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Over-the-top (OTT) streaming has become a common medium of entertainment in households post Covid-19. This
phenomenon was in the nascent stage before Covid-19 pandemic. There was a need to understand consumers in shifting to
their new choice of entertainment through internet. The usage of OTT platforms has increased drastically in terms of time
and resource spent post Covid-19 pandemic. Total of 54 papers were shortlisted for the systematic literature review. The
authors have used PRISMA framework to shortlist and identify papers contributing to understanding the new phenomenon
from early 2020. The timelines considered here was based on the services launched by professional companies such as
Netflix Many studies primarily focussed on adoption to new technology like Technology Acceptance Model (TAM),
Unified Theory of Acceptance and Use of Technology (UTAUT). The basis to these studies were macro factors like
infrastructure and available of technology across different geographies and countries. The study highlights on the
insufficient literature available to understand consumer behaviour along with technology adoption in the OTT industry.
The systematic literature review contributed in the development of a conceptual model which elaborates the
multidimensional approach required to understand consumer adoption of OTT streaming. In future, researchers may use
this model to understand consumer behaviour towards OTT services and providers with the latest technology and
infrastructure available across geographies.

Keywords: Over-the-top (OTT), Technology Acceptance Model (TAM), Unified theory of Acceptance and Use of
Technology (UTAUT), Uses and Gratification Theory (UGT)

1.0 Introduction

Over-the-top (OTT) streaming refers to the content, applications and services and provided through internet to the end
users (Nomura, 2014). Over-the-top streaming has brought the audiences closer to the entertainment industry. The change
in technology and ease of access through gadgets like mobile phones, tablets, computers and smart televisions via internet
has made it easier for the consumers to get hooked to their favourite programs. The government and telecom providers
have played key role in bringing in latest network band width which las led to increase in consumption of internet-based
entertainment services. The traditional mediums like movie theatre, rental cassette’s, Digital Video Disc, has been taken
over by over-the-top streaming services.

Netflix started revolutionising the streaming services from the year 2007 with movies and televisions series. However, the
major disruption happened in the year 2016 when Netflix launched their services in over 130 countries. This created the
awareness of OTT services among the global audience. Further adding to this Covid-19 pandemic brought in lot of changes
in the lifestyle of people. The changes included strict imposition of lockdowns across the globe restricting the physical
movements of people to avoid spread of the Covid-19 virus. This new phenomena of staying at home with ambiguous crisis
became the new norm for people across the globe. There was a change in the entertainment industry as movie theatres were
shutdown and restrictions on operational capacities of movie theatres. This led to audiences to explore new channels of
entertainment like OTT streaming services which included free services like Youtube, Freeve, The Roku Channel to name
a few.

The global OTT industry is around $86 billion exit 2021 and is estimated to grow at CAGR 15% and reach market size of
$263 billion by 2026 (Research and Markets). The Indian market as of exit 2022 is at $67 billion and is expected to reach
$102 by 2024 (Statista). The data explains the latest industry trends owing to changing consumer demands. There are many
studies conducted to understand the phenomenon of OTT industry that is still taking shape across the globe. The service
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providers are classified under free and paid subscription model. The free service providers have their limitations in
providing quality content and services. Major players in OTT industry are Netflix, Amazon prime, Hulu, Disney-Hotstar
and Apple TV. The major categories of entertainment provided through the service providers are motion picture, web
series, original content, live TV to name a few. These players are most prominent due to their business model, presence,
customer base and investment in creating consumer referred content. Technological change such as 5G network are going
to add boost to the internet consumption, especially in India. This study identified the major factors that leads consumer

adoption and usage behaviour of OTT customers.

Methodology
The study focussed on the literature available on over-the-top streaming (OTT). The industry had started witnessing change

from 2007 when Netflix was launched. OTT industry was in camouflaged as the market was niche. However, the industry
underwent a big transition due to Covid-19 pandemic which changed the preference of entertainment service. This was
also due the penetration of higher bandwidth internet which was bridging the workspace in the pandemic time. Relevant
studies were searched in Google Scholar, EBSCO using the keywords: Over-the-top streaming, OTT, SVOD, Binge
watching, Willingness to Pay, TAM, UTAUT2, UGT.

A conceptual model was developed using the theories used in literature reviewed. Gaps in the existing literature and future
scope of research were identified in this study.

