streaming services, 
which undoubtedly influences the ways in which they communicate and interact. 
In conducting the research, the following research hypothesis was determined: 
Generations have different consumption behaviours and therefore decide to use 
video streaming services based on diverse experiences/percepcions.

The formulation of our hypothesis was influenced by a number of reasons 
determined by previous researches that studied the topic in a narrower context. 
Earlier researches typically only considered age and did not segment respondents 
by generation (e.g. Katherine Chen, 2019; Nagaraj, Singh & Yasa, 2021; Shin & 
Park, 2021). In those studies that have conducted a generational analysis, only 
two generations have generally been compared with each other (e.g. Dabija et al., 
2018; Laor & Galily, 2022; Lissitsa & Laor, 2021). It should also be noted that 
this paper fills a gap in this respect, as most of the papers analyzing over-the-top 
services have been written in Asia (e.g. Malewar & Bajaj, 2020; Nagaraj, Singh 
& Yasa, 2021; Shim, Lee, & Oh, 2022; Shin & Park, 2021). Moreover, in most 
cases the use of streaming platforms has only been studied under the assumption 
of the same user characteristics (same set of variables with structural model or 
factor analysis (e.g. Dabija et al., 2018; Malewar & Bajaj, 2020; Nagaraj, Singh 
& Yasa, 2021; Shim, Lee, & Oh, 2022;). The concept of the present research 
goes one step further by targeting 2-2 potential principal component groups per 
generation.

1.1. Factors influencing the choice of service provider

Over-the-top (OTT) platforms are suitable as a substitute (Martínez-Sánchez 
et al., 2021; Meyer, 2022a, 2022b, 2022c; Silva & Lima, 2022; Simon-Kucher 
& Partners, 2019) or complement (Kim, Lee, Lee & Kim, 2021) to traditional 
media (public service, commercial) consumption patterns. Unlike television, 
they are characterised by lack of advertising and a wide range of programmes. 
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The differences between the public’s perception, the use of the two platforms 
(television, over-the-top) (e.g. Katherine Chen, 2019; Sahu, Gaur & Singh, 
2021) and the reasons for subscribing to OTT providers (e.g. Devadas, 2022; 
Westcott et al, 2022) have been investigated from several aspects (e.g. economic 
development), the results of which are summarised in Table 1. 

Based on the literature review, certain factors (e.g. price, convenience, 
availability of programmes, lack of advertising) have been highlighted in several 
studies. Mulla (2022) categorized and analysed studies on streaming platforms 
published between 2007 and 2021 in a review article. The results show that the 
use of OTT platforms is influenced by the following 12 factors: content, price, 
flexibility, convenience (perceived ease of use), perceived usefulness, perceived 
enjoyment (hedonic motivation), desire to be freed from any constraint, 
entertainment value, socialization, culture inclusion, binge-watching, and self-
efficacy. Devadas (2022) research on purchase and continuation intention should 
be also emphasied, which shows that, in addition to price, convenience and a 
wide range of programmes, the possibility of binge-watching is also a priority 
for subscribers. With the presence of video streaming platforms, the user base 
is becoming increasingly aware, so even for the most popular providers (e.g. 
Netflix, Disney+), understanding the aspects of customer retention related to 
value for money will be key for the future (Westcott et al, 2022).

Table 1. Factors affecting OTT usage based on literature review

Source Factors influencing OTT usage (advantages) Location of 
the Study

Katherine Chen, 2019 amusement, convenience, ease of use, information 
content, price, relaxation, social interactions 

Taiwan

Nagaraj, Singh & Yasa, 
2021

content, convenience, features, price, quality India

Malewar & Bajaj, 2020 content availability, performance expentancy, price India
Shim, Lee, & Oh, 2022 foreign content, movies, original content, South-Korea
Shin & Park, 2021 content diversity, ease of use, enjoyment, price, quality, 

social interaction
South-Korea

Meyer, 2022a, 2022b, 
2022c

availability on multiple devices, ease of use, no 
contract period, price, time-shifted television, watching 
television on the go, wide range of content,

Austria, 
Germany, 
Switzerland

Wanat, 2022 exclusive content, good recommendation system, high 
quality, lack of advertising, legal streaming, offering the 
best movies, offering the best series, offline viewing, 
price, working smoother

