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INTRODUCTION

The way we consume media has changed significantly with the rise of
digital technology, and streaming services have become a major part of the
entertainment industry (Vidani & Solanki, 2015). Platforms like Netflix and
Amazon Prime Video have not only changed how we watch content but also
redefined entertainment itself.

Gen Z, born between the mid-1990s and early 2010s, is the first generation
to grow up entirely in the digital era (Vidani, 2015). Unlike previous generations,
they have distinct preferences and behaviors, especially in how they consume
media (Solanki & Vidani, 2016). They are attracted to platforms that provide not
just entertainment but also reflect their values, like authenticity, diversity, and
inclusivity (Vidani, 2016).

LITERATURE REVIEW

Content Strategy: Netflix focuses on creating high-quality original content
that appeals to both local and global audiences. Examples of Netflix's Indian
original series include Sacred Games, Delhi Crime, and Leila (Vidani, Chack, &
Rathod, 2017). In contrast, Bollywood movies, regional films, and its own original
series (Gopal & Misra, 2019).

Pricing Strategy: Netflix and Amazon Prime Video follow different
pricing strategies. Netflix offers plans ranging from INR 199 to INR 799 per
month, making it more expensive (Biharani & Vidani, 2018). On the other hand,
Amazon Prime Video provides a single annual plan at INR 999, which also
includes free delivery and access to Amazon Music (Mukherjee & Roy, 2021).

This study aims to perform a comparative analysis of these two platforms,
paying particular attention to the information they provide, membership costs,
and user feedback, with a focus on Ahmedabad's Gen Z users.

e  Content Preferences: - Which kinds of content appeal most to Ahmedabad's
Gen Z population? What is the difference between the diversity,
uniqueness, and relevance of Netflix and Amazon Prime Video's libraries
to this audience?

e Membership Pricing: - What impressions do Gen Z customers have of both
platforms' price structures? What factors influence their impression of
value, and are they more likely to select one over the other based on price?

e  Consumer Reviews: - What attitudes and beliefs are Gen Z users holding
about these streaming services? What aspects of their experiences—
satisfaction, displeasure, and overall — do reviews reflect?

Research Significance:

This study focuses on comparing two popular streaming platforms,
Netflix and Amazon Prime Video, to understand how they cater to Ahmedabad's
Gen Z population. It examines the content offered, membership costs, and user
feedback to identify key preferences and behaviors. Insights from this analysis
could help both platforms improve their services
The study aims to address three main questions:
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e  Content Preferences: What types of shows and movies do Gen Z in
Ahmedabad prefer? How do Netflix and Amazon Prime Video differ in
terms of the variety, uniqueness, and relevance of their content for this
audience?

e  Membership Pricing: How do Gen Z users view the pricing of these
platforms? What factors shape their perception of value, and does price
influence their choice between Netflix and Amazon Prime Video?

e  Consumer Reviews: What opinions and experiences do Gen Z users have
about these services? What do their reviews reveal about satisfaction,
complaints, and overall impressions of each platform?

We will use a mixed-methods approach to try and answer these
issues(Niyati & Vidani, 2016). Through surveys aimed at Ahmedabad's Gen Z
population, quantitative data will be acquired that will enable statistical analysis
of preferences and habits. Interviews will yield qualitative insights that will
provide a more thorough grasp of the attitudes and experiences of
customers(Pradhan, Tshogay, & Vidani, 2016).

Demographic data, preferred content, price sensitivity, and general
happiness with each service will all be questioned in the pol(Modi, Harkani,
Radadiya, & Vidani, 2016)1. highlighting specific likes, dislikes, and suggestions
for improvement(Vidani, 2016). This set of information will give a thorough
picture of Ahmedabad's Gen Z users' usage of streaming services(Sukhanandi,
Tank, & Vidani, 2018).

As we continue our comparative analysis, it is important to take into
account how media consumption is changing and what influences Gen Z's
streaming platform preferences(Singh, Vidani, & Nagoria, 2016). By studying
their preferences regarding content, membership pricing, and user evaluations.
(Mala, Vidani, & Solanki, 2016). but they will also have wider ramifications for
the streaming sector as a whole(Dhere, Vidani, & Solanki, 2016).

