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INFORMATION & TECHNOLOGY MANAGEMENT | RESEARCH ARTICLE

Streaming towards innovation: Understanding 
consumer adoption of OTT services through IRT 
and TAM
Aruna Polisetty1, G Sowmya1 and Subhajit Pahari1*

Abstract:  The rise of cord-cutting due to technological advancements and internet 
accessibility has led to an increased interest in understanding the adoption behavior 
of consumers towards over-the-top services (OTTs). This study aimed to compre
hend the barriers to adopting the first wave of OTTs and the innovation character
istics, along with the propagation mechanism, in the second wave, using the 
Innovation Resistance Theory (IRT) and the Technology Acceptance Model (TAM), 
respectively. The study was conducted in India, with 302 and 572 respondents for 
the first and second waves, respectively. Data were analyzed through confirmatory 
factor analysis and structural equation modeling. The findings revealed that value 
barriers, technology vulnerability barriers, and individual barriers had the highest 
impact on consumer resistance, negatively impacting continued usage intention. 
Consumer habits were found to play a conditional role in antagonizing the effects of 
consumer resistance on continued usage intention. In the second wave, innovation 
and consumer characteristics had no significant impact on continued usage beha
vior. Instead, a robust propagation mechanism was explored to overcome consu
mer resistance and promote innovation. These findings provide valuable insights for 
OTT service providers and policymakers to promote continued usage intention and 
overcome consumer resistance.

Subjects: ICT; Consumer Behaviour 

Keywords: technology; over-the-top services; Innovation Resistance Theory; Technology 
Acceptance Model; propagation mechanism; consumer adoption

PUBLIC INTEREST STATEMENT 
Our research delves into the fascinating world of streaming services, like Netflix and Amazon Prime, and 
how people in India have embraced them. With more and more of us cutting the cord and moving to 
these platforms, understanding what drives or hinders our choices is crucial. We found that concerns 
about value for money, technology issues, and personal habits can make people hesitant to keep using 
these services. However, what is truly intriguing is how, in the second wave of streaming, innovation and 
personal traits do not matter as much. Instead, the way these services spread and convince people to 
stick around becomes vital. This insight is not just for companies offering streaming, but also for 
policymakers, as it can help them make decisions that benefit everyone. So, whether you are a fan of 
binge-watching or just curious about the future of entertainment, our study has something for you. 
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1. Introduction
The advancement of technology has dramatically impacted the media industry and television 
content consumption. Consumer content consumption patterns have changed due to the rise of 
the internet, mobile devices, and the availability of various channels and content (Chalaby & 
Plunkett, 2021). The growth of various streaming services, such as Netflix, Amazon Prime, Hulu, 
and Disney+, has disrupted the traditional TV industry, leading to changes in production, distribu
tion, and monetization models. The shift towards online content consumption has also led to the 
decline of traditional TV ratings and the rise of alternative metrics such as online views and social 
media engagement (Nagaraj et al., 2021). Over-the-top services (OTTs) are monetization services 
that allow consumers-centred experiences, where users can watch TV shows and movies on 
demand and customize their viewing experiences according to their preferences directly over the 
internet on devices such as smartphones, smart TVs, laptops, tablets, etc. (Basu et al., 2022). The 
robust growth in OTT on-demand video consumption is accompanied by a global decline in offline 
TV viewing, revealing users’ preferences for on-demand multimedia content, with estimated 
revenue growth of 3.9% worldwide and 5.3% in India by 2024 (Statista, 2020).

Over-the-top (OTT) platforms are online video and audio streaming services that allow users to 
access and view content through the internet, without the need for a traditional cable or satellite 
subscription. Subscribers can watch or listen to the content on a variety of devices, including 
smartphones, tablets, smart TVs, and laptops. Some popular OTT platforms include Netflix, 
Amazon Prime Video, Hulu, Disney+, and YouTube TV. These services have disrupted traditional 
means of accessing entertainment and have become increasingly popular due to their accessi
bility, affordability, convenience, and the wide range of content they offer. Introduced by Reliance 
Entertainment in 2008, BIGFlix was the first independent OTT platform in India. Over the previous 
few years, OTTs have gained tremendous prominence; though the amount of investigation in this 
arena is limited and primarily focused on consumer satisfaction, consumer engagement, beha
vioural patterns, and ratings. Adoption of OTT services was highlighted by only few studies and 
mostly, TVC theory (Chakraborty et al., 2023), UTAUT2 model (Bhattacharyya et al., 2022), custo
mer-engagement model (Gupta & Singharia, 2021a), were used by earlier investigators. 
Surprisingly, there has not been much investigation into OTT resistance. However, the increasing 
numbers of works in this domain signify its importance. Consequently, it will be worthwhile to 
research the combination of consumer acceptance and resistance to OTT.

The progression of OTTs headed to changes in people’s preferences, technology, and conveni
ence. However, the traditional media is still dominating the media consumption market with 
a strong base in the rural and regional corners of India (Nagaraj et al., 2021). Despite the benefits 
provided by OTTs, Indian consumers have traditionally been habituated to watching new releases 
at cinema theatres only. The OTTs user penetration rate in India is only 4.6% when compared to 
the global rate of 16.2%, that reflects the need to better understand the target market and 
reasons for restricting OTTs platforms in India (Statista, 2020). But an unexpected upsurge in the 
usage of OTTs has been seen because of the outbreak COVID-19. The extended social distancing, 
work-from-home (WFH), and lockdowns caused by the COVID-19 pandemic made everyone stay 
home. It resulted in people having more free time, and many chose to spend that time watching 
TV and using online streaming services, leading to an increase in viewership (Sharma & Elioth 
Lulandala, 2023). However, when compared to developed countries emerging countries such as 
India are resisting OTTs consumption, people are sceptical about spending on OTT platforms and 
prefer the usage of free content available online (Madnani et al., 2020).

Due to ban on public gatherings and restrictions during the COVID-19 pandemic, numerous 
movie studios released their big-screen films directly on OTT platforms to evade release postpone
ments and financial losses. In 2020 and 2021, OTT platforms subscribed special streaming rights to 
many new movies (Basu et al., 2022). However, consumers’ resistance or willingness towards 
content consumption with OTTs related to expectations, current standards, and predetermined 
performance standards (Nagaraj et al., 2021). OTT platforms turned to be more pocket friendly in 
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2021, the monthly subscription for Netflix was H199 for a single device, and many people can 
watch a movie with that single subscription pack.

However, the theatrical experience of big-screen, high-resolution projectors provide the consu
mer with wholesome viewing experience (Chakraborty et al., 2023). While films opt for OTT 
releases, viewers compare these films with theatrical experience and confirm their acceptability 
or resistance to use. Thus, service providers need to use various methods to reach a large audience 
and promote innovations, propagation mechanisms (PM) influence the acceptance and diffusion of 
inventions (Yener & Taşçıoğlu, 2020). However, adoption of innovation is a complex process that 
can be influenced by various factors. The same factors that drive resistance to an innovation can 
also drive to its adoption, because the motives for resistance and adoption can co-exist throughout 
the life of innovation (Basu et al., 2022).