Poland

National Film Institute 
[NFI], 2020

access to the latest trends, availability on multiple 
devices, ease of use, exclusive content, faster access to 
content, flexibility, lack of advertising, original content, 
wide range of content

Hungary

Source: Authors’ editing
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Chakraborty et al. (2023) indenified five factors of customer retention: social 
value (acceptance, perception), functional value (price, quality), emotional value 
(satisfaction, enjoyment), epistemic value (novelty, curiosity) and conditional 
value (discounts, offers). It was found that all 5 factors are necessary to build trust 
in OTT providers, but that social value, unlike the other 4 factors, does not have 
a significant impact on customer retention, as the importance of belonging to a 
platform in terms of social perception is decreasing. The formation of divergent 
opinions among social groups, in line with Buda (2019), is believed to be due to 
the different acceptance of social norms across generations, as well as historical 
turning points (e.g. the outbreak of war) and the diffusion of technological 
innovations (e.g. the internet).

1.2. Generational differences in video streaming services

Distinguishing between generations and comparing their behaviours is a complex 
task, thus the theoretical approaches are not consistent. According to Csutorás’ 
(2020) studies, the first modern empirical research on generations was conducted 
on the basic assumptions of Mannheim’s theory, which laid the foundation for 
the generation concepts still used today. According to the theoretical approaches 
based on collective consciousness (Howe & Strauss, 1991, as cited in van Eck 
Duymaer van Twist & Newcombe, 2021) generations can be defined as groups 
that share a common historical past and space, thus providing a collective identity 
for the group members. The most commonly used approach distinguishes 
generations by age, using birth intervals of 10-15 years, linking the cut-off 
points to major events, as in collective theory (Lyons & Kuron, 2014). Some 
research studies (e.g. Kertzer, 1983; Twenge, 2000) dispute that approaches 
using age, age-length and historical effects reflect generally acceptable results. 
Regarding the labour market, the following generations can be distinguished: 
Veterans (1930-1949), Baby Boom Generation (1950-1965), Generation X 
(1966-1989), Generation Y (1985-2000) and Generation Z (born around the 
second Millennium) (Mannheim, 1952; Kópházi, Pétervári, & Balassa, 2018). 
Therefore, the term generation can be approached in many different ways: age, 
birth interval, historical past, and membership of a company/organisation.

In addition to the generational theories already described, the specific topic 
of this study required the application of a concept that distinguishes between 
age groups based on differences in Internet use and digital device use. This 
approach was considered important in present research, as several analyses 
(e.g. Dabija, Bejan, & Tipi, 2018; Kulcsár, 2008; Raffer, 2020) have shown 
that the application of the before mentioned framework can show significant 
differences between generations. The results of several studies (Földvári, 2017; 
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Komár, 2017) have confirmed that Generation Z (1996-2010) shows significant 
differences from Generation X (1961-1981) and Baby Boomer (1943-1960) 
not only in terms of device use, but also in mindset, emotional expression and 
problem solving. Kulcsár’s (2008) and McCrindle’s (2018) classifications of 
generations’ attitudes towards the digital world were found to be suitable for 
the present analysis, namely: Veterans (1925-1945), Baby Boom Generation 
(1946-1964), Generation X (1965-1979), Generation Y (1980-1994), Generation 
Z (1995-2009) and Generation Alpha (2010-). In the following, the differences 
between generations will be outlined.

The generational differences in communication, device use, content consumption 
and behaviour (e.g. etiquette, netiquette) caused by the digital world have been 
defined by several scholars (e.g. Carrillo-Durán, Ruano-López, Fernández 
Falero, & Trabadela Robles, 2022; Dabija et al, 2018; Downes, 2019; Kulcsár, 
2008). Table 2 summarises the differences in digital device use by generations.

Table 2. Characteristics of digital device use by generations

Generation Features of digital device use Source
Veterans Challenge 

Lack of confidence
Physical difficulties

Ali & Szikora, 2017
Jiang, 2018

Baby 
Boomers

Acceptance
Replacing traditional media content on an 
occasional basis
Tool for basic communication

Carrillo-Durán et al., 2022
Downes, 2019
Kulcsár, 2008
Towner & Lego Munoz, 2016

Generation 
X

Awareness of own limitations
Consciousness
Digital skills acquired at an older age
Excellent technical skills
Responsibility
Supplementing traditional options

Dabija et al., 2018
Downes, 2019
Jung & Melguzo, 2021
Kamber, 2017
Lissitsa & Laor, 2021

