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ABSTRACT  

This study investigates the relationship between factors of UTAUT, users’ satisfaction and 

English learning intention via Netflix (English Subtitle) among Thai people. The online 

questionnaires of 389 Netflix (English Subtitle) users were employed for the quantitative study 

through convenience sampling. The collected data were analysed using the SPSS Version 27 

and PLS-SEM program. The results show that factors of UTAUT include performance 

expectancy, effort expectancy, social influence and facilitating conditions. Users’ satisfaction 

is the mediator between performance expectancy, effort expectancy, facilitating conditions and 

English learning intention via Netflix (English Subtitle). Moreover, facilitating conditions are 

the highest influencing factor of users’ satisfaction, followed by effort expectancy and 

performance expectancy, respectively. The English programme directors and marketers should 

consider UTAUT model adoption in the English educational management because it is related 

to users’ satisfaction and the outcome of English learning intention via Netflix (English 

Subtitle). The recommendation is to expand more sampling in other countries because learning 

English could increase happiness and effectiveness for students and all generations via Netflix. 

 

Keywords:  UTAUT, performance expectancy, effort expectancy, social influence, facilitating 

conditions, learning intention, users’ satisfaction 

 

 

1. INTRODUCTION 

1.1. Background of the Research 

English communication adoption as the working language of Asia and the ASEAN region, 

combined with increased mobility of people and information, is attempting to put new and 

significant strains on language and culture education in English and other languages in the 

region (Kirkpatrick, 2012; Lian & Sussex, 2018). Moreover, it is causing an enormous 

expansion in the use of English among speakers for whom English is not the first language, 
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and this expansion includes communication in English between people from different cultural 

backgrounds. The increased use of English highlights several current issues. English 

proficiency varies significantly across Asia (Lian & Sussex, 2018). Thus, learning languages, 

especially English communication skills, is critical in twenty-first-century learning (Limna et 

al., 2021; Yulfi & Aalayina, 2021). Netflix is one of many platforms for learning English. 

Netflix has 183 million subscribers in over 190 countries that broadcast its members' 

documentaries, series, and movies via the internet (Arat & Si̇mse, 2020; Türkmen, 2020). The 

appearance of numerous series and movies on Netflix has proven to be a powerful motivator 

for students to use the digital tool for language learning (Alm, 2021). Netflix subscribers can 

use the platform to learn strategies that can help them develop different language skills, such 

as listening skills, based on their interests. They can also select other series or movies to 

practice vocabulary, expressions, speaking rhythms, and different ways to communicate in the 

target language. Netflix's language features can help language learners of all levels (Alm, 2019; 

Cifuentes et al., 2020). The unified theory of acceptance and use of technology (UTAUT) is an 

individual acceptance model that aims to integrate disparate concepts and research on personal 

acceptance of information technology into a unified theoretical model (Tan, 2013). The 

UTAUT advanced individual acceptance research by integrating four key dimensions 

(performance expectancy, effort expectancy, social influence, and facilitating conditions) to 

account for dynamic impacts, including gender, age, voluntariness, and experience (Birch & 

Irvine, 2009; Khechine et al., 2014; Tan, 2013). Therefore, the UTAUT model is critical as it 

could be used to investigate the intention to learn English through Netflix (English Subtitle).  

 

1.2. Problem Statement  

The interconnection of technology and education has become critical in the twenty-first century 

(Limna et al., 2021; Van et al., 2021). Besides, technology aids in the expansion of education, 

and modern technology enables people to achieve many outstanding achievements in future 

learning, particularly in English learning (Van et al., 2021). Streaming platforms, including 

Netflix, take teenagers' preferences to learn English into consideration (Richter & 

Weissenbäck, 2021). The UTAUT is a definitive model synthesising existing knowledge and 

providing a foundation for future research in various contexts (Khechine et al., 2014). Several 

studies have validated the UTAUT model in education sectors. The UTAUT model was applied 

to analyse students' information and communication technology (ICT) adoption (Attuquayefio 

& Addo, 2014) study student behavioural intentions to use desktop video conferencing in a 

distance course (Lakhal et al., 2013). Also, explain mobile learning adoption in higher 

education (Thomas et al., 2013), and investigate teachers' and students' intentions to use e-

learning technology (Lin et al., 2013). Still, few studies have shown a relationship between 

performance expectancy, effort expectancy, social influence, facilitating conditions, user 

satisfaction and English learning intention via Netflix (English Subtitle). Therefore, this study 

explores the relationship between factors of UTAUT, user satisfaction and English learning 

intention via Netflix (English Subtitle) among Thai people. It may be beneficial for educational 

leaders, English teachers, and English tutors to devise an appropriate strategy to respond to the 

needs and expectations of students wishing to learn English through Netflix (English Subtitle) 

and beyond. 

 

1.3. Research Objective 

This study investigates the relationship between factors of UTAUT, users’ satisfaction and 

English learning intention via Netflix (English Subtitle) among Thai people. 

 

1.4. Research Question 
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Is there a relationship between performance expectancy, effort expectancy, social influence, 

facilitating conditions, user satisfaction and English learning intention via Netflix (English 

Subtitle) among Thai people, and how? 

 

2. LITERATURE REVIEW 

2.1 English Version Netflix 

Streaming services such as Netflix have contributed to the global development of English as a 

second and foreign language (Cifuentes et al., 2020). Netflix, which has millions of viewers 

and has grown in popularity in recent years, is a global platform with multicultural films and 

translations. Netflix appeals to both young and adult audiences, and the content of its TV series, 

movies, documentaries, and various programs provides unique options for children (Türkmen, 

2020). As content is available in multiple languages, Netflix provides subtitles and captions in 

those languages (Firth, 2019). Therefore, Netflix and the subtitle features may aid their 

subscribers in learning languages, including English (Alm, 2021; Dizon & Gayed, 2021). 

Furthermore, Dizon and Thanyawatpokin (2021) investigated the effect of video streaming and 

the use of dual subtitles through a Chrome extension called Language Learning with Netflix 

on Level2 incidental vocabulary learning and listening comprehension. The use of dual 

subtitles positively impacted subscribers' vocabulary learning and listening comprehension 

(Dizon & Thanyawatpokin, 2021). Thus, Netflix is an effective platform for English learning 

(Alm, 2021; Dizon & Gayed, 2021; Dizon & Thanyawatpokin, 2021). This study investigates 

the relationships between English learning intention via Netflix (English Subtitle), user 

satisfaction, and the UTAUT factors (performance expectancy, effort expectancy, social 

influence, and facilitating conditions). 

