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Abstract of thesis presented to the Senate of Universiti Putra Malaysia in fulfilment
of the requirement for the degree of Doctor of Philosophy

FACTORS DRIVING GENERATION Z’s MEDIA CONSUMPTION OF
OTT PLATFORM UTILISING UNIFIED THEORY OF ACCEPTANCE AND
USE OF TECHNOLOGY

By

LIU LU

March 2024

Chairman : Mohd Feroz Shah De Costa bin Mohd Faris De Costa, PhD
Faculty : Modern Languages and Communication

Over-the-top (OTT) platforms, including iQiyi, Youku video, and Tencent Video, are
changing how people consume media as a result of the internet’s explosive growth
and expansion, which is having an unprecedented effect on the media industry. OTT
platforms have brought fierce user competition to traditional TV because of their ease
of use. The segment of consumers is a result of the altered media ecosystem. But there
were limited studies that considered the personal perception about the relationship
between traditional TV and OTT platforms into the adoption of OTT platforms.
Additionally, Generation Z has distinct media consumption traits and is gradually
making up a significant portion of the audience for both present and future OTT
platforms. However, the factors that impact Generation Z’s segmented OTT platform
adoption have not been precisely investigated, which is the main objective of this study.
This study mainly utilised the Unified Theory of Acceptance and Use of Technology
model 2 (UTAUTZ2) and segmented media consumption for theoretical underpinning.

This study primarily employed a quantitative survey design, collecting a total of 511



questionnaires from members of Generation Z in Beijing, Shanghai, Guangzhou, and
Shenzhen using three-stage cluster sampling and snowball sampling methods.
Through the use of Likert scales developed by researchers, all variables were
measured. For the data analysis in this study, Smart PLS 4 software was used in
conjunction with partial least squares structural equation modelling (PLS-SEM). The
segmented adoption of OTT platforms by Generation Z was found to be significantly
influenced by effort expectancy, social influence, facilitating conditions, hedonic
motivation, habit, and platform ecosystem. These factors together fully explained 57.1%
of variations in Generation Z’s behavioural intention to adopt OTT platforms.
Furthermore, habit, social influence, hedonic motivation, effort expectancy, and
facilitating conditions were the secondary factors that influenced Generation Z to use
OTT platforms. The platform ecosystem was the primary influence. This study also
showed that Generation Z believed OTT platforms and traditional TV had either a
complementing or substitutable relationship, both of which had a substantial impact
on segmented adoption of OTT platforms. In addition, there were no noticeable
variations between the influence of the aforementioned predictors on the behavioural
intention of solely using OTT platforms or using both traditional TV and OTT
platforms. This study discovered that there was no gender-based moderating influence
on any relationships between any of these markers and behavioural intention. This
study provided innovative scholarly viewpoints on studies of media consumption and
transferred ecological concept into communication studies for understanding the
relationship between old and new media. As well as this study offered guidance for
OTT platform companies to improve their operations to attract more users. For media
policymakers, this study also supplied further resources with empirical evidence for

improving media convergence.
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FAKTOR-FAKTOR YANG MENDORONG PENGGUNAAN MEDIA
GENERASI Z PADA PLATFORM OTT DENGAN MENGGUNAKAN TEORI
BERSATU PENERIMAAN DAN PENGGUNAAN TEKNOLOGI

Oleh
LIU LU
Mac 2024
Pengerusi :  Mohd Feroz Shah De Costa bin Mohd Faris De Costa, PhD
Fakulti . Bahasa Moden dan Komunikasi

Platform Over-the-top (OTT), termasuk iQiyi, video Youku, dan Tencent Video,
mengubah cara orang mengguna media sebagai akibat daripada pertumbuhan dan
pengembangan internet yang sangat pesat, yang memberikan kesan luar biasa kepada
industri media. Platform OTT telah membawa persaingan penggunaan yang sengit
kepada TV tradisional kerana kemudahan penggunaannya. Segmen pengguna
merupakan hasil daripada ekosistem media yang telah diubah. Namun, terdapat kajian
yang terhad yang mempertimbangkan persepsi peribadi tentang hubungan antara TV
tradisional dan platform OTT dalam penerimaan platform OTT. Selain itu, Generasi
Z mempunyai ciri penggunaan media yang berbeza dan secara beransur-ansur menjadi
sebahagian besar daripada penonton untuk kedua-dua platform OTT yang sedia ada
dan akan datang. Walau bagaimanapun, faktor-faktor yang memberi kesan kepada
penerimaan platform OTT yang bersegmentasi oleh Generasi Z tidak diteliti dengan
tepat, yang merupakan objektif utama kajian ini. Kajian ini utamanya menggunakan

