
01/2025 International Business Conference │ IBC

A PROPOSED HYPOTHETICAL FRAMEWORK FOR
CREATING BRAND LOYALTY THROUGH

METAVERSE AND EUDEMONIC EXPERIENCES
AMONG GENERATION Z CONSUMERS IN OVER-

THE-TOP PLATFORMS
Marvelous Mudanganyi*1, Adéle Potgieter2, Felix Amoah3 

1Business and Economic Sciences, Nelson Mandela University, Gqeberha, 6031, South
Africa, S227862023@mandela.ac.za, Orcid: 0000-0002-4225-9198

2Management Sciences, Nelson Mandela University, George Campus, 6529, South Africa,
adele.potgieter@mandela.ac.za, Orcid: 0000-0002-2495-3821

3Business and Economic Sciences, Nelson Mandela University, Gqeberha, 6031, South
Africa, felix.amoah@mandela.ac.za, Orcid: 0000-0002-8355-1363

Abstract
The  entry  of  several  streaming  platforms  and  lower  switching  costs  have  intensified
competition  in  the  OTT  industry.  Media  conglomerates  have  also  entered  the  OTT
marketplace,  producing  original  content  and  distributing  a  large  number  of  films  and
television  shows,  posing  a  substantial  challenge  to  market  pioneers  in  the  OTT market
space. A shift  in strategic approach is required when marketing to Generation Z (Gen Z)
based on their digital consumption habits, values and beliefs. To develop brand loyalty in the
highly competitive OTT marketplace, OTT streaming platforms have invested considerably in
subscriber acquisition and retention. Given that the Gen Z cohort is considered the top users
of streaming platforms, this paper aims to propose a hypothetical framework for investigating
how OTT platforms can foster brand loyalty through metaverse and eudemonic experiences
among Gen Z consumers. 
Metaverse and eudemonic experiences plays an important role in capturing the attention of
techno-savvy Generation Z consumers on OTT platforms. Hence, the adoption of metaverse
technology and fulfilment of eudemonic needs could increase consumer engagement and
generate brand loyalty to OTT platforms. To this end, this research will investigate how OTT
platforms can create brand loyalty through metaverse and eudemonic experiences among
Gen Z consumers in South Africa.
A quantitative research approach will be undertaken, collecting data from 384 Generation Z
respondents via an online questionnaire. Reliability and validity tests will  be performed to
validate the scales that will be used in the study.  The structural equation modelling (SEM)
technique will  be used to analyse the data and relationships between the dimensions of
brand loyalty, metaverse experiences as well as eudemonic experiences.
The  hypothetical  framework  will  provide  valuable  scholarly  and  managerial  insights  into
eudemonia and the metaverse by integrating immersive experiences to promote consumer
well-being,  which  fosters  brand loyalty.  Furthermore,  a  hypothetical  framework  analysing
eudemonic  and  the  metaverse  in  marketing  can  help  organisations  build  innovative
marketing strategies, personalised consumer experiences, and a deeper understanding of
consumer behaviour among the Gen Z cohort.
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Introduction

Background 
The proliferation of the Internet has significantly transformed the entertainment industry and
reshaped the media landscape (Bisoyi, Mishra, Das & Satpathy, 2023:82; Chang & Chiu,
2023:196). Previously, viewers used to view video content primarily through traditional media
such as a  television (Kim & Kim,  2024:1).  That  phenomenon has been changed due to
technological  developments,  particularly  through the introduction of  Fifth  Generation (5G)
networks,  which  enabled  faster  loading  speeds  and  higher  streaming  quality,  which
consequently  improves  customers'  overall  viewing  experiences  (Yaqoub,  Al-Kassimi,
Matusitz & Haizhou, 2024:29). Television viewers are transitioning from traditional television
services to innovative webcasting or online streaming platforms that provide premium and
unique content availability over the Internet (Camilleri & Falzon, 2021:218). Gupta, Joshi and
Singh (2025:1) concur with Camilleri and Falzon (2021:218) emphasising that consumers'
perceptions  of  television  and  broadcast  media  have  shifted  as  new  digital  media
technologies emerge. The new viewing habits have led to cord cutting, where paid broadcast
services like cable and satellite are being substituted for OTT streaming platforms (Kim &
Kim, 2024:1; Saggu & Mohan, 2024:31).  Consumers are increasingly turning to over-the-top
(OTT) platforms for more convenient, informative, personalised and diverse entertainment
experience (Gupta, Joshi & Singh, 2025:1). OTT platforms are media distribution services
that  distribute  video  content  directly  to  consumers,  anytime  and  anywhere  through  the
internet  by circumventing traditional  cable or  satellite  TV services (Soren & Chakraborty,
2025:1155; Saggu & Mohan, 2024:31; Verma & Yadav, 2023:30). These platforms offer on-
demand access to a diverse selection of content, including films, TV shows, live events, and
original series (Saggu & Mohan, 2024:31). The appeal of digital platforms stems from their
vast content libraries, which cover a wide range of genres and allow customers to watch
content  at  their  convenience  and  the  freedom  from  rigid  TV  schedules  (Kuriakose  &
Nagasubramaniyan, 2024:792). The OTT platforms market is expected to increase at a rate
of 10.01% per year (CAGR 2023-2027), with a predicted market value of $462.90 billion by
2027 (Khanna, Sehgal, Gupta, Dubey & Srivastava, 2025:324). In South Africa, revenue in
the OTT video market is expected to reach US$490.48 million in 2025, with an annual growth
rate (CAGR 2025-2030) of  6.03%, resulting in  a projected market  volume of  US$657.42
million in 2030 (statista, 2025).

In the current period of digitisation and convergence, which is referred to as the streaming
age,  Gen  Z  considers  watching  television  to  be  beyond  just  a  household  experience
(Eichner, et al., 2021:93). Gen Z, also known as digital natives, is born and raised in an era
of rapid technological advancement and is considered as the biggest user of OTT Platforms
(Nigam, 2021:421). With their high exposure to technological gadgets, Gen Z individuals are
more likely to watch films, TV shows, and other types of media on OTT platforms than on
traditional TV (Shukla, Sharma, Patel & Shah, 2024:13200). Gen Z, unlike millennials, grew
up during the introduction of technologies such as Web 3.0 and the metaverse (Lamba &
Malik,  2022:95).  The  metaverse  is  built  around  cutting-edge  technology  that  enable
immersive experiences (Rane, Choudhary & Rane, 2023:8). From a marketing perspective,
the  metaverse  has  emerged  as  a  transformative  force,  drastically  altering  consumer
behaviour through immersive experiences that combine symbolic, emotional, and utilitarian
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experiences (Junaid, 2025:1). Although the metaverse has enormous marketing and brand
development possibilities, ranging from developing unique brand experiences that transcend
physical  limitation  to  driving  greater  brand  consumer-engagement  through  immersive
experiences,  its  potential  and  application  remains  untapped  (Di  Paolo,  Di  Dalmazi  &
Lamberti,  2025:1;  Bilgihan, Leong, Okumus, & Bai,  2024:2).  This study seeks propose a
hypothetical framework for the utilisation of the metaverse for both OTT platforms and the
users.

On the other hand, entertainment media consumption has typically focused on fulfilling
hedonic experiences such as having fun, excitement and pleasure when viewers watch films
or watch television (Lo, Mohamad, Wan Ibrahim & Thong, 2024:4; Daneels, Vandebosch &
Walrave, 2020:285). Although both eudemonic and hedonic experiences play a crucial role in
the selection of various types of entertainment, it  is hedonic entertainment that has been
extensively researched, whereas eudemonic entertainment has received little attention in the
branding literature (Motamedia,  Kholgh,  Saghari,  Elahi,  Barile  & Tkalcic,  2024:2;  Hamby,
Tezer  &  Escalas,  2022:408;  Su,  Tang  &  Nawijn,  2020:2).  This  one-sided  approach  as
opposed to the dual characterisation of entertainment ignores the equally important factor of
eudemonic entertainment, preventing researchers from developing a comprehensive grasp
of  the  entertainment  idea  and  its  impact  on  brand  development  (Riskos,  Dekoulou,
Hatzithomas & Papasolomou, 2024:2). Therefore, a scientific investigation into whether OTT
platforms can meet the psychological need for meaningful consumption that goes beyond
mere pleasure has the potential  to  close the gap in the understanding of  the interaction
between  viewers  and  technology  in  the  realm  of  entertainment  content  consumption
(Kuriakose & Nagasubramaniyan, 2024:792).

Camilleri and Falzon (2021:218) argue that OTT platforms should not generalise that all
young  people  have  similar  consumption  habits,  hence,  when  investigating  their  viewers'
characteristics and consumption behaviours,  media  and entertainment  organisations may
take into account other consumption behaviour variables. Therefore, the aim of this paper is
to propose a hypothetical framework for  the utilisation of the metaverse and fulfilment of
eudemonic needs by OTT platforms to foster brand loyalty. 
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Problem Statement 

The  OTT marketplace  is  highly  competitive  causing  OTT streaming  platforms  to  invest
heavily in marketing budgets for subscriber acquisition and subscriber retention in order to
establish  brand  loyalty  (Cuntz  &  Bergquist,  2022:1;  Palomba,  2022:2).  The  growing
competitiveness of the OTT sector has made attracting and retaining a loyal customer base a
major  difficulty  for  OTT platforms (Lo,  Mohamad,  Wan Ibrahim & Thong,  2024:2).  Mulla
(2022:5) observed that OTTs have a high subscriber acquisition cost, which often exceeds
the cost of content acquisition. Previous studies have also indicated that if OTT platforms are
unable to produce the content that audiences require, subscriptions will be cancelled (Mulla,
2022:5). Apple TV+, Disney Plus, Amazon Prime, Hulu and Netflix are some of the global
OTT  rivals  in  the  audio-visual  content  distribution  offering  subscription-based  content
(Sharma & Bagdi,  2024:2;  Papathanasopoulos  & Varoutas,  2024:2).  In  South  Africa,  the
current  South  African  market  leaders-  Showmax  and  Netflix  compete  for  subscribers
alongside local OTT platforms such as Vodacom Video Play, TelkomOne, and e-video-on-
demand, as well as other international streaming platforms (Smit, 2023:14). 

Streaming  platforms  often  compete  through  non-price  competition  strategies,  primarily
through  content  exclusivity  (Cuntz  &  Bergquist,  2022:1).  Saggu  and  Mohan  (2024:31)
postulate that the provision of high-quality exclusive content is a key driver of OTT platform
development, competitiveness and differentiation to improve customer experience. Jang and
Hwang (2025:2) further  add that  the provision of  media content  captures and stimulates
subscribers' interests and curiosity, while also providing enjoyment, excitement and originality
thereby boosting OTT platform usage and subscriptions. In the context of OTT platforms,
hedonic  entertainment  content  delivers  pleasure-seeking  activity,  fun  and  enjoyment  by
affecting emotional and behavioural responses (Daneels, Vandebosch & Walrave, 2020:285).
Although hedonic entertainment is critical for consumer satisfaction and desire to continue
using  OTT  platforms  (Lo,  Mohamad,  Wan  Ibrahim  &  Thong,  2024:4),  eudemonic
entertainment  experiences  deal  with  fulfilment  of  intrinsic  needs  where  individuals  are
stimulated to think about and reflect on their experience while watching media content (De
Ridder, Vandebosch & Dhoest, 2022:2). Although studies by Chua, Kim, Ling, Xu, Ryu and
Han,  (2025:1065)  and  Al-okaily,  Alzboun,  Alrawadieh  and Slehat,  (2023:226)  indicated  a
positive relation between eudemonic experiences and brand loyalty, Schramm, Liebers and
Breves (2022:798) argues that  eudemonic entertainment experiences have not  yet  been
empirically investigated adequately.

Therefore, the aim of this paper is to propose a hypothetical framework for the utilisation of
the metaverse and fulfilment of eudemonic needs by OTT platforms to foster brand loyalty.

Research aims and objectives 
This research study aims to investigate how metaverse-driven and meaningful experiences
can enhance brand loyalty among Generation Z consumers using OTT platforms in South
Africa. 

Primary Objectives
 PO1: To quantify the direct effect of metaverse experiences on Gen Z OTT platform brand

loyalty  in  South  Africa  using  SEM,  reporting  the  standardized  path  coefficient
(β_metaverse→loyalty), its standard error, 95% confidence interval, and p-value.

 PO2:  To quantify the direct  effect  of  eudemonic experiences on Gen Z OTT platform
brand  loyalty  in  South  Africa  using  SEM,  reporting  the  standardized  path  coefficient
(β_eudemonic→loyalty), its standard error, 95% confidence interval, and p-value.

 PO3:  To compare the magnitudes of  the direct  effects of  metaverse experiences and
eudemonic  experiences  on  brand  loyalty,  testing  whether  β_metaverse→loyalty  and
β_eudemonic→loyalty differ significantly (for instance, Δβ with α = 0.05).
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 PO4:  To  test  whether  eudemonic  experiences  mediate  the  relationship  between
metaverse experiences and brand loyalty using bootstrap confidence intervals.