 

2.2. The Unified Theory of Acceptance and Use of Technology (UTAUT) 

The unified theory of acceptance and use of technology (UTAUT) is an individual acceptance 

model derived from eight models and concepts: the theory of reasoned action (TRA), the 

technology acceptance model (TAM), the motivational model (MM), the theory of planned 

behaviour (TPB), combined TAM and TPB (C-TAM-TPB), model of personal computing 

utilisation (MPCU), innovation diffusion theory (IDT), and social cognitive theory (SCT) 

(Khechine et al., 2014; Tan, 2013). The UTAUT is a critical model to study an individual's 

behavioural intention (Thongsri et al., 2018; Wei et al., 2021). The idea of creating UTAUT 

was to combine disparate theories and research on individual acceptance of information 

technology into a unified theoretical model. Eight distinct models of the determinants of 

information technology intention and usage were compared, and conceptual and empirical 

similarities between these models were used to develop UTAUT (Tan, 2013; Venkatesh et al., 

2003). The UTAUT is a definitive model that synthesises what is known and serves as a 

foundation for future research in various sectors such as business and entrepreneurship sectors 

(Handoko, 2020; Rozmi et al., 2019) healthcare sectors (Bawack et al., 2018; Shiferaw et al., 

2021), agriculture sectors (Han et al., 2021; Kang et al., 2020). Also, education sectors 

(Khechine et al., 2014; Tan, 2013). In this study, the UTAUT is used to explain Thai people's 

intentions to learn English via Netflix, an English subtitled version. 

 

2.2.1. Performance Expectancy (PE) 

Performance expectancy is one of the significant determinants of the UTAUT framework 

(Nillos, 2016). Performance expectancy refers to the degree to which using technology will 

provide customers with benefits when performing specific activities (Venkatesh et al., 2003). 

As it is robust, powerful, and parsimonious, performance expectancy is similar to the perceived 

usefulness variable within TAM, which has become the most commonly used instrument for 

predicting technology usage (Palau-Saumell et al., 2019; Venkatesh & Davis, 2000; Venkatesh 
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et al., 2003). Moreover, performance expectancy refers to learners' perceptions of how 

technology improves their learning performance and provides relative advantages, similar to 

perceived usefulness in TAM (Wan et al., 2020; Williams et al., 2021). Therefore, performance 

expectancy is considered in this study. It represents learners' perceptions of how Netflix 

(English Subtitle) improves their English learning performances. 

 

2.2.2. Effort Expectancy (EE) 

Many previous studies discussed effort expectancy to investigate the customers' intention to 

use (Khatimah & Halim, 2014). Effort expectancy has been introduced into the UTAUT model, 

and it is a critical predictor of technology acceptance as it is related to the user's expectation of 

ease (Chao, 2019; Khatimah & Halim, 2014; Rahi et al., 2019). Effort expectancy, one of the 

significant determinants of the UTAUT framework, was defined as the degree of ease 

associated with using the system, which is similar to perceived ease of use in TAM model, 

complexity in MPCU model, and ease of use in IDT model (Attuquayefio & Addo, 2014; 

Nillos, 2016). In short, effort expectancy is the extent of convenience perceived for using the 

system (Ghalandari, 2012). When many people use technology, it exemplifies that it is easy to 

use. As a result, the perception of people who use information technology (IT) innovations will 

naturally require ease of use (Purwanto & Loisa, 2020). As a result, social influence is 

considered in this study. It represents individuals' beliefs or attitudes regarding the ease of use 

of Netflix (English Subtitle).  

 

2.2.3. Social Influence (SI) 

Social influence is one of the major determinants of the UTAUT framework (Nillos, 2016). It 

has been referred to by a variety of names, including social factors, subjective norms, and 

among others. Social influence is defined as a change in behaviour caused by one person on 

another, whether intentionally or unintentionally, and it can occur in any situation. Social 

influence has long been recognized as a significant factor in consumer behaviour, and no one 

on this planet is completely immune to the influence of others on their purchasing decisions. A 

person's perception of the need to behave in a certain way to meet social pressure is the reason 

for this, and people alter their beliefs or actions in order to meet the demands of a social group 

(Mei & Aun, 2019; Phetnoi, et al., 2021). Social influence is the process by which individuals 

develop their true feelings and behaviours as a result of interactions with others who are 

perceived to be similar, desirable, or knowledgeable (Yip Hing & Nyen Vui, 2021). Therefore, 

social influence is considered in this study. It is caused by a person's perception of the need to 

behave in a certain way in order to comply with social pressure, and people change their beliefs 

or actions in order to comply with the demands of a social group. 

 

2.2.4. Facilitating Conditions (FC) 

Facilitating conditions, one of the significant determinants of the UTAUT framework, is 

similar to perceived behavioural control in the TPB model, DTPB model, and C-TAM-TPB 

model, facilitating conditions in the MPCU model, and compatibility in IDT model 

(Attuquayefio & Addo, 2014; Nillos, 2016). Facilitating conditions were defined as an 

individual's belief in the existence of an organisational and technical infrastructure to support 

technology use. The simpler and easier it is for people to access technology, the more proficient 

they are at using it, resulting in a higher adoption rate of technology users (Venkatesh et al., 

2003; Yu, 2012). Similarly, when individuals receive more facilitating conditions to use 

technology, they use them more frequently (Tan, 2013). Therefore, facilitating conditions are 

considered in this study. When individuals receive more facilitating conditions, such as 

resources and knowledge, to use Netflix (English Subtitle), they will use them more frequently.  
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2.3 Users’ Satisfaction (US) 

Satisfaction was defined as the difference between expectations and perceptions of quality 

attributes and outcomes; dissatisfaction results from this discrepancy between expectations and 

perceptions. When the services provided by the organisation meet or exceed the customers' 

expectations, they are satisfied. Consequently, customer satisfaction or users' satisfaction will 

be related to expectations and outcomes of an individual's assessment, which will lead to 

organisational success (D'Cunha & Suresh, 2015; Chana et al., 2021). Therefore, users' 

satisfaction refers to an individual user's emotion of pleasure or disappointment that results 

from comparing a healthcare product or service's perceived outcome to expectation 

(Siripipatthanakul & Sixl-Daniell, 2021). The quality of e-services, like Netflix, has a direct 

and indirect impact on customer satisfaction. Customer satisfaction can occur when customers 

receive high-quality service. Thus, to achieve customer satisfaction, a company must provide 

the highest quality products or services (Izogo & Ogba, 2015; Kurniati et al., 2021). This study 

investigates the relationship between users' satisfaction, four significant determinants of 

UTAUT, and English learning intention via Netflix (English Subtitle).  

 

2.4. English Learning Intention (LI) 

Behavioural intention was defined as a measure of how hard people are willing to try and how 

much effort they intend to put into a specific behaviour. Behavioural intention reflects 

individuals’ willingness and motivation to perform the behaviour, and it confirms the existence 

of a relationship between an individual's intention and actual behaviour (Sun & Gao, 2020; 

Venkatesh & Davis, 2000). Likewise, behavioural intention refers to a decision or action that 

an individual intends to take, regardless of whether or not they wish to acquire a specific 

product (Yip Hing & Nyen Vui, 2021). Many factors influence an individual's intention such 

as positive word of mouth (Sosanuy et al., 2021), attitude (Jandawapee et al., 2022), and 

perceived enjoyment (Nuanchaona et al., 2021). It is desirable to spread a positive word about 

a product or service provider and encourage others to use their service and the intention to 

reuse. Therefore, English learning intention in this study refers to the willingness to learn 

English via Netflix (English Subtitle) in the future.  