The screening of research papers was done using PRISMA framework, we identified 54 studies relevant to our topic.
Flowchart was created to summarize the search, exclusion and inclusion of research papers. Below mentioned flowchart
illustrates the framework followed and Table-1 lists out the journal and their rating as per ABDC.

Identification of research papers from databases ]
)
5 Papers from*: Databases Removed before scree_ning:
5 (n=387) »| Duplicate removed (n=189)
= Removed for other reason (n=34)
c
(5]
=
————
M) x Papers excluded**
Papers screened > (n=61)
(n=164)
2 v Papers not retrieved
< Papers for retrieval > (n=18)
L (n=103)
[&]
(2]
Reports excluded: 44
N Relevant, but full report not available (n=29)
Papers evalt;z:]tfglf)or eligibility > Generic and not comprehensive (n=15)
————
)
S '
3 Papers included in review
§ (n=47)
—

Fig 1 PRISMA framework for selection of research papers considered for this study
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Table 1 - Summary of papers reviewed along with journal details and rating as per ABDC listing for the year 2021

Journal Title ABI?Z%ZRBting No of papers | % of papers
Marketing Science A* 1 2%
Internet Research A 1 2%
International Journal of Retail & Distribution Management A 1 2%
Computers in Human Behavior A 1 2%
Information Technology & People A 1 2%
Journal of Global Information Management A 1 2%
Journal of Cultural Economics A 1 2%
Technological Forecasting and Social Change A 1 2%
Journal of Behavioral Decision Making A 1 2%
Young Consumers B 1 2%
Communication & Sport B 1 2%
Journal of Interactive Advertising B 1 2%
Qualitative Market Research B 1 2%
Technology in Society C 2 4%
Telematics and Informatics C 3 6%
Expert Systems with Applications C 1 2%
Vision: The Journal of Business Perspective C 1 2%
Journal of Science and Technology Policy Management C 1 2%
Total A*,A,B, and C 21 45%
Others Not listed 26 55%

2.0 Systematic Literature Review Results

The concept of OTT started in early 2000, limited research was done on OTT phenomenon as it was just the start.
Auvailability of technology played a major in awareness and presence across globe. Majority of these studies were conducted
in Asian geography, in countries like Korea, Malaysia, Taiwan and India. Also, few studies were published in Europe and
US. The initial studies focussed on the infrastructure and technology areas, later followed by adoption of consumers which
was done using theoretical concepts and exploratory studies.

% Of
Area papers
OTT Customer adoption 59%
OTT Technology and
Infrastructure 31%
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OTT Exploratory studies 4%

Other (Distribution, streaming
technologies) 6%

The above table describes the broad areas of research addressed in the review of literature in the study. The findings from
the systematic literature review are summarized as per the below mentioned themes:

1) Over the Top services 2) Factors impacting adoption of OTT services 3) Uses and Gratification 4) Impact of
Covid-19 pandemic 5) Content 6) Social Influence 7) Willingness to pay Social Influence 8) Binge Watching

2.1 Over the Top Services

OTT (over-the-top media) has become an integral part of entertainment in recent years. This change has been majorly
driven by changing lifestyles due to Covid-19 and professional working conditions which has allowed people in managing
their time in a more flexible way. OTT refers to the contents, services and applications intended for end users and accessible
through open internet (Nomura, 2014). OTT is a form of digital entertainment which can be accessed through internet on
various devices like mobiles, tablets, computers, televisions, set up boxes and game consoles. Some of the words frequently
associated with OTT are online streaming platforms, SVOD (Streaming video on demand). The traditional entertainment

modes are DTH (Direct to Home), movie theatre, user developed you tube content.
2.2 Factors impacting adoption of OTT services

The phenomenon of OTT is considerably new hence there are many exploratory studies trying to identify the primary
factors driving OTT consumption. C. C. Leeetal., 2018 has explained that cable TV has been affected by cost and service
factors. Further explaining that social trend plays an important role in opting for OTT services. Recommendation setting,
lack of self-esteem and self-control has led to increased usage of video streaming services (Hasan et al., 2018). Initial
factors such as content availability, pricing and user experience has played important role in customer preference, however
offering with competitive prices in delivery of services contributed in continuation of OTT services (S. Lee et al., 2021).
Nagaraj et al., 2021 have identified top four demographic factors driving OTT subscription as household structure along
with age, occupation, and education.