Secondary objectives
 SO1:  To  assess  reliability  and  validity  of  the  measurement  scales  for  metaverse

experiences, eudemonic experiences, and brand loyalty, using Cronbach’s alpha (≥ 0.70),
convergent validity (AVE ≥ 0.50), and discriminant validity.

 SO2:  To evaluate the overall  SEM model fit  and explanatory power, using standard fit
indices (CFI ≥ 0.90, TLI ≥ 0.90, RMSEA ≤ 0.08, SRMR ≤ 0.08) and reporting the R-
squared value for brand loyalty.

 SO3:  To translate the findings into actionable managerial  guidance for  OTT platforms
(design of metaverse and eudemonic features), providing quantified implications based
on  observed  effect  sizes  (for  instance,  expected  changes  in  brand  loyalty  for  given
changes in metaverse/eudemonic experiences).

Literature Review

Theoretical Background

The experience economy theory will be discussed in the following sections. Although there
are  many  theories  that  guide  consumer  behaviour  in  the  OTT  marketplace,  the
aforementioned  is  considered to  be  suitable  and relevant  to  the  hypothetical  framework
model being proposed, the research problem and Gen Z cohort (Omodan, 2022:276).

Experience Economy Theory 
Pine and Gilmore's concept of the experience economy (1998, 1999) sought to theorise a
model of selling products and services as experiences (Sundbo, 2021:1; Pett, 2021:3). From
a marketing perspective, the experience economy has been in existence through the work of
Holbrook and Hirschman (1982) (Sundbo,  2021:2).  Pine II  (2020:21)  emphasise that  the
economic progression has moved from a service economy to an experience economy, and
then  to  a  transformation  economy  where  goods  and  services  are  no  longer  sufficient
economic  offerings.  Transformations  represent  the  fifth  economic  offering  (after
Commodities, Goods, Services, Experiences) in the Progression of Economy Value (Pine II,
2023:33).  In  order  for  experiences  to  result  in  transformational  process  for  customers,
organisations should assist customers to fulfil their aspirations, becoming what they want to
become  (Pine  II  &  Gilmore,  2016:9).  Transformative  experiences  are  meaningful  and
impactful experiences to the customer that could result in big changes such losing weight,
become healthier, improve a skill, gain knowledge, advance their careers, or pursue other
avenues of self-improvement (Pine II, 2020:24). Figure 1 below shows how economic value
has progressed from commodities, goods, services, experiences until transformations.
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Figure 1: The Progression of Economic Activity: Source: Adapted from Pine II (2023:33) and 
Pine and Gilmore (2011:111).

Pine  II  (2023:33)  considers  digital  technology,  particularly  the  metaverse,  to  be  a
fundamental factor in experience design and delivery of virtual experiences. The experience
economy theory is applicable in the metaverse realm, as users engage with others in the
virtual space, experiencing the fun and excitement through immersive experiences that offer
a rich entertainment experience to users (Wang, Liu, Hu & Lee, 2023:2). 
The growing concern to offer media content beyond hedonic maximisation of pleasure also
aligns with the experience economy that emphasises transformations as economic offerings.
(Bartsch, Schneider, Leonhard, Sukalla & Kloß, 2025:573). The distinction is that eudemonic
entertainment experiences are characterised by media content that offers deeper meaning,
appreciation,  self-transcendence and a sense of  purpose in  life  (Oliver,  et  al.,  2021:191;
Raney, Janicke-Bowles, Oliver & Dale, 2021:71). In line with economic experience theory,
Rosário  and  Casaca  (2025:1138)  believe  that  customers'  purchase  behaviour  is  not  a
random reaction,  but  a  result  of  psychological  processes  established  over  time  through
customer-brand interactions. Hence, brand experiences foster brand loyalty by generating
emotional  connections through engaging emotions,  thoughts,  cognitions,  and behavioural
responses generated by brand-related stimuli (Sang & Cuong, 2024:6).

Metaverse 
Marketing strategies in  the new era of  virtualisation and immersiveness have undergone
significant transformations (Wasiq, Bashar, Nyagadza & Johri, 2024:1). The emergence of
digital  transformation  concepts  such  as  the  metaverse  implies  significant  changes  in
approaches  to  production  and  supply  of  products  and  services  which  influences
organisations’ survival and sustainability (Salehi & Khodabandeh Oghaz, 2025:1). Kumar, et
al., (2025:2) and Wasiq, Bashar, Nyagadza and Johri (2024:1) categorise the emergence of
the metaverse as a transformational marketing platform that provides immersive experiences
and new opportunities for consumer engagement. Immersive experiences enable metaverse
users to engage with virtual objects and other users in simulated reality (Kar, Mikalef, Nishant
& Luo, 2025:1; Muhammad Sohail Jafar, Ahmad & Chen, 2024:1). Although the metaverse is
an emerging phenomenon, it also provides new opportunities for organisations to develop
user-centred, interactive, and immersive brands that transcend the boundaries of physical
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and digital reality (Soni, Arora, Kasilingam & Jain, 2025:1; Kumar, 2024:1). As the metaverse
gains popularity in a variety of fields, including travel, health, education and learning, social
media and entertainment, many organisations are now offering such experiences, particularly
on online gaming platforms such as Sanbox, Fortnite, and Roblox (Arora, 2024:386). 
Di Paolo, Bettiga and Lamberti  (2025:2) define the metaverse as “a technology-mediated
virtual environment characterized by varying degrees of environmental fidelity and sociability,
wherein the access device shapes the user experience with different levels of immersion.”
This definition highlights three key dimensions of the metaverse: Firstly, it refers to a virtual
world  that  conveys  a  sense  of  spatiality  (Arora,  2024:385).  Second,  it  emphasises  the
diversity of virtual experiences, which may or may not include interactions with other users,
as well as how closely these experiences resemble real-world environments (Jung, Nam,
Choi  &  Park,  2025:2).  Third,  it  emphasises  the  necessity  of  user  immersion,  which  is
dependent on the specific technology used to access these environments, such as personal
computers,  Augmented  Reality,  or  Virtual  Reality  (Di  Paolo,  Mancuso,  Bettiga,  Lamberti,
Messeni  Petruzzelli  &  Panniello,  2025:350).  Neal  Stephenson  introduced  the  term
"metaverse" in his 1992 science fiction novel "Snow Crash," as a futuristic vision of a tangible
convergence  of  digital  environments,  interactive  technologies,  and  interconnected
experiences (Kumar, et al., 2025:2; Arora, 2024:386).

Telepresence
Telepresence originated from virtual experiences, where individuals can immerse themselves
in  different  worlds,  real  or  simulated  environments  (Barta,  Gurrea  &  Flavián,  2023:3).
According  to  Dugan,  Sadyko,  Roozbahani,  Alizadeh  and  Handroos  (2025:5),  immersive
telepresence allows individuals to feel present and interact with their surroundings remotely.
The concept  of  telepresence as denoted by a perception  of  “being there”  is  considered
critical for perceived realism as it shapes user engagement and satisfaction with the virtual
world  (Inmor,  Na-Nan,  Phanniphong,  Jaturat  &  Hirnšal,  2025:2).  Telepresence  therefore
denotes “the experience of presence in an environment using a communication medium”
(Steuer,  1992:6).  The  feeling  of  telepresence  increases  the  pleasure  of  the  virtual
environment and the feeling of embodiment as users enter the virtual world and interact with
other users using avatars, just as they would in real life (Muhammad Sohail Jafar, Ahmad &
Chen,  2024:4).  Inmor,  Na-Nan,  Phanniphong,  Jaturat  and  Hirnšal  (2025:2)  concur
Muhammad Sohail Jafar, Ahmad and Chen (2024:4) that telepresence provides users with
an  immersive  experience  in  which  they  feel  like  active  participants  rather  than  passive
observers. To achieve telepresence, virtual reality technology should be integrated to display
to the human user the visual, haptic (touch and motion) and auditory sensations within a fully
computer-generated  environment  (Sheridan,  2023:4).  Oh,  Kim,  Chang,  Park  and  Lee
(2023:9)  claim  that  users  are  more  likely  to  interact  and  participate  in  positive  social
interactions when they strongly feel the presence of other users in similar virtual spaces.

Continuity
The  metaverse  exists  alongside  the  physical  world  and  offers  a  consistent  platform  for
experiencing  virtual  environment  with  unique  digital  artefacts,  entities,  identities,  and
relationships (Ritala, Ruokonen & Kostis, 2024:89). Continuity refers to the continuance of
virtual activity even when users momentarily disconnect from the metaverse, as a result of
the digital twins principle, which requires continuous communication between the physical
and its digital counterpart (Mourtzis, Panopoulos, Angelopoulos, Wang & Wang, 2022:654).
Virtual environments do not reboot when a user joins or re-joins therefore persistence in
virtual  worlds  generates  a  sense  of  continuity  and  a  persistent  digital  presence  (Ritala,
Ruokonen & Kostis,  2024:89;  Richter & Richter,  2023:6).  Persistent environments enable
users to communicate, collaborate, and change virtual features (Ritala, Ruokonen & Kostis,
2024:90). Therefore, continuity and persistence are essential components of any virtual world
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because they allow users to develop and retain virtual identities and experiences, resulting in
a more immersive and engaging virtual world (Weinberger, 2022:12).

Social interactivity
The metaverse is a complex ecosystem which is made up of various technology layers, with
the human interface layer facilitating interactions between users and the metaverse through
technologies that allow users to access and interact with virtual worlds, such as virtual reality
(VR)  headsets,  augmented  reality  (AR)  glasses,  haptic  feedback  devices,  and  motion
tracking tools resulting in an immersive and intuitive user experience (Xu, et al., 2025:3). The
metaverse  integrates  people  in  the  virtual  world  by  providing  opportunities  for  social
interaction  through  avatars  and  holographic  images  (Maslova,  Shusharina  &  Pyatin,
2025:10). As the metaverse platform offers unique characteristics that allow individuals to
create customised avatars to enter the metaverse, consumers can connect with one another,
gain approval for their purchase, and check their friends' product reviews (Pillai, Sivathanu &
Rana, 2025:6). Social interaction enhances users' psychological and emotional responses by
allowing for meaningful conversations and shared experiences with others in the virtual world
(Inmor,  Na-Nan,  Phanniphong,  Jaturat  &  Hirnšal,  2025:2).  Pillai,  Sivathanu  and  Rana
(2025:6) adds that the metaverse e-commerce provides an immersive shopping environment
where consumers can build a sense of immersion by entering virtual showrooms using VR
headsets or  interacting with 3D models,  which will  facilitate their  shopping.  According to
Dwivedi, et al., (2022:1) the interactivity part of the metaverse is classified as collaboration,
social networking and persona dialogue. Social Interactivity enables users to manipulate and
explore the virtual environment, generating a greater sense of realism and involvement, and
a dynamic metaverse experience (Inmor, Na-Nan, Phanniphong, Jaturat & Hirnšal, 2025:3). 

Economic flow
In  the  metaverse,  users  actively  participate  in  the  metaverse'  digital  economy as  virtual
humans, represented by avatars, to generate content, and interact with one another with the
goal gaining financial value (Bauerová & Halaška, 2025:2). At the moment, the metaverse
economy  is  associated  with  the  crypto-metaverse  and  Web3  which  includes  blockchain
technology into its  underlying technology and economics,  with the consequent  benefit  of
decentralisation  of  the  economy  (Kyriazis,  Fassas  &  Papadamou,  2025:2;  Vidal-Tomás,
2023:1).  Blockchain  may  encourage  more  equitable  value  distribution  and  collaborative
innovation,  encouraging  a  decentralised  business  model  in  which  stakeholders
collaboratively contribute to and profit from the ecosystem, hence improving accountability
and inclusivity in metaverse operations (Sze, Salo & Tan, 2024:3). While cryptocurrencies, as
virtual  currencies,  represent  the  fungible  (divisible  and  non-unique)  side  of  metaverse
economies, they are supplemented by the non-fungible (unique and non-divisible) side of
metaverse trade systems, giving rise to the concept of non-fungible tokens (Chan, et al.,
2024:3). Non-fungible tokens (NFTs) are expected to play an important role in the metaverse'
economic system in the future,  based on the verification of  digital  asset  ownership  (Yu,
2025:1; Lee, Li & Shen, 2024:2058). 

Content Creation
The metaverse is a digital space that empowers users to interact socially, using metaverse
technologies,  to  generate  value  and  co-create  experiences  (Ramírez-Herrero,  Ortiz-de-
Urbina-Criado & Medina-Merodio, 2024:2; Buhalis, Lin & Leung, 2023:706). The metaverse
has the potential  to  supercharge the growing 'creator economy,'  providing novel  ways to
create,  distribute,  and  profit  from  content  (Bilgihan,  Leong,  Okumus,  &  Bai,  2024:7).
Previously, value creation was considered as a company-centric process with customers as
passive beneficiaries, however, digital technological shifts have turned consumers into active
players in content creation (Zhao & Park, 2025:2). In the metaverses, the creator's position is
open to anybody, and anyone can be both a creator and a user, therefore the metaverse is
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only  as  good  as  its  creators-  Gen  Z  form  the  bulk  of  metaverse  users  (Lee,  2025:1).
Metaverse platforms like Roblox allows users to engage in designing virtual assets, therefore
exercising  creativity  and  self-expression  (Bae  &  Bae,  2025:200).  Content  creators  are
provided with great freedom, creative space, and a secure user environment in which to
create digital assets in the metaverse platforms (Soliman, Darwish & Hassanien, 2023:251).
Lee (2025:1) observed that the metaverse environments offer strong avatar creation tools for
both content creators and users, resulting in immersive experiences and interactions within
the virtual world. Entertainment content creators can extend the lifespan of their content and
generate extra revenue streams by using the metaverse to create virtual spaces (Alsoud,
Trawnih, Yaseen, Majali, Alsoud & Jaber, 2024:2).