 

2.5. Research Hypotheses Development 

2.5.1. The Relationship Between Performance Expectancy and Users’ Satisfaction 

Loureiro et al. (2018) investigated the outcomes of performance expectancy for fashion brand 

websites, as well as the role of trust as a mediator in the relationship between customer 

satisfaction and word-of-mouth. There was a correlation between performance expectations 

and customer satisfaction. Abd Aziz et al. (2021) investigated the effects of multiple 

dimensions of technostress on student satisfaction and performance expectancy. There was a 

link between student satisfaction and techno-complexity performance expectation. Pappas et 

al. (2014) confirmed that performance expectancy had a positive effect on the satisfaction of 

highly experienced online shoppers. Ling et al. (2015) also confirmed that performance 

expectancy was significantly positive on users' satisfaction towards online banking. Therefore, 

there is a relationship between performance expectancy and users’ satisfaction.  

 

H1: Performance expectancy has a significant impact on users’ satisfaction. 

 

2.5.2. The Relationship Between Effort Expectancy and Users’ Satisfaction 

Alshare and Lane (2011) examined factors influencing student-perceived learning outcomes 

and satisfaction in enterprise resource planning (ERP) courses using the UTAUT model. There 

was a relationship between effort expectancy and student satisfaction. To influence student 

attitudes and thus their perceived learning outcomes and satisfaction, instructors should 



 

 
APRRE Volume 1, Issue 1, No. 3, 2022  6-19 

 

emphasise the importance of learning about ERP systems and provide clear directions so that 

students have meaningful interactions with ERP systems. Moreover, Maillet et al. (2014) used 

the UTAUT model to investigate the acceptance and actual use of an electronic patient record, 

as well as nurses' satisfaction. There was a relationship between effort expectations and nurse 

satisfaction. Pappas et al. (2014) also confirmed that effort expectancy had a positive effect on 

satisfaction of low-experienced online shoppers. Therefore, there is a relationship between 

effort expectancy and users’ satisfaction.  

 

H2: Effort expectancy has a significant impact on users’ satisfaction. 

 

2.5.3. The Relationship Between Facilitating Conditions and Users’ Satisfaction 

Al-Shammari and AlShowaikh (2021) investigated user satisfaction with a customer 

relationship management (CRM) system in a telecommunication company in the Kingdom of 

Bahrain. The facilitating conditions included critical support from the company's supervisors 

as well as training to empower them to use the technology-based CRM system effectively. 

Thus, there was a significant relationship between facilitating conditions and user satisfaction 

with the CRM system. Furthermore, Maillet et al. (2014) used the UTAUT model to investigate 

the acceptance and actual use of electronic patient records, as well as nurses' satisfaction, in 

Canada. Facilitating conditions had a significant positive effect on nurses’ satisfaction. 

Salimon et al. (2016) also confirmed that the facilitating condition was positively related to e-

satisfaction among Nigerian e-banking users. Therefore, there is a relationship between 

facilitating conditions and users’ satisfaction. 

 

H3: Facilitating conditions has a significant impact on users’ satisfaction. 

 

2.5.4. The Relationship Between Social Influence and Learning English Intention  

Wang and Lin (2011) investigated the relationships between social influence, blog platform 

qualities, and usage intention in order to better understand the impact of social influence on 

bloggers' usage intentions. Bloggers' usage intentions were significantly impacted by social 

influence. Vitória et al. (2009) investigated the effects of social influence on adolescent 

smoking intentions. It was confirmed that social influence was related to adolescent smoking 

intentions. Furthermore, Wang (2014) investigated the impact of consumer characteristics and 

social influence factors on green purchasing intentions in Taiwan. Social influence had a 

significant impact on green purchasing intentions. Besides, Chang et al. (2014) confirmed that 

social influence had a significant impact on continuance intention to play online games. 

Butcher et al. (2002) also confirmed that social influence had a significant impact on 

individuals' intentions to repurchase. Therefore, there is a relationship between social influence 

and English learning intention via Netflix (English Subtitle). 

 

H4: Social influence has a significant impact on learning English intention via Netflix 

(English Subtitle). 

 

2.5.5. The Relationship Between Performance Expectancy, Effort Expectancy, Social 

Influence, Facilitating Conditions, English Learning Intention, and Users’ Satisfaction 

Abbasi et al. (2021) investigated the factors influencing tourists' intention to return. Satisfaction 

was a critical factor that significantly influenced visitors' intention to return. Limna and 

Siripipatthanakul (2021) also confirmed that student satisfaction had a significant influence on 

an individual's decision to enrol in an online degree program. Moreover, Chao (2019) used the 

UTAUT model to investigate the determinants of university students' behavioural intentions 

toward using mobile learning on an individual level. Satisfaction was a key factor that 
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significantly influenced university students' behavioural intentions toward using mobile 

learning. Also, performance expectancy, effort expectancy, and trust had positive associations 

with behavioural intention (Chao, 2019). Therefore, there is a relationship between 

performance expectancy, effort expectancy, social influence, facilitating conditions, learning 

English intention via Netflix (English Subtitle), and users’ satisfaction.  

 

H5: Users’ satisfaction has a significant impact on English learning intention via 

Netflix (English Subtitle). 

 

H6: Users’ satisfaction  is a significant mediator between performance expectancy, 

effort expectancy, social influence, facilitating conditions, and English learning 

intention via Netflix (English Subtitle).  
 

 

2.6. Conceptual Framework 

 

 
 

Figure 1. Conceptual Framework 

 

 

3. RESEARCH METHODOLOGY 

3.1. Research Method 

This study used closed-end questionnaires (Likert's Rating Scale) to collect data. The 

questionnaire items were developed by the researchers based on previous research. In the 

reliability of the measurements, the alpha coefficients of Cronbach are needed to overcome all 

constructs 0.70 (Limna et al., 2022). The main variables were all measured using a five-point 

Likert Scale, with the following classifications: strongly agree with a value of 5, agree with a 

value of 4, neutral with a value of 3, disagree with a value of 2, and strongly disagree with a 

value of 1. The demographics of the respondents were derived from the study conducted by 

Jandawapee et al. (2022) and Kaewnaknaew et al. (2022). The questionnaire items in 

performance expectancy, effort expectancy, social influence, facilitating conditions, and 

English learning intention constructs were based on Tan (2013). The questionnaire items in 

users’ satisfaction constructs were based on Arat & Si̇mse (2020). Finally, the questionnaire 

was proved for content and criterion validity by five experts (three Ph.D. faculties in business 

and two Ph.D. faculties in education). 
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3.2. Population and Sample 

The study's target population is unknown. A typical survey has a 95% confidence level (Limna 

et al., 2022). According to collect data, a minimum of 385 cases at p=0.5 must be collected 

using stratified random sampling with a sample error of 5% and a precision level of 95%. The 

total number of participants in the study was three hundred and eighty-nine (389).   

