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Abstract 

 

This study was conducted to see the antecedents of customer loyalty by considering 

customer satisfaction and service innovation components, namely novel service 

concept and novel service procedure. The study was conducted on 208 users of 

streaming service applications such as Spotify, Netflix, Viu, Prime Video, HBO Go, 

and Disney+ Hotstar, who were selected using purposive sampling techniques with 

several criteria. Data were obtained from questionnaires distributed online using 

Google Forms, which were shared on social media of users of streaming service 

applications. The results of this study indicate that novel service concept, novel service 

procedure, and customer satisfaction have a positive effect on consumer loyalty. This 

study contributes to the literature on service innovation and customer loyalty in 

streaming services, while also providing suggestions for streaming service providers 

to improve customer retention. 
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INTRODUCTION 

The rapid pace of digital transformation has changed consumer behavior, making 

streaming services a part of everyday life. From on-demand video and music to interactive 

podcasts and live broadcasts, these platforms have redefined the way consumers consume 

entertainment and information (Camilleri & Falzon, 2021; Gupta & Singharia, 2021). 

However, the development of streaming services has also created a highly competitive 

landscape, requiring organizations to continue to attract and retain their customers. In such 

conditions, providing basic services alone is no longer enough. The focus has shifted towards 

service innovation (Blichfeldt & Faullant, 2021), as this is a critical driver of customer 

engagement, differentiation, and loyalty (Heinonen & Strandvik, 2021; Hameed et al., 2021; 

Sondari et al., 2024). 

In service innovation, novel service concepts and novel service procedures have 

emerged as highly influential factors (Xie et al., 2021). Novel service concepts include the 

development of unique value propositions, the integration of complementary services, and 

the creation of entirely new service categories. For streaming services, this includes 

personalized content recommendations powered by algorithms, interactive content formats 

that enable user participation, or bundled service offerings that add value (Kim et al., 2021; 

Vimarlund et al., 2021). Meanwhile, novel service procedures focus on improving the 

delivery and interaction aspects of the service. This involves developing intuitive user 

interfaces, implementing seamless cross-device compatibility, or providing responsive and 

personalized customer support. These innovations not only improve usability but also shape 

customer perceptions of service quality, ultimately driving satisfaction and loyalty (De Luca 

et al., 2021; Hameed et al., 2021). 

Customer loyalty, characterized by repeat subscriptions, positive word of mouth, and 

willingness to recommend, is critical for sustainable growth and profitability (Singh et al., 

2023; Jenneboer et al., 2022). Understanding the factors that drive customer loyalty is 

essential for service providers seeking to maintain a competitive advantage (Johan et al., 

2024). Customer satisfaction has long been recognized as a key determinant of loyalty (Dam 

& Dam, 2021; Magatef et al., 2023). However, while previous studies have explored service 

innovation in industries such as retail, hospitality, and financial services (Santos & 
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Schlesinger, 2021; Ahmed & Azoz, 2024; Philip & Pradiani, 2024), streaming services 

operate within a unique context where content availability, personalization, and seamless 

access are critical to user retention. Unlike traditional services, where tangible product 

quality plays a dominant role, streaming services rely on continuous engagement and 

evolving user preferences, making service innovation a key driver of both satisfaction and 

long-term loyalty. 

This study aims to examine the direct effects of novel service concepts, novel service 

procedures, and customer satisfaction on customer loyalty in the streaming service sector. By 

focusing on these factors, this study seeks to provide empirical insights into how innovative 

service strategies contribute to building long-term customer relationships. Specifically, this 

study will investigate how customer satisfaction and service innovation represented by novel 

service concepts and novel service procedures impact customer loyalty. This study 

contributes to the literature by providing empirical evidence on the direct relationships 

between novel service concepts, novel service procedures, customer satisfaction, and loyalty 

in the context of streaming services. These findings will provide valuable implications for 

streaming service providers, enabling them to strategically implement service innovations 

that enhance customer satisfaction and foster long-term loyalty. By understanding the 

dynamics between novel service concepts, novel service procedures, customer satisfaction, 

and loyalty, service providers can optimize their service strategies, grow a loyal customer 

base, and thrive in an increasingly competitive digital marketplace. 

