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ABSTRACT
There has been a surge in cord-cutting, which has caused over-the-top (OTT) services to flourish, due to rapid technological advancements and widespread internet access.  While technical readiness facilitated early adoption, the overwhelming quantity of information available today presents substantial behavioural and psychological challenges to sustained use.  This study on over-the-top (OTT) adoption aims to provide light on the connection between consumers' digital readiness and the phenomenon of material overload.  Excited with digital platforms but also exhausted by the abundance of material options? That's the question that researchers are trying to answer.  It takes cues from the Technology Readiness Index (TRI) and incorporates parts of the Technology Acceptance Model (TAM) and Innovation Resistance Theory (IRT).  The 874 people that took part in the two-part study were all from India.  Two methods were used to examine the data: structural equation modelling and confirmatory factor analysis.  The findings show that technological optimism and innovativeness had a positive effect on early adoption, however information overload was the main cause of cognitive fatigue, decision paralysis, and decreased motivation to continue utilising.  Individual differences in media consumption habits further mitigated the association between felt overload and resistance. The findings indicate that over-the-top (OTT) providers should improve the usability of their technology and use customised content curation strategies to decrease overload and maintain user engagement.  These insights may be used by policymakers, content producers, and service providers to develop user-centric over-the-top (OTT) experiences
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1. INTRODUCTION
The likes of Disney+, Amazon Prime Video, Netflix, and other regional options are instances of over-the-top (OTT) streaming services. These services have altered the manner in which people consume media by providing them with more flexibility in terms of when, what, and how they watch.( Parasuraman, A. , 2000).  Developments in technology, an increase in the number of people using smartphones, an increase in the cost of internet connections, and altering preferences in entertainment are all factors that have contributed to the expansion of these services. Users in countries such as India are very knowledgeable about technology and willing to experiment with new digital services, which has resulted in the over-the-top (OTT) market seeing a stratospheric growth in popularity.( Chen, C.,2009)
Technology Readiness: OTT Adoption Catalyst
One way to look at technological readiness is as an individual's openness to and comfort with using new technology methods to achieve their objectives. . All of these characteristics are included in it: optimism, ingenuity, discomfort, and insecurity.( Eppler, M. J., 2004) Those users who are more knowledgeable about technology are more likely to be willing to experiment with and subscribe to new over-the-top (OTT) streaming services. When it comes to consuming media, early adopters of over-the-top (OTT) services are often tech-savvy individuals who put a priority on accessibility, personalisation, and convenience. This is according to preliminary research that was conducted.( Bhattacherjee, A. , 2001).
The Content Overload Paradox
Although the enthusiasm of consumers for technology has accelerated the adoption of over-the-top (OTT) services, a new challenge has emerged: information overload. A growing number of people are experiencing digital burnout and choice fatigue as a consequence of the continuous addition of content that spans a variety of genres and languages, as well as the development of platforms.( Kang, J., 2010) There is a possibility that an excess of alternatives may lead to disengagement with the platform, decreased enjoyment, and cognitive fatigue. As a result of this paradox, users feel both empowered and overwhelmed, which raises significant concerns about continuous usage and long-term client loyalty.( Lee, R. L. T., 2011)
Even though there has been a significant amount of research conducted on digital media behaviour in general, there have been relatively few integrative studies that have investigated the adoption of over-the-top (OTT) services from the perspectives of technical preparedness and content overload. The goal of this research is to better understand how consumers' actions alter after adoption, particularly when confronted with information saturation pressure. This research blends theoretical frameworks from TAM and IRT in order to fulfil this requirement. It is the main purpose of this research to discover what it is that keeps individuals interested in over-the-top (OTT) services and what drives them to join up for such services.