 

3.3. Data Collection  

The researchers collected the data using self-administered questionnaires and employed 

convenience sampling to collect data from five regions of  Thailand  (Northern,  Eastern,  North  

Eastern,  Central and Southern-Western). The population was over 18 years old. Before 

distributing online questionnaires, the researchers explained the study's objective to the 

respondents and solicited their participation. Data were collected between January 16th, 2022 

and February 14th, 2022, via the self-administered online survey. 

 

3.4. Data Analysis  

The collected data were analysed using the SPSS programme Version 27 and the Partial Least 

Squares Structural Equation Model: PLS-SEM, ADANCO 2.3. Descriptive statistics were used 

to examine the demographic characteristics of the respondents (frequency and percentage). 

Each variable's results and questionnaire items were analysed using mean analysis and standard 

deviation. Cronbach's Alpha reliability coefficient was used to assess the consistency and 

reliability of the data. Factor loadings were calculated for testing the validity of the instrument. 

The reliability of the data set was determined using Cronbach's Alpha. The hypotheses were 

tested using PLS-SEM, ADANCO 2.3 (inferential statistic). 

 

4. RESULTS 

 

Table 1. Demographic Characteristics of the Respondents (n=389) 

Demographics Frequency Percentage 

Gender Male 

Female 

193 

196 

49.6% 

50.4% 

Region Northern 

Eastern 

North Eastern 

Central 

Southern-Western 

54 

79 

37 

145 

74 

13.9% 

20.3% 

9.5% 

37.3% 

19.0% 

Age 18 - 25 years old 

26 - 30 years old 

31 - 35 years old 

36 - 40 years old 

41 - 45 years old 

46 - 50 years old 

51 years old or over 

271 

55 

27 

18 

10 

6 

2 

69.8% 

14.1% 

6.9% 

4.6% 

2.6% 

1.5% 

0.5% 

Status Single 

Married 

360 

29 

92.6% 

7.4% 

Education Associated Degree 22 5.7% 
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Bachelor’s Degree 

Master’s Degree 

Doctorate Degree 

287 

67 

13 

73.8% 

17.2% 

3.3% 

Occupation Student 

Civil Servant  

Private Company Employee 

Personal Business 

Househusband or Housewife 

Unemployed 

265 

19 

62 

37 

1 

5 

68.1% 

4.9% 

15.9% 

9.5% 

0.3% 

1.3% 

Monthly Income Less than 10,000 THB 

10,001 - 20,000 THB 

20,001 - 30,000 THB 

30,001 - 40,000 THB 

40,0001 - 50,000 THB 

More than 50,000 THB 

168 

113 

27 

16 

15 

50 

43.2% 

29.0% 

6.9% 

4.1% 

3.9% 

12.9% 

Total 389 100% 

 

Three hundred and eighty-nine (389) participants completed online questionnaires. The 

findings revealed that most respondents were female (50.4%), single (92.6%), aged between 

18 and 25 years old (69.8%), from the Central part of Thailand (37.3%), and earned a monthly 

income less than 10,000 baht (43.2%). Moreover, most respondents were students (68.1%) with 

an education level of bachelor’s degree (73.8%). Therefore, the demographic profile was 

represented as the study's sample. 

 

4.1. PLS-SEM Results 

 

Table 2. Item Loadings, Cronbach’s Alpha and Average Variance Extracted (n=389) 

Items Factor 

Loadings 

Cronbach’s 

Alpha 

AVE 

Performance Expectancy (PE) 

PE1. Using the Netflix English Subtitle Version improves my 

English skills. (Mean=4.79, SD.=0.27) 

PE2. Using the Netflix English Subtitle Version enhances my 

English learning motivation. (Mean=4.71, SD.=0.41) 

PE3. Using the Netflix English Subtitle Version increases my 

English proficiency performance. (Mean=4.72, SD.=0.38) 

PE4.  Using the Netflix English Subtitle Version is helpful in my 

English study and daily life. (Mean=4.74, SD.=0.32) 

 

0.8692 

 

0.8514 

 

0.8774 

 

0.8566 

0.8866 0.7460 

Effort Expectancy (EE) 

EE1. Using the Netflix English Subtitle Version is easy for me to 

use. (Mean=4.45, SD.=0.77) 

EE2. The Netflix English Subtitle Version makes it easy for me to 

become English skilful. (Mean=4.54, SD.=0.53) 

EE3. I would become proficient at English after using the Netflix 

English Subtitle Version. (Mean=4.46, SD.=0.73) 

EE4. Netflix English Subtitle Version is clear and understandable. 

(Mean=4.62, SD.=0.45) 

 

0.8779 

 

0.9098 

 

0.9042 

 

0.8461 

0.9062 0.7811 
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Facilitating Conditions (FC) 

FC1. I have the internet and devices necessary to use Netflix 

English Subtitle Version. (Mean=4.77, SD.=0.30) 

FC2. I have the basic English knowledge helping me learn Netflix 

English Subtitle Version. (Mean=4.61, SD.=0.53) 

FC3. Using Netflix English Subtitle Version fits well with the way 

I like to learn. (Mean=4.62, SD.=0.51) 

FC4. If I have problems using Netflix English Subtitle Version, I 

can solve them quickly. (Mean=4.55, SD.=0.60) 

 

0.8012 

 

0.9076 

 

0.9013 

 

0.8665 

0.8923 0.7572 

Social Influence (SI) 

SI1. People who are important to me think that I should learn 

English by using Netflix’s English Subtitle Version.  

(Mean=4.45, SD.=0.85) 

SI2. People who affect my learning behaviour think that I should 

use Netflix English Subtitle Version. (Mean=4.48, SD.=0.75) 

SI3. My peers and my family think that I should use Netflix 

English Subtitle Version. (Mean=4.40, SD.=0.92) 

SI4. Using Netflix English Subtitle Version is fashionable. 

(Mean=4.60, SD.=0.61) 

 

0.9038 

 

 

0.8995 

 

0.9120 

 

0.8109 

0.9045 0.7788 

User’s Satisfaction (US) 

US1. I am satisfied that using Netflix’s English Subtitle Version 

could improve my English proficiency. (Mean=4.62, SD.=0.55) 

US2. Netflix English Subtitle Version is better than I expected. 

(Mean=4.63, SD.=0.50) 

US3. Using Netflix English Subtitle Version is a good decision to 

learn English. (Mean=4.62, SD.=0.47) 

US4. I enjoy spending more time using Netflix English Subtitle 

Version. (Mean=4.69, SD.=0.42) 

 

0.9230 

 

0.8884 

 

0.8825 

 

0.8741 

0.9145 0.7960 

English Learning Intention (LI) 

LI1. I intend to continue using Netflix English Subtitle Version in 

my English learning (reading & listening). (Mean=4.64, SD.=0.50) 

LI2. I would use Netflix English Subtitle Version to improve my 

English. (Mean=4.70, SD.=0.40) 

LI3. I plan to use Netflix’s English Subtitle Version every month. 