2.3 Uses and Gratification Theory

The Uses and Gratifications Theory (UGT) is one of the prominent theories for understanding different media. UGT
focussed on the premise of user gratification through consumption of media (Katz et al., 1973). Timing of the reward and
activity cost is important in understanding problems relating to self-control (O’Donoghue & Rabin, 2000). Some of the
Uses & Gratification’s identified by Menon, 2022 are Information seeking, companionship, voyeurism, binge watching,
social interaction, relaxation, and convenient navigability. The relative advantage of watching television on mobile was
significantly associated with affinity for watching television content and using mobile phone (S. I. Shin et al., 2020). The
utilitarian motivations like cost savings and convenience were reported as important drivers of OTT (Camilleri & Falzon,
2021).
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2.4 Impact of Covid-19 pandemic

Covid-19 pandemic has impacted the globe in all possible ways, business, culture, lifestyle to name a few. There was
phased lockdowns imposed across globe to contain Covid-19 virus. This was also the primary driver of majority of people
working from home in the year 2020. People were confined to homes for safety reasons, however this was also the time
when the larger population was looking out for alternative forms of entertainment resulting in preference and use of OTT
streaming platforms. Some of the changes in OTT industry are increased usage time of OTT platforms from 0 to 2 hours

to 2-5 hours, average spending of 100 rupees to
300 rupees towards subscription (Madnani et al., 2020). Willingness to

subscribe and continue depended on customer engagement, OTT service experience which was indirectly driving habit
and satisfaction of streaming services (Gupta & Singharia, 2021). Customer satisfaction was driven by space to watch

along family, available time to use OTT services, and OTT content quality (Madnani et al., 2020).
2.5 Content

Content offered by streaming services plays an important role in subscription and viewing habits. Streaming services have
become more proactive in providing quality content. Ranging from web series, movies, live streaming, music streaming to
name a few. Gaming has also contributed in relooking at the experiential design of the services (Westcott et al., 2019).
OTT streaming services deliver original content produced inhouse. Netflix is a classic example of how a DVD (Digital
Video Disc) rental grew into an academy award winning OTT streaming platform (Nafees et al., 2021). Content continues

to play a major strategy adopted by OTT streaming services in luring customer the continued usage of services.
2.6 Social Influence (SI)

Social Influence in usage of new technology was adopted as a construct in UTAUT2(Unified Theory of Acceptance and
Use of Technology 2). Social Influence was referred to as the level of importance suggested by family and friends in use
of new technology (Venkatesh et al., 2012). Social Influence continues to be one of important driver of OTT consumption.

Influence by peers and friends helped develop positive status and image building of the users (Bhattacharyya et al., 2022).
2.7 Willingness to Pay (WTP)

Willingness to pay refers to the perceived value of an item by the consumer (Wertenbroch & Skiera, 2002) and WTP is
also applied in case of incoming of a new technology (Ratcliffe, 2000). Multiple sources of information put customers in
distress in the process of selecting content. Recommendation systems (RS) helps customer identify and choose content
based on algorithms. This was also considered one of the important factors impacting customer’s willingness to pay for
OTT services (M. S. Kim et al., 2017). WTP differs from one geography to another depending on the income levels of the
individuals, in comparision of a Chinese and Korean customer, Chinese customer’s WTP is higher than that of a Korean
customer (M. S. Kim et al., 2017). Consumers are also opt for lower tariff plans with preference of ad-supported option

(Kweon & Kweon, 2021). WTP will also reduce over a period time as and when new players enter OTT streaming industry.
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2.8 Binge Watching

Post the familiarity of OTT streaming services, it was an important phenomenon to understand the amount of time spent
by consumers continuously watching OTT content. Pittman and Sheehan (2015) defined Binge watching as combination
of four elements namely amount of time spent, number of episodes, frequency and binge-watching engagement. Also, in
this study participants watching two episodes continuously were classified as binge viewers. Binge watching is a new
behaviour specially with reference to OTT and has grown since 2013 (Rahman & Arif, 2021), this study also identified
that users preferred mobile phones with Netflix subscription during Covid-19 outbreak for binge watching. College students
indulge in binge watching as it provides easy access to TV content, escape from reality and social interaction (Panda &
Pandey, 2017).