Model Teori Penerimaan dan Penggunaan Teknologi Bersatu 2 (UTAUT2) dan
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penggunaan media yang bersegmentasi sebagai asas teori. Kajian ini terutamanya
menggunakan reka bentuk tinjauan kuantitatif, mengumpul jumlah 511 soal selidik
daripada ahli Generasi Z di Beijing, Shanghai, Guangzhou, dan Shenzhen
menggunakan kaedah pengambilan sampel Kluster tiga peringkat dan kaedah
pengambilan sampel bola salji. Melalui penggunaan skala Likert yang dibangunkan
oleh penyelidik, semua pembolehubah diukur. Untuk analisis data dalam kajian ini,
perisian Smart PLS 4 digunakan bersama-sama dengan pemodelan persamaan struktur
least squares separa (PLS-SEM). Penerimaan platform OTT yang bersegmentasi oleh
Generasi Z didapati dipengaruhi secara signifikan oleh jangkaan usaha, pengaruh
sosial, keadaan yang memudahkan, motivasi hedonik, kebiasaan, dan ekosistem
platform. Faktor-faktor ini bersama-sama menjelaskan 57.1% variasi dalam niat
tingkah laku Generasi Z untuk menerima platform OTT. Selanjutnya, kebiasaan,
pengaruh sosial, motivasi hedonik, jangkaan usaha, dan keadaan yang memudahkan
adalah faktor kedua yang mempengaruhi Generasi Z untuk menggunakan platform
OTT. Ekosistem platform adalah pengaruh utama. Kajian ini juga menunjukkan
bahawa Generasi Z percaya platform OTT dan TV tradisional mempunyai hubungan
yang melengkapi atau boleh diganti, kedua-duanya memberi impak yang besar
terhadap penerimaan bersegmen platform OTT. Selain itu, tidak ada variasi yang
ketara antara pengaruh penerang yang disebutkan di atas terhadap niat tingkah laku
untuk menggunakan platform OTT secara tunggal atau menggunakan kedua-dua TV
tradisional dan platform OTT. Kajian ini mendapati bahawa tidak ada pengaruh
pemandu berdasarkan jantina terhadap mana-mana hubungan antara mana-mana
penanda ini dan niat tingkah laku. Kajian ini menyediakan pandangan akademik yang
inovatif tentang kajian penggunaan media dan memindahkan konsep ekologi ke dalam

pengajian komunikasi untuk memahami hubungan antara media lama dan baru. Selain



itu, kajian ini menawarkan panduan kepada syarikat platform OTT untuk
meningkatkan operasi mereka untuk menarik lebih ramai pengguna. Bagi pembuat
dasar media, kajian ini juga menyediakan sumber lanjutan dengan bukti empirikal

untuk meningkatkan konvergensi media.

Kata Kunci: Segmen pengguna; Generasi Z; Penerimaan platform OTT; Model
UTAUT 2

SDG: MATLAMAT 8: Kerja yang baik dan pertumbuhan ekonomi;
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CHAPTER 1

INTRODUCTION

1.1 Background of the Study

With the rapid development and proliferation of the internet and digital technology,
there is experiencing an epochal change in the media industry and the technology
penetration has changed media consumption, particularly the media viewing pattern
(Shah & Mehta, 2022). The digital format has increasingly become an important form
of media consumption across the world (Sahu et al., 2021). Consumers are inclined to
access information and media context more easily and conveniently way
(Parthasarathy & Bhattacherjee, 1998), and over-the-top (OTT) streaming media
services are globally growing significant media consumption way (Ganjoo, 2016;

Indrawati & Haryoto, 2015).

In terms of the National Media and Infocommunication Authority Report (2014, p.11),
OTT is defined as “the service delivered over the internet by a service provider that is
not responsible for the transmission of the signals to the end-users; users access the
OTT service via the public internet”. In other words, unlike traditional media, OTT
streaming service has fewer limitations, and the consumers only need to access the
internet to obtain context. Meanwhile, these OTT streaming media platforms can
provide rich resources of news, TV series, movies, reality shows, sports programs and
other various content without the limited time and place, which enables audiences can
watch anytime and anywhere. Furthermore, with the ability to offer on-demand and

live-streamed content with multiple types of devices, such as smartphones and tablets,



and directly deliver to end-users, the OTT streaming platforms are changing the media

consumption habits of individuals (Mulla, 2022).