In the realm of over-the-top (OTT) services, a noteworthy research gap emerges. While existing 
studies delve into either the adoption or resistance dynamics among consumers, a striking absence is 
the integration of both facets. Furthermore, the pivotal influence of propagation mechanism remains 
unexplored in the context of OTT, creating an intriguing avenue for future research. Bridging these 
gaps can provide a holistic understanding of consumer behavior and the driving forces behind OTT 
services’ success or hindrance. Thus, the present study aims to uncover both the reasons for adopting 
and resisting the OTTs. In particular, the study seeks to address three main questions:

RQ1: What barriers drive the consumers to resist OTT platforms?

RQ2: What characteristics drive the consumer’s willingness to subscribe OTT platforms?

RQ3: Does propagation mechanism moderates the continued usage behaviour of consumers?

The current study was conducted in two waves, the data collected during 2020 and 2022. First- 
wave data is collected during the preliminary stage of OTT adoption in 2020, and second-wave 
data collected during the acceptance of OTTs period is in 2022 from different groups (the data 
contained in two waves are from a separate set of respondents). India is used as the context of the 
study, used conditional role of propagation mechanism during second-wave. The study results 
necessitated the role of propagation mechanism with the help of innovation characteristics, and 
consumer characteristics to overwhelmed consumer resistance and promote innovation adoption 
(Jahanmir & Cavadas, 2018; Zolkepli & Kamarulzaman, 2015). The study underlies on the 
Innovation Resistance Theory (wave 1) and the Technology Acceptance Model (wave 2). In the 
first wave, IRT provides a valuable framework to assess and address potential barriers and 
resistance to OTT adoption, such as perceived risks and uncertainties. This helps researchers 
identify initial hurdles that may impede adoption. In the second wave, TAM focuses on the 
users’ perceptions of ease of use and perceived usefulness, shedding light on factors influencing 
their intentions and actual usage, contributing to a holistic understanding of OTT adoption in India. 
By integrating these two theories, the study delves deeper into the dynamics of OTT acceptance, 
effectively capturing the initial resistance and later acceptance phases, ultimately offering valu
able insights for OTT service providers and policymakers aiming to enhance technology adoption in 
the Indian market.

The present study is structured by offering background literature on the emergence of the 
willingness to adopt OTTs and its influence on personal and innovative characteristics, followed 
by hypothesis development. The research design was framed to understand what characteristics 
and propagation mechanism influence the willingness to adopt OTTs for a continued usage 
behaviour. Subsequently, the study was organised by wave one and wave two quantitative 
study. Later, data analysis results from analysis and a general discussion based on the results. 
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Finally, the study presented theoretical and managerial implications, limitations and directions for 
future research and conclusion.

2. Theoretical framework

2.1. Innovation Resistance Theory (IRT)
The IRT provides a theoretical framework for consumer resistance. The theory aids in compre
hending user behaviour that is resistance-focused (Ram & Sheth, 1989). Here, innovation 
resistance is understood as behaviour brought about by reasoned consideration and decision- 
making concerning the adoption and application of innovation due to potential changes 
brought about by modifications to the current status quo and divergence from the current 
belief system (Kaur et al., 2020). Customer reluctance can have a significant impact on 
whether technologies succeed or fail. Users may exhibit resistance-oriented behaviour as 
a result of the changes innovation has caused in their lives and behaviours (Heidenreich & 
Kraemer, 2016). Consumer resistance can be categorised as both active as well as passive 
resistance (Talwar, Talwar et al., 2020). The IRT’s emphasis on analysing customer reactions to 
products from the perspective of functional and psychological barriers gives academics 
a theoretical foundation for deciphering why certain people are resistant to technological 
changes (Ram & Sheth, 1989).

2.2. Technology Acceptance Model (TAM)
The Technology Acceptance Model (TAM) has played a pivotal role in elucidating users’ adoption 
and acceptance of over-the-top (OTT) services. As the digital landscape continues to evolve, TAM 
has provided a valuable framework for researchers to explore the factors influencing user decisions 
when embracing OTT platforms. Previous studies have consistently identified perceived ease of use 
and perceived usefulness as two fundamental constructs within TAM that significantly impact user 
intentions and actual usage of OTT services (C. H. Chen et al., 2023; Yousaf et al., 2021). 
Additionally, TAM has been adapted and extended to include context-specific variables that 
account for the unique features of OTT services, such as content quality, streaming quality, and 
social influence (Gupta & Singharia, 2021b; Nagaraj et al., 2021). These studies have demonstrated 
the model’s adaptability and applicability in the context of OTT, shedding light on the dynamic and 
multifaceted nature of user acceptance, thereby contributing to our understanding of the OTT 
landscape.

3. Research model and hypotheses
The first study model based on IRT undertakes five obstacles for consumers towards OTTs. The 
framework investigates the connection between different barriers and OTTs’ intention to con
tinue OTT.

3.1. Functional barriers and consumer resistance to OTT
Usage barrier assesses the obstacle that results from the exertion required to learn and utilising 
the invention and examines the resistance brought on by modifications that the breakthrough 
might have (Ram & Sheth, 1989). Individuals with little technical expertise or app usage experience 
may encounter difficulties due to a technology’s complexities which trigger Consumer resistance 
(Anshu et al., 2022). When invention deviates from the accepted values, resistance develops, and 
this friction is known as a value barrier (Raj et al., 2020). When it comes to online services, 
customers want the providers to deliver more value than what they must expend to learn how 
to use the apps otherwise value barrier occurs and leads to Consumer resistance (Ray et al., 2020). 
Risk barriers are concerned with the resistance brought on by uncertainties concerning any 
innovation. Any innovation that has substantial uncertainties will be less accepted. Risk barriers 
have negative implications in a variety of scenarios, including online purchasing, e-banking, FDAs, 
etc. according to prior study (Leong et al., 2020). Thus, we propose:
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H1: Functional barriers (Usage Barriers, Value Barriers, Risk Barriers) influence consumer resis
tance to OTT

3.3. Psychological barrier and consumer resistance to OTT
One’s desire to use is influenced by the traditional barrier since any potential contradiction would 
be met with a severe backlash. In a variety of scenarios, such as mobile commerce, scholars have 
discovered a negative link between traditional barriers and the intention to use technology (Talwar 
et al., 2020). The image barrier, on the other hand, enters the picture since inventions obtain 
a certain identification from their foundations, such as the product class, nation of origin, and the 
brand itself (Kushwah et al., 2019). The image barrier, meanwhile, results from thinking in terms of 
stereotypes and leads to resistance to innovation in various contexts according to earlier 
researches (Arif et al., 2020). Technological Vulnerability barriers plays crucial role in consumers’ 
resistance to technology. According to previous researchers, Technological Vulnerability barriers 
include both technological dependence and technology anxiety which are directly related to 
Consumer resistance (Kamal et al., 2020). Research indicates, everyone gets a little anxious 
when dealing with new innovation because of fear of addiction, missing out other important 
tasks or interference in between etc. (Webb & Doman, 2019). Thus, we propose:

H2: Psychological barrier (Traditional Barriers, Image Barriers, Technology Vulnerability) influence 
consumer resistance to OTT

3.4. Individual barriers and consumer resistance to OTT
It is crucial to evaluate the impact of customer individual attributes on consumer resistance to 
innovation since these qualities have been shown to be decisive factors for any such resistance 
(Kushwah et al., 2019). Lack of excitement, feeling uncomfortable, satisfaction over traditional 
technology, sceptical and doubt about success might be the causes of the individual barrier in the 
context of new technologies. Understanding Individual Barriers is crucial since research has 
demonstrated that consumer behaviour influences susceptibility to innovation because it varies 
from consumer to customer (Mani & Chouk, 2018). Thus, we propose:

H3: Individual barriers influence consumer resistance to OTT

3.5. Moderating role of habit
Habit is the extent to which individuals naturally carry out behaviours as a result of earlier learning 
(Tam et al., 2020). In the domain of ICT, the habit construct refers to a learnt behaviour that 
becomes spontaneous and unconscious and influences information system adoption decision and 
usage. Information systems research link habit to continuing intention (Wilmer et al., 2017). When 
habit was investigated as moderating construct in previous studies, it constrained the prediction 
capability of other factors as habit affects usage pattern (Gomaa & El-Masry, 2016). Based on 
earlier findings put out by researchers, this study made the assumption that, due to the influence 
of habit, consumer resistance might have a multitude of repercussions on consumers’ continued 
intention to use OTT. Therefore, we pose:

H4: Habit moderates the relationship between consumer resistance to OTT and continuation 
intention.

3.6. Consumer resistance and continuation intention
Resistance is a reflection of a user’s propensity to resist or oppose change. Resistance to 
change is a basic characteristic which is related to how people feel about technology change 
(Amarantou et al., 2018). One primary reason innovation fails to achieve commercial success is 
customer resistance. It is a crucial element that has the potential to hinder or postpone the 
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acceptance of any innovation (Heidenreich & Kraemer, 2016). According to research, people 
reject new technology because it frequently entails subtle or significant changes, or it is 
accompanied by uncertainty. Resistance to change is a sign that users would prefer to keep 
using a system in its existing configuration by rejecting the new one (Özdemir-Güngör & 
Camgöz-Akdağ, 2018). Previous research discovered that resistance impacted users’ intentions 
to continue using online banking and shopping (Katiyar & Badola, 2018). If impediments are 
too high, those who acquire technology, following the trend, would reject it and revert to prior 
technology. Thus, we propose:

H5: Consumer resistance influences continuation intention.

3.7. Innovation characteristics
One of the constructs in the TAM is perceived usefulness (Davis, 1989). It refers to the extent 
to which an individual considers that employing a certain system would increase his perfor
mance (Singh & Sinha, 2020). It has been discovered that raising the degree of perceived 
usefulness in utilizing technologies has been a significant motivator for customers to embrace 
technologies (Cheung et al., 2019). The ability to test a concept, procedure, method, or 
invention before deciding whether to accept it is referred to as trialability (Al-Rahmi et al.,  
2019). The extent of ICT experimentation impacts how familiar people get with certain tech
nologies and whether they are eventually adopted. Trialability enhances the trust of potential 
implementers and reduces their uncertainty risk (Raman et al., 2021); thus is typically adopted 
faster. Price, a significant factor in marketing research, is a metric which represents the 
sacrifice customers make in exchange for products or services (Cakici et al., 2019). 

Table 1. Explanation of constructs (1st wave)
variables Explanation Source
Functional Barriers (Usage Barriers, 
Value Barriers, Risk Barriers

Usage Barriers relate to challenges 
in product/service operation, Value 
Barriers involve perceived benefits 
versus costs, and Risk Barriers are 
concerns about potential negative 
consequences.

(Cham et al., 2022)

Psychological Barrier (Traditional 
Barriers, Image Barriers, 
Technology Vulnerability)

Traditional Barriers are resistance 
to change due to established 
practices. Image Barriers involve 
concerns about public perception. 
Technology Vulnerability pertains 
to fear of technology failures.

(Krings et al., 2022)

Individual barriers (passive 
innovative resistance)

This refers to a person’s reluctance 
to adopt new ideas or innovations 
due to passive opposition, inertia, 
or a preference for the status quo

(Heidenreich et al., 2022)

Consumer resistance Consumer resistance refers to the 
reluctance or unwillingness of 
individuals to adopt or accept 
a particular product, service, 
technology, or innovation.

(Talwar et al., 2020)

Habits Habits are typically ingrained 
through repetition and become 
automatic responses to certain 
cues or triggers.

(Bollweg et al., 2020)

Continuation intention Continuation intention, in the 
context of consumer behavior, 
refers to an individual’s intention or 
willingness to continue using or 
engaging with a product, service, 
technology.

(Al-Adwan et al., 2022)
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Customers place more weight on perceived value than actual value as “perceived pricing” 
highlights an individual’s assessment of a product’s monetary worth which impacts their 
adoption intention (Büyükdağ et al., 2020).

Rogers (1962) identified relative advantage as the extent customers observe a new product 
or service as enhanced than its substitute. Previous studies in the context of ICT innovation 
have found significant relationship between Perceived Relative advantage and intention to 
adopt technology (Yuen et al., 2020). Perceived compatibility can be explained, in this context, 
as the degree to which an OTT system is perceived as being consistent with the existing values, 
needs, and experiences of consumers. Perceived compatibility has often been used in informa
tion systems adoption literature as a determinant of intention and perceived usefulness 
(Humbani & Wiese, 2019). Again, in the context of adopting technology, the dichotomy 
between reversibility and irreversibility is crucial. After being exposed to a new technology, 
a consumer’s capacity to return back to its initial position easily is known as Reversibility in the 
context of ICT technologies (Chulkov, 2017). If technology has a high degree of reversibility, 
users can return to older technology if they do not like it, which increases the probability of 
adopting new technology.

Table 2. Explanation of constructs (2nd wave)
variables Explanation Source
Innovation characteristics 
(Perceived usefulness, Perceived 
Trialability, Perceived Price, 
Perceived Relative advantage, 
Perceived Compatibility, Perceived 
Reversibility)

Perceived usefulness is the extent 
to which the innovation is seen as 
beneficial. Perceived Trialability 
refers to the ability to experiment 
with it. Perceived Price relates to its 
cost. Perceived Relative advantage 
assesses its superiority over 
existing solutions. Perceived 
Compatibility evaluates its 
alignment with existing practices, 
and Perceived Reversibility gauges 
the ease of returning to the prior 
state if needed.