3.0 Discussion

The consumption of OTT streaming services was available early 2000’s. How ever advent of new business models
providing professional services like Netflix changed the dynamics of OTT streaming industry. Many studies initially
focussed on technical adoption and were conducted using established theories such as TAM (Technology Acceptance
Model) and UTAUT2(Unified Theory of Acceptance and use of Technology). Later stages it was more about understanding
the psychological aspects of consumers like TPB (Theory of Planned Behaviour), UGT (Uses and Gratification Theory).

Later stage studies were conducted to explore novel factors which were not considered in traditional theories like,
comparison of traditional media like satellite TV, cable network, binge usage, impact of Covid-19 to name a few. Age
factors such as Gen X, Y, Z and attitude towards media entertainment also plays prominent role as per the research papers
considered for study. There has been an impact on the habit towards the consumption of OTT services. A more planned
approach is followed by the customers on the usage of platforms. Customers have been offered more choices of

entertainment there by having a behavioural impact on usage of streaming

platforms. OTT market was valued at $178 billion in the year 2020 and is estimated to reach around $298 billion in the
year 2026 (Statista).

4.0 Conceptual model for adoption and usage of OTT streaming services

Service industries require to understand and adopt to the evolving and ever changing of habits of consumers value and
preferences. OTT is an emerging industry and has its own challenges as compared to traditional service industries. Global
players have started considering the local preferences of consumers with reference to media. OTT has also grown some of
the primary service industries like telecom and entertainment industry. A revised framework is required beyond the
boundary of technical adoption suggested in Technology Acceptance Model (TAM) and Unified Theory of Acceptance
and Use of Technology and theories explaining the psychological aspects of consumers such Theory of Planned Behaviour
(TPB) and Uses and Gratification Theory (UGT).

The conceptual model here considers understanding the various aspects of consumers such as user experience, type of
content provided like live streaming, web series, new movie releases to name a few. The model also has incorporated
upcoming habitual behaviours such as Binge watching, social influence with respect to viewership, life style. Focus is also

on the latest research conducted in last three years as the trend has seen an upswing post Covid-19 pandemic.
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Figure 2 — Research conceptual model for adoption and usage behaviour of OTT services

Source: Conceptual design by Author
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5. Limitations and Future research

Using the existing literature available, some of the important concepts of over-the-top services, overall ecosystem has been
discussed. The phenomenon of OTT gained traction post expansion in early 2020 as major global players expanded their
services. The initial studies were conducted using models used for technology adoption. However, there is an opportunity
to study the business model adopted by local and international OTT players in the streaming market. Genres available on
OTT platforms can be studied in detail to understand the long-term preference of the consumers. Also there exists a research
gap in understanding tier-2 towns. There were no literature available understanding the service gaps of existing OTT

platforms.
5. Conclusion

There has been a revolution in terms of the popularity of OTT streaming services in the last decade. The scope of
understanding this phenomenon is wide and provides an insight into consumer preferences and adoption to newer
technologies. The study tries to explore new insights of the OTT industry with special reference to consumer adoption and
usage behaviour. These studies can further help the OTT streaming industry in offering the best of services to the

consumers.
References:

1. Bhatt, K. (2022). Adoption of online streaming services: Moderating role of personality traits. International
Journal of Retail & Distribution Management, 50(4), 437-457. https://doi.org/10.1108/IJRDM-08-2020-0310

2098


https://doi.org/10.1108/IJRDM-08-2020-0310

European Economic Letters
ISSN 2323-5233

Vol 14, Issue 2 (2024)
http://eelet.org.uk

2.

10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

2099

Bhattacharyya, S. S., Goswami, S., Mehta, R., & Nayak, B. (2022). Examining the factors influencing adoption
of over the top (OTT) services among Indian consumers. Journal of Science and Technology Policy Management,
13(3), 652-682. https://doi.org/10.1108/JSTPM-09-2020-0135

Camilleri, M. A., & 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, 25(2), 217—-238. https://doi.org/10.1108/SIME-04-2020-0074

Chang, V., Yang, Y., Xu, Q. A., & Xiong, C. (2021). Factors Influencing Consumer Intention to Subscribe to the
Premium Music Streaming Services in China: Journal of Global Information Management, 29(6), 1-25.
https://doi.org/10.4018/JGIM.20211101.0al17

Davis, C., & Zboralska, E. (2017). Transnational over-the-top media distribution as a business and policy
disruptor: The case of Netflix in Canada. The Journal of Media Innovations, 4(1), 4-25.
https://doi.org/10.5617/jmi.v4i1.2423