Generation 
Y

Active social media presence
Early use
Intensive internet use
Internet-based networking 
Keeping track of new technologies
Multitasking
Online entertainment
Use of convenience features

Bolton et al., 2013
Dickey & Lewis, 2010 
Kulcsár, 2008
MacKenzie & Scherer, 2019
McAlister, 2010
Savage, 2006 
Werenowska & Rzepka, 2020

Generation 
Z

Access to diverse contents
Increased streaming and OTT platform use
Price sensitivity
Psychopathological symptoms in case of 
absence
Routine use of devices, new technologies
Social media-based communication
Wide range of device usage

Ahn, 2022
Jung & Melguzo, 2021
Kulcsár, 2008
Laor & Galily, 2022
Reinikainen, Kari, & Luoma-
Aho, 2020
Taylor, 2020
Westcott et al., 2022
Yadav & Rai, 2017
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Generation Features of digital device use Source
Generation 
Alpha

Addiction
Fast information needs
Increased use of digital spaces
Sharing attention 
Virtual friendships

Cirilli & Nicolini, 2019
Pálinkás & Purgel, 2019

Source: Authors’ edit based on sources cited

The reviewed literature supported the choice of Kulcsár’s (2008) and McCrindle’s 
(2018) classification, which allows the comparison of specific generational 
groups separated by digital device usage patterns, based on their user perceptions 
and habits.

2. MATERIALS AND METHODS
The aim of the research is to explore the relationships between video streaming 
service providers and the generational differences associated with them using 
principal component analysis, as the different sets of variables and factor weights 
of principal components representing the mindsets of age groups may reveal 
relevant information in this regard. It is assumed that two principal component 
groups can be distinguished, namely the manipulative (indicating the influence 
of traditional lifestyles) and the enjoyment (influencing the provider choice and 
continuation), which indicate generational differences.

The orientation was to apply a specific interdisciplinary scientific approach, 
combining economics and sociology, due to the research focus of the study on 
video streaming consumption behaviour. Therefore, the present study focuses on 
different video streaming consumption habits of different generations that are 
customers of Netflix, HBO Max and Disney+, the best known video streaming 
providers, as reflected in the literature review. In terms of generations, the 
special classification (based on attitudes towards the digital world) of Kulcsár 
(2008) and McCrindle’s (2018) was applied: Veterans (1925-1945), Baby Boom 
Generation (1946-1964), Generation X (1965-1979), Generation Y (1980-
1994), Generation Z (1995-2009) and Generation Alpha (2010-). In designing 
the survey, the aim was to reach as many generations as possible, therefore in 
addition to online surveys on the university’s social media site, the snowball 
method, a non-probability sampling was applied to conduct our primary research, 
taking advantage of the authors’ multi-generational network of contacts. In 
addition to closed-ended multiple-choice questions related to demographics and 
video streaming habits, incorporating variables already used/tested in previous 
research ordinal scales (4-point Likert scale, 48 variables) was also applied in 
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the questionnaire. A total of 350 responses were received during the completion 
period (21.10.2022 - 2.11.2022), but only respondents with an OTT subscription 
were included in our analysis, leaving a sample of 264 respondents after data 
cleaning (Table 3). Taking the responses to our questionnaire into account, the 
Baby Boomer and the Alpha Generations were excluded from the analysis due 
to their low sub-sample. Obviously, the research method was chosen with the 
limitations of the data collection in mind, so it was a non-representative, cross-
sectional analysis (study of data on a sample population at a given point in time). 
The necessary tests and the principal component analyses were performed using 
IBM SPSS Statistics 25.

Table 3. Number of OTT users per generation (person)
Generations OTT usage

Total
Name Birth interval No Yes
Baby Boomer 1946-1964 18 8 26
Generation X 1965-1979 32 72 104
Generation Y 1980-1994 12 76 88
Generation Z 1995-2009 24 104 128
Generation Alpha 2010- 0 4 4
Total 86 264 350

Source: Authors’ edit based on the questionnaire answers

The past decades have shown that principal component analysis has become 
increasingly accepted for questionnaire surveys, as it is suitable for exploring 
relationships between variables, identifying the most important variables and 
facilitating data interpretation (Sajtos & Mitev, 2007). The literature emphasises 
the minimum sample size, whereby the method is not recommended for sample 
sizes below 50 respondents, and the item/variable ratio criterion, according to 
which a principal component analysis requires at least ten times more respondents 
than the number of variables used in the survey (Csanády, Horváth-Szováti, & 
Szalay, 2013). 