(Vahdat et al., 2020)

Consumer characteristics 
(Perceived Self-efficacy, Perceived 
Initial user experience)

Perceived Self-efficacy is an 
individual’s belief in their ability to 
use a product or service effectively. 
Perceived Initial user experience 
refers to the expectations and 
satisfaction derived from the first 
interactions with the product, 
shaping perceptions and 
influencing future adoption 
decisions.

(Li et al., 2022)

Willingness to subscribe OTT This refers to an individual’s or 
consumer’s readiness or inclination 
to sign up for and pay for content 
streaming services.

(Saiti et al., 2022)

Propagation mechanism A propagation mechanism refers 
to the process or means by which 
something, such as information, 
ideas, trends, or innovations, 
spreads and disseminates within 
a population or across a network.

(Ebrahimi Fard & Verma, 2022)

Continued usage behavior This refers to the ongoing or 
sustained use of a product, service, 
or technology over an extended 
period.

(Al-Adwan et al., 2022)
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H6: Innovation characteristics (Perceived usefulness, Perceived Trialability, Perceived Price, 
Perceived Relative advantage, Perceived Compatibility, Perceived Reversibility) have substantial 
impact on willingness to subscribe OTT.

3.8. Consumer characteristics
The traditional definition of perceived self-efficacy is one’s perception of their own competence in 
particular fields. Self-efficacy gauges a person’s capacity to carry out a specific task while utilising 
technology (Chen & Cheng, 2020). Previous researches have supported the impact of self-efficacy 
on effort expectations for technology adoption (Tanveer et al., 2021). The impact of self-efficacy on 
acceptance and continuing intentions in the context of mobile shopping applications is further 
supported by Thakur (2018). Self-efficacy was found by Upadhyay et al. (2022) to have 
a substantial impact on attitudes and usage patterns for mobile payments. User interaction and 
experience with a product or service are referred to as the customer experience. It encompasses 
how useful, simple, and effective something is in consumer’s eyes (Portz et al., 2019). Due to the 
mismatch of features and usefulness, previous research has demonstrated how poor product 
qualities lead to disgruntled customers (Sauer et al., 2020). Han et al. (2017) supported this view 
by highlighting the influence of user experience in the context of augmented reality domain. 
Therefore, it is expected that Perceived Self-efficacy and individuals’ Perceived Initial user experi
ence influence willingness to subscribe OTT. Thus, we propose:

H7: Consumer characteristics (Perceived Self-efficacy, Perceived Initial user experience) have 
substantial impact on willingness to subscribe OTT.

3.9. Moderating role of propagation mechanism
It has been earlier studied how propagation mechanisms (PM) influence the acceptance and 
diffusion of inventions (Yener & Taşçıoğlu, 2020). PM can be categorised based on two factors: 
the level of marketer control and the nature of consumer contact. The marketer-controlled 
methods, such as advertisement and customer testimonials, play a critical role in lowering con
sumer resistance when a new technology is first presented in the market. After introduction and 
adoption by significant number of customers, external Marketer Control mechanisms such includ
ing WOM are crucial in lowering consumer resistance and increasing continued usage behaviour 
(Ram, 1987). The customer will be less inclined to seek out additional information if the commu
nications are unclear, which could lead to more aversion and less continued usage behaviour. 
Thus, we assume:

H8: Propagation mechanism moderates the relationship between willingness to subscribe OTT and 
continued usage behaviour

3.10. Willingness to subscribe OTT and continued usage behaviour
Behavioural intentions can be explained as a person’s consciously formed plans to engage in 
a particular course of action. The degree to which users perceive their willingness to continue using 
a product or service is referred to as their continued usage behaviour (McLean et al., 2020). Strong 
willingness to adopt has been shown to be one of the strongest indicators of continuing usage 
behaviour across a variety of fields (Alalwan, 2020). Dehghani (2018) explored the aspect of 
continued usage behaviour in the context of smartwatches. Limayem & Cheung (2010) found 
significant relation between intention to adoption and continued usage behaviour in the context of 
e-learning technologies. Thus, we propose:

H9: Willingness to subscribe OTT and continued usage behaviour are positively related.
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4. Materials and methods

4.1. Methods
The study adopted two-wave causal approach to analyse the innovation barriers and innovation 
characteristics in the context of Indian OTT subscribers. Two waves of data were collected to 
understand the initial barriers leading to consumer resistance in OTT market and innovation 
characteristics leading to continued usage behaviour in OTT. The causes of consumer resistance 
due to various functional, psychological, and individual barriers were analysed in the first wave. 
Also, the moderating role of consumer habits was investigated to understand the impact of 
consumer resistance on continuation intention. The first wave was conducted during the prelimin
ary stage of OTT adoption in the country. In the second stage, the team examined the impact of 
various innovation characteristics that increased the willingness to subscribe OTT services and 
exhibit continued usage behaviour. Also, the conditional role of propagation mechanism was 
examined in this phase. The second phase denoted the advanced stage of OTT penetration 
where the consumers were adapted and often addicted to OTT streaming. The collected data 
were analysed using structural equation modelling in AMOS and Process Macros.

4.2. Data Collection
The current study is based on two waves of data collected in India in 2020 and 2022. There were 
437 million subscribers to OTT services during 2020 and 424 million subscribers in 2022, respec
tively (Statista, 2020 & 2022). Data were enumerated using the paid services of Amazon’s 
Mechanical Turk which collected data from Indian OTT subscribers across diverse demographics. 
Hence, the sampling method used in the study is convenience sampling. The wave 1 data were 
collected during August–October 2020, when India was under strict COVID-19 safety measures 
and prolonged lockdown. In the first wave, the research team received 316 complete surveys. After 
removing inconsistencies from the sample, there were 302 valid responses left to use for further 
data analysis. Wave 2 was conducted between July–September 2022 when the economy started 
recovering post pandemic and normal life restored. In wave 2, we received 598 complete surveys 
from Amazon Mturk out of which 572 consistent responses were retained for data analysis. Refer 
to Table 3 for socio-demographic profile of respondents.