Faroog, M., & Raju, V. (2019). Impact of Over-the-Top (OTT) Services on the Telecom Companies in the Era of
Transformative Marketing. Global Journal of Flexible Systems Management, 20(2), 177-188.
https://doi.org/10.1007/s40171-019-00209-6

Fitzgerald, S. (2019). Over-the-Top Video Services in India: Media Imperialism after Globalization. Media
Industries Journal, 6(2). https://doi.org/10.3998/mij.15031809.0006.206

Gupta, G., & Singharia, K. (2021). Consumption of OTT Media Streaming in COVID-19 Lockdown: Insights
from PLS  Analysis. Vision: The Journal of Business Perspective, 25(1), 36-46.
https://doi.org/10.1177/0972262921989118

Hasan, M. R., Jha, A. K., & Liu, Y. (2018). Excessive use of online video streaming services: Impact of
recommender system use, psychological factors, and motives. Computers in Human Behavior, 80, 220-228.
https://doi.org/10.1016/j.chb.2017.11.020

Hutchins, B. (2019). Mobile Media Sport: The Case for Building a Mobile Media and Communications Research
Agenda. Communication & Sport, 7(4), 466—487. https://doi.org/10.1177/2167479518788833

Hutchins, B., Li, B., & Rowe, D. (2019). Over-the-top sport: Live streaming services, changing coverage rights
markets and the growth of media sport portals. Media, Culture & Society, 41(7), 975-994.
https://doi.org/10.1177/0163443719857623

Jiang, J.-Y., Li, C.-T., Chen, Y., & Wang, W. (2018). Identifying Users behind Shared Accounts in Online
Streaming Services. The 41st International ACM SIGIR Conference on Research & Development in Information
Retrieval, 65—74. https://doi.org/10.1145/3209978.3210054

Katherine Chen, Y.-N. (2019). Competitions between OTT TV platforms and traditional television in Taiwan: A
Niche analysis. Telecommunications Policy, 43(9), 101793. https://doi.org/10.1016/j.telpol.2018.10.006

Kim, J., Kim, S., & Nam, C. (2016). Competitive dynamics in the Korean video platform market: Traditional pay
TV  platforms vs. OTT  platforms. Telematics  and Informatics, 33(2), 711-721.
https://doi.org/10.1016/j.tele.2015.06.014

Kim, M. S, Kim, E., Hwang, S., Kim, J., & Kim, S. (2017). Willingness to pay for over-the-top services in China
and Korea. Telecommunications Policy, 41(3), 197-207. https://doi.org/10.1016/j.telpol.2016.12.011

Kim, S., Baek, H.,, & Kim, D. H. (2021). OTT and live streaming services: Past, present, and future.
Telecommunications Policy, 45(9), 102244. https://doi.org/10.1016/j.telpol.2021.102244

Koul, S., Ambekar, S. S., & Hudnurkar, M. (2021). Determination and ranking of factors that are important in
selecting an over-the-top video platform service among millennial consumers. International Journal of Innovation
Science, 13(1), 53-66. https://doi.org/10.1108/1J1S-09-2020-0174

Kranthi, A. K., & Ahmed, K. A. A. (n.d.). Determinants of smartwatch adoption among IT professionals — an
extended UTAUT2 model for smartwatch enterprise.

Kumar, J., Gupta, A., & Dixit, S. (2020). Netflix: SVoD entertainment of next gen. Emerald Emerging Markets
Case Studies, 10(3), 1-36. https://doi.org/10.1108/EEMCS-04-2020-0108

Kuyucu, M. (2015). TV Broadcasting in Turkey. The Turkish Television Audience in the Frame of Uses and
Gratification Approach. ATHENS JOURNAL OF MASS MEDIA AND COMMUNICATIONS, 1(4), 289-312.
https://doi.org/10.30958/ajmmc.1-4-4



https://doi.org/10.1108/JSTPM-09-2020-0135
https://doi.org/10.1108/SJME-04-2020-0074
https://doi.org/10.4018/JGIM.20211101.oa17
https://doi.org/10.5617/jmi.v4i1.2423
https://doi.org/10.1007/s40171-019-00209-6
https://doi.org/10.3998/mij.15031809.0006.206
https://doi.org/10.1177/0972262921989118
https://doi.org/10.1016/j.chb.2017.11.020
https://doi.org/10.1177/2167479518788833
https://doi.org/10.1177/0163443719857623
https://doi.org/10.1145/3209978.3210054
https://doi.org/10.1016/j.telpol.2018.10.006
https://doi.org/10.1016/j.tele.2015.06.014
https://doi.org/10.1016/j.telpol.2016.12.011
https://doi.org/10.1016/j.telpol.2021.102244
https://doi.org/10.1108/IJIS-09-2020-0174
https://doi.org/10.1108/EEMCS-04-2020-0108
https://doi.org/10.30958/ajmmc.1-4-4

