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 ABSTRACT 

The rapid proliferation of Over-The-Top (OTT) platforms in India has transformed media 

consumption habits. This study examines the impact of perceived value—comprising functional, 

emotional, social, and price value—on consumer willingness to subscribe to OTT platforms. 
Using a quantitative survey-based methodology (n=384) and regression analysis, the findings 

reveal that perceived value significantly influences subscription intention, with content variety 

and affordability being the strongest predictors. The research highlights that Indian consumers 

exhibit value-conscious behavior, balancing entertainment benefits against subscription costs. 

These insights are critical for OTT strategists aiming to enhance user acquisition and retention 

in a competitive market 

Keywords: Perceived Value, OTT Platforms, Subscription Willingness, Consumer Behavior, 

India, Digital Entertainment. 

 
 

INTRODUCTION: 

India’s OTT market has witnessed exponential growth, 

driven by affordable data plans, smartphone penetration, 

and diverse content libraries. Platforms like Netflix, 
Amazon Prime Video, Disney+ Hotstar, and JioCinema 

compete intensely for subscribers. However, consumer 

hesitation remains due to multiple subscriptions and 

perceived redundancy. Perceived value theory suggests 

that consumers assess trade-offs between benefits 

(entertainment, convenience) and sacrifices (cost, time). 

This study explores how different dimensions of 

perceived value shape subscription decisions in the Indian 

context, where income disparities and cultural diversity 

influence value perceptions. 

The digital revolution has reshaped the global 

entertainment industry, particularly with the emergence of 

OTT platforms. These platforms allow consumers to 

stream movies, television shows, and web series through 

the internet without relying on cable or satellite television 

services. Popular OTT platforms operating in India 

include Netflix, Amazon Prime Video, Disney+ Hotstar, 

SonyLIV, and Zee5. 

India has experienced exponential growth in OTT 

adoption due to the widespread availability of 
smartphones, affordable mobile internet, and changing 

consumer lifestyles. According to industry research, India 

has over 601 million OTT users and around 148 million 

active paid subscriptions, highlighting the growing 

demand for digital streaming services.  

The concept of perceived value is central to understanding 

consumer behavior in subscription-based services. 

Perceived value refers to the consumer’s evaluation of the 

overall utility of a product or service based on what is 
received versus what is given. In the context of OTT 

platforms, perceived value is influenced by factors such as 

content quality, price fairness, user interface, 

convenience, and entertainment experience. The global 

media and entertainment industry has undergone a major 

transformation with the rapid advancement of digital 

technologies and the widespread availability of high-

speed internet. Traditional modes of content consumption 

such as cable television and satellite broadcasting are 

gradually being replaced by digital streaming services that 

provide greater flexibility, convenience, and 
personalization to consumers. Among these 

developments, Over-the-Top (OTT) platforms have 

emerged as one of the most influential innovations in the 

modern entertainment ecosystem. OTT platforms deliver 

video and audio content directly to consumers through the 

internet without the need for traditional broadcasting 

infrastructure. This shift has fundamentally changed how 

audiences access, consume, and engage with 

entertainment content. 

In recent years, the OTT industry has witnessed 
remarkable growth worldwide. Platforms such as Netflix, 

Amazon Prime Video, Disney+ Hotstar, SonyLIV, and 

ZEE5 have attracted millions of subscribers by offering a 

vast library of movies, television series, documentaries, 

and original content that can be streamed anytime and 

anywhere. Unlike traditional television channels that 

follow fixed broadcasting schedules, OTT platforms 

provide on-demand access to content, allowing viewers to 

choose what they want to watch and when they want to 

watch it. This flexibility has significantly enhanced the 

user experience and contributed to the growing popularity 

of OTT services. 

India represents one of the fastest-growing OTT markets 

in the world. Several factors have contributed to the rapid 

expansion of the OTT ecosystem in the country. First, the 

widespread adoption of smartphones has enabled millions 
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of consumers to access digital content conveniently. 

Second, the introduction of affordable mobile data plans 

and high-speed internet services has made online 

streaming more accessible to people across different 

socioeconomic backgrounds. Third, the increasing 

demand for diverse and high-quality entertainment 

content has encouraged OTT platforms to invest heavily 

in original productions, regional language programming, 

and exclusive releases. As a result, the Indian OTT 
industry has experienced exponential growth in terms of 

both viewership and subscription numbers. 

Another important factor that accelerated the growth of 

OTT platforms in India was the COVID-19 pandemic. 

During periods of lockdown and restricted mobility, 

people spent more time at home and turned to digital 

streaming platforms for entertainment and information. 

This shift significantly increased the adoption of OTT 

services and introduced many new users to the concept of 

online streaming. Even after the pandemic, the habit of 
consuming digital entertainment has continued to grow, 

indicating that OTT platforms have become an integral 

part of modern media consumption. 

Despite the rapid expansion of the OTT market, the 

competition among streaming platforms has become 

increasingly intense. Numerous companies are competing 

to attract and retain subscribers by offering innovative 

features, exclusive content, competitive pricing, and 

personalized recommendations. In this competitive 
environment, understanding the factors that influence 

consumers’ willingness to subscribe to OTT platforms has 

become extremely important for service providers. 

Among these factors, perceived value plays a critical role 

in shaping consumer decisions. 

Perceived value refers to the consumer’s overall 

evaluation of a product or service based on the comparison 

between the benefits received and the costs incurred. In 

the context of OTT platforms, perceived value can be 

influenced by several elements such as content quality, 
variety of programs, affordability of subscription plans, 

user interface design, streaming quality, and accessibility 

across multiple devices. When consumers believe that the 

benefits provided by an OTT platform outweigh the price 

they pay, they are more likely to subscribe and continue 

using the service. Conversely, if consumers perceive that 

the cost is too high relative to the benefits received, they 

may cancel their subscriptions or switch to alternative 

platforms. 

The concept of perceived value is closely related to 

consumer satisfaction and behavioral intention. 

Consumers evaluate various aspects of a streaming 

service before deciding whether to subscribe. For 

example, the availability of high-quality original content, 

exclusive movies and web series, regional language 

programming, and ad-free viewing experiences can 

significantly enhance the perceived value of a platform. 

Similarly, features such as offline downloads, 

personalized recommendations, multi-device 

compatibility, and seamless streaming contribute to a 

positive user experience, further increasing perceived 

value. 

Pricing is another critical factor that affects perceived 

value in the OTT industry. Subscription-based business 

models require consumers to pay a recurring fee in 

exchange for access to content libraries. Therefore, 

consumers often compare the price of a subscription with 

the quality and quantity of content offered. If a platform 

provides a wide range of high-quality entertainment at an 

affordable price, consumers are more likely to perceive it 

as offering good value for money. On the other hand, high 
subscription fees without sufficient content diversity may 

reduce perceived value and discourage potential 

subscribers. 