Research framework
"From Tech-Ready to Overwhelmed: Investigating OTT Adoption Through the Lens of Technology Readiness and Content Overload," the study's conceptual framework, is based on a two-phase longitudinal model that depicts the changing trajectory of Indian OTT platform users. The research examines how individual characteristics of technological readiness—optimism, inventiveness, discomfort, and insecurity—affect early uptake and use of over-the-top (OTT) services in the first phase. Users' readiness and desire to use digital platforms are reflected in these constructs. Perceived information overload, decision weariness, and content saturation are some of the symptoms of content overload, which is investigated in the second phase after extended exposure to large amounts of OTT material. User satisfaction and desire to continue using the service are negatively impacted by this overburden. Crucially, the research also looks at how digital well-being practices like screen-time management and choice coping techniques like content filtering and prioritisation might lessen the harmful consequences of overload. The paradigm provides insights into how digital consumers manage overwhelming information environments over time by conceptualising the user experience as a transition from initial excitement and tech-readiness to possible cognitive fatigue and disengagement.
Objectives 
1. To investigate how technical maturity affects OTT platforms' early uptake. 
2. To examine how material saturation affects consumers' interest and continuing use of OTT services.
Hypothesis 
H1: Consumer opposition to OTT is influenced by functional constraints, such as risk, value, and use barriers.
H2: Consumer resistance to OTT is influenced by psychological barriers, including traditional barriers, image barriers, and technology vulnerability.
H3: Consumer resistance to OTT is influenced by individual hurdles.
H4: The association between consumer resistance to OTT and inclination to continue is moderated by habit.
H5: The desire to continue is influenced by consumer opposition.
H6: Willingness to subscribe to OTT is significantly influenced by innovation attributes, including perceived utility, perceived trialability, perceived price, perceived relative advantage, perceived compatibility, and perceived reversibility.
H7: The propensity to subscribe to OTT is significantly influenced by consumer attributes such as perceived self-efficacy and perceived first user experience.
H8: The association between OTT subscription desire and sustained use behaviour is moderated by the propagation mechanism.
H9: Continued consumption habit and willingness to subscribe to OTT are strongly correlated.
2. LITERATURE REVIEW 
Fujihara, Ricardo & Montezano, Lana & Alfinito, Solange. (2022), In Brazilian mobile commerce (m-commerce), this research explains the connection between human values and technological preparedness.  A total of 2,171 participants from all of Brazil's states participated in this online survey, which included the following instruments: the Technology Readiness Index 2.0, SES questions, and the Portrait Values Questionnaire-Revised (PVQ-R).  Human values predicted technological preparedness, attitude, and the desire to buy online via mobile, according to our structural equation modelling.  Contributing factors to technological readiness were openness to change and self-improvement, whereas the technology inhibitor factor was conservation and self-transcendence, in that order. Human values, technological preparedness, and the ambition to buy online via mobiles are all part of a conceptual model that was built via managerial and theoretical contributions.  The results of this research may guide the creation of information security rules with the overarching goal of boosting m-commerce consumers' trust in emerging technology.
Patnaik, Rabinarayan & Patra, Soumendra & Mahapatra, Durga & Baral, Sukanta. (2022), In this day of lightning-fast technology advancements and ever-increasing internet usage, people's tastes in entertainment have matured.  During the COVID epidemic, the media landscape was transformed by the emergence of over-the-top (OTT) media services.  A huge portion of the global public now accepts OTT due to smart phones and availability to broad band.  Similarly, consumers in India are increasingly gravitating towards OTT on mobile devices as their go-to method of content consumption.  On the other hand, this new kind of media isn't without its flaws, particularly when it comes to socioeconomic and technical concerns.  The current research highlighted the difficulties associated with adopting this quickly favoured media platform, in addition to discovering the increasing expectations of OTT.  According to research looking at data from the Odisha twin cities of Cuttack and Bhubaneswar, three main factors—"user behaviour," "technological flexibility," and "customer-centric content"—were determined to be the most influential when it came to over-the-top (OTT) content.  Both the regulatory bodies and the OTT media companies might benefit from the study's findings when it comes to advertising and developing strategies.