4.3. Psychometric properties of measurement model
The constructs were measured using established scales adapted and modified to suit the present 
research context. All the variables were measured using five-point Likert scale anchored with 
strongly agree (5) and strongly disagree (1). The variables such as usage barriers, value barriers, 
image barriers, and risk barriers were adapted from (Laukkanen, 2016). The items of traditional 
barriers were modified from the (Laukkanen, 2016) and (Kaur et al., 2020). Technological vulner
ability barrier represented as a combination of technology anxiety and technology dependence 
were adapted from the works of (Charlton, 2002; Meuter et al., 2005), the individual and ideological 
barriers were adapted from (Heidenreich & Spieth, 2013). Consumer resistance to OTT was mea
sured using the items of (Kleijnen et al., 2009). The moderator of the wave 1 was adapted from the 
scales of (Gupta & Singharia, 2021a) and the final outcome variable of the initial phase continua
tion intention was reformed from (Johnson et al., 2018). For explanation of constructs (1st wave) 
refer Table 1. The wave 2 examined the impact of innovation and consumer characteristics on 
willingness to subscribe OTT and its combined impact on continued usage behaviour for explana
tion of constructs (2nd wave) refer Table 2. Six constructs representing innovation characteristics 
were tailored from previous studies to fit the current study – Perceived price (Mani & Chouk, 2018; 
Nagaraj et al., 2021); perceived usefulness (Mukherjee & Hoyer, 2001; Venkatesh et al., 2003); 
perceived trialability (Al-Gahtani, 2010); perceived relative advantage (Agarwal & Prasad, 1998); 
perceived compatibility (Karahanna et al., 2006) and perceived reversibility (Heidenreich & 
Handrich, 2015). The consumer characteristics consisted of perceived self-efficacy and initial 
user experience altered from the studies of (Compeau & Higgins, 1995) and (Choi & Tulu, 2017). 
Willingness to subscribe consists of three items from Chu and Lu (2007) . The moderator, propaga
tion mechanism was modified from the seminal work of (Ram, 1987). Three items measuring 
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continued usage behaviour were adapted from (Kang et al., 2009). Refer to Appendices for item list 
and realiability and validity in wave 1 and wave 2.

The psychometric properties of these established scale in the current context were assessed 
using confirmatory factor approach the results of which were found satisfactory. The proposed 
factor structures validated using CFA produced model fit indices above the suggested thresholds 
(wave 1 - CMIN/DF = 1.24, CFI = 0.95, GFI = 0.94, AGFI = 0.91, RMSEA = 0.04) and (wave 2 - CMIN/DF  
= 1.37, CFI = 0.98, GFI = 0.95, AGFI = 0.93, RMSEA = 0.06) (Marsh et al., 2009). All the factor loadings 
of the measurement models were higher than 0.4 indicating the unidimensionality of items. It was 
observed that Cronbach's alpha values, composite reliabilities, and average variance extracted 
portrayed high levels of internal consistencies and convergent validity (Bagozzi & Youjae, 1988). 
The discriminant validity ascertained using the square root of AVE and intercorrelation between 
construct also signified high degrees of distinctiveness between constructs (Voorhees et al., 2016). 
Details of both the measurement models are elaborated in Appendices.

The potential pitfalls of CMB were avoided by adhering to the guidelines of literatures (Podsakoff 
et al., 2003, 2011). First, our study was designed as a two-wave approach to examine OTT 
acceptance at two different time periods. Second, we used Harman-Single factor test and found 
satisfactory results in the exploratory factor analysis results. No general factor was found in any of 
the factor structure. Third, after including a single unmeasured latent factor all the path coeffi
cients of the structural model remained significant. Finally, through randomization of items, 
adoption of established scale, reducing item ambiguity, providing respondents anonymity, and 
prior instruction on filling the online surveys we were able to psychologically separate the items 
from the underlying constructs. Using this step-by-step approach, we confirmed that our results 
are substantially free from the nuances of common method variance. Finally, we tested the 

Table 3. Socio-demographic profile of respondents
Sl 
No.

Particulars Study 1 % Study 2 %

1 Gender:

Male 182 60.26 298 52.10

Female 120 39.74 274 47.90

2 Age group:

Less than 20 years 73 24.17 127 22.20

20–35 years 104 34.44 202 35.31

35–50 years 73 24.17 99 17.31

50–65 years 33 10.93 90 15.73

Above 65 years 19 6.29 54 9.44

3 Location

Urban 133 44.04 214 37.41

Rural 67 22.19 109 19.06

Semi Urban 102 33.77 249 43.53

4 Monthly income:

Less than 20k 27 8.94 102 17.83

20k-40k 89 29.47 136 23.78

40k-60k 96 31.79 142 24.83

60k-80k 82 27.15 95 16.61

Above 80k 8 2.65 97 16.96

(Continued)
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Sl 
No.

Particulars Study 1 % Study 2 %

5 Education:

School level 76 25.17 98 17.13

Graduation 102 33.77 186 32.52

Post-graduation 98 32.45 114 19.93

Doctoral degree 14 4.64 32 5.59

Professional 12 3.97 142 24.83

6 Occupation:

Student 74 24.50 134 23.43

Self-employed 58 19.21 102 17.83

Salaried employee 92 30.46 113 19.76

House wife 46 15.23 111 19.41

Retired 32 10.60 112 19.58

7 Proportion of 
monthly income 

spent on OTT 
services

Less than 5% 214 70.86 298 52.10

5–15% 77 25.50 177 30.94

15–30% 11 3.64 97 16.96

8 How many OTT 
services do you 

use?

1 104 34.44 56 9.79

2 155 51.32 127 22.20

3 29 9.60 152 26.57

4 12 3.97 135 23.60

More than 4 2 0.66 102 17.83

9 How many hours 
do you spent 

weekly in OTT?

Less than 3 hours 45 14.90 37 6.47

3–10 hours 169 55.96 398 69.58

More than 10  
hours

88 29.14 137 23.95

10 Which kind of 
subscription plan 

do you opt?

Monthly 112 37.09 62 10.84

Quarterly 102 33.77 34 5.94

Half-yearly 58 19.21 189 33.04

Annually 30 9.93 287 50.17

11 Do you prefer OTT 
over traditional 

means of 
watching forever?

Yes 76 25.17 264 46.15

No 123 40.73 110 19.23

Neutral 103 34.11 198 34.62
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assumptions of multi-normality (Mardia & Foster, 2007) and multi-collinearity (Mansfield & Helms,  
2012) and found the results in consonance with the assumptions of multivariate analysis.

4.4. Participants in wave 1 and 2

5. Results of hypothesis testing

5.1. Results of wave I (August–September 2020)
This session includes series of hypotheses testing to examine the causes and effect of consumer 
resistance to OTT during the initial stages of COVID-19 pandemic. Besides the moderating role of 
consumer habits was also investigated. The impact of multiple barriers on consumer resistance 
and its final impact on continuation intention of using OTT platforms were given below (CMIN/DF =  
1.370, GFI = 0.930, AGFI = 0.913, CFI = 0.982, RMSEA = 0.031)

The results of direct path between various theoretical constructs were presented in Table 4. All 
the hypotheses were accepted with the obtained beta coefficients (p < 0.05). The estimates depict
ing the direct impacts were considered sufficient as per the standard criteria (Aloe & Jane Becker,  
2012). Examining the standard estimate proves that value barriers, technology vulnerability bar
riers and individual barriers had relatively highest impact on consumer resistance which in turn 
had negative impact on continuation intention. The conditional role of consumer habits in antag
onizing the impact of consumer resistance on continuation intention is illustrated below (Table 5).