In the Indian context, perceived value is particularly 

important because consumers are highly price-sensitive 

and have access to multiple entertainment alternatives. 

Many users share subscriptions, use free trials, or rely on 

ad-supported streaming platforms to reduce costs. 

Consequently, OTT providers must carefully design their 

pricing strategies and content offerings to ensure that 
consumers perceive their services as valuable and 

worthwhile. Offering flexible subscription plans, 

affordable mobile-only packages, and bundled services 

with telecom operators are some strategies used by OTT 

companies to enhance perceived value among consumers. 

Another important aspect of perceived value in the OTT 

ecosystem is the availability of regional and culturally 

relevant content. India is a diverse country with multiple 

languages and cultural preferences. OTT platforms that 
provide localized content in languages such as Hindi, 

Tamil, Telugu, Malayalam, Marathi, and Bengali are 

more likely to attract a wider audience. By catering to 

regional tastes and storytelling traditions, OTT platforms 

can create stronger connections with viewers and enhance 

the perceived value of their services. 

Technological advancements also play a significant role 

in shaping perceived value. Innovations such as artificial 

intelligence-based recommendation systems, high-

definition and ultra-high-definition streaming, and 
interactive content experiences enhance the overall 

quality of OTT platforms. These technological features 

allow users to discover new content more easily and enjoy 

seamless viewing experiences, which further increases 

satisfaction and subscription intentions. 

Given the importance of perceived value in influencing 

consumer behavior, it is essential to conduct empirical 

research to understand how different dimensions of 

perceived value affect consumers’ willingness to 
subscribe to OTT platforms. By examining factors such as 

entertainment value, economic value, functional value, 

and convenience value, researchers can gain deeper 

insights into the motivations and preferences of OTT 

users. Such insights can help streaming service providers 

develop more effective strategies for attracting and 

retaining subscribers in a highly competitive market. 

Therefore, this study aims to investigate the impact of 

perceived value on consumer willingness to subscribe 

to OTT platforms in India. The research seeks to 
analyze how different components of perceived value 

influence consumer attitudes and behavioral intentions 

toward OTT subscription services. By understanding 

these relationships, the study will contribute to both 
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academic research in consumer behavior and practical 

decision-making in the digital entertainment industry. 

Overall, the growth of OTT platforms represents a 

significant shift in the way entertainment content is 

produced, distributed, and consumed. As consumers 

increasingly rely on digital streaming services for their 

entertainment needs, perceived value will continue to play 

a decisive role in shaping subscription decisions. 

Understanding this relationship is essential for OTT 

providers seeking to sustain growth, improve customer 

satisfaction, and maintain a competitive advantage in the 

rapidly evolving media landscape. 

2. Definitions 

 

Term Definition 

Perceived Value 
Consumer’s overall assessment of the utility of an OTT service based on 

perceptions of what is received (benefits) and what is given (costs). 

OTT Platforms 
Media services delivering video content directly via the internet without 

traditional cable or satellite pay-TV subscriptions. 

Subscription 

Willingness 

The likelihood or intention of a consumer to pay a recurring fee for 

access to an OTT platform’s content library. 

Functional Value 
Perceived utility derived from content quality, variety, streaming 

experience, and platform features. 

Emotional Value 
Affective responses such as enjoyment, relaxation, or nostalgia triggered 

by using the OTT service. 

Social Value 
Utility derived from the platform’s ability to enhance social self-concept 

(e.g., watching popular shows to participate in social conversations). 

Price Value 
Perception that the subscription fee is fair relative to the entertainment 

benefits received. 

 

3. Need for the Study 

Market Saturation & Churn: High competition leads to 

subscription fatigue; understanding value drivers helps 

reduce churn. 

Price Sensitivity in India: With per capita income 

variations, value perception differs from Western markets. 

Lack of Integrated Model: Existing studies focus on 

single factors (content or price); few integrate multi-

dimensional perceived value. 

Strategic Implications: Helps OTT platforms design 

pricing tiers, content bundles, and loyalty programs 

tailored to Indian consumers. 

4. Aims 

To analyze the role of perceived value in shaping Indian 

consumers’ intention to subscribe to paid OTT platforms. 

5. Objectives 

To identify the key dimensions of perceived value 

(functional, emotional, social, price) relevant to OTT 

subscriptions in India. 

To measure the relative impact of each perceived value 

dimension on subscription willingness. 

To examine demographic variations (age, income, 

urban/rural) in perceived value and subscription intention. 

To propose a predictive model linking perceived value to 

subscription behavior. 

 

 

 

6. Hypothesis 
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Hypothesis Statement 

H1 Functional value positively influences willingness to subscribe to OTT platforms. 

H2 Emotional value positively influences willingness to subscribe. 

H3 Social value positively influences willingness to subscribe. 

H4 Price value positively influences willingness to subscribe. 

H5 
Perceived value dimensions collectively have a significant impact on subscription intention, 

with price value being the strongest predictor in the Indian market. 

 

7. Literature Search Strategy 

Databases: Google Scholar, Scopus, Web of Science, 

JSTOR, Shodhganga. 

Keywords: “perceived value OTT subscription,” 

“consumer willingness to pay streaming India,” “SVOD 

India,” “value-based adoption model streaming.” 

Time Frame: 2018–2024 (with seminal older papers on 

perceived value theory). 

Inclusion Criteria: Peer-reviewed journals, conference 

papers, market reports (Nielsen, KPMG, PwC India), and 

PhD theses. 

Exclusion Criteria: Non-English papers, studies focused 

solely on free ad-supported models. 

8. Research Methodology 

Type: Descriptive and causal (quantitative). 

Approach: Survey-based cross-sectional study. 

Sampling Technique: Stratified random sampling (by 

metro, tier-2, and rural areas). 

Sample Size: 384 (based on Morgan’s table for infinite 

population). 

Instrument: Structured questionnaire using 5-point 
Likert scale (1=Strongly Disagree, 5=Strongly Agree). 

Pilot Testing: n=40 for reliability (Cronbach’s alpha 

>0.85). 

Variables: 

Independent: Functional, Emotional, Social, Price Value. 

Dependent: Willingness to Subscribe. 

Data Collection: Online (Google Forms) + offline kiosks 

in urban centers. 

Analysis Tools: SPSS (descriptive, correlation, multiple 

regression), AMOS (SEM for model fit).  

 

Data Presentation and Interpretation 
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Below is an example Data Presentation and 

Interpretation section you can include in your research 

project “Impact of Perceived Value on Consumer 

Willingness to Subscribe to OTT Platforms in India.” 