The principal component analysis was run several times for each generation in 
order to achieve the best model fit with the available sample. The following 
acceptance criteria were defined during the research:

–– Kendall’s tau b: >0.3 
–– Kaiser-Meyer-Olkin Measure of Sampling Adequacy (KMO): >0.5 
–– Bartlett’s Test sig.: <0.05 
–– Communalities: >0.25 
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–– Goodness of Fit Test: >0.00 
–– Total Variance Explained: > 33% 
–– Factor Weights: > 0.25 (Barna & Székelyi, 2008).

In this paper, only the best-fit version of the model is presented, in which the 
total set of variables included is as follows (the literature basis for inclusion in 
the study is also indicated):

1.	 Manipulation principal component group:
�� v1_1: internet usage habits (Kwon & Wen, 2010; Leung, 2007)
�� v1_2: free time activities (Fekete, 2018; Murtaza, Molnár, & Szakács, 

2021)
�� v1_3: social life (Prasad, 2021)
�� v1_4: private life (McDaniel & Coyne, 2016; Negi & Gupta, 2022)
�� v1_5: working/studying (Prasad, 2021; Safar & Alkhezzi, 2016)

2.	 Enjoyment principal component group:
�� v2_1: rewatchability (Arriaga et al. 2019)
�� v2_2: language learning (NFI, 2020)
�� v2_3: exclusive content (NFI, 2020; Wanat, 2022)
�� v2_4: high video quality (Nagaraj et al. 2021; Yousaf, Mishra, Taheri, 

& Kesgin, 2021)
�� v2_5: wide range of content (Meyer, 2022a, 2022b, 2022c; NFI, 2020)
�� v2_8: original content (Yousaf et al, 2021; Shim et al. 2022)
�� v2_11: flexibility (Mulla, 2022; Nagaraj et al. 2021)
�� v2_12: season-by-season publication of series (Devadas, 2022)
�� v2_13: convenience (Devadas, 2022; Katherine Chen, 2019; Sahu et 

al. 2021)

The sets of variables of the principal component groups created by generation 
are presented in Table 4. Research on the methodology of principal component 
analysis has emphasized the examination of normality (Fornell & Larcker, 
1981; Sajtos & Mitev, 2007). However, in case of the Likert scale questions 
applied in this analyses, it should be noted that these are not continuous interval 
scales, and thus typically do not meet the criteria of traditional normality tests 
(e.g. Kolmogorov-Smirnov test, Shapiro-Wilk test, skewness and kurtosis). 
The results of several simulation studies (e.g. Muthén & Kaplan, 1985) have 
shown that other criteria can be used to determine whether normality is fulfilled 
for ordinal scales (Rózsa et al, 2019). For factor based models (Dash & Paul, 
2021), it is proposed to determine the degree of normality violation (Rózsa et 
al, 2019), for which there are no generally accepted critera. However, in the 
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case of multivariate analysis (e.g. principal component analysis), a skewness 
of less than 2 and a kurtosis of less than 7 are considered appropriate (Byrne, 
2010; Chou & Bentler, 1995; Curran, West, & Finch, 1996; Muthén & Kaplan, 
1985). George & Mallery (2010) suggest in a slightly different approach for 
psychometric purposes (e.g. attitudes, exploration of personal characteristics) a 
cut-off between +2 and -2 for questionnaire surveys. The values of the variables 
used in our model can be accepted (Table 4), since all, except for two (v1_3, 
v2_11) which are acceptable according to the more permissive literature, meet 
even the stricter criteria.