Eudemonic entertainment experiences
Despite the notion that entertainment media content might evoke more than "just" pleasure is
not new, a few researchers have discussed content that elicits more than pleasure typically
referred to eudemonic entertainment (de Graaf & Das, 2023:56; Schramm, Liebers & Breves,
2022: 795). The concept of eudaimonia originated with the ancient philosopher Aristotle, who
believed that a good life is more than just the pursuit of pleasure (hedonia), but also the
pursuit of virtues or excellence (Sun, Liu, Zheng, Jiang, & Fang, 2022:1; Possler, Daneels, &
Bowman,  2023:3).  Hedonic  entertainment  prioritises  immediate  enjoyment,  whereas
eudaimonic entertainment engages viewers intellectually,  emotionally, or morally, fostering
self-realisation and well-being (Riskos,  Dekoulou,  Hatzithomas,  & Papasolomou, 2024:3).
Vorderer, Klimmt and Bryant (2021:16) believe that while some media programs and content
may not bring enjoyment or pleasure to the audience but may nonetheless have a positive
valence. Raney and Bryant (2020:325) argue that entertainment serves a variety of social
and  psychological  functions  in  the  lives  of  media  audiences.  Eudemonic  entertainment
experiences  approach  focusses  on  media  content  that  offers  users  meaningful,
contemplative, and moving experiences (Oliver, et al., 2018:381). According to De Ridder et
al, (2022:2) eudemonic experiences include a cognitive component that encourages views to
think about and reflect on their experiences while watching a movie. These entertainment
experiences are thought-provoking and provides viewers with more than enjoyment but with
appreciation  and  self-transcendence  (Frischlich,  2021:556;  Raney,  Oliver  &  Bartsch,
2020:260; Möller & Kühne, 2019:428). Eudaimonia, according to Aristotle, believes that not
all happiness leads to well-being; instead, living a virtuous and self-reflective life aligned with
one's full potential can lead to well-being and happiness (Marks, 2024:152; Özen, 2021:113).

Over-The-Top video streaming platforms
The Internet revolution has brought about drastic changes in the entertainment industry, with
OTT platforms now offering media content services directly to viewers via the Internet rather
via traditional broadcasting channels (Verma & Yadav, 2023:30). The global proliferation of
over-the-top (OTT) video (also known as streaming video) as a kind of disruptive innovation
has had an impact  on the traditional  film,  television,  and music industries (Huang & Ho,
2023:176). Nandukrishna and Sridevi (2024:225) argue that OTT platforms have liberated
users from traditional content consumption methods by leveraging high-speed internet, low-
cost data plans, and a plethora of smart devices. Users of OTT platforms can access on-
demand  media  content  at  any  time  and  from  any  location  (Nandukrishna  &  Sridevi,
2024:230). With the development of OTT platforms by national and international providers
such  as  Netflix,  Hulu,  and  Amazon  Prime  has  altered  customer  behaviour  towards
entertainment  subscriptions  (Yaqoub,  Al-Kassimi,  Matusitz  &  Haizhou,  2024:30).  These
platforms are powered by artificial intelligence (AI), and users have the option of selecting
from a variety of content depending on their previous streaming history (Verma & Yadav,
2023:30).
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The profile of Gen Z consumers
Gen Z accounts  for  more  than 27% of  the  global  population,  with  the majority  living  in
developing economies such as India and China (Thangavel, Pathak & Chandra, 2021:2160).
With  extensive  research  having  been  conducted on  the  consumer  behavioural  habits  of
generational cohorts such as Gen X and Millennials, organisations should also consider the
purchasing habits of the emerging consumer segment of Gen Z consumers (Axcell & Ellis,
2023:184; Thangavel, Pathak & Chandra, 2019:714). Gen Z cohort comes after Generation Y
(Millennials)  and  before  Generation  Alpha  (Buhalis  &  Karatay,  2022:16).  Prior  to  the
emergence of Gen Z, owning a computer or a smartphone was considered a luxury; but, for
Gen Z, a wide range of technological gadgets, including computers, cellphones, tablets, and
the internet, are readily available (Olçum & Gülova, 2023:42). This cohort is the first digital-
era generation whose lives revolve around technology (Škudienė, Augutytė Kvedaravičienė,
Truncienė & Legotė, 2025:2; Park, Yoo, Cho & Park, 2024:1117). They are known for their
tech-savvy and connected nature (Singh, 2024:5).

Brand Loyalty
Brand loyalty is a crucial and a fundamental aspect of any brand in today's digital business
landscape hence cultivating customer relationships is important (Valmohammadi, Asayesh,
Mehdikhani & Taraz, 2024:69: Meier, 2020:13). Consumers demonstrate their brand loyalty
by continuously purchasing one brand over other rival brands, resulting in a large market
share for their preferred brand (Singh & Shukla, 2024:77). However, in consumer behaviour,
brand loyalty is more that repeat purchase behaviour (Le,Vu, Le & Luu, 2025:278). Chang
(2021:212) defines brand loyalty as consumer’s consistent preference for and commitment to
purchasing  a  specific  brand  within  a  product  category.  Excel  (2025)  also  notes  the
customer's continued preference for one brand above rivals is motivated by a strong feeling
of trust and emotional attachment to the brand. 
Brand loyalty is mainly impacted by the brand's perceived quality, dependability, and value,
rather  than  being  driven  entirely  by  price  considerations  (Koay  &  Low,  2025:4).  The
relationship between e-service quality, customer e-satisfaction, and customer e-loyalty has
emerged  as  a  prominent  theme  to  sustainable  organisational  performance  (Lolemo  &
Pandya, 2025:4)

Envisaged research design and methodology
A research design describes the implementation plan for the research study that shows the
procedures and steps to be taken in order to collect and analyse the necessary data, as well
as providing a framework or plan of action for the research (Bell, Bryman, & Harley, 2022:46;
Raju & Prabhu, 2019:43). Aityan (2022:27) and Kadasah, Abd Al Galil, Kolhe and Shinde
(2022:12) Research methodology refers to the methods, activities, and processes used to do
research, as well as how to ensure the successful completion of the research.

Research philosophy and paradigm
A research paradigm, which represents a philosophical framework, directs the trajectory of
scientific discovery and reporting (Lim, 2023:9).  According to Guba and Lincoln (1994:105) a
paradigm is “the basic belief system or world view that guides the investigator, not only in the
choices  of  method  but  in  ontologically  and  epistemologically  fundamental  ways”.  Major
research paradigms include positivism, interpretivism/constructivism, critical/transformative,
postcolonial indigenous, and pragmatism (Omodan, 2024:28). Positivism uses dualist and
objectivist  epistemology,  which  implies  that  the  researcher  and  observed  reality  are
independent of one another, and the quest for knowledge must be value-free, factual and
objective (Karupiah, 2022:73; Nyein, Caylor, Duong, Fry & Wildman, 2020:90). Interpretivism
is a subjectivity philosophy that believes that people see the world through different lenses,
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therefore it  is  impossible to create a universal  reality  with subjective experiences (Clark,
2022:34). Since,  several  relationships  will  be  empirically  examined,  as  illustrated  in  the
hypothesised  model  given  in  Figure  2  of  this  study.  This  research  study  is  objective,
scientific, and value-free, and the collected data will be analysed using advanced statistical
techniques. As a result, this study will use a positivist philosophical approach to generating
new knowledge about brand loyalty, the immersive metaverse, and eudemonic experiences.
Methodological approach
In a research project, the basic sources of inquiry or approaches to theory development exist
which  are:  induction,  abduction  and  deduction  (Saunders,  Lewis  &  Thornhill,  2023:155;
Shani,  Coghlan  &  Alexander,  2020:64).  Induction  is  the  process  of  drawing  general
conclusions  from specific  instances or  observations  (Hammond & Wellington,  2021:101).
Through the process of induction, an area of enquiry is identified, with or without a theoretical
framework. Theoretical frameworks are often considered to be restrictive and perceived to
stifle the researcher’ creativity (Nunan, Birks & Malhotra, 2020:156). An abductive approach
relies on data and pre-existing theories for pattern identification and interpretation (Sauders,
Lewis & Thornhill, 2023:158). Abduction is an infrequently used approach of logical reasoning
that begins with observations and aims to draw the most straightforward and most likely
conclusion  (Agterberg,  2021:1).  Shadnam  (2021:824)  and  Eisend  (2019:55)  note  that  a
deductive researcher develops hypotheses, which are empirically tested using quantitative
data. This study will establish and test several hypotheses, collect and analyse quantitative
data  to  determine  whether  or  not  the  hypotheses  suggested  are  supported,  and  so  a
deductive approach will be used.

Methodological choice
The  methodological  choice  entails  determining  whether  the  study  should  be  qualitative,
mixed, or quantitative. In qualitative research, conclusions and meanings are derived from
words and images rather than statistically through the use of numbers hence the researcher
presents collected data as a descriptive report leading to subjectivity of this methodological
choice (Saunders et al., 2023:186; Melnikovas, 2018:39). A similar view is shared by Zou and
Xu (2023:5) that qualitative research creates interpretive narratives from data in order to
capture the complexity of those phenomena; however, it is subjective, as researchers begin
with an open mind and immerse themselves in the complexity of a situation before interacting
with research participants. Conversely, quantitative researchers are concerned with gathering
and  analysing  data  that  can  be  presented  numerically,  and  they  view  themselves  as
independent of the phenomenon under study (Al-Ababneh (2020:86). This study will collect
and  analyse  quantitative  data  in  order  to  investigate  many  hypothesised  relationships
between the dependent and independent variables using advanced statistical  techniques;
hence it will be quantitative in nature.
Methodological strategy
The significance  of  selecting  a  research  strategy lies  in  its  ability  to  deliver  the  study's
objectives,  thereby  answering the research questions  that  are  fundamental  to  the  study
(Mtisi,  2022:1).  A research  strategy,  therefore,  specifies  how  the  researcher  intends  to
address the research question (Saunders et al., 2023:191). The strategy can be viewed as a
link  between  a  research  philosophy  and  subsequent  researcher  decisions  about  data
collecting  and research methodologies  (Shani,  Coghlan & Alexander,  2020:64).  Surveys,
archival  research,  experiments,  grounded theory,  case studies,  action research,  narrative
inquiry, and ethnography are the most commonly used research strategies (Saunders et al.,
2023:191; Kilonzo and Ojebode, 2023:74). Given the nature of this study, surveys in the form
of online questionnaires will be used to collect primary data on brand loyalty, metaverse, and
eudemonic experiences. Online surveys are simple to create, distribute and conduct through
free platforms such as SurveyMonkey, Google Forms, and Typeform (Andrade, 2020:575).
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The SurveyMonkey online questionnaire URL will be posted on various OTT Fan pages on
Facebook.  The  choice  to  use  an  online  questionnaire  via  Facebook  is  informed by  the
techno-savvy nature of the respondents (Gen Z) as well as Facebook’s ability to be a valid
digital research tool to administer the survey in the wake of the technological change and
digitisation (Singh, 2024:5; Kalimeri, Beiro, Bonanomi, Rosina & Cattuto, 2020:135)
Target population, sample size and sample frame
A population  is  made  up  of  every  element  or  people  or  items  that  share  the  same
characteristics from where the sample is selected or drawn for data collection ( (Malhotra,
2020:354; McDaniel & Gates, 2020:100). According to Transunion (2020), the population of
Gen Z age group that is above eighteen years is approximately six million. For the purposes
of this study, only South African Gen Z consumers will be included. Lohr (2022:6) defines a
sample frame as a list, map, or other specification of sampling units in a population from
which a sample can be drawn. The sample frame for this study consists of Gen Z users of
OTT platforms who were born between 1995 and 2012 and range in age from 15 to 30.
However, this survey will only include respondents aged 18 to 29 years old. The sample size
refers to the number of people who should be recruited and included in the study. In order to
make  generalisations  from  a  random  sample  and  avoid  sampling  errors  or  biases,  the
sample should be large enough (Burns & Veeck, 2020:45) and have the statistical power to
produce a  statistically  significant  result  (Crano et  al,  2023:98).  According  to  Krejcie  and
Morgan's (1970:607) estimation, a sample size of 384 is required for a population of more
than  1,000,000.  As  a  result,  384  respondents  will  be  surveyed  in  accordance  with  the
multivariate analysis that will be used in this study.