(Mean=4.49, SD.=0.80) 

 

0.9263 

 

0.8948 

 

0.8833 

0.8848 0.8130 

 

Table 3. R-Squared (n=389) 

Construct Coefficient of Determination (R2) Adjusted R2 

Users’ Satisfaction 

English Learning Intention Via Netflix 

0.8059 

0.8090 

0.8044 

0.8081 
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Table 4. Effect Overview (n=389) 

Effect Beta Indirect 

Effect 

Total 

Effect 

Cohen’s f 2 

Performance Expectancy → Users’ Satisfaction 

Performance Expectancy → Learning Intention 

Effort Expectancy → Users’ Satisfaction 

Effort Expectancy → Learning Intention 

Facilitating Conditions → Users’ Satisfaction 

Facilitating Conditions → Learning Intention 

Social Influence → Learning Intention 

User Satisfaction → Learning Intention 

0.1324 

 

0.2470 

 

0.5778 

 

0.1566 

0.7792 

 

0.1032 

 

0.1924 

 

0.4503 

0.1324 

0.1032 

0.2470 

0.1924 

0.5778 

0.4503 

0.1566 

0.7792 

0.0415 

 

0.0795 

 

0.4690 

 

0.0606 

1.5009 

 

Table 5. Total Effects Inference (n=389) 

Effect Original 

Coefficient 

Standard Bootstrap Results  Percentile Bootstrap Quantiles  

 

Mean 
Value 

Standard 
Error 

T-Value P-Value 
(2-Sided) 

P-Value 
(1-Sided) 

0.5% 2.5% 97.5% 

PE → US 0.1324 0.1319 0.0562 2.3547 0.0187 0.0094 -0.0038 0.0251 0.2483 

PE → LI 0.1032 0.1031 0.0454 2.2729 0.0232 0.0116 -0.0029 0.0194 0.1953 

EE → US 0.2470 0.2476 0.0624 3.9568 0.0001 0.0000 0.0801 0.1329 0.3799 

EE → LI 0.1924 0.1926 0.0490 3.9281 0.0001 0.0000 0.0601 0.1049 0.2944 

FC → US 0.5778 0.5768 0.0591 9.7779 0.0000 0.0000 0.4078 0.4463 0.6840 

FC → LI 0.4503 0.4493 0.0546 8.2462 0.0000 0.0000 0.3148 0.3405 0.5524 

SI → LI 0.1566 0.1571 0.0541 2.8934 0.0039 0.0019 0.0280 0.0579 0.2703 

US → LI 0.7792 0.7788 0.0486 16.0266 0.000 0.000 0.6488 0.6734 0.8720 

PE = Performance Expectancy, EE = Effort Expectancy, SI = Social Influence,  

FC = Facilitating Conditions, US = Users’ Satisfaction, LI = English Learning Intention via Netflix  
 

Performance expectancy can predict users’ satisfaction at β=0.132, p<0.05 (two tails at 0.0187 

and one tail at 0.0094). Effort expectancy can predict users’ satisfaction at β=0.247, p<0.001 

(two tails at 0.0001 and one tail at 0.0000). Facilitating conditions can predict users’ 

satisfaction at β=0.578, p<0.001 (two tails at 0.0000 and one tail at 0.0000). Social influence 

can predict learning intention via Netflix (English subtitle) at β=0.157, p<0.05 (two tails at 

0.0039 and one tail at 0.0019). Users’ satisfaction can predict learning intention via Netflix 

(English subtitle) at β=0.779, p<0.001 (two tails at 0.0000 and one tail at 0.0000). Overall, 

users’ satisfaction is a significant mediator between the UTAUT factors and English learning 

intention via Netflix (English Subtitle) by about 80.9% (R2=0.809). 
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Figure 2. PLS-Structural Equation Model of the Study 

 

4.2. Assumptions 

Table 6. Summary of Hypothesis Testing 

Hypotheses Results Actions 

H1: Performance Expectancy →  
Users’ Satisfaction 

β=0.132  

at p<0.05 

Accepted 

H2: Effort Expectancy →  
Users’ Satisfaction 

β=0.247 

at p<0.001 

Accepted 

H3: Facilitating Conditions →  
Users’ Satisfaction 

β=0.578  

at p<0.001 

Accepted 

H4: Social Influence →  
English Learning Intention via Netflix 

β=0.157 

at p<0.05 

Accepted 

H5: Users’ Satisfaction →  
English Learning Intention via Netflix 

β=0.779 

at p<0.001 

Accepted 
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H6: Users’ satisfaction is a significant 

mediator between the UTAUT factors, and 

English learning intention via Netflix 

(English Subtitle).  

R2=0.806  

at p<0.001 
Accepted 

 

Overall, explanation power 

equals 80.9% (R2=0.809).  

 

5. DISCUSSION AND CONCLUSION  

5.1. Discussion of the Research Finding 

The study’s PLS-SEM model confirmed the proposed conceptual framework. The findings 

indicate users’ satisfaction is the significant mediator between performance expectancy, effort 

expectancy, facilitating conditions and English learning intention via Netflix (English Subtitle). 

Furthermore, social influence can predict English learning intention via Netflix (English 

subtitle). The findings supported the previous research of Abd Aziz et al. (2021), Ling et al. 

(2015), and Loureiro et al. (2018) that there is a positive relationship between performance 

expectancy and individuals’ satisfaction. Thus, performance expectancy has a significant 

impact on Netflix users’ satisfaction. The findings supported the previous research of Alshare 

& Lane (2011), Maillet et al. (2014), and Pappas et al. (2014) that effort expectancy and 

individuals’ satisfaction have a positive relationship. Therefore, effort expectancy has a 

significant impact on Netflix users’ satisfaction. The findings supported the previous research 

of Al-Shammari & AlShowaikh (2021), Maillet et al. (2014), and Salimon et al. (2016) that  

there is a relationship between facilitating conditions and individuals’ satisfaction. Thus, 

facilitating conditions has a significant impact on Netflix users’ satisfaction. The findings 

supported the previous research of Butcher et al. (2002), Vitória et al. (2009), Wang & Lin 

(2011), and Wang (2014) that there is a relationship between social influence and behavioural 

intention. Thus, social influence has a significant impact on learning English intention via 

Netflix (English Subtitle). The findings supported the previous research of Abbasi et al. (2021) 

and Limna & Siripipatthanakul (2021) that there is a positive relationship between behavioural 

intention and satisfaction. Therefore, Netflix users’ satisfaction has a significant impact on 

English learning intention via Netflix (English Subtitle). Finally, the findings supported the 

previous research of Chao (2019) that there is a relationship between the UTAUT factors, 

behavioural intention, and satisfaction. Therefore, Netflix users’ satisfaction is a significant 

mediator between the UTAUT factors and English learning intention via Netflix (English 

Subtitle).  