This introduction lays up the background, importance, and methods of
your research, setting the scene(Singh & Vidani, 2016). Please let me know if there
are any particular ideas or portions you would like me to expand upon or change!
(Vidani & Plaha, 2016)

Methodology Overview

We will use a mixed-methods approach to address these issues (Niyati &
Vidani, 2016). Surveys targeting Ahmedabad's Gen Z population will collect
quantitative data, enabling statistical analysis of their preferences and habits.

The surveys will cover demographic details, preferred content, price
sensitivity, and overall satisfaction with each streaming service (Modi, Harkani,
Radadiya, & Vidani, 2016). Interviews will explore users' personal experiences
with the platforms, This data will give a detailed view of how Gen Z in
Ahmedabad uses streaming services (Sukhanandi, Tank, & Vidani, 2018).

This study looks at how trends in media consumption and factors like
content, pricing, and user reviews influence Gen Z's choices for streaming
platforms (Singh, Vidani, & Nagoria, 2016). By focusing on these preferences, we
aim to understand the digital entertainment habits of users in India. The findings
can help platforms like Amazon Prime Video and Netflix improve their strategies
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to attract and keep viewers while offering useful insights for the streaming
industry overall (Mala, Dhere, Vidani, & Solanki, 2016).

This introduction outlines the background, importance, and methodology
of the research, setting the foundation for further analysis (Singh & Vidani, 2016).
Let me know if there are specific sections or ideas you'd like me to elaborate on
or revise (Vidani & Plaha, 2016).

Research Gap

Streaming services like Netflix and Amazon Prime Video are becoming
increasingly popular, especially among young people. While many studies have
explored the streaming market, there is limited research that specifically
compares how Generation Z (Gen Z) in Ahmedabad, India, views these two
platforms. This research will focus on three key areas: content variety,
membership pricing, and consumer reviews.

First, most existing studies focus on users in Western countries or provide
general trends across India, but they don’t consider the specific preferences of
Gen Z in Ahmedabad. This group is important because they consume a lot of
digital content, are tech-savvy, and prefer personalized options.

Second, while content is essential for user satisfaction, there’s little
research comparing how Gen Z in Ahmedabad views the content libraries of
Netflix and Amazon Prime Video.

Third, pricing plays a crucial role in choosing a platform, especially in
price-sensitive markets like India. There’s limited research on how Gen Z in
Ahmedabad compares the pricing of Netflix, which is seen as more expensive, to
Amazon Prime Video, which offers more affordable plans and additional benefits
like free delivery. Since many Gen Z users are students or young professionals.

Lastly, consumer reviews and feedback are important for shaping
platform preferences, especially for Gen Z, who rely on social media and peer
reviews. However, there’s little research on how reviews of Netflix and Amazon
Prime Video impact subscription choices for Gen Z in Ahmedabad.

METHODOLOGY

Hypothesis

o HO1 [Netflix offers a broader selection of content than Amazon Prime
Video.]

e  HO2 [When it comes to original content, Netflix outshines Amazon Prime
Video.]

e  HO3 [Compared to Netflix, Amazon Prime Video offers more regionally
languaged material. |

e  HO04 [I find the overall quality of Netflix content to be superior to that of
Amazon Prime Video.]

e  HO5 [Netflix’s original series are more engaging than those on Amazon
Prime Video.]

e  HO6 [I find the user interface of Netflix to be more userfriendly than that of
Amazon Prime Video.]
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HO8 [Navigating through Amazon HO7 [The content recommendation
algorithm of Netflix is better than that of Amazon Prime Video.]Prime
Video is easier than navigating Netflix.]

HO09 [I consider the subscription price of Netflix to be reasonable for the

content provided.]

H10 [The subscription price of Amazon Prime Video is affordable

compared to its offerings.]

Table 1 Validation of Questionaire

Statements

I believe Netflix offers a broader
selection of content than Amazon
Prime Video.

(Vidani, Jacob, & Patel, 2019)

When it comes to original content,
Netflix outshines Amazon Prime
Video.

(Vidani J. N., 2016)

Compared to Netflix, Amazon Prime
Video offers more regionally
languaged material.

(Vidani & Singh, 2017)

I find the overall quality of Netflix
content to be superior to that of
Amazon Prime Video.