Sampling identification
In order to fully answer the research question, researchers use sampling techniques to select
a subset of participants from the population of interest (Flynn, 2021:441). Nichols and Edlund
(2023:107)  identify  two  types  of  sampling  techniques:  probability  sampling  and  non-
probability  sampling.  Probability  sampling selects  study  participants  at  random, but  non-
probability sampling purposefully selects respondents from the population who have a lower
chance of  being chosen (Saunders et  al.,  2023:195).  This  study's  research data  will  be
collected using an online questionnaire on the social  networking platform Facebook. The
questionnaire  link  will  be  shared on the OTT fan pages with  the approval  of  the  group
Administrators.  OTT platform fan pages that  will  be utilised are Netflix  South Africa Fan
Group,  Showmax Recommendations,  Showmax  Subscription  Sharing  Group,  and  Netflix
Recommendation South Africa.  This research project will  use a non-probability sampling
method known as convenience sampling to recruit respondents who are readily available and
eager to engage in the data gathering procedure (Malhotra, 2020:363). The convenience
sample approach was chosen first because the Gen Z target group has constant access to
social media technologies via their phones and so can quickly access Facebook (Chang,
Kong, and Bahl, 2023:49). Furthermore, convenience sampling is a cost-effective and time-
saving way to collect data (Burns & Veeck, 2020:244).

Data collection Method
A questionnaire is a structured research instrument that collects data by asking participants a
series of written or verbal questions (Burns & Veeck, 2020:44). This study will use an online
questionnaire  divided  into  four  sections:  Section  A  (Screening  Questions),  Section  B
(Demographic  Information),  Section  C  (Brand  Loyalty  Questions),  Section  D  (Metaverse
Experiences), and Section E (Eudemonic Experiences). The measuring items in Sections C,
D, and E will  all  be measured on a Likert  scale of 1 (strongly disagree), 2 (disagree), 3
(neutral), 4 (agree), and 5 (strongly agree). Section A of the research instrument will include
a qualifying question to determine whether the respondent fits the requirements to participate
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in the study. Section C will adapt previously tested items on metaverse experiences from
studies by Gonzalez-Rodriguez et al. (2021:5) and Park et al. (2023:2650). Section D and E
questions will be modified from studies by Cuesta-Valiño, Gutiérrez-Rodríguez and Núnez-
Barriopedro (2022:459).

Data preparation
Although data preparation maybe time-consuming, it is an indispensable part of the analytical
process (Fortino, 2025:36). The data preparation process entails editing, coding, transcribing,
and  verification  of  data  (Malhotra,  2020:35).  The  coding  process  involves  converting
information into numerical  values to  allow for  quantitative  data  analysis  (Bell,  Bryman &
Harley, 2022:168). This will be performed by labelling all constructs and assigning number
values to each response (Malhotra, 2020:35). To facilitate software analysis, acquired data
will be coded and cleansed using Microsoft Excel spreadsheets.

Data analysis 
Data analysis is the systematic examination, cleaning, transformation, and interpretation of
data in  order  to  extract  valuable insights,  to  inform decision-making,  and solve complex
problems (Khatri, 2025:1). The process of examining and evaluating data is performed using
analytical  and statistical  methods to extract  relevant  information that  is  crucial  for  aiding
business decision-making (Taherdoost, 2020:1; Dagar, 2019:127). This section of the study
will focus on the techniques for data analysis and statistical methods. Statistical Package for
the Social Sciences (SPSS) is considered to be the industry standard for the analysis of
complex  statistical  data  (Singh,  2023).  The  Statistical  Package  for  the  Social  Sciences
(SPSS) Version 26 software will be used to conduct descriptive analysis on the data received
from respondents' responses. The data acquired from the study constructs will be analysed
in  two  steps.  The  initial  phase  will  be  to  assess  the  accuracy  of  multi-item  construct
measures, after which the study model and hypothesis will be tested. In both cases, the data
will  be analysed using structural  equation modelling (SEM).  To access the measurement
model, Amos 26 will be used to conduct a confirmatory factor analysis (CFA). In addition,
Amos 26 will be used as the computation SEM software. The model's fitness for the sample
data will  be evaluated using the following indicators: chi-square value over the degree of
freedom (χ2/df), goodness-of-fit index (GFI), comparative fit index (CFI), incremental fit index
(IFI), Tucker-Lewis index (TLI), and Root Mean Square Error of Approximation (RMSEA).

Validity of the measuring instrument
Validity  of  an  instrument  is  its  capacity  to  accurately  measure  that  which  it  purports  to
measure  and  fulfil  its  intended  purpose  (Adu  &  Miles  2023:384;  Boswell  &  Cannon,
2023:295).  According  to  Lim  (2024:256),  validity  is  beyond  just  methodological
considerations; it also pertains to the applicability and authenticity of study findings in real-
world circumstances.    Validity is classified into two types: convergent and discriminant.
Construct  validity  is  used to evaluate  both convergent  and discriminant  validity  (Chhetri,
Kumar,  Ranabhat  &  Sapkota  2023:9).  While  convergent  validity  measures  the  level  of
correlation between variables that are theoretically related to the measured phenomenon
indicators,  discriminant  validity  describes  how much  an  empirically  determined  construct
differs  from one  another  (Jha,  2023:296).  A test  with  good  convergent  and  discriminant
validity should correlate with the variables it is designed to correlate with, while not correlate
with variables it is not supposed to (Chhetri, et al., 2023:9). The Inter-construct Correlation
Matrix and Average Variance Extracted Value versus Shared Variance will be used to test
discriminant  validity.  In  addition,  convergent  validity  will  be  assessed  using  item-to-total
correlation,  Factor  loadings,  and  average  variance  extracted  values.  Confirmatory  factor
analysis (CFA) will be employed to confirm construct validity. 

13



International Business Conference │ IBC 09/2025

Reliability of the measuring instrument
Reliability pertains to the ability of various researchers to make the same observations about
a particular phenomenon in the same way, using the same methods or procedures that have
been utilised (Manglik,  2024:37).  It  is  the degree to  which data collection techniques or
analysis  procedures  yield  consistent  outcomes (McDaniel  &  Gates,  2020:  45;  LoBiondo-
Wood  &  Haber,  2021:276).  Dubey  and  Kothari  (2022:47)  concur  with  the  notion  of
consistency by  McDaniel and Gates (2020:45) and LoBiondo-Wood and Haber (2021:276)
insisting that reliability relates to the degree to which the measurement or scale is consistent
or dependable, which means that if the same construct is measured again and again, it will
yield the same result. Internal consistency and test-retest reliability (also known as 'temporal
stability')  are  two  most  common  measures  used  measure  a  scale's  reliability  (Pallant,
2020:6). In quantitative research, reliability is an important factor to evaluate the consistency
and stability of measurements, the researcher will utilise Cronbach's coefficient alpha (α) to
assess the reliability of the research instrument. According to Cheung, Cooper-Thomas, Lau
and Wang (2023:3), the Cronbach alpha coefficient varies from 0 to 1, and an alpha score of
0.7 or greater suggests that the test has strong internal consistency. An alpha value of less
than 0.7 indicates that the measurement items are unreliable. Malhotra (2020:303) confirms
that a value of 0.6 or lower typically indicates unsatisfactory internal consistency reliability.

Hypothesised model
On the foregoing theoretical basis of the research and objectives specified, the hypothesised
model for this study is shown in Figure 2.
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Figure 2: Proposed hypothetical framework of metaverse and Eudemonic experiences in 
creating brand loyalty: Source adapted from Park, Ko and Do, (2023:2650); Cuesta-Valiño, 
Gutiérrez-Rodríguez and Núnez-Barriopedro, (2022:459)

Accordingly, the proposed framework (Figure 2) operationalises the theoretical insights by
mapping metaverse components (continuity, telepresence, economic flow, social interactivity,
and content creation) as independent variables that influence both eudemonic experiences
and brand loyalty. The mediating pathway from metaverse experiences to brand loyalty via
eudemonic  fulfilment  reflects  the  theoretical  progression  from immersive  engagement  to
meaningful transformation, as outlined by Pine and Gilmore (1999). This synthesis ensures
that the model is not only grounded in empirical constructs but also theoretically coherent,
connecting the affordances of emerging technologies to the psychological underpinnings of
brand loyalty in the OTT environment.
Eudemonic experiences, on the other hand, directly reflect the transformative offering within
the Experience Economy (Di Pomponio & Cerniglia, 2024:228; Hunnicutt, 2020:45). While
metaverse  features  may  trigger  initial  engagement  through  novelty  and  immersion,  the
fulfilment of eudemonic needs; meaning, self-reflection and purpose anchors the experience
in consumers’ identity and values (Boccalini, Patrizi, Vernuccio, & Pastore, 2025:826; Riches,
Williams & Saidel, 2024:6825). This theoretical linkage positions eudemonic experiences as
a mediating mechanism transforming metaverse-driven interactions from short-term hedonic
enjoyment to sustained brand loyalty grounded in personal significance (Radia, Aagja, Das,
Rao & Sharma, 2025:5). 

Integrating the Theoretical Foundation with the Proposed Framework
The  Experience  Economy  Theory  provides  the  overarching  lens  through  which  both
metaverse and eudemonic experiences can be conceptualised as drivers of brand loyalty in
OTT  platforms.  In  Pine  and  Gilmore’s  (1999)  model,  experiences  progress  from
entertainment  to  transformation,  with  the  latter  creating  lasting  changes  in  consumer
attitudes  and  behaviours.  Within  this  context,  metaverse  dimensions  such  as  continuity,
telepresence,  economic  flow,  social  interactivity,  and  content  creation  are  not  merely
technological affordances; they represent curated experiential stages that can guide Gen Z
consumers  toward  deeper  engagement.  These  immersive  attributes  align  with  the
'experience' and 'transformation' stages by stimulating emotional, cognitive, and behavioural
involvement, which fosters long-term brand-consumer relationships 

Research Hypotheses  
The following hypotheses were formulated for the study:

H1: There is a positive and significant relationship between continuity and brand loyalty.
H2: There is a positive and significant relationship between telepresence and brand loyalty. 
H3:  There  is  a  positive  and  significant  relationship  between economic  flow and  brand

loyalty.
H4:  There  is  a  positive  and  significant  relationship  between  implementation  of  social

interactivity and brand loyalty.
H5:  There is a positive and significant relationship between content creation and brand

loyalty.
H6:  There  is  a  positive  and  significant  relationship  between continuity  and  eudemonic

experience.
H7: There is a positive and significant relationship between telepresence and eudemonic

experience.
H8: There is a positive and significant relationship between economic flow and eudemonic

experience.
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H9:  There  is  a  positive  and  significant  relationship  between  social  interactivity  and
eudemonic experience.

H10:  There  is  a  positive  and  significant  relationship  between  content  creation  and
eudemonic experience.

H11: There is a positive and significant relationship between eudemonic experience and
brand loyalty.

H12: Eudemonic experience mediates the relationship between metaverse experience and
brand loyalty.

Managerial Implications
The advent of the metaverse technology necessitates a managerial rethinking of traditional

marketing techniques by shifting businesses resources and allocating them for metaverse
adoption to capitalise on the immersive, interactive experiences for brand building (Bilgihan,
Leong,  Okumus  &  Bai,  2024:7).  OTT  platforms  should  design  content  that  go  beyond
hedonic entertainment by embedding storylines;  films,  documentaries,  movies,  interactive
elements, and virtual environments that promote self-reflection, personal growth, and social
connection (Riskos, Dekoulou, Hatzithomas, & Papasolomou, 2024:12). OTT media content
can  be  customised  and  personalised  to  deliver  metaverse  interactions  and  eudemonic
content by leveraging AI-driven analytics, algorithms and recommender systems to cater for
individual  viewing  patterns,  values,  and  emotional  responses (Kuriakose  &
Nagasubramaniyan 2024:801; Hallur, Aslekar, & Prabhu, 2023:50). Personalisation of media
content can enhance engagement by harmonising immersive experiences with the intrinsic
motivations  of  Gen  Z,  thereby  making  content  consumption  both  habit-forming  and
meaningful  (Kuriakose  &  Johnson,  2024:192).  Therefore,  the  metaverse  in  a  marketing
context,  can  assist  organisations  to  be  able  to  develop  innovative  marketing  strategies,
personalised consumer experiences, and a better understanding of consumer behaviour (Di
Paolo, Di Dalmazi & Lamberti,  2025:349; Kumar, Aneja, Jadaun, Kiran, Saxena, Saxena,
Singh & Painoli, 2025:1). OTT platforms can use immersive advertising in the metaverse to
increase consumer engagement and purchase intention, particularly by delivering detailed
and  enriched content  that  appeals  to  consumer  curiosity  and  novelty  (Chebab,  2025:1).
Chavadi, Sirothiya, Menon and MR, 2023:13) postulate that OTT platforms can create cross-
platform loyalty ecosystems and campaigns across metaverse platforms and social media
sites to provide a unified brand experience.  Furthermore, the study into metaverse will aid in
forecasting future trends in consumer behaviour, technological acceptance, and virtual world
development (Kumar, et al., 2025:1; Naveen Kumar, Janani, Ramadevi & Pavithra, 2025:1). 
Additionally  this  study  provides  valuable  managerial  insights  into  eudaimonia  and  the
metaverse  by  integrating  immersive  experiences  in  the  VR-based  metaverse  into  an
innovative strategy to enhance customer well-being (Boccalini, Patrizi, Vernuccio & Pastore,
2025:1; Gupta, Eilert & Gentry, 2024:646). The findings of this study could also expand the
metaverse not only as an interactive or entertainment-driven space, but also as a meaningful
setting in which marketers may create experiences that positively impact consumers' lives
(Boccalini, Patrizi, Vernuccio & Pastore, 2025:10).