 

REVIEW OF LITERATURE 

Service Innovation 

Service innovation has emerged as a critical driver of competitive advantage in the 

modern business landscape, particularly in the dynamic digital services space. Unlike product 

innovation that focuses on tangible goods, service innovation centers on the creation and 

delivery of intangible value (Blichfeldt & Faullant, 2021; Hameed et al., 2021). It 

encompasses a broad spectrum of activities, from the development of new service concepts 

and procedures to the implementation of new technologies and organizational structures. The 

increasing prevalence of digital platforms and the rapid evolution of consumer expectations 
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have increased the emphasis on service innovation, requiring organizations to continuously 

adapt and improve their offerings to stay relevant (Kim et al., 2021; Opazo-Basáez et al., 

2022). 

 In the field of service innovation, the distinction between radical innovation and 

incremental innovation is fundamental. Radical innovation involves the introduction of a 

completely new service category or a fundamental transformation of an existing service, 

often disrupting an existing market (Freixanet & Rialp, 2022; Le & Le, 2023). In contrast, 

incremental innovation focuses on refining and improving existing services through 

incremental improvements (Sheehan et al., 2023; Acemoglu et al., 2022). In the context of 

streaming services, this means the introduction of completely new interactive content formats 

and continuous improvements to user interfaces and recommendation algorithms. In addition, 

a focus on new service concepts and procedures is essential. Nguyen et al. (2024) state that 

novel service concepts involve the development of unique value propositions, such as 

bundled services or personalized content libraries, while novel service procedures involve 

improvements in service delivery, interaction, and customer support, such as cross-device 

compatibility and AI-powered assistance. 

 The impact of service innovation is not just differentiation, but also significantly 

affects customer outcomes such as satisfaction and loyalty (Nguyen et al., 2024; Mahmoud 

et al., 2018). By introducing novel service concepts that align with evolving customer needs 

and implementing innovative service procedures that enhance the customer experience, 

organizations can foster stronger customer relationships. This is especially relevant in the 

streaming service industry, where customer loyalty is paramount to sustainable growth. The 

ability to anticipate and respond to changing customer preferences through service 

innovation is critical for service providers looking to maintain a competitive advantage and 

drive long-term customer engagement. 

Hypothesis Development 

Novel service concepts refer to the introduction of unique value propositions, service 

combinations, or entirely new ways of delivering content and value to customers (Nguyen et 

al., 2024). These concepts can include personalized content recommendations powered by 

sophisticated algorithms, interactive content formats that provide new viewing experiences, 



Indonesian Interdisciplinary Journal of Sharia Economics (IIJSE)                  Vol. 8. No. 2 (2025) 

e-ISSN: 2621-606X               Page: 3994-4010 

Analysis of the Influence of Novel ….. 3998 

 

or bundled services that enhance perceived value (Surjono, 2025). By offering distinct and 

innovative service features, streaming platforms can strengthen customers’ preference for 

their service over competitors, leading to continued subscriptions and increased loyalty 

(Martins & Riyanto, 2020). 

Empirical research suggests that customers are more likely to remain loyal when they 

perceive a service as innovative and capable of offering sustained value over time (Woo et 

al., 2021). For example, streaming services that offer personalized playlists or curated content 

based on an individual’s viewing habits create a sense of tailored value, making the service 

more relevant and engaging. Similarly, the introduction of interactive content formats, such 

as choose-your-own-adventure narratives or live interactive performances, provides new and 

immersive experiences that differentiate these services from traditional linear streaming. It 

increases the perceived distinctiveness of the service, thus reducing the likelihood of 

switching to competitors (Nguyen et al., 2024; Woo et al., 2021). When customers perceive 

that a service is innovative and responsive to their needs, they are more likely to develop a 

sense of loyalty. This loyalty is manifested in repeat purchases, positive word-of-mouth 

recommendations, and a greater willingness to engage with the platform. 