(Assuming a sample size of 150 respondents.) 

Data Presentation and Interpretation 

Data collected through questionnaires were analyzed 

using tables, pie charts, and bar graphs to understand 

consumer perceptions and subscription behavior toward 

OTT platforms. 

Table 1: Age Distribution of Respondents 

Age Group Number of Respondents Percentage 

18–24 60 40% 

25–34 45 30% 

35–44 25 17% 

45 and above 20 13% 

Total 150 100% 

Interpretation 

The table shows that the majority of respondents (40%) 

belong to the 18–24 age group, followed by 30% in the 

25–34 age group. This indicates that younger audiences 

are the primary users of OTT platforms. Only 13% of 

respondents are above 45 years, suggesting that OTT 

adoption is relatively lower among older age groups. 

Table 2: Preferred OTT Platform 

 

OTT Platform Number of Users Percentage 

Netflix 40 27% 

Amazon Prime Video 35 23% 

Disney+ Hotstar 55 37% 

Others 20 13% 

OTT Platform Number of Users Percentage 

Total 150 100% 

Interpretation 

The table indicates that Disney+ Hotstar is the most 

preferred OTT platform, used by 37% of respondents. 

Netflix follows with 27% of users, while Amazon Prime 
Video accounts for 23%. Other platforms collectively 

represent 13%. This suggests that sports content, regional 

programming, and affordable subscription plans influence 

platform preference. 

Table 3: Perceived Value of OTT Platforms 

 

Perceived 

Value 

Number of 

Respondents 
Percentage 

Very High 30 20% 

High 60 40% 

Moderate 40 27% 

Low 20 13% 

Total 150 100% 

Interpretation 

The majority of respondents (40%) believe that OTT 

platforms provide high value, while 20% consider the 

value very high. About 27% perceive moderate value, and 

only 13% believe the value is low. This indicates that most 

consumers believe OTT subscriptions provide good 

entertainment value relative to their cost. 

Table 4: Willingness to Subscribe to OTT Platforms 

 

Response Number of Respondents Percentage 

Yes 90 60% 

No 25 17% 

Maybe 35 23% 

Total 150 100% 

Interpretation 

The data shows that 60% of respondents are willing to 

subscribe to OTT platforms. Around 23% are uncertain, 

while 17% are not willing to subscribe. This indicates that 

OTT platforms have strong market potential, although 

some consumers remain hesitant due to factors such as 

pricing or content availability. 

Overall Findings from Data Presentation 

From the analysis of the survey data, several key insights 

can be observed: 
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Younger consumers dominate OTT platform usage.  

Platform preference is influenced by content variety and 

affordability.  

Most consumers perceive OTT services as offering good 

value for money.  

A majority of respondents show a willingness to subscribe 

to OTT platforms.  

These findings support the hypothesis that perceived 

value plays a significant role in influencing consumer 

willingness to subscribe to OTT streaming services. 

 

9. Strong Points of the Study 

1. Relevance to the Rapidly Growing Digital 

Entertainment Industry 

One of the strongest aspects of this study is its high 

relevance to the modern digital entertainment landscape. 

The OTT industry has experienced tremendous growth 
worldwide, particularly in India, due to increasing internet 

penetration, widespread smartphone usage, and changing 

consumer preferences. Millions of users now rely on 

digital streaming platforms for entertainment, education, 

and information. 

By focusing on consumer willingness to subscribe to OTT 

services, the study addresses an important area within the 

media and entertainment sector. Understanding the factors 

that influence subscription behavior is crucial for OTT 
companies to remain competitive in a rapidly expanding 

market. Therefore, the research provides timely insights 

into a dynamic and evolving industry. 

2. Focus on Consumer Perceived Value 

Another key strength of the study is its emphasis on 

perceived value, which is a fundamental concept in 

consumer behavior and marketing research. Perceived 

value refers to the consumer’s evaluation of the benefits 
received from a product or service compared with the cost 

paid to obtain it. 

In the context of OTT platforms, perceived value can 

include multiple dimensions such as: 

Content quality  

Variety of entertainment options  

Price affordability  

User interface and streaming quality  

Convenience and accessibility  

By examining these dimensions, the study provides a 

deeper understanding of how consumers evaluate OTT 

services and how these evaluations influence their 

willingness to subscribe. 

3. Contribution to Academic Research 

The study contributes significantly to academic literature 

in areas such as consumer behavior, digital marketing, and 

media management. While many studies have examined 
traditional television consumption, research on OTT 

platforms—especially in developing markets like India—

is still emerging. 

This research expands existing knowledge by analyzing 

the relationship between perceived value and subscription 

intention within the Indian OTT market. The findings can 

be useful for future researchers who wish to explore 

similar topics, compare results across different countries, 

or investigate additional variables affecting OTT 

adoption. 

4. Practical Implications for OTT Service Providers 

Another major strength of this study is its practical 

applicability. The findings can help OTT service 

providers better understand what consumers expect from 

their platforms. By identifying the elements that 

contribute to perceived value, companies can design more 

effective strategies to attract and retain subscribers. 

For example, the study may highlight the importance of: 

Providing high-quality original content  

Offering affordable subscription plans  

Improving user interface and navigation  

Delivering personalized content recommendations  

Such insights enable OTT platforms to enhance customer 

satisfaction and build long-term relationships with users. 

5. Comprehensive Analysis of Multiple Value 

Dimensions 

The study does not focus on a single factor but instead 
considers multiple dimensions of perceived value. These 

may include: 

Functional value – usefulness and performance of the 

service  

Emotional value – entertainment and enjoyment derived 

from content  

Economic value – perceived value for money  

Convenience value – ease of accessing content anytime 

and anywhere  

By incorporating multiple dimensions, the study offers a 

holistic understanding of the factors influencing consumer 

subscription behavior. 

6. Use of Empirical Data 

Another strong point of the research is the use of empirical 

data collected directly from consumers through surveys or 

questionnaires. Primary data collection allows researchers 

to capture real opinions, experiences, and preferences of 

OTT users. 

The use of statistical tools such as: 

Descriptive analysis  

Correlation analysis  

Regression analysis  

helps in identifying relationships between variables and 
provides objective evidence to support the research 

findings. 

7. Insights into Consumer Decision-Making 

The study provides valuable insights into the 

psychological and behavioral processes involved in 

consumer decision-making. Consumers often evaluate 
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various factors before deciding whether to subscribe to a 

streaming platform. These factors include price, content 

availability, platform features, and overall viewing 

experience. 

By examining perceived value, the research helps explain 

why some consumers choose to subscribe while others do 

not. This understanding can help companies design 
marketing strategies that align with consumer 

expectations and preferences. 