Conclusions, Limitations and Future Research
The  proposed  hypothetical  framework  on  how  OTTs  can  utilise  the  metaverse  and
eudemonic experiences will  assist OTTs to establish brand loyalty in a highly competitive
OTT marketplace. Furthermore, the framework will be crucial to determine which experiences
will engage the Gen Z cohort in the OTT streaming platforms. The hypothetical framework
will also support existing literature in consumer behaviour in strengthening brand loyalty in
the context of technological advancement and digitisation.

16



01/2025 International Business Conference │ IBC

References details

1) Ahn, J.  (2022). Generation Z and Its OTT Usage Patterns: The Case of Netflix in Korea.
International Journal of Contents, 18(1), 65-75. doi:10.5392/IJoC.2022.18.1.065 

2) Ajith, N., Sridevi, P., & Mathew, L. S. (2025). Experience Matters: Exploring the Impact of
User  Experience  on  Stickiness  and  Loyalty  in  OTT  Platforms.  International  Journal  of
Human–Computer Interaction, 0(0), 1-15. doi:10.1080/10447318.2024.2443245

3) Al-Ababneh,  M.  (2020).  Linking  Ontology,  Epistemology  and  Research  Methodology.
Science & Philosophy, 8(1), 75-91. Retrieved from https://ssrn.com/abstract=3708935

4) Al-okaily, N., Alzboun, N., Alrawadieh, Z., & Slehat, M. (2023). The impact of eudaimonic
well-being on experience and loyalty: a tourism context. Journal of Services Marketing, 37(2),
216-231. doi:10.1108/JSM-08-2021-0282

5) Alsoud, M., Trawnih, A., Yaseen, H., Majali, T., Alsoud, A., & Jaber, O. (2024). How could
entertainment content  marketing affect  intention to use the metaverse? Empirical  findings.
International  Journal  of  Information  Management  Data  Insights,  4(100258),  1-10.
doi:10.1016/j.jjimei.2024.100258

6) Arghashi, V., & Gunalay, Y. (2025). Exploring the metaverse: what drives millennials and
Gen Z to embrace virtual worlds?  Journal of Islamic Marketing,, ahead-of-print  (ahead-of-
print ), 1-36. doi:10.1108/JIMA-12-2024-0574

7) Arora,  M.  (2024).  Metaverse  Insights:  Research  Advancements,  Innovation  Trends  and
Industry Implications. Abhigyan, 42(4), 385-402. doi:10.1177/09702385241277357 

8) Axcell,  S.,  & Ellis,  D.  (2023).  "Exploring the attitudes and behaviour of  Gen Z students
towards branded mobile  apps in  an emerging market:  UTAUT2 model  extension".  Young
Consumers, 24(2), 184-202. doi:https://doi.org/10.1108/YC-03-2022-1491

9) Bae,  S.  H.,  &  Bae,  J.  (2025).  How  experiential  creation  drives  use  experience  in  the
metaverse: Focused on the interaction effect between item popularity and need for uniqueness.
Journal  of  Global  Scholars  of  Marketing  Science,  35(2),  197-207.
doi:10.1080/21639159.2025.2468471

10) Barta,  S.,  Gurrea,  R.,  &  Flavián,  C.  (2023).  Telepresence  in  live-stream  shopping:  An
experimental study comparing Instagram and the metaverse. Electron Markets, 33(29), 1-21.
doi:10.1007/s12525-023-00643-6

11) Bartsch, A., Schneider, F. M., Leonhard, L., Sukalla, F., & Kloß, A. (2025). The Influence of
Eudaimonic Entertainment Experiences on Political Information Processing and Engagement.
Communication Research, 52(5), 571-599. doi:10.1177/00936502241259921 

12) Bauerová, R.,  & Halaška, M. (2025). Unlocking the metaverse: Determinants of voluntary
adoption  in  e-commerce.  Sustainable  Futures,  9(100436),  1-18.
doi:10.1016/j.sftr.2025.100436

13) Bell, E., Bryman, A., & B, H. (2022). Business Research Methods (6th ed.). United Kingdom:
Oxford University Press.

14) Bilgihan, A., Leong, A., Okumus, F., & Bai, J. (2024). Proposing a metaverse engagement
model for brand development. Journal of Retailing and Consumer Services, 78(103781), 1-9.
doi:10.1016/j.jretconser.2024.103781 

15) Bisoyi,  B.,  Mishra,  V.,  Das,  B.,  & Satpathy,  I.  (2023).  Role  of  E-Business  Driven  OTT
Platforms  in  Influencing  Consumer’s  Intention  to  Cut  the  Cable  Cord.  Management  and
Labour Studies, 49(1), 82-96. doi:10.1177/0258042X231179580

17



International Business Conference │ IBC 09/2025

16) Boccalini, S., Patrizi, M., Vernuccio, M., & Pastore, A. (2025). Enhancing eudaimonic well-
being  through  brand  experiences  in  the  VR-based  metaverse:  implications  for  brand-self
connection and brand love. Journal of Product & Brand Management, ahead-of-print(ahead-
of-print), 1-15. doi:10.1108/JPBM-10-2024-5542

17) Boccalini, S., Patrizi, M., Vernuccio, M., & Pastore, A. (2025). Enhancing eudaimonic well-
being  through  brand  experiences  in  the  VR-based  metaverse:  implications  for  brand-self
connection  and  brand  love.  Journal  of  Product  &  Brand  Management,  34(6),  817-831.
doi:10.1108/JPBM-10-2024-5542

18) Buhalis, D., & Karatay, N. (2022). Mixed Reality (MR) for Generation Z in Cultural Heritage
Tourism Towards Metaverse. In J. Stienmetz, B. Ferrer-Rosell, & D. Massimo,  Information
and  Communication  Technologies  in  Tourism  2022 (pp.  16–27).  Cham.:  Springer  .
doi:https://doi.org/10.1007/978-3-030-94751-4_2

19) Buhalis, D., Lin, M., & Leung, D. (2023). "Metaverse as a driver for customer experience and
value  co-creation:  implications  for  hospitality  and  tourism  management  and  marketing".
International Journal of Contemporary Hospitality Management, 35(2), 701-716.

20) Burns, A., & Veeck, N. (2020). Marketing Research (9th ed.). New York: Pearson.

21) Camilleri,  M.,  &  Falzon,  L.  (2021).  Understanding  motivations  to  use  online  streaming
services: integrating the technology acceptance model (TAM) and the uses and gratifications
theory  (UGT).  Spanish  Journal  of  Marketing  -  ESIC,,  2,  217-238.  doi:10.1108/SJME-04-
2020-0074

22) Chan, S., Chandrashekhar, D., Almazloum, W., Zhang, Y., Lord, N., Osterrieder, J., & Chu, J.
(2024). Stylized facts of metaverse non-fungible tokens. Physica A: Statistical Mechanics and
its Applications, 653(130103), 1-29. doi:10.1016/j.physa.2024.130103

23) Chang, P.-C., & Chiu, Y.-P. (2023). Factors Influencing Switching Intention and Customer
Retention of Over-the-Top (OTT) Viewing Behavior in Taiwan: The Push–Pull– Mooring
Model. Emerging Media, 1(2), 196-217. doi:10.1177/27523543231210140 

24) Chang, T.-Z., Kong, W., & Bahl, A. (2023). "Personal values and travel social media use
among  Generation  Z".  Consumer  Behavior  in  Tourism  and  Hospitality,  18(1),  49-65.
doi:https://doi.org/10.1108/CBTH-11-2021-0263

25) Chauhan, S., & Thapliyal, S. (2025). Role of AI Tools in Evaluating Brand Performance. In Z.
Hussain,  M.  Sharipudin,  A.  Albattat,  & A.  & Khan,  Management  in  the  Age  of  AI  and
Disruption (pp. 53-80). Hershey, PA: IGI Global Scientific Publishing.

26) Chavadi,  C. A.,  Sirothiya, M., Menon, S. R.,  & MR, V. (2023). Modelling the Effects of
Social  Media–based  Brand  Communities  on  Brand  Trust,  Brand  Equity  and  Consumer
Response. Vikalpa, 48(2), 114-141. doi:10.1177/02560909231172010

27) Chebab,  S.  (2025).  The  rise  of  the  metaverse  in  marketing  strategies.  Journal  of
Contemporary  Marketing  Science,  ahead-of-print  (ahead-of-print  ),  1-24.
doi:10.1108/JCMARS-01-2025-0005

28) Chua,  B.-L.,  Kim,  S.,  Ling,  E.,  Xu,  Y.,  Ryu,  H.,  &  Han,  H.  (2025).  Wellness  tourism
destination loyalty formation: the role of mental health and eudaimonic well-being. Journal of
Hospitality and Tourism Insights, 8(3), 1049-1072. doi:10.1108/JHTI-06-2024-0551

29) Clark,  T.  (2022).  Methodological  becoming:  Doctoral  students’  perceptions  of  their
methodological  journeys.  Studies  in  Graduate  and  Postdoctoral  Education,  13(1),  36-53.
doi:https://doi.org/10.1108/SGPE-12-2020-0076

30) Crano, D., Brewer, M., & Lac, A. (2023).  Principles and Methods of Social Research (4th
ed.). New York and London: Routledge. doi:https://doi.org/10.4324/9781003271734

31) Cuesta-Valiño,  P.,  Gutiérrez-Rodríguez,  P.,  &  Contreras-Contreras,  P.  (2023).  Consumer
Happiness: Origin and Development of the Concept. ANDULI. Revista Andaluza De Ciencias

18



01/2025 International Business Conference │ IBC

Sociales, 23, 83-98. doi:10.12795/anduli.2023.i23.05

32) Cuesta-Valiño,  P.,  Gutiérrez-Rodríguez,  P.,  & Núnez-Barriopedro, E. (2022).  "The role of
consumer happiness in brand loyalty: a model of the satisfaction and brand image in fashion".
Corporate Governance, 22(3), 458-473. doi:https://doi.org/10.1108/CG-03-2021-0099

33) Cuntz,  A.,  &  Bergquist,  K.  (2022).  Exclusive  content  and  platform competition  in  Latin
America.  Information  Economics  and  Policy,  60(100989),  1-19.
doi:10.1016/j.infoecopol.2022.100989

34) Dagar, S. (2019). Instant Notes on Research Methods (1st ed.). India: The Readers Paradise.

35) Daneels, R., Vandebosch, H., & Walrave, M. (2020). ‘Just for Fun?’: An exploration of digital
games’ potential for eudaimonic media experiences among Flemish adolescents.  Journal of
Children and Media, 14(3), 285-301. doi:10.1080/17482798.2020.1727934

36) de Graaf, A., & Das, E. (2023). Portrayals of threatened needs and human virtue: a review of
the  content  of  eudaimonic  entertainment.  Annals  of  the  International  Communication
Association, 47(1), 55-83. doi:https://doi.org/10.1080/23808985.2022.2130811

37) De Ridder, A., Vandebosch, H., & Dhoest, A. (2022). Examining the hedonic and eudaimonic
entertainment  experiences  of  the  combination  of  stand-up  comedy  and  human-interest.
Poetics, 90(101601), 1-11. doi:10.1016/j.poetic.2021.101601 

38) Di Paolo, F., Di Dalmazi, M., & Lamberti, L. (2025). Brand strategy in the metaverse: Insights
from companies venturing into virtual environments.  Journal of Innovation & Knowledge,
10(3), 1-16. doi:10.1016/j.jik.2025.100710

39) Di Paolo, F., Mancuso, I., Bettiga, D., Lamberti, L., Messeni Petruzzelli, A., & Panniello, U.
(2025). Metaverse business transformation: four companies’ virtual experiences. Management
Decision, 63(13), 349-371. doi:10.1108/MD-06-2024-1316

40) Di Pomponio, I., & Cerniglia, L. (2024). Exploring the Mental Health Frontier: Social Media,
the Metaverse and Their Impact on Psychological Well-Being.  Adolescents,  4(2),  226-230.
doi:10.3390/adolescents4020016

41) Dugan, A., Sadykov, R., Roozbahani, D., Alizadeh, M., & Handroos, H. (2025). Immersive
Telepresence  via  a  Humanoid  Robotic  Head  Using  a  VR-Headset  with  Real-Time
Stereoscopic Vision and Binaural Audio.  Journal of Intelligent & Robotic Systems, 111(55),
1-30. doi:10.1007/s10846-025-02254-z

42) Eichner,  S.,  Gutiérrez  Lozano,  J.  F.,  Hagedoorn,  B.,  Podara,  A.,  Matsiola,  M.,  Kotsakis,
R.,  .  .  .  Kalliris,  G.  (2021).  Generation  Z’s  screen culture:  Understanding younger  users’
behaviour in the television streaming age – The case of post-crisis Greece. Critical Studies in
Television, 16(2), 91-109. doi:10.1177/17496020211005395

43) Excel,  A. (2025).  The Brand Loyalty Playbook: Creating Raving Fans for Your Business.
Ajah Excel.