Table 4. Skewness and kurtosis values (normality) of variables included in the model

Principal component groups Generation Variable Kurtosis Skewness

Manipulation

1965-1979

v1_1 0.158 -0.933
v1_2 -0.178 -0.520
v1_3 0.228 -2.004
v1_5 0.183 -0.619

1980-1994

v1_2 0.340 -0.814
v1_3 -0.139 -0.017
v1_4 -0.186 -0.042
v1_5 0.310 -0.232

1995-2009

v1_2 0.054 -1.136
v1_3 0.133 -0.715
v1_4 0.269 -0.638
v1_5 0.662 0.404

Enjoyment 

1965-1979

v2_1 -0.475 -0.630
v2_4 -0.696 -0.630
v2_5 -0.609 -0.566
v2_13 -0.388 -1.513

1980-1994

v2_3 -0.848 -0.394
v2_4 -1.220 -1.064
v2_11 -1.967 3.693
v2_12 -0.478 -0.216
v2_13 -0.593 -0.917

1995-2009

v2_1 -1.102 0.473
v2_2 -0.975 -0.718
v2_4 -1.282 0.772
v2_8 -0.298 -1.236

Source: Authors’own calculations based on the questionnaire answers

Additionally to the analysis of the deviation from the normal distribution, the 
evaluation of the Cronbach’s alpha is also widely used in the construction of 
questionnaire scales, indices, factors, where the generated composite indicators 
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should have an alpha value of at least 0.7 (Cronbach, 1951; Kárász, Nagybányai 
Nagy, Széll, & Takács, 2022; Peterson, 1994). The Cronbach’s-Alpha values of 
the clustered principal components generated by generations meet this criterion 
(Table 5).

Table 5. Cronbach’s-Alpha values of principal components

Principal component groups Generation Cronbach-Alpha values

Manipulation
1965-1979 0.788
1980-1994 0.740
1995-2009 0.729

Enjoyment
1965-1979 0.766
1980-1994 0.819
1995-2009 0.806

Source: Authors’own calculations based on the questionnaire answers

In addition to the so-called lower threshold value (0.7), it is important to note 
that values which are too high (above 0.9) are not considered acceptable either, 
as they may indicate some kind of redundancy between variables (Nagybányai 
Nagy, 2006). This may be due to the similarity (quasi-duplication) of the 
questions included in the study and thus the identical information content of the 
given answers (Ponterotto & Ruckdeschel, 2007). The alpha values of the study 
are within the appropriate values as formulated in the literature, so the variables 
included in the questionnaire provided consistent measurement.

Testing for multicollinearity is also an important requirement for multivariate 
principal component analysis, as it allows to determine the strength of 
relationships (correlation, significance level) between the variables included. 
Therefore, in the selection of the variables included in the study, it was aimed to 
achieve the minimum significant correlation values (p>0.3; sig<0.05) defined by 
Barna & Székelyi (2008), thus constructing the principal components for each 
generation. As a consequence of the Likert scale questions used in the survey, 
the correlation tests for the ordinal scales were performed with Kendal’s tau-b.

Principal component analyses were carried out with the following settings: 

–– Maximum-likelihood method 
–– Varimax-rotation (variance maximalization). 

The adequacy of the data used for the principal component analysis was 
verified by Bartlett’s tests and the Kaiser-Meyer-Olkin Measure of Sampling 
Adequacy (KMO) values (Tables 5-6). The KMO values exceeded 0.7 in all 
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cases (6 principal components in total for 2 principal component groups) and the 
explanatory power (total variance explained > 40% in all cases) met the criteria 
expected from the literature (Table 6).

Table 6. KMO and Total variance explained values of principal components 

Principal component groups Generation KMO Bartlett’s test Total variance 
explained (%)

Manipulation
1965-1979 0.745 sig<0.001 50.334
1980-1994 0.713 sig<0.001 46.545
1995-2009 0.735 sig<0.001 41.912

Enjoyment
1965-1979 0.746 sig<0.001 46.636
1980-1994 0.840 sig<0.001 50.451
1995-2009 0.779 sig<0.001 51.842

Source: Authors’own calculations based on the questionnaire answers

To test model fit, a Goodness of Fit test was also carried out (Table 7), the results 
of which supported the feasibility of the principal component analyses with the 
variable sets already described (Table 4).

Table 7. Goodness of Fit test of principal components 

Principal component groups Generation Chi-Square df sig

Manipulation 
1965-1979 3.846 2 0.148
1980-1994 3.492 2 0.174
1995-2009 1.376 2 0.503

Enjoyment 
1965-1979 4.627 2 0.099
1980-1994 2.535 5 0.771
1995-2009 3.643 2 0.162

Source: Authors’own calculations based on the questionnaire answers

A Pearson’s correlation test was also conducted between the principal component 
scores developed for the two principal component groups by generation, as it 
was considered important to explore possible correlations between the principal 
components of enjoyment (influencing the provider choice and continuation) 
and manipulation (indicating influence on traditional lifestyle).