European Economic Letters
ISSN 2323-5233

Vol 14, Issue 2 (2024)
http://eelet.org.uk

21.

22,

23.

24,

25.

26.

27.

28.

29.

30.

31.

32.

33.

34.

35.

36.

37.
38.

39.

40.

2100

Kwak, D., & Kim, M. (2020). Trade Negotiations in the Digital Era: The Case of OTT Video Streaming Services.
Global Policy, 11(S2), 14-22. https://doi.org/10.1111/1758-5899.12819

Kwak, K. T., Oh, C. J., & Lee, S. W. (2021a). Who uses paid over-the-top services and why? Cross-national
comparisons of consumer demographics and values. Telecommunications Policy, 45(7), 102168.
https://doi.org/10.1016/j.telpol.2021.102168

Kwak, K. T., Oh, C. J., & Lee, S. W. (2021b). Who uses paid over-the-top services and why? Cross-national
comparisons of consumer demographics and values. Telecommunications Policy, 45(7), 102168.
https://doi.org/10.1016/j.telpol.2021.102168

Kweon, H. J., & Kweon, S. H. (2021). Pricing Strategy within the U.S. Streaming Services Market: A Focus on
Netflix’s Price Plans.

Kwon, Y., Park, J., & Son, J.-Y. (2020). Accurately or accidentally? Recommendation agent and search
experience in over-the-top (OTT) services. Internet Research, 31(2), 562-586. https://doi.org/10.1108/INTR-03-
2020-0127

Lee, C. C., Nagpal, P., Ruane, S. G., & Lim, H. S. (2018). Factors Affecting Online Streaming Subscriptions.
Communications of the IIMA, 16(1). https://doi.org/10.58729/1941-6687.1394

Lee, S, Lee, S., Joo, H., & Nam, Y. (2021). Examining Factors Influencing Early Paid Over-The-Top Video
Streaming Market Growth: A  Cross-Country Empirical ~ Study. Sustainability, 13(10), 5702.
https://doi.org/10.3390/su13105702

Lu, S., Rajavi, K., & Dinner, I. (2021). The Effect of Over-the-Top Media Services on Piracy Search: Evidence
from a Natural Experiment. Marketing Science, 40(3), 548-568. https://doi.org/10.1287/mksc.2020.1256

Luo, X. (2002). Uses and Gratifications Theory and E-Consumer Behaviors: A Structural Equation Modeling
Study. Journal of Interactive Advertising, 2(2), 34-41. https://doi.org/10.1080/15252019.2002.10722060
Lurudusamy, S. N., & Thurasamy, R. (2016). The Drivers of Broadband Internet in Malaysia. 2016 International
Conference on Computer and Communication Engineering (ICCCh), 225-230.
https://doi.org/10.1109/ICCCE.2016.57

Madnani, D., Fernandes, S., & Madnani, N. (2020). Analysing the impact of COVID-19 on over-the-top media
platforms in India. International Journal of Pervasive Computing and Communications, 16(5), 457-475.
https://doi.org/10.1108/1JPCC-07-2020-0083

Menon, D. (2022). Purchase and continuation intentions of over -the -top (OTT) video streaming platform
subscriptions: A uses and gratification theory perspective. Telematics and Informatics Reports, 5, 100006.
https://doi.org/10.1016/j.teler.2022.100006

Nafees, L., Mehdi, M., Gupta, R., Kalia, S., Banerjee, S., & Kapoor, S. (2021). Netflix in India: Expanding to
success. Emerald Emerging Markets Case Studies, 11(2), 1-31. https://doi.org/10.1108/EEMCS-10-2019-0285
Nagaraj, S., Singh, S., & Yasa, V. R. (2021a). Factors affecting consumers’ willingness to subscribe to over-the-
top (OTT) video streaming services in India. Technology in Society, 65, 101534.
https://doi.org/10.1016/j.techsoc.2021.101534