44) Frischlich,  L.  (2021).  Dark  inspiration:  Eudaimonic  entertainment  in  extremist  Instagram
posts. New Media & Society, 23(3), 554-577.

45) Gonzalez-Rodriguez, M., Dıaz-Fernandez, M., Bilgihan, A., Shi, F., & Okumus, F. (2021).
UGC involvement, motivation and personality: comparison between China and Spain. Journal
of Destination Marketing and Management. doi:https://doi.org/10.1016/j.jdmm.2020.100543

46) Guba, E., & Lincoln, Y. (1994). Competing paradigms in qualitative research. In N. Denzin,
& Y.  Lincoln  (Eds.),  Handbook  of  Qualitative  Research (pp.  105–117).  Thousand  Oaks,
California, CA: SAGE Publications.

47) Gudka,  M.,  Gardiner,  K.  L.,  &  Lomas,  T.  (2021).  Towards  a  framework  for  flourishing
through social media: a systematic review of 118 research studies.  The Journal of Positive
Psychology, 18(1), 85-105. doi:10.1080/17439760.2021.1991447

19



International Business Conference │ IBC 09/2025

48) Gupta,  A.,  Eilert,  M.,  &  Gentry,  J.  W.  (2024).  Meaningful  Consumption.  Journal  of
Macromarketing, 44(3), 637-652. doi:10.1177/02761467241236485

49) Gupta,  K.,  Joshi,  D.,  & Singh,  S.  (2025).  On the consumption of OTT services  in India:
insights from technology acceptance model and the uses and gratifications theory. Innovation
&  Management  Review,  ahead-of-print(ahead-of-print),  1-12.  doi:10.1108/INMR-08-2023-
0141

50) Hallur, G., Aslekar, A., & Prabhu, S. (2023). Digital Solution for Entertainment: An Overview
of Over the Top (OTT) and Digital Media. In S. Das, & S. Gochhait, Digital Entertainment as
Next  Evolution  in  Service  Sector (pp.  35-53).  Singapore:  Palgrave  Macmillan.
doi:10.1007/978-981-19-8121-0_3

51) Hamby,  A.,  Tezer,  A.,  &  Escalas,  J.  E.  (2022).  ignificant  Objects:  How  Eudaimonic
Narratives Enhance the Value of Featured Products.  Journal of Advertising, 52(3), 406-422.
doi:10.1080/00913367.2022.2066035

52) Hashmi, H. B., Shu, C., Haider, S. W., Khalid, A., & Munir, Y. (2021). Bridging the Gap
Between  Product  Design  and  Customer  Engagement:  Role  of  Self-Determined  Needs
Satisfaction. SAGE Open,, 11(4), 1-15. doi:10.1177/21582440211056598 

53) He,  Q.,  Liu,  X.,  & Jiang,  F.  (2024).  Why Do People  with  High Mindfulness  Experience
Greater Eudaimonic Well-Being? Integrating Self-Determination Theory and the Mindfulness
Reperceiving Model. The Journal of Psychology, 1-19. doi:10.1080/00223980.2024.2431198

54) Holbrook,  M.  B.,  &  Hirschman,  E.  C.  (1982).  The  experiential  aspects  of  consumption:
Consumer  fantasies,  feelings,  and  fun.  Journal  of  Consumer  Research,  9(2),  132–140.
doi:https://doi.org/10.1086/208906

55) Huang, J. S., & Ho, F. N. (2023). The Role of Open Business Models in Times of OTT Video
Innovation:  Evidence  from  Taiwanese  Platforms.  Emerging  Media,  1(2),  176-195.
doi:10.1177/27523543231198540 

56) Hunnicutt, B. (2020). The age of experience: harnessing happiness to build the new economy.
Temple Universit y Press: Philadelphia.

57) Inmor, S., Na-Nan, K., Phanniphong, K., Jaturat,  N., & Hirnšal, M. (2025). Unveiling the
metaverse: The mediating role of social interaction in enhancing tourism experiences. Journal
of  Open  Innovation:  Technology,  Market,  and  Complexity,  11(1),  1-11.
doi:10.1016/j.joitmc.2024.100461

58) Jang,  W.,  &  Hwang,  J.  (2025).  Analyzing  perception  of  Over-The-Top  (OTT)  sports
broadcasting  focus  on  social  media  big  data  analytics.  Heliyon,  11(e41679  ),  1-12.
doi:10.1016/j.heliyon.2025.e41679

59) Junaid, M. (2025). The Convergence of the Metaverse, Artificial Intelligence, and Marketing.
Human Systems Management, 0(0), 1-3. doi:10.1177/01672533251331502

60) Jung, Y., Nam, J., Choi, H., & Park, J. (2025). Deciphering the determinants: What guides
creators  in  choosing  their  metaverse  platforms?  Technological  Forecasting  and  Social
Change, 210(123843 ), 1-13. doi:10.1016/j.techfore.2024.123843

61) Kadasah,  S.,  Abd  Al  Galil,  F.,  Kolhe,  B.,  &  Shinde,  S.  (2022).  Scientific  Research
Methodology Principles, Methods, and Techniques (1st ed.). India: Book Rivers.

62) Kar, A., Mikalef, P., Nishant, R., & Luo, X. (2025). Metaverse opportunities and challenges:
A research agenda and editorial on the special issue on the evolution of Metaverse platforms
(part 2). Decision Support Systems, 194(114456 ), 1-6. doi:10.1016/j.dss.2025.114456

63) Khanna, P., Sehgal, R., Gupta, A., Dubey, A., & Srivastava, R. (2025). Over-the-top (OTT)
platforms: a review, synthesis and research directions.  Marketing Intelligence & Planning,,
43(2), 323-348. doi:10.1108/MIP-03-2023-0122

20



01/2025 International Business Conference │ IBC

64) Kilonzo, S., & Ojebode, A. (2023). Research Methods for Public Policy. In E. Aiyede, & B.
Muganda  (Eds.),  Public  Policy  and  Research  in  Africa (pp.  63–85).  Cham:  Palgrave
Macmillan. doi:https://doi.org/10.1007/978-3-030-99724-3

65) Kim, K., & Kim, J. (2024). The study of brand loyalty and switching cost on OTT bundled
service choice: Focusing on reference-dependent preferences in the saturated market. Journal
of Retailing and Consumer Services, 77(103689), 1-9. doi:10.1016/j.jretconser.2023.103689 

66) Krejcie, R. V., & Morgan, D. W. (1970). Determining Sample Size for Research Activities.
Educational  and  Psychological  Measurement,  607-610.  doi:https://0-
doi.org.wam.seals.ac.za/10.1177/001316447003000308

67) Kumar, H. (2024). Virtual worlds, real opportunities: A review of marketing in the metaverse.
Acta Psychologica, 250(104517), 1-13. doi:10.1016/j.actpsy.2024.104517

68) Kumar, R., Aneja, P., Jadaun, R., Kiran, P., Saxena, N., Saxena, S., . . . Painoli, A. (2025).
Metaverse  marketing:  a  review  and  future  research  agenda.  Information  Discovery  and
Delivery,, ahead-of-print(ahead-of-print), 1-15. doi:10.1108/IDD-05-2024-0066

69) Kumar, R., Aneja, P., Jadaun, R., Kiran, P., Saxena, N., Saxena, S., . . . Painoli, A. (2025).
Metaverse  marketing:  a  review  and  future  research  agenda.  Information  Discovery  and
Delivery, ahead-of-print(ahead-of-print), 1-15. doi:10.1108/IDD-05-2024-0066

70) Kuriakose, M., & Johnson, J. (2025). The Effect of OTT Platforms usage Pattern among Gen
Z: An Empirical Investigation with Special Reference to Kottayam District in Kerala State.
Technische Sicherheit, 25(1), 170-194. doi:10.5281/zenodo.14673263

71) Kuriakose, M., & Nagasubramaniyan,  G. (2024). Beyond Pleasure,  Desire for Meaningful
Consumption and Peacefulness from Digital Entertainment Platforms;  Extending UTAUT2
Model  with  Eudemonic  Motivation  and  Tranquility.  International  Journal  of  Human–
Computer Interaction, 41(1), 792-806. doi:10.1080/10447318.2024.2305479

72) Kyriazis, N., Fassas, A., & Papadamou, S. (2025). Can metaverse coins crowd out traditional
money  forms  when  inflation  surges?  Finance  Research  Open,  1(2),  1-13.
doi:10.1016/j.finr.2025.100008

73) Lamba, S., & Malik, R. (2022). Into the Metaverse: Marketing to Gen Z Consumers. In D.
Bathla, & A. Singh,  Applying Metalytics to Measure Customer Experience in the Metaverse
(pp. 92-98). Hershey, PA: IGI Global. doi:10.4018/978-1-6684-6133-4.ch008

74) Lee, C., Li, Z., & Shen, Y.-C. (2024). Building bonds: an examination of relational bonding in
continuous content contribution behaviors on metaverse-based non-fungible token platforms.
Internet Research, 34(6), 2057-2095. doi:10.1108/INTR-11-2022-0883

75) Lee,  Y.  (2025).  Multi-persona  expressed  in  avatars  of  Gen  Z  creators  in  the  universal
metaverse: focusing on jan Baudrillard’s simulation. International Journal of Fashion Design,
Technology and Education, 1-10. doi:10.1080/17543266.2025.2480785

76) Li, L. H., Cheung, K. S., & Tse, W. S. (2021). Understanding the shoppers’ perception in
retail  shopping  malls:  a  self-determination  theory  perspective.  Journal  of  Strategic
Marketing,, 31(1), 58–73. doi:10.1080/0965254X.2020.1870046

77) Lim, W. (2023). Philosophy of science and research paradigm for business research in the
transformative age of automation, digitalization, hyperconnectivity, obligations, globalization
and sustainability. Journal of Trade Science, 11(2/3), 3-30. doi:10.1108/JTS-07-2023-0015

78) Lo, M., Mohamad, A., Wan Ibrahim, W., & Thong, J. (2024). Unveiling the dynamics of
Malaysian viewers’ continuance usage intention of OTT platforms: insights from the stimulus-
organism-response  (SOR)  paradigm.  Global  Knowledge,  Memory  and  Communication,
ahead-of-print(ahead-of-print), 1-24. doi:10.1108/GKMC-03-2024-0139

79) Lohr,  L.  (2022).  Sampling:  Design  and  Analysis. Oxon:  CRC  Press.
doi:https://doi.org/10.1201/9780429298899

21



International Business Conference │ IBC 09/2025

80) Malhotra, N. (2020). Marketing Research: An Applied Orientation (7th ed.). Harlow: Pearson.

81) Martela,  F.  (2023).  Self-Determination  Theory  as  the  Science  of  Eudaimonia  and  Good
Living: Promoting the Better Side of Human Nature. In Ryan, The Oxford Handbook of Self-
determination  Theory (pp.  309-324).  New  York:  Oxford  University  Press.
doi:10.1093/oxfordhb/9780197600047.013.22

82) Maslova, O.,  Shusharina, N.,  & Pyatin, V. (2025). The neurosociological paradigm of the
metaverse. Frontiers in Psychology(15), 1-23. doi:10.3389/fpsyg.2024.1371876

83) McDaniel, C., & Gates, R. (2020).  Marketing Research (12th ed.). United Kingdom: Wiley.

84) Meier,  B.  (2020).  Brand  Choice  and  Loyalty:  Evidence  from  Swiss  Car  Registration
Microdata. Zurich, Switzerland: Springer Gabler. doi:10.1007/978-3-658-28014-7

85) Melnikovas, A. (2018). Towards an explicit research methodology: Adapting research onion
model  for  futures  studies.  Journal  of  Futures  Studies,  23(2),  29-44.
doi:10.6531/JFS.201812_23(2).0003

86) Motamedia, E., Kholgh, D., Saghari, S., Elahi, M., Barile, F., & Tkalcic, M. (2024). Predicting
movies’ eudaimonic and hedonic scores: A machine learning approach using metadata,audio
and  visual  features.  InformationProcessingandManagement,  61(103610),  1-17.
doi:10.1016/j.ipm.2023.103610

87) Mourtzis, D., Panopoulos, N., Angelopoulos, J., Wang, B., & Wang, L. (2022). Human centric
platforms for personalized value creation in metaverse. Journal of Manufacturing Systems, 65,
653-659.