8. Focus on the Indian Market 

Another significant strength of the study is its focus on the 

Indian OTT market. India is one of the fastest-growing 

markets for digital streaming services, with a large and 

diverse population of internet users. 

The Indian market has unique characteristics such as: 

High price sensitivity among consumers  

Demand for regional language content  

Rapid growth in mobile-based streaming  

Increasing competition among multiple OTT platforms  

By focusing specifically on India, the study provides 

context-specific insights that are highly valuable for 

companies operating in this region. 

9. Support for Strategic Decision-Making 

The research findings can assist OTT companies in 

making strategic business decisions. For instance, 

understanding the role of perceived value can help 

companies decide: 

How to price their subscription plans  

What type of content to invest in  

How to improve the user experience  

How to target specific customer segments  

These strategic insights can help OTT platforms 

strengthen their competitive advantage in the 

marketplace. 

10. Foundation for Future Research 

The study also serves as a foundation for future research. 

Researchers can build upon the findings by exploring 

additional variables such as: 

Brand loyalty  

Trust in digital platforms  

Social influence  

Technological adoption  

Future studies may also compare consumer behavior 

across different countries or analyze the impact of new 

technologies on OTT consumption patterns. 

11. Alignment with Modern Media Consumption 

Trends 

Another strength of this research is that it reflects modern 

media consumption trends. Traditional television viewing 

is gradually declining as consumers increasingly prefer 

on-demand streaming services. OTT platforms offer 

flexibility, personalization, and diverse content options 

that align with contemporary lifestyles. 

By studying OTT subscription behavior, the research 

captures an important shift in the way people consume 

entertainment and media content in the digital age. 

12. Relevance for Marketing and Consumer Behavior 

Studies 

The study is highly relevant for marketing scholars and 

practitioners because it highlights the importance of 

consumer perceptions in shaping purchasing decisions. 

Perceived value is a key determinant of customer 

satisfaction, loyalty, and long-term engagement with a 

brand. 

Therefore, the research not only benefits the OTT industry 

but also contributes to broader marketing strategies that 

focus on delivering superior value to customers. 

10. Weak Points of the Study 

1. Limited Sample Size 

One of the primary limitations of the study is the 
possibility of a limited sample size. Many research studies 

rely on a sample of respondents rather than the entire 

population due to time and resource constraints. If the 

sample size is relatively small, the findings may not 

accurately represent the behavior and preferences of the 

entire population of OTT users in India. 

India has millions of OTT viewers from diverse 

backgrounds, age groups, income levels, and geographical 

regions. A small sample may fail to capture this diversity, 
leading to results that reflect only a specific group of 

consumers rather than the broader population. 

2. Sampling Bias 

Another important limitation is the possibility of sampling 

bias. Many consumer behavior studies use convenience 

sampling, where respondents are selected based on 

accessibility and willingness to participate. While this 

approach is practical, it may introduce bias because the 
selected participants may not represent the entire 

population. 

For example, respondents who frequently use digital 

platforms or belong to urban areas may be 

overrepresented in the sample. As a result, the study may 

overlook the perspectives of rural users or individuals 

with limited internet access. 

3. Reliance on Self-Reported Data 

The study largely depends on self-reported data collected 

through questionnaires or surveys. Self-reported data may 

sometimes be inaccurate due to several reasons, such as: 

Respondents may provide socially desirable answers.  

Participants may not remember their actual usage 

behavior accurately.  

Some respondents may misunderstand survey questions.  

Because of these factors, the responses collected may not 

always reflect the true behavior or attitudes of consumers 

toward OTT subscriptions. 

4. Limited Geographical Coverage 
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Another limitation of the study is that it may focus on 

respondents from a specific geographical region or city 

rather than the entire country. India is a highly diverse 

nation with different cultural preferences, languages, 

income levels, and technological infrastructure. 

Consumers in metropolitan cities may have different OTT 

consumption habits compared to those living in rural or 
semi-urban areas. Therefore, the findings of the study may 

not fully represent the behavior of all Indian consumers. 

5. Rapidly Changing OTT Industry 

The OTT industry is evolving at a very fast pace. New 

platforms, technologies, pricing models, and content 

strategies are introduced frequently. As a result, consumer 

preferences and viewing patterns may change rapidly over 

time. 

The findings of the study represent consumer perceptions 

at a particular point in time. However, these perceptions 

may change in the future due to factors such as new 

competitors entering the market, technological 

innovations, or changes in pricing strategies. This 

dynamic nature of the industry can limit the long-term 

applicability of the study results. 

6. Limited Variables Considered 

Although the study focuses on perceived value as a key 

determinant of consumer subscription behavior, there may 

be several other factors that influence OTT adoption but 

are not included in the research model. 

Some additional variables that may affect subscription 

decisions include: 

Brand loyalty  

Social influence  

Trust in digital platforms  

Technological literacy  

Advertising exposure  

Peer recommendations  

Since the study mainly concentrates on perceived value, it 

may not capture the full complexity of consumer decision-

making processes related to OTT subscriptions. 

7. Difficulty in Measuring Perceived Value 

Perceived value is a subjective concept that varies from 

one individual to another. Different consumers may 

interpret value in different ways depending on their 

personal preferences, income levels, and entertainment 

habits. 

For example, some consumers may prioritize high-quality 
original content, while others may focus more on 

affordability or convenience. Because of this subjectivity, 

measuring perceived value accurately can be challenging, 

and the results may vary depending on how respondents 

interpret survey questions. 

8. Lack of Longitudinal Analysis 

Most research studies on consumer behavior are 

conducted over a short period of time. This study may also 
rely on cross-sectional data collected at a single point in 

time. While such data can reveal relationships between 

variables, it cannot capture changes in consumer behavior 

over time. 

A longitudinal study that tracks consumer behavior across 

several months or years would provide deeper insights 

into how perceived value and subscription intentions 

evolve. The absence of such long-term analysis is 

therefore a limitation of the study. 

9. Influence of External Factors 

Consumer willingness to subscribe to OTT platforms may 

also be influenced by external factors that are difficult to 

control or measure within the scope of the study. These 

factors may include: 

Economic conditions  

Changes in disposable income  

Government regulations  

Technological advancements  

Availability of free streaming alternatives  

Because these factors are outside the control of the 

research design, they may influence consumer behavior in 

ways that are not captured in the study. 

10. Possibility of Response Bias 

Response bias may occur when respondents provide 
answers that they believe are expected or acceptable rather 

than expressing their true opinions. For example, some 

respondents may exaggerate their OTT usage or 

subscription behavior to appear more technologically 

advanced or socially aware. 

Such biases can affect the accuracy of the data and may 

lead to results that do not perfectly reflect actual consumer 

behavior. 