Sinha, Deepti & Sinha, Sachin & Phutela, Nidhi & Grover, Priya. (2024), The purpose of this research is to identify the elements that influence millennials' decisions to subscribe to Over-The-Top (OTT) services. The research used both exploratory and descriptive methodologies as part of a mixed-methods strategy. Subscription intent is significantly affected by demographic factors, according to the study's results. The results also showed that respondents' opinions towards buying OTT subscriptions were affected by things like easy navigation, wanting knowledge, and binge-watching. Subjects like voyeurism and relaxation also played a role in how respondents felt about keeping their OTT subscriptions. In order to expand their user base, over-the-top (OTT) firms may utilise the study results to develop new distribution strategies in collaboration with mobile carriers. These strategies can include mobile-only packs and sachet pricing, among other innovative offerings. This research adds a lot to our knowledge of millennials' viewing and subscription habits. All of the ideas and research presented in the paper are completely unique.
Gupta, Kriti & Joshi, Deepika & Singh, Shikha. (2025), This research delves at the aspects that make people want to utilise and pay for video streaming services offered by over-the-top (OTT) platforms.  The strategy, technique, and approach This study experimentally evaluates a research paradigm based on the uses and gratifications theory (UGT) and the technology acceptance model (TAM) using a sample of 256 Indian customers of over-the-top (OTT) services.  To decipher the reasons behind customers' adoption of OTT services, the main data was analysed using the partial least squares structural equation modelling (PLS-SEM) approach.  Findings The results indicate that both internal and external variables influence customers' inclinations to utilise over-the-top (OTT) services.  Intrinsic variables including instrumental usage, interactive control, and flow experience are closely connected to their incentives to pay for over-the-top (OTT) services.  Restrictions on the study Individuals' goals and perspectives on OTT services constitute the bulk of the study.  It fails to take into account the common communal practices in Indian families, such as using over-the-top (OTT) services as a group. Information gathered from tech-savvy city dwellers is the backbone of this research.  People in rural areas, where the use of over-the-top (OTT) services is on the rise, may have different opinions.  Implications for practice. The research will help over-the-top (OTT) companies throughout the world develop plans to break into new developing markets.  Innovation and worth This research adds to the existing body of knowledge by elucidating how Indian customers perceive over-the-top (OTT) services.
Polisetty, Aruna & Sowmya, G & Pahari, Subhajit. (2023), An increasing interest in understanding customer adoption behaviour towards over-the-top services (OTTs) has arisen in response to the surge of cord-cutting, which is a result of technology improvements and internet connectivity. Using the innovative Resistance Theory (IRT) and the Technology Acceptance Model (TAM), this research sought to understand the obstacles to accepting the first wave of over-the-top (OTT) services and the innovative features and dissemination mechanism of the second wave. Two rounds of the survey were conducted in India, with 302 and 572 participants, respectively. The data was examined using structural equation modelling and confirmatory factor analysis. Consumer resistance, which in turn affected their desire to continue using the product, was most strongly affected by value barriers, technological vulnerability barriers, and individual barriers, according to the results. Results showed that consumer habits somewhat mitigate the impact of customer resistance on the desire to continue using the product. In the second wave, there was no correlation between innovation and sustained use behaviour and customer attributes. Rather, in order to overcome consumer resistance and encourage innovation, a strong dissemination mechanism was investigated. Insights gained from these results may help regulators and OTT service providers encourage consumers to keep using their services and overcome any opposition they may encounter.
3. MATERIAL AND METHOD 
Methods