3. RESULTS
The evaluation of the principal component analyses starts with an overview of 
the generational variable sets and their factor weights. Table 8 shows the factor 
weights of the principal components created in the manipulation principal 

http://www.ae.ef.unibl.org/


21

(ACE) Acta Economica, Vol. XXI, No. 39, 2023	 9 – 34

http://www.ae.ef.unibl.org/

component group, which allows the identification of key differences. Regarding 
the oldest age group, the most significant factor is the change in leisure 
activities through the use of video streaming services, which is also important 
for Generation Z, but plays a less important role for Generation Y. Generation 
X’s perception of digitalisation differs from the other two generations studied 
(Carrillo-Durán et al, 2022; Dabija et al, 2018), so the effect of streaming on 
internet use is only significant for them.

Table 8. Factor weights of principal component analysis’ variables of the manipulative 
principal component group

Manipulative principal component group
Variables

Generation X
(1965-1979)

Generation Y
(1980-1994)

Generation Z
(1995-2009)

Internet usage habits (v1_1) 0.490 - -
Free time activities (v1_2) 0.766 0.266 0.540
Social life (v1_3) 0.370 0.641 0.262
Private life (v1_4) - 0.703 0.294
Work/Study (v1_5) 0.353 0.252 0.581

Source: Authors’own calculations based on the questionnaire answers

In terms of personal and social life, Pea et al. (2012) found that the online 
presence of young people significantly changes the way they interact and engage 
with others. According to our survey this correlation may be the most relevant 
for members of Generation Y in terms of their use of video streaming platforms. 
Therefore online film and television viewing has changed the social life of 
those born between 1980 and 1994. For Generation Z, it is of high importance 
to achieve harmony between personal and business life (Dam, Hack-Polay, 
Rahman, & Mahmoud, 2023) a unique situation in which they are confronted 
with a number of impulses and challenges (Tari, 2011). For them, acceptable 
working conditions require a specific set of skills (Wadhawan & Sinha, 2017), 
thus it is understandable that online video content consumption, presumably 
due to the eclipse of work identification, may have the greatest impact on their 
specific perceptions of work and learning opportunities and leisure activities.

Generational differences can also be detected in terms of service choice and 
customer retention (Table 9). For each of the age groups studied, the high quality 
of video available on OTT platforms is (almost the most) important as it also 
influences platform choice. The literature is divisive in this respect, as some 
previous analyses (e.g. Cha, 2014) cannot confirm this finding, but the results 
of some authors (e.g. Yousaf et al. 2021) suggest that this is a fundamental 
assumption for users’ continuous service use. Their results show that high video 
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quality is the most important factor for Generation X, but that convenience, 
rewatchability and a wide range of content also appear in the main component 
with almost equal weight.

Table 9. Factor weights of principal component analysis’ variables of the enjojment 
principal component group

Enjoyment principal group 
Variables

Generation X
(1965-1979)

Generation Y
(1980-1994)

Generation Z
(1995-2009)

High video quality (v2_4) 0.541 0.585 0.545
Convinience (v2_13) 0.471 0.585 -
Rewatchability (v2_1) 0.453 - 0.389
Wide range of content (v2_5) 0.400 - -
Exclusive content (v2_3) - 0.623 -
Flexibility (v2_11) - 0.444 -
Season-by-season publication of series (v2_12) - 0.285 -
Language learning (v2_2) - - 0.535
Original content (v2_8) - - 0.605

Source: Authors’own calculations based on the questionnaire answers

Zemoga (2022) forecasts for OTT platform usage that the choice of users between 
service providers is significaltly determined by the availability of exclusive and 
original content. Ahn’s (2022) research in Korea suggests that these factors are 
important for all generations in order to reinforce subscriber intent and maintain 
satisfaction. Our results partially contradict this, as exclusive content is of high 
importance for Generation Y and original content for Generation Z. However, 
these variables are not even part of the main enjoyment driver for Generation X.