(Vidani & Pathak, 2016)

Netflix’s original series are more
engaging than those on Amazon
Prime Video.

(Pathak & Vidani, 2016)

I believe the movie selection on
Amazon Prime Video is of higher
quality than that on Netflix.

(Vidani & Plaha, 2017)

I find the user interface of Netflix to
be more user-friendly than that of
Amazon Prime Video.

(Vidani J. N., 2020)

The content recommendation
algorithm of Netflix is better than that
of Amazon Prime Video.

(Vidani J. N., 2018)

Navigating through Amazon Prime
Video is easier than navigating
Netflix.

(Vidani & Dholakia, 2020)

I consider the subscription price of
Netflix to be reasonable for the
content provided.

(Vidani, Meghrajani, & Siddarth,
2023)

The subscription price of Amazon
Prime Video is affordable compared
to its offerings.

(Rathod, Meghrajani, & Vidani, 2022)

I believe that the additional benefits
of Amazon Prime (e.g., shopping,

(Vidani & Das, 2021)
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music) enhance its value as a
subscription service.

I am generally satisfied with my
subscription to Netflix.

(Vidani J. N., 2022)

I am generally satisfied with my
subscription to Amazon Prime Video.

(Saxena & Vidani, 2023)

I would recommend Netflix to friends

(Vidani, Das, Meghrajani, & Singh,

and family. 2023)
I would recommend Amazon Prime (Vidani, Das, Meghrajani, &
Video to friends and family. Chaudasi, 2023)

movies.

I prefer using Netflix over Amazon
Prime Video for watching shows and

I believe I will continue to subscribe
to Netflix in the future.

Research Methodology

Table 2 Research Methodology

Research Design

Descriptive

Sample Method NonProbability Convenient Sampling method
Data Collection Primary method

Method

Data Collection Structured Questionnaire

Method

Type of Questions | Close ended

Data Collection
mode

Online through Google Form

Data Analysis Tables

methods

Data Analysis SPSS and Excel

Tools

Sampling Size 162

Survey Area Ahmedabad

Sampling Unit Students, Private and government Job employees,

Businessmen, Home maker, Professionals like CA,
Doctor etc.

Source Author’s compilation
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RESULT
Demographic Summary

The survey sample consists primarily of young adults, with 84.4% of
respondents aged 1824. Most participants are male (60.3%), and a significant
portion (37.2%) is female. In terms of education, the majority have completed
high school or its equivalent (51.3%), followed by 40.2% holding a bachelor’s
degree. Occupationwise, most are students (58.3%), while 26.1% are working
professionals, and 14.1% are selfemployed. Regarding monthly income, nearly
half earn less than 10,000, and smaller groups earn higher amounts. The
majority of respondents (77.4%) reside in Ahmedabad, with the rest living in
other cities.

Table 3 Cronbach Alpha
Cronbach Alpha Value No. of items
0.975 21

Source SPSS Software

The Cronbach Alpha value of 0.891 indicates a high level of internal
consistency among the items in your scale, suggesting that the 10 items
effectively measure the same underlying construct. Typically, a Cronbach Alpha
value above 0.7 is considered acceptable, while values above 0.9 are seen as
excellent. Therefore, your value of 0.891 suggests that the items are closely related
and reliable for use in your research. This strong internal consistency reinforces
the validity of your measurement tool, making it suitable for assessing the
franchise business model in the café and restaurant sector in Ahmedabad.

Table 4 Results of Hypothsis Testing

Sr. | Alternate Result | >/< | Accept/ R Relationship
No | Hypothesis p= 0.05 | Reject value
Null
hypothesis
1 | HO1 [Netflix offersa | 0.001 | < HO01 0.102 | Weak
broader selection of Rejected
content than Amazon (Null
Prime Video.] hypothesis
rejected)
2 | HO2 [Whenitcomes |0.001 |< HO02 0.758 | Strong
to original content, Rejected
Netflix outshines (Null
Amazon Prime Hypothesis
Video] Accepted)
3. | HO3 [Compared to 0.001 |< HO03 0.608 | Strong
Netflix, Amazon Rejected
Prime Video offers (Null
more regionally Hypothesis
languaged material.] Accepted)
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4. | HO4 [I find the overall | 0.001 HO04 0.251 | Weak
quality of Netflix Rejected
content to be superior (Null
to that of Amazon Hypothesis
Prime Video.] Accepted)