Moreover, the OTT platforms not only impact view habits through the different ways
of content publication but also the enhanced relation with social interaction (Yoo et
al., 2020; Mulla, 2022; Flayelle et al., 2017). The OTT platforms try to add social
functions to improve the attraction for users and loyalty of users, for example, Bilibili,
a Chinese OTT platform, adds bullet chats to expand the commenting function to offer
a place for users to synchronously discuss with friends and other people when

watching videos.

Nowadays, with the high penetration rate of the internet and portable devices,
particularly smartphones, there has been significant growth in OTT platforms and the
number of users of OTT platforms (Singh et al., 2022; Lee et al., 2019). The population
of users who choose streaming services is growing and at the same time, the amount
of time that watching streaming services also is increasing (Shelton et al., 2016).
Moreover, the COVID-19 pandemic heated this trend, due to the lockdown policy, the
consumption of at-home media has increased, and more people have moved to online

media, especially younger people (Song, 2021; Sharma & Lulandala, 2023).

Based on the previous study, Generation Z (Gen Z), who was born between 1995 and
2012, occupies a large part of current and future consumers (Camilleri & Falzon, 2020;
Kim & Kim, 2020; Mulyana, 2019). Gen Z is also referred to as “digital natives” and
savvy with technology (Wood, 2013). As for them, streaming is not a fresh way of

media consumption, they are early adopters and already have been used to watching



audio-visual content on streaming platforms (Podara et al., 2021). Thus, in terms of
generational perspective, Gen Z’s media consumption is different from other
generations and has unique characteristics, which is critical to understand their
consumption motivation both for business and academia (Pichler et al., 2021; Podara
et al., 2021). Moreover, as for a technology-based product or service, the factors that

contribute to Generation Z’s adoption of the OTT platform are not clear.

Furthermore, due to the OTT streaming services having a significant influence on the
changing media consumption behaviour of individuals, there are increasing audiences
moved from traditional media to streaming media. The rise of “cord-cutters,” or media
consumers, who have stopped subscribing to traditional media outlets in favour of
relying on streaming video material made available online, is one important result of
this development (Kim et al., 2021). According to the use and gratification theory,
users actively choose one media to meet their needs (Kartz et al., 1973), and traditional
media and OTT streaming media have a similar function that provides for their users.
However, according to niche theory (Dimmick, 2002), the time that users spend on
media consumption is limited, whether they choose OTT platforms as complementary
to gratify their needs should be explored. This leads to a growing academic interest in
exploring the rationale of media consumption on OTT streaming platforms. Therefore,
this research aims to investigate the motivation of Gen Z to adopt OTT platforms by
using the Modified Unified Theory of Acceptance and Use of Technology 2 (UTAUT?2)
model and particularly understand the influence of factors that consider OTT

platforms as media complementary or replaceable to the adoption of OTT platforms.



1.2 Statement of the Research Problem

As a result of the rapid and advanced development of internet technology, a range of
internet-based media activities is continually growing, the media market has changed
a lot. Particularly, the emergence and development of OTT platforms intensify
competition in the media market and video consumption is transferring from the
traditional pay-TV model to the OTT platform (Habib et al., 2022; Sadana & Sharma,
2020; Westcott et al., 2019). Global traditional pay-TV revenue witnessed a decline
from 186 billion U.S. dollars in 2019 to 151 billion U.S. dollars in 2022, and current
projections suggest that this downward trajectory is unlikely to be reversed, largely
due to the prevalence of on-demand content (Statista, 2023a). While, by the year 2027,
there is an anticipated growth of 26 million pay TV subscriptions in Asia-Pacific
region, primarily driven by China and India (Statista, 2023a). Forecasts indicate a
continuous rise in the number of users within the ‘OTT Video’ segment of the Chinese

media market. It is expected that between 2024 and 2029, there will be a significant

increase of 217.4 million users (+22.51 percent), positioning China to have one of the
highest pay TV subscribers counts worldwide (Statista, 2024). The emergence and
increase in popularity of OTT platform services among audiences have prompted
inquiries into the impact of this innovative digital media on viewers’ propensity to

utilize them (Dwivedi et al., 2024).