H1. A novel service concept has a positive effect on customer loyalty. 

 Novel service procedures focus on improving the efficiency, ease, and 

personalization of service delivery, reducing friction in the customer experience (Nguyen et 

al., 2024; Bhat & Gupta, 2024). In the context of streaming services, this includes 

improvements in user interface design, cross-device compatibility, personalized customer 

support, and the implementation of advanced features such as offline viewing and AI-based 

navigation. When these service procedures enhance convenience and reliability, customers 

are more likely to continue their subscriptions and demonstrate long-term loyalty (Lee et al., 

2022; Woo et al., 2021).  

Empirical studies have found that service quality improvements—such as intuitive 

interfaces and multi-device synchronization—directly strengthen customer loyalty by 

increasing ease of use and reducing switching costs (Tai et al., 2021). For example, streaming 

platforms that provide smooth, uninterrupted streaming across devices reinforce habitual 

usage, making customers less likely to consider alternative services (Blichfeldt & Faullant, 
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2021; Woo et al., 2021). Additionally, responsive customer support—such as AI-powered 

chatbots and personalized troubleshooting—demonstrates reliability, which further solidifies 

customer loyalty (De Luca et al., 2021). 

H2. Novel service procedures have a positive effect on customer loyalty. 

Customer satisfaction has long been recognized as a fundamental driver of customer 

loyalty across industries, including the streaming services sector. When customers are 

satisfied with their overall experience, they are more likely to develop positive attitudes 

toward the service provider, leading to repeat usage and advocacy (Lee et al., 2022). In the 

context of streaming services, customer satisfaction is influenced by many factors, including 

content quality, user experience, service reliability, and perceived value. 

Satisfied customers are more likely to develop trust and confidence in the streaming 

service provider. They perceive the service to meet or exceed their expectations, fostering a 

positive emotional connection (Hsu & Lin, 2023). This emotional bond, in turn, leads to 

increased loyalty, as customers are less likely to switch to competing platforms. Satisfied 

customers are also more likely to engage in positive word-of-mouth communication, 

recommending the service to their friends and family, contributing to customer acquisition 

and retention (Ayyinaddis et al., 2023). Furthermore, satisfied customers are more likely to 

exhibit repeat usage behaviors, such as renewing their subscriptions and interacting 

frequently with the platform. This behavioral loyalty is a direct manifestation of their positive 

experiences and strengthens their commitment to the service provider. Given that both novel 

service concepts and novel service procedures contribute to customer satisfaction, and 

satisfaction is a known predictor of loyalty, this study hypothesizes that higher customer 

satisfaction can predict higher customer loyalty. 

H3. Customer satisfaction has a positive effect on customer loyalty. 
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Figure 1 

Conceptual Framework 

 

RESEARCH METHOD 

This study used a quantitative research design to examine the determinants of 

customer loyalty in the streaming service sector. A cross-sectional approach was chosen over 

a longitudinal design due to the study’s focus on capturing customer perceptions at a specific 

point in time rather than tracking changes over time (Singh et al., 2023). The target 

population of this study consisted of users of streaming service applications, including but 

not limited to Spotify, Netflix, Viu, Prime Video, HBO Go, and Disney+ Hotstar. Participants 

were selected using a purposive sampling technique, which ensured that all respondents were 

active users of the platform, resulting in 208 respondents. This number meets the 

recommended sample size for multiple regression analysis, as it ensures sufficient statistical 

power (Cohen, 1988). 

Data were collected through an online questionnaire distributed via Google Forms 

and shared on social media platforms frequently visited by streaming service users. While 

online data collection allows broad reach, it may introduce sampling biases, such as 

overrepresentation of younger, tech-savvy users. To mitigate this, the study included 

respondents from diverse age groups and verified active streaming usage. 

The survey instrument was structured into several sections. The first section collected 

demographic information, including age, gender, and frequency of streaming service usage. 