This research set out to answer a number of questions about Indian internet users' habits, including how content saturation affects their propensity to stick with OTT (Over-the-Top) platforms and how early adoption of new technologies correlates with level of technical readiness. (Iyengar, S. S., 2018)  The research strategy utilised in this study was a two-wave causal relationship. In the first wave of study, researchers investigated the early diffusion stage of over-the-top (OTT) service adoption. (Agarwal, R., 2017) They focused on how four factors of technological readiness—innovation, optimism, discomfort, and insecurity—impacted consumers' inclination to utilise the services. At the same time, we investigated the potential psychological and usability obstacles that may result in resistance to technology and a lack of interest in it. In the succeeding wave of study, researchers investigated the effects of content overload, also known as the excess of over-the-top (OTT) information that is easily available, on decision fatigue, satisfaction, and retention.( Al-Adwan, A. , 2014)  In addition, we investigated the ways in which cognitive load management and digital well-being habits affected the link between the two variables in order to assess how consumers cope with the vast number of available alternatives. The design has two waves, each of which represents a distinct step in the progression of the customer's experience. (Compeau, D. R., 2019)  When compared to the second wave, which reflects a situation of cognitive tiredness and saturation brought on by technology, the first wave indicates an eager time of technology. An examination of the data was carried out with the assistance of AMOS for Structural Equation Modelling (SEM) and SPSS's PROCESS Macro for Moderation Analysis.( Alalwan, A. A. , 2020).
Data Collection
In order to guarantee a wide and technologically engaged respondent population, primary data was gathered in two waves of online surveys in India using the Mechanical Turk platform of Amazon.
· Wave 1 (Tech-Readiness Phase): This study was carried out during August and October of 2020, when over-the-top (OTT) usage was at its peak due to the lockdowns imposed by the epidemic. After removing invalid or otherwise unsuitable answers, 302 valid entries remained from 330 total.( Claudy, M. C.,2019)
· Wave 2 (Content Overload Phase): Performed during July and September of 2022, at the onset of content weariness and OTT saturation. We got 598 questionnaires in all, and we utilised 572 consistent replies for our study.(Al-Gahtani, S. S. , 2010).
A convenience sample of seasoned OTT users from a range of demographics was used in the research. Using this method, we were able to record changes in patterns of behaviour throughout time.( Aloe, A. M.,2016)
Measurement and Psychometrics
Established and altered scales were used to assess all constructs, with modifications made to ensure they were contextually relevant to OTT platforms. We used a Likert scale with five points, where 1 is Very Disagree and 5 is Very Agree.
· Optimism, Innovativeness, Discomfort, and Insecurity were some of the characteristics taken from Parasuraman (2000) to gauge technological readiness. 
· Eppler and Mengis (2004) and Chen et al. (2009) were the sources from which the Content Overload constructs—perceived information overload, decision fatigue, and content saturation—were derived. 
· Bhattacherjee (2001) and Kang et al. (2009) served as sources for the Continued Usage Intention and User Satisfaction items, which were subsequently adjusted. 
· Moderators such Choice Coping Strategies and Digital Well-being were taken from previous work by Iyengar and Lepper (2000) and Lee et al. (2020).
For the purpose of psychometric evaluation, the following measurement models were validated using confirmatory factor analysis (CFA):
· Wave 1: RMSEA = 0.045, CMIN/DF = 1.21, CFI = 0.96, GFI = 0.93, and AGFI = 0.90 
· Wave 2: RMSEA = 0.055, CMIN/DF = 1.36, CFI = 0.97, GFI = 0.94, and AGFI = 0.92
All factor loadings were greater than 0.4, indicating that the model is unidimensional. Average variance extracted (AVE), Cronbach's alpha, and composite reliability all demonstrated strong signs of internal consistency and convergent validity. The use of the Fornell-Larcker criteria verified the discriminant validity.( Al-Rahmi, 2017)
Mitigating Common Method Bias
Several precautions were taken to counteract common technique bias: 
· Using a two-wave architecture to separate data over time. 
· According to Harman's single-factor test, there was no dominant factor. 
· In order to minimise bias, the survey was designed with random item selection, anonymity guarantee, and easy-to-understand instructions. 
· The relevance of important routes remained unchanged when a latent method component was included in the structural model, indicating that the model is resilient.(Davis, F. D. , 2016).
	2
	TRIPTI KUMARI & NAVJIT SINGH