 

5.2. Conclusions 

The findings indicate that users’ satisfaction is the significant mediator between performance 

expectancy, effort expectancy, facilitating conditions and English learning intention via Netflix 

(English Subtitle). Facilitating conditions are the highest influencing factor of users’ 

satisfaction, followed by effort expectancy and performance expectancy, respectively. Besides, 

social influence can predict English learning intention via Netflix (English subtitle). It is 

recommended to consider the UTAUT model adoption in English educational management 

because it is related to users’ satisfaction and the outcome of English learning intention via 

Netflix (English Subtitle). English program directors and marketers should consider facilitating 

conditions such as providing customer service to assist viewers when needed and ensuring 

Netflix applications for English learning are compatible with the technologies that the majority 

of people use to increase individuals' intention to learn English through Netflix (English 

Subtitle),. Furthermore, effort expectancy can be improved by developing Netflix’s English 

subtitle features that are easy for users to use. Also, English program directors and marketers 

should consider performance expectancy by, for example, increasing users' perceptions of how 

Netflix’s English subtitle improves their English skills. Furthermore, family, friends, teachers, 
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and social media influencers may help establish social influence that increases intentions to 

learn English via Netflix (English Subtitle). As a result, English program directors and 

marketers can devise a strategy to meet the needs and expectations of individuals or students 

to learn English via Netflix (English Subtitle). 

 

5.3. Research Implication 

The study’s findings may assist English programme directors and marketers to develop and 

implement a strategy to meet the needs and expectations of individuals or students to learn 

English via Netflix (English Subtitle). Furthermore, this study added to the existing literature 

on the relationship between the UTAUT model (performance expectancy, effort expectancy, 

social influence, and facilitating conditions), users' satisfaction, and English learning intention 

via Netflix (English Subtitle). This study's findings may aid academics in broadening their 

research by incorporating more potential elements. The measurements could be used to guide 

future research on performance expectancy, effort expectancy, social influence, facilitating 

conditions, users' satisfaction, and indicators of an intention to learn English via Netflix 

(English Subtitle). 

 

5.4. Limitations and Recommendations  

This study is a self-administered questionnaire. Qualitative research, such as interviews, 

observations, and focus groups, could provide more insight into future research. Furthermore, 

the study’s participants were representatives from Thailand. Therefore, the recommendation is 

to expand more sampling in other countries because learning English could increase happiness 

and effectiveness for students and all generations via Netflix. 

 

REFERENCES 

 

Abbasi, G. A., Kumaravelu, J., Goh, Y. N., & Singh, K. S. D. (2021). Understanding the 

Intention to Revisit a Destination by Expanding the Theory of Planned Behaviour (TPB). 

Spanish Journal of Marketing-ESIC, Vol. 25 No. 2, pp. 282-311.  

 

Abd Aziz, N. N., Kader, M. A. R. A., & Ab Halim, R. (2021). The Impact of Technostress on 

Student Satisfaction and Performance Expectancy. Asian Journal of University Education, 

17(4), 538-552. 

 

Alm, A. (2019). Piloting Netflix for Intra-Formal Language Learning. CALL and Complexity–

Short Papers from EuroCALL Review, 201, pp. 13-18.  

 

Alm, A. (2021). Language Learning with Netflix: from Extensive to Intra-Formal Learning. 

The EuroCALL Review, 29(1), 81-92. https://doi.org/10.4995/eurocall.2021.14276.  

 

Al-Shammari, M. M., & AlShowaikh, A. F. (2021). Investigating User Satisfaction of 

Customer Relationship Management in a Telecommunications Company in the Kingdom of 

Bahrain. International Journal of eBusiness and eGovernment Studies, 13(1), 97-116. 

 

Alshare, K. A., & Lane, P. L. (2011). Predicting Student-Perceived Learning Outcomes and 

Satisfaction in ERP Courses: An Empirical Investigation. Communications of the Association 

for Information Systems, 28(1), 34. 

 

Arat, T., & Si̇mse, S. (2020). Development of Internet Television Broadcasting and Satisfaction 

in Internet Broadcasting. AVANCA | CINEMA, 758-763.  



 

 
APRRE Vol. 1 (1), No. 2, 2022  15-19 

 

 

Attuquayefio, S., & Addo, H. (2014). Using the UTAUT model to analyze students’ ICT 

adoption. International Journal of Education and Development using ICT, 10(3). 

 

Bawack, R. E., & Kamdjoug, J. R. K. (2018). Adequacy of UTAUT in Clinician Adoption of 

Health Information Systems in Developing Countries: The Case of Cameroon. International 

Journal of Medical Informatics, 109, 15-22. 

 

Birch, A., & Irvine, V. (2009). Preservice Teachers’ Acceptance of ICT Integration in the 

Classroom: Applying the UTAUT Model. Educational Media International, 46(4), 295-315.  

 

Butcher, K., Sparks, B. and O’Callaghan, F. (2002). Effect of Social Influence on Repurchase 

Intentions. Journal of Services Marketing, Vol. 16 No. 6, pp. 503-514. 

 

Chang, I. C., Liu, C. C., & Chen, K. (2014). The Effects of Hedonic Utilitarian Expectations 

and Social Influence on Continuance Intention to Play Online Games. Internet Research, 24.  

 

Cifuentes, S. G., Aristizábal, D. G., & Jaramillo, V. P. (2020). Bringing Netflix into the English 

Classroom. Universidad católica Luis Amigó, Medellín, 1-29. 

 

Chana, P., Siripipatthanakul, S., Nurittamont, W., & Phayaphrom, B. (2021). Effect of the 

service marketing mix (7Ps) on patient satisfaction for clinic services in Thailand. International 

Journal of Business, Marketing and Communication, 1(2), 1–12. 

 

Chao, C. M. (2019). Factors determining the behavioral intention to use mobile learning: An 

application and extension of the UTAUT model. Frontiers in Psychology, 10, 1652. 

 

D’Cunha, S., & Suresh, S. (2015). The Measurement of Service Quality in Healthcare: A Study 

in a Selected Hospital. International Journal of Health Sciences and Research, 5(7).  

 

 

Dizon, G., & Gayed, J. M. (2021). An Exploratory Study on the Use of Interactive Video via 

Netflix to Improve Second Language Aural Vocabulary Learning. AsiaCALL Online Journal, 

12(5), 100-113. 

 

Dizon, G., & Thanyawatpokin, B. (2021). Language Learning with Netflix: Exploring the 

Effects of Dual Subtitles on Vocabulary Learning and Listening Comprehension. Computer 

Assisted Language Learning, 22(3), 52-65.  