88) Muhammad Sohail Jafar, R., Ahmad, W., & Chen, Y. (2024). Metaverse in Human Behavior:
The Role of Telepresence and Flow Experience on Consumers’ Shopping Behavior in the
Metaverse. Sage Open, 14(2), 1-13. doi:10.1177/21582440241261256 

89) Mulla.  (2022).  Assessing  the  factors  influencing  the  adoption  of  over-the-top  streaming
platforms: A literature review from 2007 to 2021. Telematics and Informatics, 69(101797), 1-
13. doi:10.1016/j.tele.2022.101797

90) Nandukrishna,  A.,  &  Sridevi,  P.  (2024).  Play,  pause  or  praise?–a  dual  factor  theory
exploration ofcontinuance, discontinuance and recommendation intentionsin OTT platforms.
World Leisure Journal, 0(0), 225–249. doi:10.1080/16078055.2023.2247385

91) Naveen Kumar, R., Janani, M., Ramadevi, V., & Pavithra, R. (2025). How the metaverse and
virtual  worlds  are  redefining  fashion  marketing  and  brand  engagement.  Digital
Transformation and Society, ahead-of-print(ahead-of-print), 1-17. doi:10.1108/DTS-09-2024-
0177

92) Nichols,  A.,  &  Edlund,  J.  (2023).  The  Cambridge  Handbook  of  Research  Methods  and
Statistics for the Social and Behavioral Sciences. Cambridge: Cambridge University Press.
doi:10.1017/9781009010054

93) Nigam,  A.  (2021).  Online  Gaming  and  OTT  Consumption:  An  Exploratory  Study  of
Generation  Z.  Journal  of  Promotion  Management,  28(4),  420-442.
doi:10.1080/10496491.2021.2008576

94) Nyein, K. P.,  Caylor, J.  R.,  Duong,  N. S.,  Fry, T.  N.,  & Wildman, J.  L.  (2020).  Beyond
positivism:  Toward  a  pluralistic  approach  to  studying  “real”  teams.  Organizational
Psychology Review, 87-112. doi:https://doi.org/10.1177/2041386620915593

95) Oh,  H.,  Kim,  J.,  Chang,  J.,  Park,  N.,  & Lee,  S.  (2023).  Social  benefits  of  living  in  the
metaverse:  The  relationships  among  social  presence,  supportive  interaction,  social  self-
efficacy,  and  feelings  of  loneliness.  Computers  in  Human  Behavior,  139(107498),  1-11.
doi:https://doi.org/10.1016/j.chb.2022.107498

22



01/2025 International Business Conference │ IBC

96) Olçum,  G.,  &  Gülova,  A.  (2023).  Digitalization  and  Generation  Z:  Advantages  and
Disadvantages of Digitalization.  In B. Akkaya,  & A. Tabak (Eds.),  Two Faces of  Digital
Transformation (pp.  31-46).  Leeds:  Emerald  Publishing  Limited.
doi:https://doi.org/10.1108/978-1-83753-096-020231003

97) Oliver, M. B., Raney, A. A., Slater, M. D., Appel, M., Hartmann, T., Bartsch, A., . . . & Das,
E. (2018). Self-transcendent Media Experiences: Taking Meaningful Media to a Higher Level.
Journal of Communication, 68(2), 380-389. doi:https://doi.org/10.1093/joc/jqx020

98) Oliver, M., Raney, A., Bartsch, A., Janicke-Bowles, S., Appel, M., & Dale, K. (2021). Model
of Inspiring Media. Journal of Media Psychology, 191-201. doi:10.1027/1864-1105/a000305

99) Omodan, B. (2022). A Model for Selecting Theoretical Framework through Epistemology of
Research  Paradigms.  African  Journal  of  Inter/Multidisciplinary  Studies,  4(1),  275-285.
doi:10520/ejc-ajims_v4_n1_a22

100) Palomba, A. (2022). Building OTT brand loyalty and brand equity: Impact of original
series  on  OTT  services.  Telematics  and  Informatics,  66(101733),  1-15.
doi:10.1016/j.tele.2021.101733

101) Papathanasopoulos, A.,  & Varoutas, D. (2024). On the competition between Video
OTT platforms vs Traditional TV: A niche case study in Greece. Telematics and Informatics
Reports, 16(100166), 1-11. doi:10.1016/j.teler.2024.100166

102) Park, E.-A. (2019). Prevalence of Business Models in Global OTT Video Services: A
Cluster  Analysis.  International  Journal  On  Media  Management,  21(3-4),  177-192.
doi:https://doi.org/10.1080/14241277.2019.1695257

103) Park, H., & Lim, R. (2023). Fashion and the metaverse: Clarifying the domain and
establishing a research agenda . Journal of Retailing and Consumer Services, 74, 1-12.

104) Park,  J.,  Yoo,  J.,  Cho,  Y.,  & Park,  H. (2024).  Understanding switching intentions
between traditional banks and Internet-only banks among Generation X and Generation Z.
International  Journal  of  Bank  Marketing,,  42(5),  1114-1141.  doi:10.1108/IJBM-06-2023-
0338

105) Park, Y., Ko, E., & Do, B. (2023). "The perceived value of digital fashion product and
purchase intention: the mediating role of the flow experience in metaverse platforms".  Asia
Pacific  Journal  of  Marketing  and  Logistics,  35(11),  2645-2665.
doi:https://doi.org/10.1108/APJML-11-2022-0945

106) Pelletier,  L.,  &  Rocchi,  M.  (2023).  Organismic  Integration  Theory:  A  Theory  of
Regulatory  Styles,  Internalization,  Integration,  and  Human  Functioning  in  Society.  In  R.
Ryan,  The Oxford Handbook of Self-Determination Theory (pp. 53-83). New York: Oxford
Academic. doi:10.1093/oxfordhb/9780197600047.013.4

107) Pett, E. (2021). Experiencing Cinema: Participatory Film Cultures, Immersive Media
and the Experience Economy. New York: Bloomsbury Academic.

108) Pillai,  R.,  Sivathanu,  B.,  &  Rana,  N.  (2025).  Unveiling  virtual  interactive
marketplaces:  Shopping  motivations  in  the  Metaverse  through  the  lens  of  uses  and
gratifications  theory.  Journal  of  Business  Research,  190(115219),  1-18.
doi:10.1016/j.jbusres.2025.115219

109) Pine II,  B. (2020).  Designing employee experiences to create customer experience
value. Strategy & Leadership,, 48(6), 21-26. doi:10.1108/SL-08-2020-0114

110) Pine II, B. (2023). "Exploring the future of the “Experience Economy”.  Strategy &
Leadership, 51(1), 31-34. doi:https://doi.org/10.1108/SL-10-2022-0101

111) Pine  II,  B.,  & Gilmore,  J.  (2014).  leader's  guide  to  innovation  in  the  experience
economy". Strategy & Leadership,, 1, 24-29. doi:10.1108/SL-09-2013-0073

23



International Business Conference │ IBC 09/2025

112) Pine II, B., & Gilmore, J. (2016). Integrating experiences into your business model:
five approaches. Strategy & Leadership, 44(1), 3-10. doi:10.1108/SL-11-2015-0080

113) Pine II, J. B., & Gilmore, J. H. (2014). A leader's guide to innovation in the experience
economy. Strategy & Leadership, 42(1), 24-29. doi:10.1108/SL-09-2013-0073

114) Possler, D., Daneels, R., & Bowman, N. (2023). Players Just Want to Have Fun? An
Exploratory Survey on Hedonic and Eudaimonic Game Motives. Games and Culture, 0(0), 1-
23. doi:https://doi.org/10.1177/15554120231182498

115) Radia, K. N., Aagja, J., Das, K., Rao, U. T., & Sharma, A. (2025). Modeling Escapism
and Immersive Experience in the Metaverse. Journal of Computer Information Systems, 1-19.
doi:10.1080/08874417.2025.2530054

116) Raman, R., Kowalski, R., & Achuthan, K. (2025). Metaverse technologies and human
behavior: Insights into engagement, adoption, and ethical challenges.  Computers in Human
Behavior Reports, 19(100712 ), 1-20. doi:10.1016/j.chbr.2025.100712

117) Ramírez-Herrero, V., Ortiz-de-Urbina-Criado, M., & Medina-Merodio, J.-M. (2024).
Understanding  the  knowledge  structure  and  the  value  creation  process  of  the  metaverse.
Heliyon, 10(10), 1-13. doi:10.1016/j.heliyon.2024.e31271

118) Rane,  N.,  Choudhary,  S.,  &  Rane,  J.  (2023).  Metaverse  for  enhancing  customer
loyalty:  effective  strategies  to  improve  customer  relationship,  service,  engagement,
satisfaction, and experience. SSRN, 1-26. doi:10.2139/ssrn.4624197

119) Raney, A. A., Janicke-Bowles, S. H., Oliver, M. B., & Dale, K. (2021). Introduction
to positive media psychology. New York: Routledge.

120) Raney, A., & Bryant, J. (2020). Entertainment and Enjoyment as Media Effect. In A.
Raney, M. Oliver, & J. Bryant (Eds.), Media effects: (pp. 324-341). New York: Routledge.

121) Raney, A.,  Oliver,  M., & Bartsch, A. (2020). Eudaimonia as Media Effect.  In M.
Oliver, A. Raney, & J. Bryant,  Media Effects: Advances in Theory and Research (pp. 258-
274). New York: Routledge.

122) Riches, S., Williams, G., & Saidel, S. (2024). The Metaverse as a Therapeutic Space:
Opportunities for Public Health Benefits  and Clinician-Industry Partnerships.  International
Journal  of  Human–Computer  Interaction,  40(21),  6825-6828.
doi:10.1080/10447318.2024.2357902

123) Richter, S., & Richter, A. (2023). What is novel about the Metaverse? International
Journal of Information Management, 73(102684), 1-11. doi:10.1016/j.ijinfomgt.2023.102684

124) Riskos, K., Dekoulou, P., Hatzithomas, L., & Papasolomou, I. (2024). Hedonic and
eudaimonic entertainment as facilitators of consumer brand engagement: a multiple mediation
model  for  Netflix.  EuroMed  Journal  of  Business,,  ahead-of-print(ahead-of-print),  1-18.
doi:10.1108/EMJB-05-2023-0141

125) Ritala,  P.,  Ruokonen,  M.,  & Kostis,  A.  (2024).  he  Metaverse  Flywheel:  Creating
Value across Physical and Virtual Worlds.  California Management Review,, 66(4), 80-101.
doi:10.1177/00081256241252700

126) Rosário, A., & Casaca, J. (2025). Brand Loyalty and Generations X, Y, Z. Journal of
Ecohumanism, 4(2), 1132-1151. doi:10.62754/joe.v4i2.6426

127) Ryan,  R.,  &  Deci,  E.  (2020).  Intrinsic  and  extrinsic  motivation  from  a  self-
determination  theory  perspective:  Definitions,  theory,  practices,  and  future  directions.
Contemporary  Educational  Psychology,  61(101860),  1-11.
doi:10.1016/j.cedpsych.2020.101860

128) Ryan,  R.,  &  Vansteenkiste,  M.  (2023).  Self-Determination  Theory:  Metatheory,
Methods, and Meaning. In R. Ryan, The Oxford Handbook of Self-Determination Theory (pp.

24



01/2025 International Business Conference │ IBC

3-30). New York: Oxford Academic. doi:10.1093/oxfordhb/9780197600047.013.2,

129) Saggu,  J.  K.,  &  Mohan,  T.  (2024).  Factors  Affecting  Post-adoption  Behavioural
OutcomesTowards  Over-  the-top  (OTT)  Video  Services:  An  Integration  of  Expectation-
confirmation  Model  and  Updated  IS  Success  Model.  Metamorphosis,  24(1),  31-48.
doi:10.1177/09726225241288644

130) Salehi, M., & Khodabandeh Oghaz, R. (2025). The impact of metaverse on company
sustainability.  International  Journal  of  Organizational  Analysis,  ahead-of-print(ahead-of-
print), 1-18. doi:10.1108/IJOA-12-2024-5052

131) Sang, V. M., & Cuong, M. C. (2024). The influence of brand experience on brand
loyalty in the electronic commerce sector: the mediating effect of brand association and brand
trust. Cogent Business & Management, 12(1), 1-23. doi:10.1080/23311975.2024.2440629

132) Sauders,  M.,  Lewis,  P.,  &  Thornhill,  A.  (2023).  Research  Methods  for  Business
Students (9th ed.). Harlow, England: Pearson.

133) Schramm, H., Liebers, N., & Breves, P. (2022). Feels like Coming Home: Effects of
Heimat  Associations  in  Television  Programs  on  Social  Identity,  Sense  of  Heimat,  and
Eudaimonic Entertainment Experience.  Journal of Broadcasting & Electronic Media, 66(5),
794-822.

134) Shani,  A.  B.,  Coghlan,  D.,  & Alexander,  B.  N.  (2020).  Rediscovering  Abductive
Reasoning  in  Organization  Development  and  Change  Research.  The  Journal  of  Applied
Behavioral Science, 56(1), 60–72. doi:https://doi.org/10.1177/0021886319893016

135) Sharma, L., & Bagdi, H. (2024). Understanding the behavioural intention of students
for education via OTT platforms driven by social media advertisements.  Journal of Applied
Research in Higher Education, ahead-of-print(ahead-of-print), 1-16. doi:10.1108/JARHE-07-
2024-0332

136) Sheridan,  T.  (2023).  Telepresence:  Actual  and  Virtual:  Promises  and  Perils  of
Converging New Realities. Abingdon, Oxon: CRS Press. doi:10.1201/9781003297758

137) Shukla, K., Sharma, A., Patel, T., & Shah, B. (2024). Ott Platform: A Comparative
Study  Of  Perception  Between  Gen  Y  And  Gen  Z  Of  Anand  City.  Library  Progress
International, 44(3), 13198-13206. doi:10.48165/bapas.2024.44.2.1

138) Shulga,  L.,  & Busser,  J.  (2021).  Customer self-determination in value co-creation.
Journal of Service Theory and Practice,, 31(1), 83-111. doi:10.1108/JSTP-05-2020-0093

139) Singh, J., & Shukla, P. (2024).  Brand Management: Principles and Applications for
Effective Branding. London: Kogan Page Publishers.