More, the 5G technology improves convenience and advantage of the OTT platform
usage, which results in customer’s consumption autonomy (Dwivedi et al., 2024) and
boosts next-generation media consumption, more than 50% of Generation Z (Gen Z)
state that they are willing to watch more streaming video on mobile devices (Westcott

etal., 2019). Generation Z, the current and future major consumers, as “digital natives”

4



was born with the shaping of the world by the internet (Seemiller & Grace, 2016).
They are familiar with the new media consumption patterns and much more easily
adopt the OTT platforms. In other words, Gen Z has a pro-tech, pro-network media
consumption habit and they prefer to use new media to view. Also, there is a
significant relationship between age and viewing motivation (Rubin, 1981). However,
the factor that determines the adoption of OTT platforms is not accurate and clear, and
the uncertainty is amplified among young digital audiences (Chan-Olmsted et al.,
2020). Moreover, there are limited studies to explore Generation Z’s adoption of OTT

platforms based on their “digital native” characteristics.

Meanwhile, consumers are the ones who ultimately decide whether to purchase a
certain product, it is crucial to understand the elements that influence them to do so
(Indrawati & Haryoto, 2015). Over the years, researchers have looked at different OTT
services and examined the factors that influence users’ behavioural intentions and use
of OTT-related technology. To assess user behaviour, researchers and academics have
frequently employed the use and gratification theory (UGT) (Menon, 2022), the theory
of reasoned action (TRA), the theory of planned behaviour (TPB) (Tefertiller, 2017),
the technology acceptance model (TAM) (Bhatt, 2022; Camilleri & Falzon, 2021); the
unified theory of acceptance and use of technology (UTAUT) model (Bhattacharyya
et al., 2022). These previous studies stated that there are many variables play a
significant impact on OTT platform adoption, likely, price, convenience and
performance expectations are just a few examples (Bhatt, 2022; Bhattacharyya et al.,
2022; Camilleri & Falzon, 2021; Menon, 2022; Mulla 2022; Tefertiller, 2017).
However, these theories and studies did not fully capture the complexity of factors

that influence adoption of OTT platforms (Venkatesh et al., 2003; 2012). Venkatesh



et al. (2012) expanded UTAUT model to develop the UTAUT2 model, which
anchored to hypothesize the influence of these components on behavioural intent
toward usage and actual utilization practices and provided a comprehensive
framework for exploring technology-related service and products. Moreover, these
constructs in the UTAUT2 model have been experimentally tested and verified in a
broad spectrum of contemporary technology adoption studies. However, there was
limited OTT platform adoption research that implied the UTAUT2 model, and it still
needs to explore whether there are other factors that affect the OTT platform adoption,
particularly from a consumer subjective perception perspective, and to validate this

model in a different context (Bhattacharyya et al., 2022; Venkatesh et al., 2012).

Because the media and platforms ecosystem also have a significant influence on
consumers’ adoption of media (Leiner & Neuendorf, 2022; Kim et al., 2021).
Substitutability and complementarity are two main concepts of the relationship
between old and new media. On the one hand, consumers sense substitutability and
are more inclined to cut the cord and adopt the new media when they believe it can
offer more functionality and pleasure than the old medium (Crawford, 2016). On the
other hand, when people perceive that old and new media complement each other they
will tend to choose both the old and new media and become cord-couplers (Kim et al.,
2021). The fragmented consumer groups are a result of the various ways that the
platform ecosystem is seen. According to several past studies, OTT platforms are
replacing traditional TV and the advanced functionalities offered by OTT platforms
may lead to cord-cutting and cord-coupling phenomenon (Cha, 2013; Kim et al., 2021,
Massad, 2018; Park, 2019; Tefertiller, 2018), which subsequently leads to consumers

segments. Cord-cutting refers to consumers abandoning traditional TV and choosing



the OTT platform for viewing. While cord-coupling refers to the consumers selecting

both traditional TV and OTT platforms for watching (Kim et al., 2021).

Specifically, consumers only have infinite time and cost for watching media content,
and based on the niche theory the traditional media are facing competition from the
OTT platforms for the consumers’ attention time and cost (Cha & Chan-Olmsted,
2012; Dimmick et al., 2000). When individuals select the OTT platforms to watch,
they spend less or no time on traditional TV. However, as for the media consumers’
migration and the relationship between conventional media and new media, media
complementarity theory provides a different perspective to explore the relationship
between conventional media and new media (Dutton-Bergman, 2004). Firstly,
regarding the motivation of media consumption, use and gratification theory explores
a lot and it states that the reason individuals actively choose one certain media to
consume is to satisfy specific needs (Fernandes & Pinto, 2020). Udoakpan and Tengeh
(2020) claimed that there are high similarities in gratifying the audience’s needs
between watching OTT platforms and traditional TV. Dutta-Bergman (2004a; 2004b)
demonstrated that users tend to seek the same content from traditional media and
online media, which is supported by the media complementarity theory. Meanwhile,
media complementarity provides a great perspective to show the coexistence and
cross-use of old and new media (Dutton-Bergman, 2004). But a lack of experimental
and statistical data to support it. There is a lack of understanding of considering the
platform ecosystem as a factor that affects the adoption of OTT platforms and
consumer segment. In other words, there were limited studies that employed
guantitative methods for exploring and understanding the complement relationship