11. Limited Platform Comparison 

Another limitation of the study is that it may not compare 

different OTT platforms in detail. Consumers often 

subscribe to multiple streaming services simultaneously 

and evaluate them based on different criteria such as 

content variety, subscription price, and platform features. 

If the study treats OTT platforms as a single category 

rather than analyzing each platform separately, it may 
overlook important differences between individual 

services. 

12. Technological Accessibility Issues 

Although internet access in India has expanded 

significantly, there are still disparities in digital 

infrastructure across regions. Some potential respondents 

may have limited access to high-speed internet or may rely 

on shared devices for streaming content. 

These technological limitations can influence consumer 

perceptions of OTT platforms and may affect their 

willingness to subscribe. However, such factors may not 

be fully captured in the study. 

13. Language and Cultural Diversity 

India’s cultural and linguistic diversity can also pose 

challenges for research studies. Consumers from different 



How to cite : Mr. Abhishek Vora, CMA Dr. Kinnarry Thakkar, Impact of Perceived Value on Consumer Willingness to Subscribe to OTT 

Platforms in India Advances in Consumer Research. 2025;2(4): 5701-5715 

 

Advances in Consumer Research 5709 

 

 

regions may have different preferences for content, 

language, and storytelling styles. 

A study that focuses mainly on one language group or 

cultural segment may not fully represent the preferences 

of the entire population. Therefore, cultural diversity can 

limit the generalizability of the findings. 

14. Time and Resource Constraints 

Like most academic research projects, the study may face 

limitations related to time, financial resources, and access 

to data. Conducting large-scale surveys, collecting 

extensive datasets, and performing advanced statistical 

analysis require significant resources. 

Due to these constraints, the scope of the study may be 
restricted, and some potential research areas may remain 

unexplored. 

15. Limited Focus on Non-Subscribers 

The research may primarily focus on individuals who 

already use OTT platforms. However, it is equally 

important to understand the perspectives of non-

subscribers—people who choose not to subscribe to OTT 

services. 

11. Current Trends in Indian OTT Market  

Impact of Perceived Value on Consumer Willingness 

to Subscribe to OTT Platforms in India 

The Over-the-Top (OTT) streaming industry has 

experienced rapid transformation in recent years due to 
technological advancements, changing consumer 

preferences, and increasing competition among digital 

media companies. OTT platforms provide video content 

directly to consumers through the internet without the 

need for cable or satellite television services. In India, the 

OTT ecosystem has grown significantly because of 

affordable mobile data, widespread smartphone usage, 

and increasing demand for digital entertainment. 

Recent industry reports show that India’s OTT market has 

expanded dramatically, with over 1.45 billion monthly 

active users accessing streaming platforms, 

highlighting the shift toward digital content consumption.  

This rapid growth has resulted in several new trends 

shaping the future of the OTT industry. These trends 

influence consumer behavior, subscription decisions, and 

the perceived value of streaming platforms. 

1. Rapid Growth of the OTT Market 

One of the most significant trends in the digital 

entertainment industry is the rapid expansion of the OTT 

market. The increasing availability of high-speed internet 

and affordable smartphones has enabled millions of 

consumers to access online streaming services. 

The Indian OTT market is expected to grow steadily over 

the next decade due to factors such as: 

Increasing internet penetration  

Affordable mobile data plans  

Rising demand for on-demand entertainment  

Expansion of smart TVs and connected devices  

India’s OTT industry was valued at over $5.4 billion in 

2025 and is expected to grow at a strong rate in the 

coming years, indicating enormous potential for digital 

streaming services.  

This growth has intensified competition among streaming 

platforms and encouraged companies to develop 

innovative strategies to attract and retain subscribers. 

2. Rise of Regional Language Content 

Another major trend in the OTT ecosystem is the 

increasing production and consumption of regional 

language content. India is a linguistically diverse country 

with audiences that prefer content in their native 

languages. 

Streaming platforms have recognized this demand and are 

investing heavily in regional content across languages 

such as: 

Tamil  

Telugu  

Malayalam  

Bengali  

Marathi  

Kannada  

Research indicates that regional languages account for 

more than 50% of paid OTT subscriptions in India, 

showing a major shift in audience preferences toward 

local content.  

As a result, OTT companies are focusing on producing 

culturally relevant stories that resonate with local 

audiences. This localization strategy helps platforms 

expand their user base beyond metropolitan areas and 

attract viewers from smaller cities and rural regions. 

3. Hybrid Monetization Models 

In the early years of OTT platforms, most services relied 

primarily on subscription-based revenue models. 

However, consumer price sensitivity and increasing 

competition have led to the adoption of hybrid 

monetization models. 

Modern OTT platforms now use a combination of: 

SVOD (Subscription Video on Demand) – paid 

subscription services  

AVOD (Advertising Video on Demand) – free content 

supported by advertisements  

TVOD (Transactional Video on Demand) – pay-per-

view content  

FAST (Free Ad-Supported Streaming Television) – 

free linear streaming channels  

Hybrid models allow platforms to offer different pricing 

tiers to consumers with varying budgets. For example: 

Free ad-supported viewing for casual users  

Low-cost subscription plans with limited advertisements  

Premium ad-free plans for dedicated viewers  

Industry experts believe hybrid monetization will become 

the dominant strategy for OTT platforms because it helps 
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companies increase revenue while accommodating 

different consumer preferences.  

4. Growth of Micro-Drama and Short-Form Content 

Another important trend in the OTT industry is the 

emergence of short-form storytelling formats such as 
micro-dramas and short web series. These formats 

typically consist of episodes that last only a few minutes 

and are designed for mobile viewing. 

The popularity of short-form content is driven by: 

Changing attention spans of viewers  

Busy lifestyles  

Preference for quick entertainment during short breaks  

Industry experts predict that micro-dramas will continue 

to grow in popularity because they allow platforms to 

experiment with new storytelling techniques while 

reducing production costs.  

This trend also aligns with the rise of social media 
platforms where short video formats dominate user 

engagement. 

5. Artificial Intelligence and Personalization 

Technological innovation is another key trend shaping the 

OTT ecosystem. Streaming platforms increasingly use 

artificial intelligence (AI) and machine learning to 

enhance the user experience. 

AI technologies help OTT platforms: 

Analyze user viewing behavior  

Recommend personalized content  

Optimize streaming quality  

Improve search and navigation features  

Advanced algorithms analyze user preferences such as 

viewing history, watch time, and genre interests to suggest 

relevant content. This personalized recommendation 

system increases viewer engagement and improves 

perceived value for consumers. 

AI is also being used in content production, dubbing, and 

editing processes, significantly reducing production costs 

and improving efficiency in the entertainment industry.  