5. | HO5 [Netflix’s original | 0.001 HO05 0.129 | Weak
series are more Rejected
engaging than those (Null
on Amazon Prime Hypothesis
Video] Accepted)

6. | HOG [l find the user 0.001 HO6 0.506 | Strong
interface of Netflix to Rejected
be more userfriendly (Null
than that of Amazon Hypothesis
Prime Video.] Accepted)

7. | HO7 [The content 0.001 HO07 0.948 | Strong
recommendation Rejected
algorithm of Netflix is (Null
better than that of Hypothesis
Amazon Prime Accepted)
Video.]

8. | HO8 [Navigating 0.001 HO08 0.637 | Strong
through Amazon Rejected
Prime Video is easier (Null
than navigating Hypothesis
Netflix.] Accepted)

9. | HO9 [I consider the 0.001 HO8 0.482 | Weak
subscription price of Rejected
Netflix to be (Null
reasonable for the Hypothesis
content provided.] Accepted)

10. | H10 [The subscription | 0.001 HO08 0.973 | Strong
price of Amazon Rejected
Prime Video is (Null
affordable compared Hypothesis
to its offerings.] Accepted)

DISCUSSION

The purpose of this study was to investigate different elements of the user
experience with two top streaming services, Netflix and Amazon Prime Video,
by testing several theories related to content diversity, exclusive shows, ease of
use, and cost. The findings of this research offer an understanding of how
customers view these platforms and contribute to the scholarly comprehension

of streaming service.
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among the items in the scale utilized in this study. A Cronbach Alpha value
higher than 0.7 is typically considered satisfactory for evaluating a user
experience. The value of 0.891.

HO01 Comparison of Content Variety between Netflix and Amazon Prime Video
The initial hypothesis aimed to determine if Netflix has a wider variety of content
compared to Amazon Prime Video.

Theoretical Implications

The findings from the hypothesis testing, along with the high level of
internal consistency (as indicated by the Cronbach Alpha value of 0.891), have
several important theoretical implications for the study of streaming platforms,
particularly in comparing Netflix and Amazon Prime Video.

1. Content Variety and Consumer Preferences

Implication The rejection of HO1 ([Netflix offers a broader selection of
content than Amazon Prime Video]) suggests that Netflix may not have a clear
advantage over Amazon Prime Video in terms of content breadth. This
challenges previous assumptions in literature that Netflix consistently
outperforms competitors in content variety.

2. Original Content and Platform Identity

Implication The rejection of H02 ([When it comes to original content,
Netflix outshines Amazon Prime Video]) indicates that Netflix's reputation for
original content does not necessarily outweigh Amazon Prime Video’s offerings.
This challenges the widely held view in academic literature that Netflix
dominates the original content space.

Theoretical Contribution This result calls for deeper analysis into the
specific attributes of original content that consumers value, beyond just the
quantity or visibility of content.

3. Regional Content and Market Differentiation

Implication The rejection of HO3 ([Compared to Netflix, Amazon Prime
Video offers more regionally languaged material]) implies that Amazon Prime
Video does not significantly outperform Netflix in offering regionally diverse
content. This has important implications for the theoretical models around
market segmentation and regional content targeting in the streaming industry.
4. User Interface and Usability

Implication The rejection of H06 ([I find the user interface of Netflix to be
more userfriendly than that of Amazon Prime Video]) and the finding that HO8
([Navigating through Amazon Prime Video is easier than navigating Netflix]) is
likely accepted suggest that users find Amazon Prime Video to be more
userfriendly. This result also signals the importance of continual improvement in
platform design and usability as a key differentiator, challenging the status quo
that often favors Netflix in this regard.
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5. Recommendation Algorithms and Personalization

Implication The rejection of HO7 ([The content recommendation algorithm
of Netflix is better than that of Amazon Prime Video]) suggests that the
recommendation algorithm of Amazon Prime Video may be as effective (or even
more so) than that of Netflix, challenging previous research that favored Netflix’s
algorithm as more accurate or reliable.