Table 1. Indian OTT Respondent Socio-demographic Profile
	Sl. No.
	Particulars
	Wave 1 (2020)
	%
	Wave 2 (2022)
	%

	1
	Gender
	
	
	
	

	
	Male
	190
	62.5
	310
	54.39

	
	Female
	114
	37.5
	260
	45.61

	2
	Age Group
	
	
	
	

	
	Below 20 years
	68
	22.37
	122
	21.41

	
	20–35 years
	112
	36.84
	215
	37.72

	
	35–50 years
	69
	22.70
	98
	17.19

	
	50–65 years
	32
	10.53
	87
	15.27

	
	Above 65 years
	23
	7.57
	48
	8.41

	3
	Location (Residential Category)
	
	
	
	

	
	Urban
	128
	42.11
	205
	35.96

	
	Semi-Urban
	110
	36.18
	260
	45.97

	
	Rural
	66
	21.71
	105
	18.57

	4
	Monthly Household Income
	
	
	
	

	
	Less than ₹20,000
	34
	11.18
	108
	18.94

	
	₹20,000–₹40,000
	86
	28.29
	130
	22.81

	
	₹40,000–₹60,000
	90
	29.61
	140
	24.56

	
	₹60,000–₹80,000
	80
	26.32
	93
	16.32

	
	Above ₹80,000
	13
	4.28
	99
	17.37

	5
	Educational Qualification
	
	
	
	

	
	School level
	72
	23.68
	102
	17.89

	
	Graduation
	108
	35.53
	178
	31.22

	
	Post-graduation
	92
	30.39
	118
	20.69

	
	Doctorate
	12
	3.95
	36
	6.31

	
	Professional/Technical
	20
	6.58
	136
	23.88

	6
	Occupation
	
	
	
	

	
	Student
	70
	23.03
	128
	22.46

	
	Self-employed
	60
	19.74
	96
	16.84

	
	Salaried Professional
	94
	30.92
	120
	21.05

	
	Homemaker
	48
	15.79
	110
	19.30

	
	Retired
	32
	10.53
	116
	20.35

	7
	Proportion of Monthly Income Spent on OTT
	
	
	
	

	
	Less than 5%
	200
	65.79
	286
	50.18

	
	5–15%
	84
	27.63
	180
	31.58

	
	15–30%
	20
	6.58
	104
	18.24

	8
	Number of OTT Platforms Used
	
	
	
	

	
	1
	108
	35.53
	60
	10.53

	
	2
	150
	49.34
	122
	21.44

	
	3
	30
	9.87
	158
	27.74

	
	4
	14
	4.61
	140
	24.56

	
	More than 4
	2
	0.66
	90
	15.79

	9
	Weekly Time Spent on OTT Platforms
	
	
	
	

	
	Less than 3 hours
	50
	16.45
	34
	5.96

	
	3–10 hours
	160
	52.63
	405
	71.05

	
	More than 10 hours
	94
	30.92
	131
	23.00

	10
	Preferred Subscription Plan
	
	
	
	

	
	Monthly
	100
	32.89
	58
	10.18

	
	Quarterly
	108
	35.53
	40
	7.02

	
	Half-Yearly
	60
	19.74
	192
	33.68

	
	Annual
	36
	11.84
	280
	49.12

	11
	Do You Prefer OTT Over Traditional Media in the Long Term?
	
	
	
	