The next section measured key variables: new service concept, new service procedure, 

Customer 
Loyalty 

Novel Service 
Concept 

Customer 
Satisfaction 

Novel service 
procedure 
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customer satisfaction, and customer loyalty. These variables were rated using a 5-point Likert 

scale, ranging from ‘strongly disagree’ (1) to ‘strongly agree’ (5). 

Data analysis was performed using SPSS statistical software. Descriptive statistics, 

including means and standard deviations, were calculated to summarize the demographic 

characteristics of the sample and the distribution of variables. Multiple linear regression 

analysis was conducted to test the hypothesis, testing the independent influence of new 

service concepts, new service procedures, and customer satisfaction on customer loyalty. 

Prior to the regression analysis, instrument reliability and validity tests were conducted. 

Additionally, classical assumption tests—including normality, multicollinearity, and 

heteroscedasticity tests—were performed to ensure that regression assumptions were met, 

improving the robustness of the results. 

 

RESULTS AND DISCUSSION 

Respondent Characteristics  

Table 1 

Respondent Characteristics 

Characteristics Frequency (n) Percentage (%) 

Gender 

Male 

Female 

 

98 

110 

 

47% 

53% 

Age 

18-24 years 

25-34 years 

35-44 years 

> 45 years 

 

85 

75 

30 

18 

 

42% 

36% 

14% 

8% 

Subscription Type 

Free (with ads) 

Paid 

 

45 

163 

 

22% 

78% 

Streaming Services Used 

Spotify 

Netflix 

Disney+ Hotstar 

Viu 

Prime Video 

HBO Go 

 

42 

65 

36 

34 

16 

15 

 

20% 

32% 

17% 

16% 

8% 

7% 

 

Subscription Period 

< 1 year 

1-2 years 

> 2 years 

 

32 

68 

108 

 

15% 

33% 

52% 
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The sample consisted of 208 respondents, with an almost balanced gender distribution 

(53% female, 47% male). The majority (77%) were in the 18–34 age group, indicating that 

the younger age group dominates the user base of streaming services. In terms of subscription 

type, 78% of respondents use paid streaming services, while 22% rely on the free (ad-

supported) version. Among these platforms, Netflix (32%) and Spotify (20%) are the most 

widely used, followed by Disney+ Hotstar (17%) and other services. In terms of duration of 

service usage, more than half of the respondents (52%) have been using streaming services 

for more than two years. 

Data Analysis 

Instrument Test 

The Validity test shows that all statement items in the questionnaire for the variables 

novel service concept (X1), novel service procedures (X2), customer satisfaction (X3), and 

customer loyalty (Y) have a calculated r value > r table (0.1891) and a two-tailed significance 

of 0.000 < 0.05. Thus, all statement items are declared valid. Furthermore, Table 2 presents 

the results of the reliability test with Cronbach's Alpha, which shows that all variables meet 

the threshold value > 0.600, so they are declared reliable. 

Table 2 

Reliability test 

Variable Cronbach’s Alpha Information 

Novel service concept (X1) 0.823 Reliable  

Novel service procedure (X2) 0.817 Reliable 

Customer satisfaction (X3) 0.745 Reliable 

Customer loyalty (Y) 0.871 Reliable 

 

Classical Assumption Test 

Based on the results of the classical assumption test presented in Table 3, it can be 

concluded that all assumptions are met. The normality test using the Kolmogorov-Smirnov 

Test shows an Asymp. Sig. (2-tailed) value of 0.200, which is greater than 0.05. This 

indicates that the data is normally distributed. Furthermore, the autocorrelation test with the 

Durbin-Watson Test produces a DW value of 1.935, which is between the upper limit (dU = 

1.7437) and (4 - DW) > dU. Thus, no positive or negative autocorrelation was found. 