Nagaraj, S., Singh, S., & Yasa, V. R. (2021b). Factors affecting consumers’ willingness to subscribe to over-the-
top (OTT) video streaming services in India. Technology in  Society, 65, 101534.
https://doi.org/10.1016/j.techsoc.2021.101534

Nguyen, G. D., Dejean, S., & Moreau, F. (2014). On the complementarity between online and offline music
consumption: The case of free streaming. Journal of Cultural Economics, 38(4), 315-330.
https://doi.org/10.1007/s10824-013-9208-8

[No title found]. (n.d.). International Journal of Research in Engineering, Science and Management.
O’Donoghue, T., & Rabin, M. (2000). The economics of immediate gratification. Journal of Behavioral Decision
Making, 13(2), 233-250. https://doi.org/10.1002/(SICI1)1099-0771(200004/06)13:2<233::AlD-
BDM325>3.0.CO;2-U

Puthiyakath, H. H., & Goswami, M. P. (2021). Is Over the Top Video Platform the Game Changer over Traditional
TV Channels in India? A Niche Analysis. Asia Pacific Media Educator, 31(1), 133-150.
https://doi.org/10.1177/1326365X211009639

Rahman, K. T., & Arif, Md. Z. U. (2021). Impacts of Binge-Watching on Netflix during the COVID-19 pandemic.
South Asian Journal of Marketing, 2(1), 97-112. https://doi.org/10.1108/SAJM-05-2021-0070



https://doi.org/10.1111/1758-5899.12819
https://doi.org/10.1016/j.telpol.2021.102168
https://doi.org/10.1016/j.telpol.2021.102168
https://doi.org/10.1108/INTR-03-2020-0127
https://doi.org/10.1108/INTR-03-2020-0127
https://doi.org/10.58729/1941-6687.1394
https://doi.org/10.3390/su13105702
https://doi.org/10.1287/mksc.2020.1256
https://doi.org/10.1080/15252019.2002.10722060
https://doi.org/10.1109/ICCCE.2016.57
https://doi.org/10.1108/IJPCC-07-2020-0083
https://doi.org/10.1016/j.teler.2022.100006
https://doi.org/10.1108/EEMCS-10-2019-0285
https://doi.org/10.1016/j.techsoc.2021.101534
https://doi.org/10.1016/j.techsoc.2021.101534
https://doi.org/10.1007/s10824-013-9208-8
https://doi.org/10.1002/(SICI)1099-0771(200004/06)13:2%3c233::AID-BDM325%3e3.0.CO;2-U
https://doi.org/10.1002/(SICI)1099-0771(200004/06)13:2%3c233::AID-BDM325%3e3.0.CO;2-U
https://doi.org/10.1177/1326365X211009639
https://doi.org/10.1108/SAJM-05-2021-0070

European Economic Letters
ISSN 2323-5233

Vol 14, Issue 2 (2024)
http://eelet.org.uk

41.

42.

43.

44,

45,

46.

47.

48.

49.

50.

51.

52.

53.

54,

55.

56.

57.

58.

59.

2101

Ramasoota, P., & Kitikamdhorn, A. (2021). “The Netflix effect” in Thailand: Industry and regulatory implications.
Telecommunications Policy, 45(7), 102156. https://doi.org/10.1016/j.telpol.2021.102156

Rono, W. K. (2019). AN ANALYSIS OF THE EFFECTS OF OVER THE TOP SERVICES ON PAY TV SERVICES
IN KENYA. 3.

Sadana, M., & Sharma, D. (2021). How over-the-top (OTT) platforms engage young consumers over traditional
pay television service? An analysis of changing consumer preferences and gamification. Young Consumers, 22(3),
348-367. https://doi.org/10.1108/YC-10-2020-1231

Shattuc, J. (2020). Netflix, Inc. And Online Television. In J. Wasko & E. R. Meehan (Eds.), A Companion to
Television (1st ed., pp. 145-164). Wiley. https://doi.org/10.1002/9781119269465.ch7

Shin, J., Park, Y., & Lee, D. (2016). Strategic management of over-the-top services: Focusing on Korean consumer
adoption behavior. Technological Forecasting and Social Change, 112, 329-337.
https://doi.org/10.1016/j.techfore.2016.08.004

Shin, S. I, Kim, J. B., Han, S., & Lee, S. (2020). Exploring a mobile phone user’s attitude toward watching TV
content on a mobile phone — uses and gratifications perspective. Information Technology & People, 34(2), 617—
641. https://doi.org/10.1108/ITP-01-2019-0035

Shon, M., Lee, D., & Kim, J. H. (2021). Are global over-the-top platforms the destroyers of ecosystems or the
catalysts of innovation? Telematics and Informatics, 60, 101581. https://doi.org/10.1016/j.tele.2021.101581
Singh, D. P. (n.d.). New Media as a Change Agent of Indian Television and Cinema: A study of over the top
Platforms.