between traditional TV and OTT platforms and cord-coupling phenomena.



To conclude, the development of the OTT platform has had a significant influence on
the shifting of media consumption behaviour and patterns and media industry
strategies. Meanwhile, the migration of consumers from traditional media to OTT
platforms and the relationship between the two mediums play an important role in
understanding media development. And Generation Z as the main future consumer
has special characteristics and plays a vital role in media development. Gen Z’s
different characteristics in media consumption habits are important to explore to
understand the affordance of digital media from a youth perspective (Suwana, 2020).
Therefore, this research aims to fill these gaps and to explore and identify the factors
that impact Generation Z to adopt the OTT platform and understand their thought
about the relationship between traditional media and the OTT platform. So, the

following research questions and objectives are designed for this study.

1.3 Research Questions

RQ1: What specific elements of the UTAUT2 model significantly influence
Generation Z’s adoption of OTT platforms?

RQ2: How does the perception of the platform ecosystem, including factors such as
perceived substitutability and complementarity, influence Generation Z’s

adoption of OTT platforms?

RQ3: What are the underlying factors contributing to the segmented adoption

patterns of OTT platforms among Generation Z?

RQ4: What is the moderating effect of gender on the relationship between factors
influencing Generation Z’s adoption of OTT platforms and their actual
adoption behaviour?
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Research Objectives

General Objective:

The general objective of this study is to explore the factors that impact Generation Z’s

diversified adoption of OTT platforms.

1.4.2

RO1:

RO2:

RO3:

ROA4:

1.5

Specific Objectives:

To examine the individual components of the UTAUT2 model that exert a
notable impact on Generation Z’s adoption behaviour towards OTT platforms.

To examine the role of the platform ecosystem in shaping Generation Z’s
attitudes and behaviours towards OTT platforms, particularly in relation to

perceived substitutability and complementarity.

To explore and elucidate the various factors contributing to the heterogeneous

adoption behaviours observed among Generation Z regarding OTT platforms.

To examine the moderating role of gender in the relationship between factors
that affect Generation Z’s OTT platform adoption and Generation Z’s
adoption of OTT platforms.

Significance of the Study

The findings of this study would contribute to the academic field of media

consumption and media convergence and commercial strategies for media company

business development. The significance of this study will be discussed from four

aspects, namely theoretical, methodological, practical, and policy.



151 Theoretical Significance

First, for the theoretical aspects, the related research on the shift of media consumption
patterns and the adoption of new media has offered a certain theoretical basis for this
research, but there are also certain limitations. Through the sorting and analysis of
existing research, it is found that most previous research pays attention to general
audiences, and limited focus on the next generation, Gen Z. According to various big
data predictions, in the next 10 years, 73% of the Generation Z population will become
newcomers to the workplace. By 2035, the overall consumption scale of China’s
Generation Z will increase by 4 times to 16 trillion (Fang, 2022). It can be said that in
the entire consumer market in the future, core elements for the growth of the Culture
Market are included. Thus, Gen Z is the majority of current and future consumers, and
it plays an important role in exploring the antecedence and motivation of their
consumption behaviour both for filling the literature gap and designing a marketing
strategy. Thus, this study focuses on Gen Z and provides more information about their

media consumption.

Second, although several pieces of research explore the adoption of streaming services
few investigate the consumers’ diversified adoption, this study would try to provide a
new perspective and framework that combines the UTAUT2 model and platform
ecosystem concept to investigate the segmented media adoption. This research would
extend and add platform ecosystem aspects to the UTAUT2 model to comprehensively
investigate the segmented adoption of the OTT platforms and examine the UTAUT2
model in a different context. Meanwhile, this study provides the resource to integrate

the macro and micro and translate macro-concepts to micro-individual levels for a

10



deeper understanding of future generations’ diversified viewing repertoire creation,

media consumer segments and media convergence.