The test of moderation was done as detailed by (Dawson, 2014; Hopwood, 2007). It was found that 
habits significantly moderate the negative path between consumer resistance and continuation inten
tion in such a way that consumer with strong habits has more continuation intention in the OTT 
platforms. The significance of moderation was reflected through bootstrapping indices which does not 
include absolute zero (Table 5). It was found that positive value of conditional estimates antagonizes the 
direct estimate since the negative effects are reversed. The parsimonious measure of moderation 
obtained unparallel graphs reinforcing the significance of moderation in the theoretical model. Refer 
to Figure 2 for parsimonious measure of conditional effect.

5.2. Results of wave II (July- September 2022)
This session examines the advanced stage of OTT acceptance among the Indian subscribers. Here, 
the researchers attempted the conditional indirect effect of willingness to subscribe OTT and 
propagation mechanism of such services on the continues usage behaviour of the subscribers 

Table 4. Summary of path coefficients – direct effects
Path Estimates SE. CR. P Hypothesis Sig.
Functional barriers:
USB- CRE 0.38 0.07 5.43 0.01 H1 Yes

VAB-CRE 0.41 0.11 3.73 0.02 Yes

RSB- CRE 0.27 0.02 13.50 0.01 Yes

Psychological Barriers:
TRB- CRE 0.42 0.09 4.67 0.01 H2 Yes

IMB- CRE 0.24 0.03 8.00 0.02 Yes

TVB-CRE 0.54 0.14 3.86 0.04 Yes

IDB- CRE 0.31 0.03 10.33 0.01 Yes

Individual Barriers:
INB- CRE 0.39 0.02 19.50 0.01 H3 Yes

CRE- COI −0.42 0.12 −3.50 0.04 H5 Yes
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Table 5. Results of moderation
Path β SE t P LLCI ULCI Moderation Hypothesis
Conditional effect of Habits
CRE- COI 0.45 0.10 4.50 0.01 0.1023 0.2176 Yes H4

Summary of moderation
Path Direct 

estimate
Conditional 

estimate
Nature of moderation Significance

CRE- COI −0.42 0.45 Antagonistic Yes

Table 6. Summary of mediation analysis
Path Direct effect Indirect 

effect
SE. CR. P

PEU-WTS 0.26 NA 0.10 2.60 0.03**

PET-WTS 0.19 NA 0.02 9.50 0.01**

PEP-WTS 0.36 NA 0.04 9.00 0.01**

PRA-WTS 0.44 NA 0.10 4.40 0.02**

PEC-WTS 0.31 NA 0.07 4.43 0.02**

PER-WTS 0.20 NA 0.02 10.00 0.01**

PSE-WTS 0.44 NA 0.12 3.67 0.01**

IUE-WTS 0.39 NA 0.09 4.33 0.01**

WTS- CUB 0.46 NA 0.11 4.18 0.01**

PEU-CUB 0.14 NA 0.22 0.64 0.09

PET-CUB 0.19 NA 0.19 1.00 0.08

PEP-CUB 0.20 NA 0.15 1.33 0.07

PRA-CUB 0.24 NA 0.22 1.09 0.06

PEC-CUB 0.17 NA 0.20 0.85 0.11

PER-CUB 0.11 NA 0.21 0.52 0.10

PSE-CUB 0.27 NA 0.29 0.93 0.09

IUE-CUB 0.13 NA 0.17 0.76 0.08

PEU-WTS-CUB NA 0.28 0.01 28.00 0.02**

PET-WTS-CUB NA 0.26 0.04 6.50 0.01**

PEP-WTS-CUB NA 0.31 0.07 4.43 0.01**

PRA-WTS-CUB NA 0.32 0.06 5.33 0.02**

PEC-WTS-CUB NA 0.27 0.02 13.50 0.01**

PER-WTS-CUB NA 0.28 0.02 14.00 0.02**

PSE-WTS-CUB NA 0.35 0.10 3.50 0.02**

IUE-WTS-CUB NA 0.32 0.08 4.00 0.02**

Hypothesis testing mediation
Path Hypothesis Decision Sig. Nature of mediation
PEU-WTS-CUB H9 Supported Yes Full

PET-WTS-CUB Supported Yes Full

PEP-WTS-CUB Supported Yes Full

PRA-WTS-CUB Supported Yes Full

PEC-WTS-CUB Supported Yes Full

PER-WTS-CUB Supported Yes Full

PSE-WTS-CUB Supported Yes Full

IUE-WTS-CUB Supported Yes Full
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using Process Macros (Karazsia et al., 2014). The acceptance of OTT services can be mainly 
attributed to innovation characteristics and consumer characteristics. The relative importance of 
each of these characteristics and the combined impact of moderation and mediation on the 
outcome variable is presented below (CMIN/DF = 2.119, GFI = 0.873, AGFI = 0.843, CFI = 0.959 
RMSEA = 0.056).

The results of direct and indirect estimates checking for the mediating role of WTS between the 
endogenous and exogenous variables are presented in Table 6. It was found that none of the 
direct path leading to continued usage behaviour was significant (p < 0.05). It was observed that all 
the facets of innovation characteristics and consumer characteristics had significant impact on 
willingness to subscribe for OTT. We also observed positive impact of WST on CUB. Analysis of the 
indirect paths revealed that the direct paths in the conceptual model were significantly altered by 
the presence of mediator. While the direct path coefficients were insignificant, all the indirect path 
estimates were significant since p < 0.05 (Table 4). The results indicate the presence of full media
tion since all the insignificant direct path were significantly mediated through WTS. The model fit 
indices also attained the standard threshold values which increases the credibility of the results 
obtained (CMIN/DF = 1.43, GFI = 0.97, AGFI = 0.94, TLI = 0.96, CFI = 0.95, RMSEA = 0.04) (Schreiber,  
2017, 2008).

Table 5 evaluated the indirect role of willingness to subscribe OTT platforms and the conditional 
role of propagation mechanism simultaneously. The results of conditional indirect effect show 
enhancing role of propagation mechanism in the path fully mediated by WTS. Hence, we accepted 
the H8 since all the bootstrapping confident are significant and does not include absolute zero. It 
was earlier in Table 6 depicted that the direct path between innovation characteristics and CUB as 
well as consumer characteristics and CUB were insignificant. However, the conditional interaction 
of willingness to subscribe fuelled by proper propagation mechanism had significant impact on 
outcome variable. All the path coefficients were significant since p < 0.05. Refer Table 7 for the 
results of conditional indirect effects and Figure 4 for Parsimonious measure of moderation- 
propagation mechanism.