140) Singh,  P.  (2024).  What  Drives  or  Decelerates  Generation  Z?  An Empirical  Study
Navigating  Consumer  Buying  Intentions  in  Online  Shopping.  SAGE  Open,  14(3),  1-15.
doi:10.1177/21582440241263173

141) Škudienė,  V.,  Augutytė  Kvedaravičienė,  I.,  Truncienė,  G.,  &  Legotė,  I.  (2025).
Antecedents  of  retention:  digital  subscription  perspectives  of  Generation  Z.  Management
Decision, ahead-of-print(ahead-of-print), 1-20. doi:10.1108/MD-04-2024-0961

142) Soliman, M., Darwish, A., & Hassanien, A. (2023). The Threat of the Digital Human
in the Metaverse: Security and Privacy. In A. Hassanien, A. Darwish, & M. Torky (Eds.), The
Future of Metaverse in the Virtual Era and Physical World. Studies in Big Data (pp. 247-
265). Cham: Springer,. doi:https://doi.org/10.1007/978-3-031-29132-6_14

143) Soren,  A.,  &  Chakraborty,  S.  (2023).  The  formation  of  habit  and  word-of-mouth
intention of over-the-top platforms. Journal of Retailing and Consumer Services, 75(103460),
1-12. doi:10.1016/j.jretconser.2023.103460

25



International Business Conference │ IBC 09/2025

144) Soren, A., & Chakraborty, S. (2025). Examining the brand trust and willingness to
subscribe  to  third-party  add-on  services  in  over-the-top  platforms:  a  brand  trust  transfer
perspective.  Asia  Pacific  Journal  of  Marketing  and  Logistics,  37(5),  1155-1174.
doi:10.1108/APJML-03-2024-0365

145) statista.  (2025,  06  21).  statista.  Retrieved  from  statista:
www.statista.com/outlook/amo/media/tv-video/ott-video/south-africa

146) Steuer, J. (1992). “Defining Virtual Reality: Dimensions Determining Telepresence.”.
Journal  of  Communication,  42(4),  73-93.  doi:https://doi.org/10.1111/j.1460-
2466.1992.tb00812.x

147) Su, L., Tang, B., & Nawijn, J. (2020). Eudaimonic and hedonic well-being pattern
changes:  Intensity  and  activity.  Annals  of  Tourism  Research,  84(103008),  1-14.
doi:10.1016/j.annals.2020.103008

148) Sun, W., Liu, L., Zheng, Z., Jiang, Y., & P, F. (2022). Why eudemonia bring more
happiness:  The  multiple  mediating  roles  of  meaning  of  life  and  emotions.  Current
Psychology, 42(0), 1-12.

149) Sundbo, J. (2021).  Advanced Introduction to the Experience Economy. Cheltenham:
Edward Elgar Publishing.

150) Sundbo,  J.,  &  Sørensen,  F.  (2013).  Introduction  to  the  experience  economy.
Handbook on the Experience Economy.

151) Sze,  L.,  Salo,  J.,  &  Tan,  T.  (2024).  Sustainable  innovation  in  the  metaverse:
Blockchain's  role  in  new  business  models.  Digital  Business,  4(2),  1-13.
doi:10.1016/j.digbus.2024.100086

152) Taherdoost, H. (2017). Determining Sample Size; How to Calculate Survey Sample
Size.  International Journal of Economics and Management Systems, 2,  237-239. Retrieved
from https://ssrn.com/abstract=3224205

153) Tandon, U., & Ertz, M. (2022). Customer Satisfaction Towards Online Shopping by
Empirical Validation of Self-Determination Theory. In M. Ertz, Handbook of Research on the
Platform Economy and the Evolution of E-Commerce (pp. 177-203). Hershey, PA: IGI Global
Scientific Publishing. doi:10.4018/978-1-7998-7545-1.ch008

154) Thangavel, P., Pathak, P., & Chandra, B. (2019). Consumer Decision-making Style of
Gen Z: A Generational Cohort Analysis. Global Business Review, 23(3), 710-728.

155) Thangavel,  P.,  Pathak,  P.,  & Chandra, B. (2021).  Millennials and Generation Z: a
generational cohort analysis of Indian consumers.  Benchmarking: An International Journal,
28(7), 2157-2177. doi:10.1108/BIJ-01-2020-0050

156) Valmohammadi,  C.,  Asayesh,  F.,  Mehdikhani,  R.,  & Taraz,  R.  (2024).  Influencer
Marketing, EWOM, E-Brand Experience, and Retail E-Brand Loyalty: Moderating Influence
of  E-Brand  Love.  Journal  of  Relationship  Marketing,  24(1),  66-92.
doi:10.1080/15332667.2024.2405292

157) Vansteenkiste,  M.,  Soenens,  B.,  &  Ryan,  R.  (2023).  Basic  Psychological  Needs
Theory:  A  Conceptual  and  Empirical  Review  of  Key  Criteria.  In  R.  Ryan,  The  Oxford
Handbook  of  Self-Determination  Theory (pp.  84-123).  New  York:  Oxford  Academic,.
doi:10.1093/oxfordhb/9780197600047.013.5

158) Verma, S., & Yadav, S. K. (2023). The Antecedents of Consumer Satisfaction Toward
OTT Platforms During COVID-19 Lockdown in India. Jindal Journal of Business Research,
12(1), 30-43. doi:10.1177/22786821231161853 

159) Vidal-Tomás,  B.  (2023).  The  illusion  of  the  metaverse  and  meta-economy.
International Review of Financial Analysis, 86(102560), 1-22. doi:10.1016/j.irfa.2023.102560

26



01/2025 International Business Conference │ IBC

160) Vorderer,  P.,  Klimmt,  C.,  & Bryant,  J.  (2021).  A Brief  Analysis  of  The  State  of
Entertainment  Theory:  Historical  Achievements,  Contemporary  Challenges,  and  Future
Possibilities. In P. Vorderer, & C. Klimmt,  The Oxford Handbook of Entertainment Theory
(pp. 2-22). New York: Oxford University Press. doi:10.1093/oxfordhb/9780190072216.013.1

161) Wang,  M.,  Liu,  S.,  Hu,  L.,  &  Lee,  J.-Y.  (2023).  Study  of  Metaverse  Exhibition
Sustainability on the Perspective of the Experience Economy.  Sustainability,  15(12), 1-14.
doi:10.3390/su15129153

162) Wasiq, M., Bashar, A., Nyagadza, B., & Johri, A. (2024). Deciphering the evolution
of metaverse - A techno-functional perspective in digital marketing. International Journal of
Information Management Data Insights, 4(100296), 1-16. doi:10.1016/j.jjimei.2024.100296

163) Waterman, A. S., Schwartz, S. J., & Conti, R. (2023). Resolving the paradox of work:
generalization of the roles of self-determination, the balance of challenges and skills, and self-
realization values  in  intrinsic  motivation across  activity  domains.  The Journal  of  Positive
Psychology, 19(2), 356-368. doi:10.1080/17439760.2023.2179936

164) Weinberger,  M.  (2022).  What  Is  Metaverse?—A Definition  Based  on  Qualitative
Meta-Synthesis. Future Internet, 14(310), 1-16. doi:https://doi.org/10.3390/fi14110310

165) Wood, R. (2020). Tourism and the experience economy: A critique? In S. Dixit, The
Routledge  Handbook  of  Tourism  Experience  Management  and  Marketing (pp.  119-128).
London: Routledge.

166) Xu, X., Zhou, X., Bilal, M., Zeadally, S., Crowcroft, J., Qi, L., & Xue, S. (2025).
Socially  beneficial  metaverse:  Framework,  technologies,  applications,  and  challenges.
Computer Networks, 263(111198), 1-20. doi:10.1016/j.comnet.2025.111198

167) Yang,  H.,  Cho,  Y.,  &  Han,  S.-Y.  (2025).  Understanding  user  perceptions  toward
marketing in the metaverse. Kybernetes,, 54(5), 2971-2999. doi:10.1108/K-08-2023-1524

168) Yaqoub, M., Al-Kassimi, K., Matusitz, J., & Haizhou, W. (2024). Chinese Cinephiles
in the Post-Pandemic Pandemic Era: Comparing the Transition from Traditional Theatres to
OTT Platforms. China Report, 61(1), 27-45. doi:10.1177/00094455241290297

169) Yu, H. (2025). An innovation resistance theory perspective on metaverse NFTs: The
moderating effect of metaverse usage motivation.  Technology in Society, 82(102941), 1-15.
doi:10.1016/j.techsoc.2025.102941

170) Zhao,  J.  W.,  &  Park,  H.  J.  (2025).  Enhancing  value  co-creation  through  mental
imagery  in  virtual  reality  tourism.  Asia  Pacific  Journal  of  Tourism  Research,  1-11.
doi:10.1080/10941665.2025.2486036

27


	Abstract
	Keywords
	JEL Classification

	Introduction
	Background
	Problem Statement
	The OTT marketplace is highly competitive causing OTT streaming platforms to invest heavily in marketing budgets for subscriber acquisition and subscriber retention in order to establish brand loyalty (Cuntz & Bergquist, 2022:1; Palomba, 2022:2). The growing competitiveness of the OTT sector has made attracting and retaining a loyal customer base a major difficulty for OTT platforms (Lo, Mohamad, Wan Ibrahim & Thong, 2024:2). Mulla (2022:5) observed that OTTs have a high subscriber acquisition cost, which often exceeds the cost of content acquisition. Previous studies have also indicated that if OTT platforms are unable to produce the content that audiences require, subscriptions will be cancelled (Mulla, 2022:5). Apple TV+, Disney Plus, Amazon Prime, Hulu and Netflix are some of the global OTT rivals in the audio-visual content distribution offering subscription-based content (Sharma & Bagdi, 2024:2; Papathanasopoulos & Varoutas, 2024:2). In South Africa, the current South African market leaders- Showmax and Netflix compete for subscribers alongside local OTT platforms such as Vodacom Video Play, TelkomOne, and e-video-on-demand, as well as other international streaming platforms (Smit, 2023:14).
	Streaming platforms often compete through non-price competition strategies, primarily through content exclusivity (Cuntz & Bergquist, 2022:1). Saggu and Mohan (2024:31) postulate that the provision of high-quality exclusive content is a key driver of OTT platform development, competitiveness and differentiation to improve customer experience. Jang and Hwang (2025:2) further add that the provision of media content captures and stimulates subscribers' interests and curiosity, while also providing enjoyment, excitement and originality thereby boosting OTT platform usage and subscriptions. In the context of OTT platforms, hedonic entertainment content delivers pleasure-seeking activity, fun and enjoyment by affecting emotional and behavioural responses (Daneels, Vandebosch & Walrave, 2020:285). Although hedonic entertainment is critical for consumer satisfaction and desire to continue using OTT platforms (Lo, Mohamad, Wan Ibrahim & Thong, 2024:4), eudemonic entertainment experiences deal with fulfilment of intrinsic needs where individuals are stimulated to think about and reflect on their experience while watching media content (De Ridder, Vandebosch & Dhoest, 2022:2). Although studies by Chua, Kim, Ling, Xu, Ryu and Han, (2025:1065) and Al-okaily, Alzboun, Alrawadieh and Slehat, (2023:226) indicated a positive relation between eudemonic experiences and brand loyalty, Schramm, Liebers and Breves (2022:798) argues that eudemonic entertainment experiences have not yet been empirically investigated adequately.
	Therefore, the aim of this paper is to propose a hypothetical framework for the utilisation of the metaverse and fulfilment of eudemonic needs by OTT platforms to foster brand loyalty.
	Research aims and objectives
	Primary Objectives
	Secondary objectives

	Literature Review
	Theoretical Background
	The experience economy theory will be discussed in the following sections. Although there are many theories that guide consumer behaviour in the OTT marketplace, the aforementioned is considered to be suitable and relevant to the hypothetical framework model being proposed, the research problem and Gen Z cohort (Omodan, 2022:276).
	Experience Economy Theory
	Metaverse
	Telepresence
	Continuity
	Social interactivity
	Economic flow
	Content Creation
	Eudemonic entertainment experiences
	Over-The-Top video streaming platforms
	The profile of Gen Z consumers
	Brand Loyalty


	Envisaged research design and methodology
	Research philosophy and paradigm
	Methodological approach
	Methodological choice
	Methodological strategy
	Target population, sample size and sample frame
	Sampling identification
	Data collection Method
	Data preparation
	Data analysis
	Validity of the measuring instrument
	Reliability of the measuring instrument
	Hypothesised model
	Integrating the Theoretical Foundation with the Proposed Framework
	Research Hypotheses

	Managerial Implications
	Conclusions, Limitations and Future Research
	References details