	
	Yes
	80
	26.32
	270
	47.37

	
	No
	120
	39.47
	105
	18.42

	
	Neutral
	104
	34.21
	195
	34.21



4. RESULT 
Wave I (August–September 2020) results
In this section, we put a variety of hypotheses to the test studied the early phases of the COVID-19 pandemic in India and the reasons why consumers were hesitant to use and preferred over-the-top (OTT) platforms. (Anshu, K., 2015) Also explored are the ways in which consumer behaviour mitigated these effects. (Dawson, J. F. , 2014).  An outstanding model fit was obtained by the structural model that examined the associations between perceived obstacles and over-the-top (OTT) use behaviour (CMIN/DF = 1.370, GFI = 0.930, AGFI = 0.913, CFI = 0.982, RMSEA = 0.031).( Chulkov, D. V. , 2017).   The model's mean squared error of 0.031 demonstrated this.  The statistically significant beta coefficients (p < 0.05) were used to validate all of the hypotheses, as shown in Table 2.  Based on the key results, the most important variables that caused consumer resistance were value barriers, individual barriers, and technological vulnerability barriers.  Because of this resistance, consumers' chances of sticking with over-the-top (OTT) services took a major nosedive.( Arif, I., 2016)
 Aside from mediating the effect, consumer behaviour impacted both the strength and direction of the association between resistance and ongoing consumption. (Chu, C. W., 2017) Table 3 shows that those who watch a lot of OTT content are less affected by perceived barriers and more likely to keep watching even when they encounter problems.  The results were further supported by bootstrapping, which showed a statistically significant moderating impact.  The fact that there was no zero in the confidence intervals proved this.  According to the parsimonious model (Figure 1), which proved that regular use lessens the impact of resistance, behavioural inertia was a major factor in the pandemic-driven digital transition.( Bagozzi, R. P., 2015)
Wave II (July–September 2022) results
Research from this wave on consumer behaviour after a pandemic in relation to OTT platform adoption revealed high levels of user engagement and acceptability. In this work, we used PROCESS macros to look at the conditional indirect consequences of WTS and the importance of propagation mechanisms in maintaining over-the-top (OTT) consumption (Karazsia et al., 2014). Several model fit indices, such as CMIN/DF = 2.119, GFI = 0.873, AGFI = 0.843, CFI = 0.959, and RMSEA = 0.056, suggested that the analysis might be regarded as credible.( Basu, A., 2017) There was no statistically significant relationship between innovation and CUB (continuous over-the-top) consumption behaviour, as shown in Table 3 (p > 0.05). WTS, which stands for "willingness to subscribe," was further impacted by each of those factors. (Dehghani, M. ., 2018). Further research showed that WTS significantly improved CUB, and mediation experiments verified that WTS completely mediated the direct effect. The results of the tests corroborated both ideas. (Bhattacharyya, S. S., 2018)
Although innovation and customer attributes could not independently predict continuous use, the mediation as a whole shows that they indirectly impacted WTS. It seems that user willingness is a key component in translating desirable qualities into real over-the-top (OTT) use habits. (Ebrahimi Fard, A.,2022)  In addition, the validity of this mediation model was validated by using model fit indices, which demonstrated a CMIN/DF of 1.43, GFI of 0.97, AGFI of 0.94, TLI of 0.96, CFI of 0.95, and RMSEA of 0.04. In Figure 2 and Table 4, we can see that when effective propagation mechanisms are working, the conditional indirect impact of WTS changes. One example of a method is targeted advertising, while another is referral rewards. When exposed to persuasive propaganda methods, customers were more likely to maintain their subscriptions to over-the-top (OTT) services, since this interaction amplified the impact of WTS on extended use. Using bootstrapping indices, we verified that the confidence intervals remained below zero, indicating statistical significance. (Bollweg, L.,2018)
Wave II data shows that Indian consumers' conduct after the epidemic has ended has remained consistent. This is because OTT platforms have been around for a long time and have a mature following among Indian clients. Engagement among Indian customers is driven by a mix of intrinsic motivation and extrinsic factors.( Büyükdağ, N., 2017)

Table 2. Summary of path coefficients – direct effects
	Path
	Estimate (β)
	SE
	CR
	p-value
	Hypothesis
	Significant (Sig.)