Table 3 

Results of the Classical Assumption Test  

Assumption Test Test Method Result Conclusion 
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Normality  Kolmogorov-Smirnov 

Test 

Asymp. Sig. (2-tailed) = 

0.200 (> 0.05) 

Data is normally 

distributed (assumption 

met) 

Autocorrelation Durbin-Watson (DW 

Test) 

DW = 1.935, dU = 

1.7437 

No autocorrelation 

(assumption met) 

Heteroscedasticity Glejser Test Sig. X1 = 0.441, Sig. X2 

= 0.423, Sig. X3 = 0.339 

(> 0.05) 

No autocorrelation 

(assumption met) 

Multicollinearity Tolerance & VIF Tolerance > 0.1, VIF < 

10 

No multicollinearity 

(assumption met) 

 

Multiple Linear Regression Analysis 

Table 4 

Results of Multiple Linear Regression Analysis 

Variable 
B (Regression 

Coefficient) 
Std. Error t Sig. 

Constants 5.418 2.526 2.145 0.034 

Novel Service Concept (X1) 0.347 0.108 3.212 0.002 

Novel Service Procedure (X2) 0.240 0.103 2.337 0.021 

Customer Satisfaction (X3) 0.396 0.105 3.768 0.000 

a. Variable Dependent: Customer Loyalty (Y) 

 

From the results of multiple linear regression analysis, the following regression 

equation was obtained: 

Y=5,418+0,347X1+0,240X2+0,396X3 

This equation shows that all independent variables have a positive influence on 

customer loyalty (Y). The constant value of 5.418 indicates that if the variables novel service 

concept (X1), novel service procedures (X2), and customer satisfaction (X3) are zero or 

fixed, then customer loyalty is at a value of 5.418 units. The regression coefficient of the 

novel service concept variable (X1) of 0.347 indicates that every 1 unit increase in the novel 

service concept will increase customer loyalty by 0.347 units, assuming other variables 

remain constant. The same applies to the variables novel service procedures (X2) and 

customer satisfaction (X3), where a 1 unit increase in novel service procedures will increase 

customer loyalty by 0.240 units, and a 1 unit increase in customer satisfaction will increase 

customer loyalty by 0.396 units. Since the sig. value for all independent variables is <0.05, 

it can be concluded that novel service concept, novel service procedures, and customer 

satisfaction have a significant effect on customer loyalty. 
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Hypothesis Testing 

The t-test is used to test the partial effect of each independent variable on the 

dependent variable. The results of the analysis are shown in the following table: 

Table 5 

Hypothesis Test Results 

Variable t count t table Sig. Conclusion 

Novel Service Concept (X1) 3.212 1.98304 0.002 Significant Effect 

Novel Service Procedure (X2) 2.337 1.98304 0.021 Significant Effect 

Customer Satisfaction (X3) 3.768 1.98304 0.000 Significant Effect 

a. Variable Dependent: Customer Loyalty (Y) 

 

Based on the test results, the novel service concept variable (X1) has a t-count value 

of 3.212, which is greater than the t table of 1.98304, with a significance value of 0.002 

<0.05. This shows that the novel service concept has a significant effect on customer loyalty. 

The novel service procedures variable (X2) also shows a significant effect with a t-count of 

2.337, which is greater than the t table of 1.98304, and a significance value of 0.021 <0.05. 

Furthermore, the customer satisfaction variable (X3) has a t-count of 3.768 and a significance 

value of 0.000 <0.05, which means that customer satisfaction significantly affects customer 

loyalty. Since all independent variables have a t-count value > t table and significance <0.05, 

it can be concluded that the novel service concept, novel service procedures, and customer 

satisfaction have a partially significant effect on customer loyalty. 