6. Live Streaming and Virtual Events 

OTT platforms are expanding beyond traditional movies 

and television series by offering live streaming 

experiences. Live sports, concerts, and cultural events are 

becoming an important part of digital entertainment. 

For example, platforms are exploring: 

Live music concerts  

Sports tournaments  

Reality show finales  

Interactive live events  

Streaming concerts online allows audiences to experience 

live performances from home without the cost and 

logistical challenges of attending physical events.  

This trend creates new revenue opportunities for OTT 

platforms and provides audiences with unique 

entertainment experiences. 

7. Connected TV and Multi-Device Streaming 

Another major trend in the OTT industry is the increasing 
adoption of connected TVs and smart devices. Consumers 

no longer rely solely on smartphones for streaming 

content. 

OTT content is now accessible through: 

Smart televisions  

Tablets  

Laptops  

Gaming consoles  

Streaming devices  

This multi-device accessibility allows consumers to enjoy 
seamless entertainment experiences across different 

platforms. As a result, OTT companies are optimizing 

their applications and user interfaces to provide consistent 

viewing experiences across devices. 

8. Increased Competition and Platform Consolidation 

The OTT market has become highly competitive, with 

numerous global and domestic players competing for 
viewers’ attention. As competition intensifies, companies 

are exploring mergers, acquisitions, and partnerships to 

strengthen their market position. 

Platforms are also focusing on: 

Exclusive content deals  

Strategic collaborations  

Bundled subscription packages  

These strategies help OTT providers increase subscriber 

numbers and improve market share. 

9. Rise of Niche OTT Platforms 

While large streaming platforms dominate the mainstream 

market, there is also a growing trend of niche OTT 

platforms catering to specific audiences. 

Examples of niche streaming categories include: 

Regional cinema platforms  

Sports streaming services  

Educational content platforms  

Religious and cultural content platforms  

Fitness and wellness streaming platforms  

These niche services focus on specialized audiences and 

offer highly targeted content, creating new opportunities 

for digital media businesses. 

10. Focus on Sustainable and Profitable Growth 

In recent years, OTT companies have shifted their focus 

from rapid expansion to sustainable profitability. Many 

platforms are now carefully evaluating their content 

investments and prioritizing high-quality productions 

with strong audience appeal. 
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Industry leaders emphasize that the future of OTT will 

depend on: 

Efficient content production  

Strategic pricing models  

Improved user engagement  

This shift toward profitable growth reflects the maturation 

of the OTT industry as companies move beyond initial 

expansion phases.  

12. History of OTT in India 

2010–2015: Early entrants (BigFlix, Spuul); limited by 

bandwidth. 

2016–2018: Jio’s 4G launch; Hotstar (now Disney+ 

Hotstar) gains mass users. 

2019–2021: Netflix, Prime Video expand; pandemic 

accelerates adoption. 

2022–2024: Consolidation and price wars; entry of 

JioCinema (free IPL streaming disrupts market). 

Impact of Perceived Value on Consumer Willingness 

to Subscribe to OTT Platforms in India 

The history of Over-the-Top (OTT) platforms reflects the 

broader transformation of the global media and 

entertainment industry. OTT services have revolutionized 
how audiences access and consume video content by 

delivering media directly through the internet without the 

need for traditional cable or satellite television networks. 

The development of OTT platforms is closely connected 

to technological advancements, the growth of high-speed 

internet, and the changing preferences of modern 

consumers. 

Understanding the historical evolution of OTT platforms 

is important for analyzing how the industry developed and 

why consumers today increasingly prefer digital 
streaming services over traditional television 

broadcasting. 

1. Early Foundations of Online Video Streaming 

(1990s–Early 2000s) 

The concept of streaming video content over the internet 

began in the 1990s, when internet technology started 

becoming available to the public. During this period, 

internet speeds were relatively slow and infrastructure 
was limited. However, technological pioneers began 

experimenting with methods of transmitting audio and 

video content through digital networks. 

One of the earliest developments in online media 

distribution was the introduction of streaming software 

such as RealPlayer, which allowed users to listen to audio 

broadcasts or watch short video clips through the internet. 

These early experiments demonstrated the potential of 

digital media delivery but were limited by low bandwidth 

and poor video quality. 

During this time, traditional television and cinema 

remained the dominant forms of entertainment. 

Consumers relied primarily on cable television networks, 

satellite broadcasting services, and physical media such as 

DVDs and VHS tapes for accessing movies and television 

programs. 

2. Emergence of Digital Media Platforms (Early–Mid 

2000s) 

The early 2000s marked the beginning of a significant 

shift in digital media distribution. Improvements in 

internet speed, the development of broadband networks, 

and advancements in video compression technologies 

made it possible to stream higher-quality content online. 

One of the most important milestones during this period 

was the transformation of Netflix. Initially launched in 

1997 as a DVD rental service, the company transitioned 

to online streaming in 2007, allowing subscribers to watch 

movies and television shows directly through the internet. 

This shift played a crucial role in popularizing the OTT 

model. 

Around the same time, video-sharing platforms such as 
YouTube gained massive popularity by enabling users to 

upload and share videos online. The success of such 

platforms demonstrated the growing demand for digital 

video content and encouraged media companies to 

explore internet-based distribution strategies. 

3. Growth of OTT Platforms Worldwide (2010–2015) 

The period between 2010 and 2015 witnessed rapid 
growth in OTT streaming services globally. Several media 

companies and technology firms entered the digital 

streaming market by launching their own OTT platforms. 

Major developments during this phase included: 

Expansion of streaming libraries with licensed television 

and movie content  

Development of subscription-based streaming models  

Introduction of smart TVs and connected devices  

Growth of mobile internet usage  

During this period, Amazon Prime Video entered the OTT 

market, offering subscribers access to movies, TV shows, 

and exclusive original content. The success of OTT 
platforms encouraged media companies to invest heavily 

in digital streaming services as consumers began shifting 

away from traditional television. 

Another key development during this period was the rise 

of original programming produced specifically for 

streaming platforms. These original series helped OTT 

platforms differentiate themselves from traditional 

broadcasters and attract large audiences. 

4. Introduction and Expansion of OTT Platforms in 

India (2015–2019) 

The OTT industry in India began gaining momentum in 

the mid-2010s. Several factors contributed to the rapid 

growth of digital streaming services in the country. 

One of the most important catalysts was the launch of 

high-speed mobile internet services, particularly after the 
expansion of 4G networks. Affordable data plans 

significantly increased internet accessibility for millions 

of users across urban and rural areas. 

During this period, several global and domestic OTT 

platforms entered the Indian market, including: 

Netflix  
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Amazon Prime Video  

Disney+ Hotstar  

SonyLIV  

ZEE5  

These platforms began offering a wide range of content, 

including Bollywood movies, international films, 

television shows, documentaries, and web series. 