 

Firth, A. (2019). Deafness and Hard of Hearing. Practical Web Inclusion and Accessibility, pp. 

135-178. Apress, Berkeley, CA. 

 

Ghalandari, K. (2012). The Effect of Performance Expectancy, Effort Expectancy, Social 

Influence and Facilitating Conditions on Acceptance of E-Banking Services in Iran: The 

Moderating Role of Age and Gender. Middle-East Journal of Scientific Research, 12(6), 801-

807. DOI: 10.5829/idosi.mejsr.2012.12.6.2536.  

 

Han, H., Xiong, J., & Zhao, K. (2021). Digital Inclusion in Social Media Marketing Adoption: 

The Role of Product Suitability in the Agriculture Sector. Information Systems and e-Business 

Management, 1-27. 



 

 
APRRE Vol. 1 (1), No. 2, 2022  16-19 

 

 

Handoko, B. L. (2020). UTAUT 2 Model for Entrepreneurship Students on Adopting 

Technology. 2020 International Conference on Information Management and Technology 

(ICIMTech), pp. 191-196. IEEE. 

 

Izogo, E. E., & Ogba, I. E. (2015). Service Quality, Customer Satisfaction and Loyalty in 

Automobile Repair Services Sector. International Journal of Quality & Reliability 

Management, 32(3), 250-269.  

 

Jandawapee, S., Siripipatthanakul, S., Phayaphrom, B., & Limna, P. (2022). Factors 

Influencing Intention to Follow the Preventive COVID-19 Protocols Among Thai People. 

International Journal of Behavioral Analytics, 2(1), 1-15. 

 

Kaewnaknaew, C., Siripipatthanakul, S., Phayaprom, B., & Limna, P. Modelling of Talent 

Management on Construction Companies’ Performance: A Model of Business Analytics in 

Bangkok. International Journal of Behavioral Analytics, 2(1), 1-17. 

 

Kang, D. B., Chang, K. J., Lee, Y. K., & Jeong, M. U. (2020). A Study on the Effects of 

Changes in Smart Farm Introduction Conditions on Willingness to Accept Agriculture-

Application of Extended UTAUT Model. Korean Journal of Organic Agriculture, 28(2), 119-

138. 

 

Khatimah, H., & Halim, F. (2014). Consumers’ intention to use e-money in Indonesia based 

on Unified Theory of Acceptance and Use of Technology (UTAUT). American-Eurasian 

Journal of Sustainable Agriculture, 8(12), 34-40. 

 

Khechine, H., Lakhal, S., Pascot, D., & Bytha, A. (2014). UTAUT Model for Blended 

Learning: The Role of Gender and Age in the Intention to Use Webinars. Interdisciplinary 

Journal of E-Learning and Learning Objects, 10(1), 33-52. 

 

Kirkpatrick, A. (2012). English in ASEAN: Implications for regional multilingualism. Journal 

of Multilingual and Multicultural Development, 33(4), 331-344. 

 

Kurniati, H., Prabumenang, A. K. R., & Aditya, S. (2021). The Effect of E-Service Quality and 

Brand Image Toward Netflix Customer Loyalty through Customer Satisfaction. Jurnal Riset 

Ekonomi Manajemen (REKOMEN), 5(1), 17-29. 

 

Lakhal, S., Khechine, H., & Pascot, D. (2013). Student behavioural intentions to use desktop 

video conferencing in a distance course: integration of autonomy to the UTAUT model. 

Journal of Computing in Higher Education, 25(2), 93-121. 

 

Lian, A., & Sussex, R. (2018). Toward a critical epistemology for learning languages and 

cultures in twenty-first century Asia. Intercultural Communication in Asia: Education, 

Language and Values, pp. 37-54. Springer, Cham. 

 

Limna, P., & Siripipatthanakul, S. (2021). A Conceptual Review of the Role of Student 

Satisfaction between Educational Relationship Management (4Cs) and Decision to be Online 

Degree Students. Available at SSRN 3993915 at http://dx.doi.org/10.2139/ssrn.3993915.  

 



 

 
APRRE Vol. 1 (1), No. 2, 2022  17-19 

 

Limna, P., Siripipatthanakul, S., & Siripipattanakul, S. (2021). A Conceptual Review on the 

Mediating Role of Student Satisfaction Between Twenty-First Century Learning Style and 

Student Performance-Effectiveness. Journal of Management in Business, Healthcare, and 

Education, 1(1), No.1, pp 1-16. 

 

Limna, P., Siripipatthanakul, S., Phayaphrom, B., & Siripipattanakul, S. (2022). The 

Relationship Between Twenty-First-Century Learning Model (4Cs), Student Satisfaction and 

Student Performance-Effectiveness. International Journal of Behavioral Analytics, 2(1), 1-18. 

 

Lin, P. C., LU, H. K., & Liu, S. C. (2013). Towards an Education Behavioral Intention Model 

For E-Learning Systems: An Extension of UTAUT. Journal of Theoretical & Applied 

Information Technology, 47(3), pp. 1120-1127.  

 

Loureiro, S. M., Cavallero, L., & Miranda, F. J. (2018). Fashion Brands on Retail Websites: 

Customer Performance Expectancy and e-Word-of-Mouth. Journal of Retailing and Consumer 

Services, 41, 131-141. 

 

Maillet, É., Mathieu, L., & Sicotte, C. (2015). Modeling Factors Explaining the Acceptance, 

Actual Use and Satisfaction of Nurses Using an Electronic Patient Record in Acute Care 

Settings: An Extension of the UTAUT. International Journal of Medical Informatics, 84(1).  

 

Mei, Y. C., & Aun, N. B. (2019). Factors Influencing Consumers' Perceived Usefulness of M-

Wallet in Klang Valley, Malaysia. Review of Integrative Business and Economics Research, 8, 

1-23. 

 

Nillos, B. E. (2016). Performance Expectancy, Effort Expectancy, Social Influence and 

Facilitating Conditions are Factors that Influence Rural Health Workers in the Use of Wireless 

Access for Health and Perception of Behavior of their Pregnant Patients. JPAIR 

Multidisciplinary Research, 24(1), 16-31.  

 

Nuanchaona, S., Siripipatthanakul, S., Nurittamont, W., & Phayaphrom, B. (2021). Factors 

Affecting Consumer’s Purchase Intention of Chatbot Commerce in Thailand. International 

Journal of Business, Marketing and Communication, 1(3), 1–13. 

 

Palau-Saumell, R., Forgas-Coll, S., Sánchez-García, J., & Robres, E. (2019). User Acceptance 

of Mobile Apps for Restaurants: An Expanded and Extended UTAUT-2. Sustainability, 11(4), 

1210. 

 

Pappas, I. O., Pateli, A. G., Giannakos, M. N., & Chrissikopoulos, V. (2014). Moderating 

Effects of Online Shopping Experience on Customer Satisfaction and Repurchase Intentions. 

International Journal of Retail & Distribution Management, 42(3). 