Coefficient of Determination 

Table 6 

Coefficient of Determination 

Model R R Square 
Adjusted R 

Square 

1 0.752 0.565 0.553 

 

Based on the analysis results in the table above, the coefficient of determination (R 

Square) value is 0.565 or 56.5%. This value is obtained from the square of the correlation 

coefficient (0.752 × 0.752 = 0.565), which shows that the independent variables, namely 

novel service concept (X1), novel service procedures (X2), and customer satisfaction (X3), 

together affect customer loyalty (Y) by 56.5%. Meanwhile, the remaining 43.5% is 

influenced by other factors not included in this study, such as service pricing strategies, brand 

reputation, perceived content quality, platform usability, customer trust, and competitive 
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offerings from other streaming services. This indicates that although the variables in this 

model have a fairly strong influence on customer loyalty, there are still other external factors 

that contribute and can be the subject of further research. 

Discussion 

The results of the study show that the three independent variables, namely novel 

service concept, novel service procedure, and customer satisfaction, have a significant 

influence on customer loyalty. This finding indicates that innovation in service concepts and 

service procedures, as well as the level of customer satisfaction, play an important role in 

building customer loyalty. First, the novel service concept is proven to have a significant 

influence on customer loyalty with a t-value of 3.212 and a significance value of 0.002. These 

results indicate that developing an innovative service concept can increase the attractiveness 

of a service and strengthen customer relationships with the company. This is in line with 

previous studies (Martins & Riyanto, 2021; Nguyen et al., 2024; Woo et al., 2021), which 

state that innovation in service concepts can create differentiation and increase customer 

value perceptions, which ultimately have a positive impact on their loyalty. 

Second, the novel service procedure also shows a significant influence on customer 

loyalty with a t-value of 2.337 and a significance value of 0.021. This indicates that 

innovative service procedures can improve customer experience, which in turn encourages 

them to remain loyal to the company, in line with previous studies (Bhat & Gupta, 2024; 

Nguyen et al., 2024; Tai et al., 2021). A more efficient, convenient, and responsive service 

process to customer needs is an important factor in building long-term relationships with 

customers. 

Third, customer satisfaction has the greatest influence on customer loyalty with a t-

value of 3.768 and a significance value of 0.000. This finding strengthens the findings of 

previous researchers (Ayyinaddis et al., 2023; Hsu & Lin, 2023; Lee et al., 2022) that 

customer satisfaction is one of the main determinants of creating loyalty. When customers 

are satisfied with the service they receive, they tend to return to use the same service and 

recommend it to others. Thus, companies must continue to improve service quality to 

maintain and increase customer satisfaction levels. 
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Overall, the results of this study indicate that innovation in service and customer 

satisfaction levels play a significant role in increasing customer loyalty. Therefore, 

companies need to continue to innovate in service concepts and procedures and ensure that 

customers are satisfied with the services provided. The practical implication of this study is 

the need for a sustainable strategy in improving customer experience to strengthen their 

loyalty to the company. 

 

CONCLUSION 

This study aims to analyze the influence of novel service concept, novel service 

procedure, and customer satisfaction on customer loyalty in the context of streaming services. 

Based on the results of data analysis, several main conclusions were obtained. The results 

showed that the novel service concept has a significant effect on customer loyalty. This 

confirms that innovative and different service concepts can increase customer engagement 

with the streaming services used. Furthermore, the research findings also revealed that novel 

service procedures have a significant effect on customer loyalty. Innovative service 

procedures, such as ease of navigation, feature personalization, and better user experience, 

have been shown to increase customer satisfaction and loyalty. Customer satisfaction was 

found to be the factor that has the most significant influence on customer loyalty. Customers 

who are satisfied with the services provided tend to be more loyal and continue to use 

streaming services in the long term. Theoretically, this study contributes to the literature on 

service innovation and customer loyalty, especially in the streaming service industry. 

Practically, the results of this study provide insight for streaming service providers to focus 

more on developing innovative service concepts and procedures to increase customer 

satisfaction and loyalty. This study has limitations in the scope of the sample, which is limited 

to certain streaming service users. Therefore, further research can consider a wider 

population or add other variables that have the potential to influence customer loyalty, such 

as price factors or content quality. Thus, this study confirms that innovation in service 

concepts and procedures, as well as customer satisfaction, are important factors in building 

customer loyalty in the streaming service industry. 
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