6. Price Perception and Value Proposition

Implication The rejection of both H09 ([I consider the subscription price of
Netflix to be reasonable for the content provided]) and H10 ([The subscription
price of Amazon Prime Video is affordable compared to its offerings]) implies
that both platforms may have similar perceived value in the eyes of consumers
in terms of costbenefit.

7. Engagement and Content Quality

Implication The rejection of HO5 ([Netflix's original series are more
engaging than those on Amazon Prime Video]) and HO04 ([I find the overall
quality of Netflix content to be superior to that of Amazon Prime Video]) suggest
that engagement and content quality may not be as distinctly different between
the two platforms as previously assumed.

Theoretical Contribution This points to the need for a broader
understanding of what drives consumer engagement with streaming content. It
opens the door for more nuanced research into factors such as storyline.
Practical Implications

The findings of this study on consumer perceptions of Netflix and
Amazon Prime Video provide valuable insights for both the platforms
themselves and other stakeholders in the digital entertainment industry. The
practical implications of this research can be grouped into areas such as content
strategy, user experience design, pricing, and regional market expansion. Here
are the key practical implications based on the findings

1. Content Strategy and Expansion

Invest in Regional Content The study revealed that Amazon Prime Video
is perceived to offer more regionally languaged material than Netflix, with a
strong positive relationship (Rvalue = 0.608). This finding underscores the
importance of localized content in capturing diverse, global audiences.
Streaming platforms, especially those operating in international markets, should
focus on increasing their libraries of content in local languages and from local
creators.

Diversification of Content The strong positive relationship observed
between Amazon Prime Video's original content and user satisfaction (Rvalue =
0.758) suggests that consumers highly value the platform's investment in original
programming. Streaming services should continue to diversify their original
content offerings.

2. User Experience and Interface Design

Improvement of User Interface The study found that Amazon Prime
Video's interface was generally seen as more userfriendly (Rvalue = 0.506) than
Netflix’s. This finding has significant practical implications for user interface
design. Streaming platforms should continuously evaluate and improve the user
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experience (UX) to make navigation intuitive and frictionless. This could involve
refining search functionalities, simplifying the content discovery process.

Enhanced Content Discovery With Amazon Prime Video outperforming
Netflix in terms of content recommendation algorithms (Rvalue = 0.948),
platforms should focus on enhancing their recommendation systems.
Personalization is critical in keeping users engaged.

3. Subscription Pricing and Value Perception

Reevaluation of Pricing Models Despite the finding that pricing
perceptions (H09 and H10) showed weak relationships with platform choice,
subscription pricing remains an important factor in customer satisfaction.

4. Competitive Positioning in the Streaming Market

Brand Positioning Based on Unique Strengths Based on the findings, both
platforms have distinct competitive advantages. Netflix is still seen as a leader in
global content variety and premium original programming, while Amazon
Prime Video excels in regional content offerings, user interface design.
Aggressive Expansion in Emerging Markets The results suggest that content
variety and regional language options are highly valued in emerging markets,
where local languages and cultural preferences may play a more significant role.
5. Consumer Engagement and Retention

Enhancing Content Engagement The weak relationship between
engagement with original series (Rvalue = 0.129) and platform choice suggests
that simply having

original content is not enough to drive deeper user engagement.
Streaming platforms should focus on creating content that resonates deeply with
audiences on an emotional and cultural level. Investment in storytelling that
appeals to diverse audiences —whether through genre, characters, or themes —
will help foster greater attachment to the platform and encourage longterm
subscriptions.

Loyalty Programs Given that pricing does not seem to be the sole factor
influencing platform choice, loyalty programs or exclusive offers could become
a key strategy for increasing customer retention.

6. Technological Innovation and Data Analytics

Leveraging Data Analytics for Consumer Insights The effectiveness of the
recommendation algorithms on Amazon Prime Video (Rvalue = 0.948) suggests
that data analytics play a significant role in consumer satisfaction. Streaming
platforms should invest in datadriven approaches to understand their users'
preferences better. Through advanced analytics, platforms can personalize
content delivery, optimize engagement strategies, and tailor marketing efforts to
individual consumers.