 

Phetnoi, N., Siripipatthanakul, S., & Phayaphrom, B. (2021). Factors Affecting Purchase 

Intention Via Online Shopping Sites and Apps During COVID-19 in Thailand. Journal of 

Management in Business, Healthcare and Education, 1(1), 1-17. 

 

Purwanto, E., & Loisa, J. (2020). The Intention and Use Behaviour of the Mobile Banking 

System in Indonesia: UTAUT Model. Technology Reports of Kansai University, 62(06), 2757-

2767. 

 



 

 
APRRE Vol. 1 (1), No. 2, 2022  18-19 

 

Rahi, S., Mansour, M. M. O., Alghizzawi, M., & Alnaser, F. M. (2019). Integration of UTAUT 

Model in Internet Banking Adoption Context: The Mediating Role of Performance Expectancy 

and Effort Expectancy. Journal of Research in Interactive Marketing, pp. 1-25.  

 

Richter, K., & Weissenbäck, A. (2021). From BBC to Netflix and Amazon Prime? Exploring 

Pre-Service EFL Teachers’ Choice of a Model Accent. CELTMatters, pp. 1-10.  

 

Rozmi, A. N. A., Bakar, M. I. A., Abdul Hadi, A. R., & Imran Nordin, A. (2019). Investigating 

the intentions to adopt ICT in Malaysian SMEs using the UTAUT model. International Visual 

Informatics Conference, pp. 477-487. Springer, Cham. 

 

Salimon, M. G., Yusoff, R. Z., & Mohd Mokhtar, S. S. (2016). The Influence of e-Satisfaction, 

e-Trust and Hedonic Motivation on the Adoption of e-Banking and Its Determinants in Nigeria: 

A Pilot Study. Mediterranean Journal of Social Sciences, 7(1), 54-63. 

DOI:10.5901/mjss.2016.v7n1p54.  

 

Shiferaw, K.B., Mengiste, S.A., Gullslett, M.K., Zeleke, A.A., Tilahun, B., Tebeje, T., 

Wondimu, R., Desalegn, S. and Mehari, E.A. (2021). Healthcare providers’ acceptance of 

telemedicine and preference of modalities during COVID-19 pandemics in a low-resource 

setting: An extended UTAUT model. Plos one, 16(4), p.e0250220.   

 

Siripipatthanakul, S., & Sixl-Daniell, K. (2021). A Review Article Branding Dental Clinic 

Through Corporate Social Responsibility (CSR). International of Trend in Scientific Research 

and Development, 5(5), 866-876. 

 

Sosanuy, W., Siripipatthanakul, S., Nurittamont, W., & Phayaphrom, B. (2021). Effect of 

Electronic Word of Mouth (e-WOM) and Perceived Value on Purchase Intention during the 

COVID-19 Pandemic: The Case of Ready-to-Eat Food. International Journal of Behavioral 

Analytics, 1(2), 1-16. 

 

Sun, Y., & Gao, F. (2020). An investigation of the influence of intrinsic motivation on students’ 

intention to use mobile devices in language learning. Educational Technology Research and 

Development, 68(3), 1181-1198. 

 

Tan, P. J. B. (2013). Applying the UTAUT to Understand Factors Affecting the Use of English 

E-Learning Websites in Taiwan. Sage Open, 3(4), 2158244013503837. 

 

Thomas, T., Singh, L., & Gaffar, K. (2013). The Utility of the UTAUT Model in Explaining 

Mobile Learning Adoption in Higher Education in Guyana. International Journal of Education 

and Development using ICT, 9(3). 

 

Thongsri, N., Shen, L., Bao, Y., & Alharbi, I. M. (2018). Integrating UTAUT and UGT to 

Explain Behavioural Intention to use M-Learning: A Developing Country’s Perspective. 

Journal of Systems and Information Technology, 20(3), pp. 278-297.  

 

Türkmen, B. (2020). Utilising Digital Media as a Second Language (L2) Support: A Case Study 

on Netflix with Translation Applications. Interdisciplinary Description of Complex Systems: 

INDECS, 18(4), 459-470. 

 



 

 
APRRE Vol. 1 (1), No. 2, 2022  19-19 

 

Van, L. K., Dang, T. A., Pham, D. B. T., Vo, T. T. N., & Pham, V. P. H. (2021). The 

Effectiveness of Using Technology in Learning English. AsiaCALL Online Journal, 12(2), 24-

40. ACOJ- ISSN 1936-9859.  

 

Venkatesh, V., & Davis, F. D. (2000). A Theoretical Extension of the Technology Acceptance 

Model: Four Longitudinal Field Studies. Management Science, 46(2), 186-204. 

 

Venkatesh, V., Morris, M. G., Davis, G. B., & Davis, F. D. (2003). User Acceptance of 

Information Technology: Toward a Unified View. MIS Quarterly, 425-478. 

 

Vitória, P. D., Salgueiro, M. F., Silva, S. A., & De Vries, H. (2009). The Impact of Social 

Influence on Adolescent Intention to Smoke: Combining Types and Referents of Influence. 

British Journal of Health Psychology, 14(4), 681-699. 

 

Wan, L., Xie, S., & Shu, A. (2020). Toward an Understanding of University Students’ 

Continued Intention to Use MOOCs: When UTAUT Model Meets TTF Model. Sage Open, 

10(3), 2158244020941858. 

 

Wang, S. M., & Lin, J. C. C. (2011). The Effect of Social Influence on Bloggers' Usage 

Intention. Online Information Review, Vol. 35, No. 1, pp. 50-65.  

 

Wang, S. T. (2014). Consumer Characteristics and Social Influence Factors on Green 

Purchasing Intentions. Marketing Intelligence & Planning, Vol. 32, pp. 738-753. 

 

Wei, M. F., Luh, Y. H., Huang, Y. H., & Chang, Y. C. (2021). Young generation’s mobile 

payment adoption behavior: analysis based on an extended UTAUT model. Journal of 

Theoretical and Applied Electronic Commerce Research, 16(4), 618-637. 

 

Williams, M. L., Saunderson, I. P., & Dhoest, A. (2021). Students' Perceptions of the Adoption 

and Use of Social Media in Academic Libraries: A UTAUT Study. South African Journal of 

Communication Theory and Research, 47(1), 76-94. 

 

Yip Hing, Wong., & Nyen Vui, Chok. (2021). Malaysian Consumers’ Purchase Intention 

Towards Online Seafood Shopping Amid Pandemic: The Moderating Role of the COVID-19 

Risk Perception. International Journal of Business, Marketing and Communication, 1(3).  

 

Yu, C. S. (2012). Factors affecting individuals to adopt mobile banking: Empirical evidence 

from the UTAUT model. Journal of Electronic Commerce Research, 13(2), 104. 

 

Yulfi, Y., & Aalayina, A. (2021). Students’ Motivation in Learning English. Linguistic, English 

Education and Art (LEEA) Journal, 4(2), 401-413. 