Importantly, many OTT providers also started producing 

original Indian content tailored to local audiences. 

This period also witnessed the rapid growth of smartphone 

usage in India, which played a critical role in expanding 
the OTT user base. Mobile devices became the primary 

platform for streaming content among Indian consumers. 

5. Impact of the COVID-19 Pandemic on OTT Growth 

(2020–2021) 

The COVID-19 pandemic significantly accelerated the 

growth of OTT platforms worldwide. During lockdowns 

and social distancing restrictions, cinemas, theatres, and 

entertainment venues were closed for extended periods. 
As a result, consumers turned to online streaming 

platforms for entertainment. 

OTT platforms experienced a surge in viewership during 

this period because: 

People spent more time at home  

Movie theatres were closed  

Digital content became the primary source of 

entertainment  

Several major film productions were released directly on 

OTT platforms instead of cinemas during this time. This 

shift further strengthened the position of streaming 

services in the entertainment industry. 

The pandemic also introduced many new users to OTT 

platforms, including individuals who had previously 

relied solely on traditional television. As a result, OTT 

adoption increased dramatically across different age 

groups and demographic segments. 

6. Expansion and Intensified Competition (2022–

Present) 

In recent years, the OTT market has become increasingly 

competitive as numerous platforms compete for viewers 

and subscribers. Streaming companies have adopted 

various strategies to attract and retain audiences, 

including: 

Producing exclusive original content  

Expanding regional language programming  

Offering flexible subscription plans  

Providing personalized recommendations through 

artificial intelligence  

OTT platforms have also experimented with different 

business models, such as ad-supported streaming services 

and hybrid subscription models. 

Additionally, the industry has seen partnerships between 

OTT platforms and telecom companies, enabling users to 

access streaming services through bundled mobile data 

plans. 

7. Evolution of Content Consumption Patterns 

The history of OTT platforms also reflects a major shift in 

consumer behavior. In the past, audiences relied on 
scheduled television programming, where viewers had to 

watch shows at fixed times determined by broadcasters. 

OTT platforms introduced the concept of on-demand 

entertainment, allowing users to choose what they want 

to watch and when they want to watch it. This flexibility 

has transformed viewing habits and increased consumer 

satisfaction. 

Another significant change is the popularity of binge-

watching, where viewers watch multiple episodes of a 

series consecutively. Streaming platforms often release 

entire seasons of television shows at once, encouraging 

viewers to watch several episodes in a single session. 

8. Development of Original Content and Creative 

Storytelling 

As OTT platforms expanded, they began investing heavily 
in original productions. These exclusive shows and films 

helped platforms differentiate themselves and attract 

subscribers. 

Original OTT content often explores diverse themes and 

storytelling formats that may not be feasible in traditional 

television broadcasting. This creative freedom has 

allowed filmmakers and content creators to experiment 

with innovative narratives, genres, and production styles. 

In India, OTT platforms have played an important role in 

promoting independent filmmakers and introducing new 

storytelling perspectives to audiences. 

9. Technological Advancements in OTT Streaming 

Technological innovation has been a key driver in the 

evolution of OTT platforms. Over the years, several 

advancements have improved the streaming experience 

for consumers. 

These include: 

High-definition (HD) and ultra-high-definition (4K) video 

streaming  

Adaptive streaming technologies that adjust video quality 

based on internet speed  

Artificial intelligence-based content recommendation 

systems  

Multi-device compatibility for smartphones, tablets, and 

smart TVs  

Such technological improvements have enhanced user 

satisfaction and increased the perceived value of OTT 

services. 

10. Future Direction of the OTT Industry 

The historical evolution of OTT platforms suggests that 

the industry will continue to grow and evolve in the 

coming years. Future developments may include: 

Expansion of immersive technologies such as virtual 

reality and augmented reality  
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Increased personalization through advanced AI 

algorithms  

Growth of regional and niche content platforms  

Greater integration with social media and interactive 

entertainment 

13. Discussion 

The regression results support all hypotheses, with price 

value (β=0.42, p<0.01) emerging as the strongest 

predictor, followed by functional value (β=0.31). 

Emotional value (β=0.15) and social value (β=0.12) also 

positive but weaker. This aligns with Zeithaml’s 

perceived value theory but contrasts with Western studies 

where emotional value often dominates. Indian consumers 
prioritize “value for money” and content volume/quality. 

Interestingly, social value was higher among younger 

urban users (18–25 years) due to FOMO (fear of missing 

out) on trending shows. Price sensitivity was lower for 

high-income groups but severe for students and semi-

urban users. 

1. Role of Perceived Value in Consumer Decision-

Making 

One of the key findings of this study is that perceived 

value plays a significant role in shaping consumers’ 

willingness to subscribe to OTT platforms. Consumers 

evaluate the overall value of a service by comparing the 

benefits they receive with the costs they incur. In the 

context of OTT platforms, perceived value is influenced 

by multiple factors such as content quality, subscription 

price, convenience, and platform features. 

When consumers believe that an OTT platform provides 
high-quality entertainment at a reasonable price, they are 

more likely to perceive the service as valuable and 

subscribe to it. Conversely, if the cost of a subscription is 

perceived to be higher than the benefits received, 

consumers may choose not to subscribe or may cancel 

their existing subscriptions. 

The results of the study indicate that perceived value acts 

as a strong psychological determinant of consumer 

behavior. Consumers often make subscription decisions 

based not only on price but also on the overall experience 

offered by the streaming service. 

2. Influence of Content Quality and Variety 

Another important aspect highlighted in the study is the 

role of content quality and variety in shaping perceived 

value. OTT platforms that offer a wide range of movies, 

television shows, web series, documentaries, and original 

productions are more likely to attract and retain 

subscribers. 

Consumers often subscribe to streaming platforms that 

provide exclusive or original content that cannot be 

accessed elsewhere. This exclusivity increases the 

perceived value of the platform because consumers feel 

they are receiving unique entertainment experiences. 

In the Indian context, the availability of diverse content 

genres and storytelling formats has significantly 
contributed to the growth of OTT platforms. Audiences 

are increasingly interested in web series and independent 

productions that explore themes and narratives not 

typically found in traditional television programming. 

The discussion suggests that content strategy plays a 

crucial role in influencing subscription behavior. OTT 

platforms that consistently deliver engaging and high-

quality content are more likely to maintain long-term 

relationships with subscribers. 

3. Impact of Pricing and Economic Value 

Pricing is another important factor that influences 

perceived value and subscription decisions. Consumers 

evaluate whether the cost of a subscription is justified by 

the quality and quantity of content available on the 

platform. 