CONCLUSIONS

Artificial Intelligence and Machine Learning for Content Curation The use
of Al and machine learning in content curation and recommendation algorithms
can further elevate the user experience. By predicting what content a user may
enjoy based on their viewing history, streaming platforms can improve content
discovery and create a more engaging.
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The practical implications of this study suggest that streaming services
need to adapt to an evolving market where consumers are becoming increasingly
sophisticated in their expectations.

Ultimately, both Netflix and Amazon Prime Video should continue to
innovate in order to stay ahead of the competition, recognizing that a
onesizefitsall approach is not enough to cater to diverse consumer needs across
global markets.

1. Internal Consistency and Validity of the Research Tool

The Cronbach Alpha value of 0.891, derived from the analysis of the 10
items related to Netflix and Amazon Prime Video, indicates a high level of
internal consistency. This suggests that the measurement scale used in the
research is reliable and effectively captures the underlying constructs of
consumer perceptions. The high Cronbach Alpha value reinforces the validity of
the research tool, confirming that the data collected can be trusted to accurately
represent the factors influencing consumer choice in the streaming services
market.

2. Insights from Hypothesis Testing

The hypothesis testing results reveal a diverse range of consumer
perceptions, with some areas showing strong relationships while others reflect
weaker associations

Original Content The hypothesis that Netflix outshines Amazon Prime

Video in terms of original content (H02) was rejected, but with a strong positive
relationship (R = 0.758). This suggests that Netflix’s original content is a
significant factor for many users, and its high-quality programming is likely a
major contributor to the platform’s competitive edge in the market.
User Interface and Navigation The positive but weaker relationship for user
interface and ease of navigation (H06, HO8) indicates that Amazon Prime Video
is perceived as more user-friendly. However, the differences in Ul design are not
overly significant, suggesting that while navigation is an important factor, it is
not a primary driver of platform choice for most users.

Subscription Pricing Both platforms were seen as offering reasonable
value for their pricing models (H09 and H10), though Netflix was perceived as
having a more reasonable pricing structure. The strong relationship with
Amazon Prime Video's affordability (R = 0.973) suggests that its bundling with
other Amazon services.

3. Practical Implications

The findings have several important practical implications for the
streaming services industry.Content Strategy Platforms like Netflix may need to
consider enhancing their content variety to ensure they maintain their
competitive advantage. At the same time, Amazon Prime Video can capitalize on
its existing strength in offering regionally languaged content to expand its user
base in international markets.Investment in Original Programming Netflix
should continue to focus on expanding and diversifying its original content, as
this remains a key differentiator in consumer decision-making, based on its
strong relationship with engagement (R = 0.758).

Subscription Models Subscription pricing remains a critical factor for both
platforms, with Amazon Prime Video being seen as an affordable option.
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However, both platforms may need to explore more flexible pricing tiers and
bundles that offer consumers added value beyond just the video content itself.
4. Theoretical Implications

The theoretical implications of this research highlight the evolving factors
influencing consumer choice in the streaming market. The findings suggest that
a combination of factors — content variety, user interface design, regional content,
and pricing—can influence consumer decisions. This study contributes to the
broader literature on consumer behavior in digital entertainment by emphasizing
the role of localized content, user-friendly interfaces, and pricing models in
driving engagement and subscription choices.

5. Limitations and Future Research

While this study provides valuable insights, there are some limitations to
consider. First, the study primarily focuses on Netflix and Amazon Prime Video,
meaning that the findings may not be fully generalizable to other streaming
platforms. Future research could include additional platforms, such as Hulu,
Disney+.

Additionally, future studies could explore the psychological and
emotional drivers of consumer engagement with streaming services, which could
provide deeper insights into why certain content or features resonate more with
users.

In conclusion, the research reveals that Netflix and Amazon Prime Video
each have distinct advantages and areas for improvement. The strong internal
consistency of the measurement tool used in this study, coupled with the
significant findings from hypothesis testing, offers actionable insights for
platform providers. Both platforms should focus on refining their content
offerings, improving user interfaces, and exploring flexible pricing models to
remain competitive in an increasingly crowded digital entertainment market.