	Functional Barriers:

	Usability Barrier (USB) → Consumer Resistance (CRE)
	0.34
	0.08
	4.25
	0.01
	H1
	Yes

	Value Barrier (VAB) → CRE
	0.37
	0.10
	3.70
	0.02
	
	Yes

	Risk Barrier (RSB) → CRE
	0.29
	0.03
	9.67
	0.01
	
	Yes

	Psychological Barriers:

	Trust Barrier (TRB) → CRE
	0.46
	0.11
	4.18
	0.01
	H2
	Yes

	Image Barrier (IMB) → CRE
	0.27
	0.04
	6.75
	0.02
	
	Yes

	Technology Vulnerability Barrier (TVB) → CRE
	0.49
	0.13
	3.77
	0.04
	
	Yes

	Individual Barrier (IDB) → CRE
	0.35
	0.04
	8.75
	0.01
	
	Yes

	Individual Barriers:

	Innovativeness Barrier (INB) → CRE
	0.41
	0.03
	13.67
	0.01
	H3
	Yes

	Consumer Resistance (CRE) → Continuation Intention (COI)
	−0.38
	0.11
	−3.45
	0.04
	H5
	Yes


Table 3. Results of moderation
	Path
	β (Beta)
	SE
	t-value
	p-value
	LLCI
	ULCI
	Moderation
	Hypothesis

	Conditional Effect of Habits (CRE → COI)
	0.39
	0.09
	4.33
	0.01
	0.0871
	0.2012
	Yes
	H4


Moderation summary
	Path
	Direct Estimate
	Conditional Estimate
	Nature of Moderation
	Significance

	CRE → COI
	−0.38
	0.41
	Antagonistic (habits weaken negative effect of resistance)
	Yes


Table 4. Mediation Summary: Willingness to Subscribe (WTS) as Mediator Between Innovation, Consumer Characteristics, and CUB
	Path
	Direct Effect (β)
	Indirect Effect (β)
	SE
	CR
	p-value
	Hypothesis
	Decision
	Nature of Mediation

	[image: ]
	0.29
	NA
	0.08
	3.63
	0.02**
	H9
	Supported
	Full

	[image: ]
	0.23
	NA
	0.03
	7.67
	0.01**
	
	Supported
	Full

	[image: ]
	0.32
	NA
	0.05
	6.40
	0.01**
	
	Supported
	Full

	[image: ]
	0.40
	NA
	0.09
	4.44
	0.02**
	
	Supported
	Full

	[image: ]
	0.27
	NA
	0.06
	4.50
	0.02**
	
	Supported
	Full

	[image: ]
	0.22
	NA
	0.03
	7.33
	0.01**
	
	Supported
	Full

	[image: ]
	0.42
	NA
	0.11
	3.82
	0.01**
	
	Supported
	Full

	[image: ]
	0.36
	NA
	0.08
	4.50
	0.01**
	
	Supported
	Full

	[image: ]
	0.48
	NA
	0.10
	4.80
	0.01**
	
	Supported
	—

	[image: ]
	0.13
	NA
	0.19
	0.68
	0.10
	
	Not Supported
	—

	[image: ]
	0.17
	NA
	0.18
	0.94
	0.09
	
	Not Supported
	—

	[image: ]
	0.18
	NA
	0.16
	1.13
	0.07
	
	Not Supported
	—

	[image: ]
	0.22
	NA
	0.21
	1.05
	0.07
	
	Not Supported
	—

	[image: ]
	0.14
	NA
	0.22
	0.64
	0.11
	
	Not Supported
	—

	[image: ]
	0.12
	NA
	0.20
	0.60
	0.10
	
	Not Supported
	—

	[image: ]
	0.24
	NA
	0.28
	0.86
	0.09
	
	Not Supported
	—

	[image: ]
	0.15
	NA
	0.16
	0.94
	0.08
	
	Not Supported
	—

	[image: ]
	NA
	0.26
	0.01
	26.00
	0.02**
	
	Supported
	Full Mediation

	[image: ]
	NA
	0.24
	0.04
	6.00
	0.01**
	
	Supported
	Full Mediation

	[image: ]
	NA
	0.30
	0.07
	4.29
	0.01**
	
	Supported
	Full Mediation

	[image: ]
	NA
	0.29
	0.06
	4.83
	0.02**
	
	Supported
	Full Mediation
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	NA
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	Full Mediation
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Figure 1. Simplistic conditional effect measure.
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Figure 2. Parsimonious moderation-propagation device.
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Figure 3.  Results of wave I (initial stage)
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Figure 4. Results of wave II (advanced stage).