The role of binge-watching cannot be ignored either, as several studies 
(including Flayelle et al, 2020) have already shown that it is a widespread form 
of behaviour. Two manifestations of this phenomenon have been identified by 
Flayelle et al. (2020): usage satisfaction (pleasurable experience, conscious) 
and dysfunctional use of technologies (negative output, impulsivity, addiction). 
Binge-watching was defined as a characteristic of Generation Z by Ayten, Bulat 
Demir, & Inceismail (2019), while Matrix (2014) describes it as a characteristic 
of Generation Y. Therefore, we believe that this type of viewing is not necessarily 
linked to generational differences, but rather to age. Generation Y is the only 
group in the present research where it has become part of the main component of 
enjoyment, therefore it seems to be the least important factor determining service 
choice.
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The Principal Component scores for the generated principal components were 
also determined in order to investigate the correlations between the manipulation 
and enjoyment principal components (Table 10).

Table 10. Results of correlation analysis

Correlation
Principal Components

Generation X
n=72

Generation Y
n=76

Generation Z
n=104

Full sample
n=252

Sig. Pearson Sig. Pearson Sig. Pearson Sig. Pearson
Enjoyment-Manipulation 0.243 0.139 <0.001 0.453 0.588 0.054 <0.001 0.202

Source: Authors’own calculations based on the questionnaire answers

Analyses by generation showed a significant positive correlation of medium 
strength only for Generation Y. In the other two cases, no significant correlation 
was found and the possible existence of a relationship was therefore rejected. For 
the correlation analysis performed on the whole sample, the principal component 
values generated by generation from the different sets of variables were treated 
together, as they had the same meaning (enjoyment factor: service choice; 
manipulation factor: impact on living conditions). For the sample as a whole, a 
significant correlation with a positive direction and very weak correlation was 
obtained, suggesting that there may be a relationship between the two principal 
components, but this is significantly affected by the different sets of variables.

5. CONCLUSIONS
The constructed principle components (2 principal component groups, 3 
generations, 6 in total) provided acceptable results based on preliminary tests. In 
response to the hypothesis (Generations have different consumption behaviours 
and therefore decide to use video streaming services based on diverse experiences/
percepcions.), it can be concluded that generational differences were observed 
for both the manipulation and enjoyment factors, as the numbers and weights 
of the included variables - that guaranteed model fit - differed in most cases. 
Generational differences in the aspects of influencing service choice are the 
most pronounced, which may be due to the different attitudes of the age groups 
towards digitalisation.

Using different sets of variables, generational differences (based on the acceptance 
criteria) were examined in present study, which have provided the basis for our 
findings. Correlation analysis between the manipulation and enjoyment factor 
was not able to determine the direction of the relationship, therefore further 
statistical procedures (e.g. structural model) can be proposed. Due to the lack 
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of representativeness, present findings should be treated with a certain degree of 
caution, but may serve as a basis for further research.
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САЖЕТАК
Пораст услуга видеостримовања не само да је повећао популарност доступних 
платформи, већ је промијенио и начин на који домаћинства конзумирају 
садржај, замијењујући опције које нуди традиционална телевизија. 
Оријентација је била примјена специфичног интердисциплинарног научног 
приступа, комбинујући економију и социологију, због истраживачке области 
студије. Предности, односно недостаци платформи за стриминг могу играти 
улогу у перцепцији различитих старосних група корисника од стране 
провајдера услуга којег одаберу. Циљ истраживања јесте да се фокусира 
на различите навике потрошње видеостриминга различитих генерација 
(генерација икс, генерација ипсилон, генерација З) као потрошача садржаја 
Нетфликса, ХБО Макса и Дизнија+, нашироко познатим провајдерима 
видеостримовања, како је показано у прегледу литературе. Истраживање 
засновано на анкетирању по Ликертовој скали се сматрала најприкладнијим 
методом за постизање овог циља. Да би се тестирала хипотеза о односу 
између генерација и коришћења видеостриминга, примијењена је анализа 
главне компоненте по генерацијама. Раздвајање варијабли резултирало је 
успостављањем двије групе, и то: манипулација (што указује на утицај 
традиционалног начина живота) и уживање (утицај на избор и задржавање 
корисника услуга провајдера). Резултати студије указују да генерацијске 
карактеристике потрошача дјелимично показују различите обрасце 
коришћења услуга, те да се утицај коришћења услуга на традиционалне 
стилове живота разликује међу генерацијама. Анализа наглашава важност 
даљих истраживања у овој области, јер се истражени фактори могу 
проширити на друга важна питања у будућности.

Kључне ријечи: највише услуге, анализа главних компоненти, генерацијске 
разлике, перцепција, манипулација, уживање.
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