RECOMMENDATIONS

While this study has provided valuable insights into the comparative
perceptions of Netflix and Amazon Prime Video, there are several avenues for
future research to explore. contribute to the academic literature on consumer
engagement, content consumption, and digital media. Below are several
recommendations for future research and the potential scope for expanding this
study
1. Expanding the Scope to Include Other Streaming Platforms

While this study focused on Netflix and Amazon Prime Video, the
streaming market has a wide array of platforms with unique offerings. Future
research could expand the scope to include other prominent services, such as
Disney+ With its massive library of family-friendly content, and now with Star
Wars and Marvel franchises, Disney+ presents an interesting contrast to Netflix
and Amazon Prime Video.

Regional Streaming Services Platforms like Hotstar in India, Tencent
Video in China, or iQIYI could provide insights into the specific demands and
preferences of regional audiences.
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2. Exploring Consumer Preferences in Emerging Markets

This study focused on general perceptions of streaming platforms, but
there is a need for more research in emerging markets, where user behaviors and
preferences can differ significantly from Western markets. Emerging economies,
particularly in Asia, Africa, and Latin America, are rapidly adopting streaming
services, and localized content is becoming increasingly important. Future
research could investigate

Pricing sensitivity and the adoption of subscription models that offer
tailored plans (e.g., mobile-only subscriptions, family plans, or ad-supported
tiers).

These insights would allow streaming platforms to better serve diverse
global markets by adapting content, pricing, and user experiences based on
regional demands.

3. Longitudinal Studies on Consumer Loyalty and Retention

Future research could include longitudinal studies to examine consumer
loyalty and retention over time. This would provide valuable data on
The role of content fatigue, where consumers may get tired of a platform's
content after prolonged use, and how platforms can counter this with continuous
updates, original programming, or feature innovations.

These types of studies would allow for a deeper understanding of customer
churn and retention in the long term, especially in an industry with frequent
content updates and shifting pricing strategies.

4. Incorporating Psychological and Emotional Drivers in Consumer Decision-
Making

While this study focused on perceived value and content preferences,
future research could delve into the psychological and emotional drivers of
consumer engagement with streaming platforms. Research could explore
The role of community building and social influence How do social media, word
of mouth, and online reviews affect consumer decisions to try or continue using
a streaming service?

This approach would add depth to the understanding of the emotional
aspects of consumer choice, which can be crucial for platform differentiation in a
competitive market.

5. Impact of Technological Innovation on Consumer Engagement

Technology plays a central role in enhancing the user experience on
streaming platforms. Future research could focus on the role of technological
advancements in shaping user perceptions and engagement
Interactive Content The rise of interactive series (e.g., Netflix's Bandersnatch) and
virtual reality (VR) or augmented reality (AR)-based experiences could be
explored to understand how these innovations impact user preferences and
platform engagement.

Streaming Quality and Technology How do factors like 4K resolution,
HDR, and streaming performance (low latency, buffering issues) influence
consumer satisfaction, especially in emerging markets where internet
infrastructure may be less reliable?
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Examining these technological factors will allow researchers and industry
stakeholders to better understand the role of innovation in attracting and
retaining subscribers.

6. Investigating the Role of Content Personalization and Micro-Targeting
Future Studies Could Investigate the Growing Importance of Content
Personalization Through Micro-Targeting.

The effectiveness of personalized content curation based on individual
user profiles, viewing history, and preferences.

The influence of social recommendations, such as platforms leveraging
social media data or peer influence to drive recommendations for content.

As consumer demand for more personalized experiences grows, platforms that
invest in micro-targeting strategies could see improved user engagement and
customer satisfaction.

7. Comparing Streaming Services to Traditional Media

Future research could also consider comparing streaming services with
traditional media (e.g., cable TV, satellite). This research could.Examine the shift
in consumer habits and the motivations behind the move from traditional TV to
on-demand streaming services. Explore how cord-cutting trends affect consumer
behavior and the content consumption patterns of younger generations versus
older viewers.

Investigate whether multiplatform consumption (e.g., using streaming
platforms alongside traditional TV) has become the norm, and if so, how
platforms can integrate with traditional media to offer a seamless Future research
in the streaming industry should build upon the findings of this study by
exploring new dimensions of consumer behavior, market segmentation, and
technological impact. By addressing gaps in the current understanding and
extending the scope to include other platforms, user groups, and emerging
technologies, future research can help streaming services optimize their
strategies to attract, engage, and retain subscribers in an increasingly competitive
market. Additionally.
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