Singh, S., Singh, N., Kalini¢, Z., & Li¢bana-Cabanillas, F. J. (2021). Assessing determinants influencing
continued use of live streaming services: An extended perceived value theory of streaming addiction. Expert
Systems with Applications, 168, 114241. https://doi.org/10.1016/j.eswa.2020.114241

Tan, C. S. L. (2021). Gamifying OTT: A study on consumer attitudes toward game elements and OTT media
service provider brands in gamification. Young Consumers, 22(3), 328-347. https://doi.org/10.1108/YC-11-2020-
1245

Thomes, T. P. (2013). An economic analysis of online streaming music services. Information Economics and
Policy, 25(2), 81-91. https://doi.org/10.1016/j.infoecopol.2013.04.001

Tichem, J., & Tuinstra, A. (2018). Market Power of Online Streaming Video Platforms: Recent Insights. Journal
of European Competition Law & Practice, 9(1), 50-54. https://doi.org/10.1093/jeclap/Ipx085

Udoakpan, N., & Tengeh, R. K. (2020). The Impact of Over-the-Top Television Services on Pay-Television
Subscription Services in South Africa. Journal of Open Innovation: Technology, Market, and Complexity, 6(4),
139. https://doi.org/10.3390/joitmc6040139

Urgelles, A. (2017). The Threat of OTT for the Pay-TV Market. In M. Medina, M. Herrero, & A. Urgellés, Current
and Emerging Issues in the Audiovisual Industry (pp. 19-38). John Wiley & Sons, Inc.
https://doi.org/10.1002/9781119384632.ch2

Wang, W. Y., & Lobato, R. (2019). Chinese video streaming services in the context of global platform studies.
Chinese Journal of Communication, 12(3), 356-371. https://doi.org/10.1080/17544750.2019.1584119

Wayne, M. L. (2020). Global streaming platforms and national pay-television markets: A case study of Netflix
and  multi-channel  providers in  Israel.  The  Communication  Review,  23(1), 29-45.
https://doi.org/10.1080/10714421.2019.1696615

Wayne, M. L., & Castro, D. (2021). SVOD Global Expansion in Cross-National Comparative Perspective: Netflix
in Israel and Spain. Television & New Media, 22(8), 896-913. https://doi.org/10.1177/1527476420926496
Whiting, A., & Williams, D. (2013). Why people use social media: A uses and gratifications approach. Qualitative
Market Research: An International Journal, 16(4), 362—369. https://doi.org/10.1108/QMR-06-2013-0041

Zhao, E. J. (2017). The bumpy road towards network convergence in China: The case of over-the-top streaming
services. Global Media and China, 2(1), 28-42. https://doi.org/10.1177/2059436416688698



https://doi.org/10.1016/j.telpol.2021.102156
https://doi.org/10.1108/YC-10-2020-1231
https://doi.org/10.1002/9781119269465.ch7
https://doi.org/10.1016/j.techfore.2016.08.004
https://doi.org/10.1108/ITP-01-2019-0035
https://doi.org/10.1016/j.tele.2021.101581
https://doi.org/10.1016/j.eswa.2020.114241
https://doi.org/10.1108/YC-11-2020-1245
https://doi.org/10.1108/YC-11-2020-1245
https://doi.org/10.1016/j.infoecopol.2013.04.001
https://doi.org/10.1093/jeclap/lpx085
https://doi.org/10.3390/joitmc6040139
https://doi.org/10.1002/9781119384632.ch2
https://doi.org/10.1080/17544750.2019.1584119
https://doi.org/10.1080/10714421.2019.1696615
https://doi.org/10.1177/1527476420926496
https://doi.org/10.1108/QMR-06-2013-0041
https://doi.org/10.1177/2059436416688698