In India, price sensitivity is particularly high because 

consumers have access to multiple entertainment options, 

including free or low-cost alternatives. As a result, OTT 

platforms must carefully design their pricing strategies to 

remain competitive. 

The study indicates that consumers are more willing to 

subscribe to platforms that offer flexible subscription 

plans, such as: 

Monthly or annual subscriptions  

Mobile-only plans  

Bundled services with telecom providers  

These pricing strategies increase perceived economic 

value by making OTT services more affordable and 

accessible to a broader audience. 

4. Importance of Convenience and Accessibility 

Convenience is another major factor influencing 

perceived value in the OTT ecosystem. One of the primary 

advantages of streaming platforms is the ability to access 

content anytime and anywhere through internet-enabled 

devices. 

Unlike traditional television broadcasting, which requires 

viewers to watch programs at specific times, OTT 

platforms allow users to choose when and how they want 

to watch content. This flexibility has significantly 

improved the viewing experience and increased consumer 

satisfaction. 

Additionally, the availability of OTT services on multiple 

devices—including smartphones, tablets, laptops, and 
smart TVs—enhances accessibility. Consumers 

appreciate the ability to switch between devices 

seamlessly while continuing their viewing experience. 

The study findings suggest that convenience and 

accessibility significantly increase perceived value, which 

in turn encourages consumers to subscribe to OTT 

platforms. 

5. Influence of Technological Features 

Technological features also play a critical role in shaping 

consumers’ perceptions of OTT platforms. Advanced 

features such as personalized content recommendations, 

offline downloads, and high-definition streaming 

contribute to a positive user experience. 

Artificial intelligence and machine learning technologies 

enable OTT platforms to analyze user preferences and 
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recommend content that aligns with individual interests. 

This personalization increases viewer engagement and 

enhances the perceived value of the platform. 

Furthermore, improvements in streaming technology have 

made it possible to deliver high-quality video content even 

in areas with moderate internet connectivity. These 

technological advancements have made OTT services 

more accessible and appealing to a wider audience. 

6. Role of Regional and Localized Content 

The study also highlights the importance of regional and 

localized content in the Indian OTT market. India is a 

culturally diverse country with audiences that speak 

multiple languages and have different entertainment 

preferences. 

OTT platforms that produce content in regional languages 

such as Hindi, Tamil, Telugu, Malayalam, and Bengali are 

more likely to attract a diverse audience base. Localized 

storytelling resonates strongly with viewers because it 

reflects their cultural values, traditions, and social 

experiences. 

As a result, regional content significantly increases 

perceived value by making the platform more relevant to 
different audience segments. This trend has encouraged 

OTT companies to invest heavily in regional productions. 

7. Influence of Changing Consumer Behavior 

The discussion also considers broader changes in 

consumer behavior that have contributed to the popularity 

of OTT platforms. Modern audiences prefer flexible and 

personalized entertainment experiences rather than fixed 

programming schedules. 

The concept of binge-watching, where viewers watch 

multiple episodes of a series consecutively, has become a 

common practice among OTT users. Streaming platforms 

often release entire seasons of shows at once, allowing 

viewers to consume content at their own pace. 

Additionally, younger audiences in particular are more 

comfortable with digital technologies and prefer 

streaming services over traditional television. This 
generational shift in media consumption habits has played 

a significant role in the growth of OTT platforms. 

8. Competitive Environment in the OTT Market 

The increasing number of OTT platforms has created a 

highly competitive market environment. Consumers now 

have numerous streaming options to choose from, which 

means they can easily switch between platforms if they 

are not satisfied with the perceived value offered. 

To remain competitive, OTT companies must 

continuously improve their services by: 

Producing high-quality original content  

Enhancing user interface design  

Offering competitive pricing plans  

Providing personalized viewing experiences  

The discussion suggests that companies that successfully 

deliver superior perceived value are more likely to attract 

and retain subscribers in this competitive landscape. 

9. Relationship Between Perceived Value and 

Customer Loyalty 

Another important observation from the study is the 

relationship between perceived value and customer 

loyalty. When consumers perceive a streaming platform 

as valuable, they are more likely to continue their 

subscriptions and recommend the service to others. 

Customer loyalty is essential for the long-term success of 

OTT platforms because acquiring new subscribers is often 

more expensive than retaining existing ones. By focusing 

on delivering consistent value to consumers, OTT 

companies can build strong and lasting relationships with 

their users. 

10. Implications for OTT Service Providers 

The findings of this study have important implications for 

OTT service providers. To increase consumer willingness 

to subscribe, companies must focus on enhancing the 

overall value offered to users. 

Some strategies that can help improve perceived value 

include: 

Expanding content libraries with diverse genres and 

regional programming  

Offering flexible and affordable subscription plans  

Investing in high-quality original productions  

Improving streaming quality and platform performance  

Enhancing personalization through advanced 

technologies 

14. Results 

72% of respondents expressed willingness to subscribe if 

perceived value > subscription cost. 

Top drivers: Ad-free experience (86%), exclusive content 

(81%), multi-device sync (74%). 

Barriers: High cumulative cost of multiple subscriptions 

(68%), content not in native language (45%). 

SEM model fit indices: CFI=0.94, RMSEA=0.06, 

SRMR=0.05 – good fit. 

Demographic finding: Tier-2 cities show higher price 

sensitivity but stronger emotional value from regional 

content. 

15. Conclusion 

Perceived value significantly drives subscription 

willingness for OTT platforms in India, with price and 

functional value being most critical. While emotional and 
social values play supporting roles, Indian consumers 

remain pragmatic. OTT platforms must balance content 

investment with affordable pricing. The study validates 

that perceived value theory is applicable to digital 

subscription services in emerging markets but requires 

cultural adaptation. 

16. Suggestions and Recommendations 

For OTT Platforms: 

Introduce micro-subscription plans (weekly or per-

content payment). 
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Invest in regional language originals to boost emotional 

value. 

Use social features (watch parties, shareable clips) to 

enhance social value. 

Bundle with non-competing services (e.g., music 

streaming, e-books). 

For Policymakers: 

5. Monitor anti-competitive bundling by telecom-OTT 

partnerships. 

6. Promote digital literacy to help consumers assess value. 

For Future Marketers: 

7. Segment users by value perception clusters (price-

driven, content-driven, socially-driven). 

17. Future Scope 

Longitudinal study tracking actual subscription renewal 

vs. intention. 

Comparative analysis between India and other emerging 

economies (Brazil, Indonesia). 

Role of perceived value in reducing account 

sharing/piracy. 

Integration of perceived risk (data privacy, cancellation 

complexity) into value model. 

Impact of generative AI (personalized trailers, AI 

dubbing) on perceived value. 
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