This research provides a novel perspective on comprehending the varied uptake of
new media services and consumption trends among Generation Z. The empirical
implementation of these concepts serves to enhance a revised iteration of the UTAUT2

framework for forthcoming studies on media product adoption.

152 Methodological Significance

Next, as for methodology, this study will use quantitative methods to enrich and
provide guidelines for future media complementarity studies. So, this study explains
more and contributes the knowledge about media consumption study combining

theory and practice for future reference.

Additionally, the present study utilizes the Smart PLS 4 software for conducting data
analysis, thus offering an illustrative reference for upcoming research endeavours

interested in utilizing Smart PLS 4 for data analysis.

153 Practical Significance

Then for practical aspects, most previous studies focus on the OTT platforms in the
US market, such as Netflix, and rarely pay attention to the Chinese market, so this
study would explore more of the Chinese media market to offer more business
strategies for Chinese media companies. This research would contribute to providing
a valued reference for streaming services platforms to improve their user population

and increase revenue, which is the impractical application of the current research.

11



154 Policy Significance

Last, for the policy aspect, this study offers more detailed evidence of diversified
media consumption, and the youth’s media consumption patterns and rules, the

policymakers can use these to make rational regulations about online media use.

Additionally, this study explores individuals’ perceptions of diversity in the media
ecosystem and the relationship between old and new media, policymakers could use

these information to promote media convergence.

1.6 Scope of the Study

OTT platforms can directly deliver media content and service through the internet to
the end-users, meanwhile, users can access content with multiple devices and without
the limitation of time and place. Here, the researcher focuses on this growing trend of
media consumption and a major part of users, Generation Z. According to the
generation perspective and Kupperschmidt’s (2000) study, Generation Z refers to the
people who were born in the mid-1990s through the late 2010s. This research aims to
examine the factors that impact Generation Z’s diversified adoption of OTT platform,
which implies the UTAUT2 model and determines the influence of the platform

ecosystem on Generation Z’s adoption of OTT platforms.

Therefore, firstly according to Statista’s report (2024), China is one of the countries
with the largest number of OTT platforms users in the world, and Feng (2022) stated
that overall consumption scale of China’s Generation Z will grow, accounting for the
main part of media consumers. So, this research concentrates on Gen Z who used or

are using OTT platforms, and the location is limited in China.

12



Also, in terms of <China Urban Prosperity and Vitality 2020 Report> (China Urban
Planning and Design Institute, 2020), the Generation Z make up the majority of the
population in Beijing, Shanghai, Guangzhou, and Shenzhen, meanwhile the network
construction of these four cities is mature, providing excellent technical support for

this study, thus this study mainly focused on Generation Z in these four cities.

Meanwhile, based on <2021 Statistical Bulletin of the National Radio and Television
Industry> report (State Administration of Radio and Television, 2022), the four
Chinese OTT platforms, iQiyi, Youku, Tencent Video, and Mango TV represent a
sizable portion of the Chinese OTT platform market, so this study will mainly pay

attention to Generation Z who used or are using the four Chinese OTT platforms.

1.7 Keywords Definition

In order to understand this research better, it is crucial to establish a clear concept for
the initial terms used in this research. Thus, the following keywords are identified

below.

OTT platform - OTT platform is the abbreviation for the over-the-top platform. It is
defined by the International Telecommunication Union as a service or application that
provides media content to end-users through the Internet (Singh, Arora & Kapur,
2022). And it breaks the limitation of time and place to offer media content to
consumers over the internet as a distributor and audiences can access it with multiple

devices.

13



Generation Z - According to the generation perspective and Kupperschmidt’s (2000)
study, Generation Z refers to the people who were born in the mid-1990s through the

late 2010s.

Platform ecosystem — According to Lin’s (2004) study, consumers may view new
media platforms as complete replacements, complements, partial replacements for, or
neither replacements nor complements to traditional media. Cord-cutting and cord-
coupling respectively show the substitutability and complementarity relationship

between traditional television and OTT platforms (Kim, et al., 2021).

1.8 Summary

This chapter has elucidated the historical context of the current investigation and its
academic, methodological, practical, and policy implications. The associated and
crucial issues were deliberated in this chapter and in order to tackle these issues,
multiple research inquiries were posited as well. This chapter also encompassed the
extent of the investigation and the definition of the keywords. The ensuing chapter is

poised to examine the relevant literature and theories employed in this present study.
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