6. Discussions
The purpose of the study was to trace out the acceptance of OTT services in the Indian market, which 
initially faced dyads of consumer resistance. Designed as a two-wave approach, the study provided 
insights about the reasons for initial consumer resistance during pandemic (August–October 2020) 
and acceptance of OTT services post pandemic (July–September 2022). Due to technology enthu
siasm and savviness, youngsters remained the major subscribers of OTT during both the initial and 
advanced phase. Availability of high internet bandwidth and uninterrupted network were the major 
reasons for increased usage of OTT services in urban counterparts. The prolonged lockdowns and 
social isolation attracted most of the salaried employees and students to OTT platforms initially; 
however, when the economic life returned normal and with the resuming of physical office spaces 
and reopening of educational institutions the leisure time available for OTT usage were shrinked. Due 
to the options of shared viewing, the average amount incurred on OTT remained less in both the 
waves. Due to initial suspiciousness and lack of trust on OTT services users mainly used less than two 
streaming platforms. Positive user experience and increased propagation mechanism of these players 
were cited as the major reasons for subscribing in more platforms the advanced stage. While the 
average time spent on OTT remained constant during both the time periods, there was a radical shift 
in the subscription pattern. When the share of monthly subscriptions was more in the initial phase, 
continued usage behaviour was reflected through the surging annual subscriptions during second 
wave. The reason for choosing OTT services over traditional means can be ascribed to the robustness 
of various innovation and consumer characteristics. These findings voice the insights of previous 
studies on OTT acceptance and user experiences (Madnani et al., 2020).

While exploring the potential reasons for consumer resistance to OTT in the wave 1, the study 
found eight major barriers categorised as functional, psychological, and individual obstructions. 
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Indian consumers who are largely value driven and more value-conscious considered OTT sub
scription as costly due to additional perceived cost on internet connectivity. Among the functional 
barriers, value barrier represented a major threat to usage of OTT services (H1, β2 = 0.41) (Figure 1). 
Considered as highly time-constrained, users were suspicious of addiction to such services which 
may hinder their social life. Rooted on traditions and culture, Indian consumers are more anxious 
about any form of technology. Technological vulnerability barrier by means of anxiety and 
increased dependence thus had higher impact on consumer resistance (H2, β6 = 0.54). OTT plat
forms fail to provide socializing experience which the movie houses offer (β4 = 0.42). Many Indian 
subscribers with high traditional values consider watching movies in theatres as special event. 
They resisted OTT due to lack of big screen experience, high-quality sound and recurring distrac
tions of household chores. Indians have passive resistance to any form of innovations. The passive 
resistance can be attributed to lack of knowledge about OTT services, lack of need for such 
innovation before the pandemic and lack of sufficient resources to use OTT (H3, β8 = 0.39). These 
findings are at par with the prior researches on consumer resistance to innovations (Claudy et al.,  
2015; Kleijnen et al., 2009). It was found that consumers with frequent habits of using OTT 
exhibited high levels of continuation intention (H4, β10 = 0.45). The prolonged lockdown and 
increased boredom of unable to venture outside home increased the dependency to use OTT 
services which reversed the negative impact of consumer resistance on continuation intention (H5, 
β9=-0.42).

The study also extracted six innovation characteristics and two consumer characteristics which 
facilitated the acceptance of OTT services post pandemic (H6 & H7) (Figure 3). Perceived relative 
advantage of OTT services over conventional means had highest impact on the willingness to 
subscribe (β14 = 0.44), whereas perceived trialability had the lowest (β12 = 0.19). Enhanced user 
control, the feature to watch self-paced, convenience, and safety increases the preference for OTT 
over traditional means. The lack of free trial periods in many OTT platforms reduces its impact on 
WTS. Perceived usefulness (β11 = 0.26), perceived price (β13 = 0.36), perceived compatibility (β15 =  
0.31), and perceived reversibility (β16 = 0.20) were the other prominent innovation characteristics 
facilitating WST. Among the consumer characteristics perceived self-efficacy had higher impact on 
WST (β17 = 0.44) than initial user experience (β18 = 0.39). With the prevalence of OTT streaming and 
in course of time users became self-equipped to use such platforms. The simplified and user- 
friendly platforms with customized options smoothed positive WST. However, it was found that all 
the innovation characteristics and consumer characteristics had no significant impact on contin
ued usage behaviour which further necessitated the test of mediation through WST. Willingness to 
subscribe fully mediated the direct path between the predictors and outcome variable (H9). The 
WST was further supplemented with marketer-based propagation mechanism for increasing the 
continued usage behaviour in OTT context (H8). The essential characteristics of propagation 
mechanism such as clarity, credibility, informativeness, and attractiveness conditioned the 

Consumer resistance to 
OTT  

Continuation Intention  

Functional Barriers 

a) Value Barriers
b) Risk Barriers 
c) Usage Barriers  

Psychological Barriers 

a) Tradition Barriers  
b) Technological 

vulnerability barriers 
c) Image barriers  
d) Ideological barriers  

Individual Barriers 

a) Passive Innovative 
Resistance  

H1

H2

H3

H4

H5

Habits 

Β4=0.42, β5=0.24, β6=0. 54,  
β7=0.31 

Β9=0.42 

R2=0.52 R2=0.57 

Control variables: 
Age, Gender, Household 

structure 

Figure 1. Results of wave- 
I (initial stage).
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continued usage behaviour in the OTT market. These results are consistent with the prior literature 
that necessitated the importance of innovation characteristics, consumer characteristics, and 
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robust propagation mechanisms to overcome consumer resistance and promote innovation adop
tion (Jahanmir & Cavadas, 2018; Zolkepli & Kamarulzaman, 2015).

7. Theoretical and managerial implications

7.1. Theoretical implications
The current study’s approach provides a wide range of theoretical ramifications. The findings of the 
study can help researchers identify the specific types of barriers that consumers face when 
deciding whether to subscribe to an OTT service. For example, consumers may resist subscribing 
to a service because they do not believe it offers the features they need (functional barrier), 
because they feel that using the service will conflict with their identity or values (psychological 
barrier), because they believe their social network will disapprove of using the service (social 
barrier), or because they find it difficult to navigate the sign-up process (usage barrier). Also, the 
findings of our study can help researchers understand which barriers are most important in 
shaping consumers’ subscription behaviour. Also, the findings of the study can be used to guide 
the development of interventions designed to overcome innovation resistance.

Our study found that consumer habits and propagation mechanism play significant moderating 
role in antagonizing consumer resistance in OTT platforms. The present study provides a useful 
framework for understanding the complex interplay of factors that influence consumers’ decisions 
to subscribe to new OTT services. By identifying the specific barriers that consumers face and 
understanding their relative importance, researchers can develop interventions that are more 
likely to be effective in promoting adoption of new services. In the area of communication and 
media studies, both of the moderators used in this study have a number of theoretical applica
tions. The wave 1 analysing consumer habits in OTT platforms have made significant theoretical 
contributions to the field of consumer behaviour and psychology. By providing insights into 
personalization, habit formation, social influence, and user experience, these studies have helped 
companies develop more effective strategies to promote and sustain successful OTT platforms. The 
results of moderation in wave 2 provided meaningful insights into network effects, viral marketing, 
content selection, and platform competition, these studies have helped companies develop more 
effective strategies to promote and sustain successful OTT platforms.

7.2. Managerial implications
The study provides valuable insights into the acceptance of OTT services in the Indian market, 
highlighting the reasons for initial consumer resistance and the factors that facilitated the accep
tance of OTT services post-pandemic. The findings have several managerial implications for OTT 
service providers. To begin with, the study suggests that service providers should prioritize improv
ing the perceived value of their services, particularly in terms of affordability and internet con
nectivity. They can consider offering bundled packages that include internet connectivity and 
provide affordable subscription plans to attract more price-conscious consumers. Secondly, the 
study emphasizes the importance of enhancing user control, convenience, and safety in OTT 
services to increase consumer willingness to subscribe. Service providers should offer user- 
friendly and customizable platforms that provide a seamless viewing experience and enable 
consumers to watch content at their own pace. They should also ensure a safe and secure 
environment for consumers to enjoy their content. Thirdly, the study highlights the significance 
of robust propagation mechanisms for increasing continued usage behaviour. OTT service provi
ders should leverage social media and other digital platforms to promote their services and 
engage with their customers. They should also focus on building credibility, clarity, and attractive
ness in their marketing communication to increase their brand awareness and loyalty. Finally, the 
study emphasizes the need for continued innovation to maintain and grow the OTT market in 
India. OTT service providers should continue to invest in developing innovative features and 
functionalities that cater to the evolving needs and preferences of Indian consumers. Overall, 
the study suggests that OTT service providers should focus on improving the perceived value of 
their services, enhancing user control and convenience, building robust propagation mechanisms, 
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and investing in continued innovation to increase adoption and usage of their services in the 
Indian market.

8. Limitations and future research directions
The current findings account for few limitations also. The current study focused primarily on OTT 
platforms in India and may not account for the differences in adoption and resistance in other 
types of media and platforms. Research conducted only in India would have a limited sample size, 
which may not adequately represent the diverse population of India. This could lead to biased 
findings and lack of representativeness regarding OTT subscription behaviour. IRT assumes that 
resistance to innovation is based on cultural and social factors. However, research conducted only 
in India may not provide sufficient insights into the unique cultural factors that affect adoption 
and resistance to OTT platforms in other countries. While IRT can provide insights into the factors 
that contribute to innovation resistance, it may not be able to fully explain the complex and 
dynamic nature of adoption and resistance in OTT platforms. Other theories and frameworks may 
need to be considered in conjunction with IRT for a more comprehensive understanding of the 
phenomenon. Future studies regarding OTT can be conducted to analyse the Customer Lifetime 
Value (CLV) of OTT subscribers in India. Such study can help the OTT players in India to understand 
the customer’s behaviour and preferences in terms of content, pricing, and engagement. The study 
can also provide insights into customer churn rates and retention strategies. Studies can be 
conducted to segment the OTT subscribers in India based on their behaviour, preferences, and 
demographics. These studies can help the OTT players in India to target specific segments with 
tailored content and pricing strategies. The study can also provide insights into the customer’s 
preferences for various types of content and their willingness to pay for premium content. In 
addition, studies can be conducted to compare the different OTT platforms in India based on their 
content, pricing, and user experience. These studies can help the OTT players in India to bench
mark themselves against their competitors and identify the areas where they need to improve. 
Such studies can also provide insights into the customer’s preferences for various types of content 
and their expectations from OTT platforms.
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Appendices

Table A1. Item list in wave 1
Sl 
No.

Name of 
construct

Statement Labelling FL

1 Usage Barriers OTTs are complicated to use USB1 0.76

In my opinion OTT is not really convenient to watch USB2 0.74

I feel OTT services are not fast to use USB3 0.72

The options of OTT platforms are unclear USB4 0.77

I feel difficult to remember the personal credentials in OTT 
platforms

USB5 0.75

2 Value Barriers I feel OTT subscriptions are not economical VAB1 0.88

The use of OTT decreased my control over payment details VAB2 0.85

I feel that OTT viewing does not offer any advantages than the 
alternatives

VAB3 0.87

3 Risk barriers I feel when I am viewing OTT, the network connectivity will be lost RSB1 0.81

I fear that when I am using OTT, I may tap on unnecessary 
contents

RSB2 0.83

I feel that my username and password can be lost and misused RSB3 0.85

I feel that when I am using OTT, I may spend more money RSB4 0.8

I feel that hacking personal details through OTT is easy RSB5 0.82

4 Tradition 
Barriers

When I use OTT, I miss socializing in movie theatres TRB1 0.72

I find difficult to get proper information of contents in OTT TRB2 0,70

In my opinion the services offered by OTT platforms are not 
pleasant

TRB3 0.71

I feel the customer services of OTT platforms are not good TRB4 0.74

5 Image Barriers I feel that OTT is too complicated to be useful IMB1 0.88

I feel that OTT platforms are difficult to handle IMB2 0.86

6 Technological 
Vulnerability 
barriers

I often fail to get enough sleep due to OTT addiction TVB1 0.82

My social life is suffered due to OTT TVB2 0.89

I feel like neglecting important things due to OTT TVB3 0.88

I feel I will be addicted to OTT TVB4 0.85

I feel OTT may interfere with my work schedules TVB5 0.8

I feel apprehensive about using OTT TVB6 0.83

The options in OTT are confusing to me TVB7 0.84

I prefer to avoid OTT because it is unfamiliar to me TVB8 0.87

I hesitate to use OTT due to fear of technology TVB9 0.86

7 Individual 
barriers

I don’t feel OTT is so exciting to use INB1 0.78

I feel uncomfortable to use new technological products INB2 0.8

I don’t feel like switching to OTT INB3 0.77

I am more satisfied with traditional methods of watching movies INB4 0.79

8 Ideological 
barriers

I am skeptical about OTT services IDB1 0.88

I don’t think that OTT’s will be success IDB2 0.85

(Continued)
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9 Continuation 
Intention

I feel that my use of OTT will increase in the future COI1 0.86

I intend to use OTT in future COI2 0.83

If I get an opportunity, I will use OTT COI3 0.88

I will always try to use OTT COI4 0.87

I plan to use OTT frequently COI5 0.85

10 Consumer 
Resistance

I am likely to oppose using OTT services CRE1 0.75

I am likely to be opposed to the discourses extolling the benefits of 
OTT services

CRE2 0.74

I feel that OTT is not meant for me CRE3 0.72

11 Habit It is very hard to not to use OTT HBT1 0.78

I am a habitual use of OTT HBT2 0.75

I feel weird not to use OTT HBT3 0.77

I need some other distraction not to use OTT HB4 0.8

Using OTT has become a routine in my life HB5 0.74
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