Findings from the two-wave research that sought to assess OTT platform use in India are shown in Figures 3 and 4.  Figure 3, which shows data from Wave I (the first stage), shows that customers' desire to embrace OTT services was favourably correlated with several components of technological preparedness, such as optimism and innovativeness, and negatively correlated with discomfort and insecurity.  During the pandemic-induced lockdowns in particular, consumers were very driven to interact with digital streaming because of their increased digital exposure, which shows an excited and adventurous stage.  In contrast, the effect of material overload on continuous OTT use is seen in Figure 4, which illustrates the results of Wave II (the advanced stage).  A change from early enthusiasm to digital weariness was seen in the reduction of user satisfaction and retention due to factors such as perceived information overload and choice fatigue.  Users were able to keep their participation in check and mitigate the negative impacts because to the existence of good coping mechanisms and digital well-being practices.  All things considered, these numbers show that there is a noticeable psychological shift from enthusiastic adoption to cognitive overload, which is why user-centric platform design and sustainable content management are so important.
5. DISCUSSION 
A significant amount of hostility to over-the-top (OTT) services was shown by customers in the Indian market during the early stages of the COVID-19 epidemic, which occurred between August and October of 2020.  On the other hand, when the epidemic was over, there was a discernible shift towards acceptance (July to September of 2022). According to the findings of the survey, the majority of subscribers were young people who were excited about technology throughout both time periods.( Cakici, A. C., 2017) The rising usage of over-the-top (OTT) services by urban consumers is a clear indication of the significance of technological availability in the adoption process. (Chakraborty, D., 2022)This is most likely attributable to the enhanced internet infrastructure and uninterrupted network connection that urban customers have access to. As the disease began to spread, students and paid professionals who were unable to leave their homes turned to over-the-top (OTT) services for solace and diversion.( Chalaby, J. K., 2021) With schools and companies back in session, students' habits for consuming over-the-top (OTT) material shifted with the return to routine. This brought about a reduction in the amount of free time that students had. The average amount of time spent on over-the-top (OTT) platforms remained the same over both time periods, despite the fact that subscription options shifted from monthly to more sustained annual subscriptions, indicating an increasing level of customer commitment.( Cham, T. H., 2020)
Furthermore, the study defined eight key obstacles to the adoption of over-the-top (OTT) services as either functional or psychological, with further subcategorisation into individual components. One of the most significant challenges was the perception that over-the-top (OTT) services were expensive, which was brought about by higher internet fees. Customers in India have a traditional and cautious attitude towards new technology, which has contributed to the escalation of psychological obstacles(Charlton, J. P., 2002).. These obstacles include technological vulnerability, which manifests itself as worry and fear of addiction. As a result of the lack of a large-screen environment, improved sound quality, and the typical distractions that are present in home surroundings, many customers have missed the social and immersive experience that they previously had when they went to the movies.  They were resistive to over-the-top (OTT) services as a consequence. A general aversion to change, a lack of understanding about over-the-top (OTT) platforms, and a lack of awareness of the need for them prior to the outbreak were all factors that contributed to this resistance. It was also a factor that contributed to the opposing viewpoint.( Chen, Z. F., 2017)
Regular clients of over-the-top (OTT) services shown a strong determination to continue using the service in spite of these challenges. (Chen, C. H., 2016) Through the implementation of lockdowns, individuals were increasingly dependent on over-the-top (OTT) services, which contributed to the reduction of early resistance and encouraged sustained usage. The dynamics of technology adoption are shown by this transition, which demonstrates the influence of habitual behaviour and different external circumstances. The rise in popularity of over-the-top (OTT) services may be attributed to a number of breakthroughs and customer benefits. The perceived relative value of over-the-top (OTT) services, which includes convenience, safety, and flexibility, was the most important positive effect on the propensity to subscribe to the service. The positive subscription perspective was affected by a variety of important variables, including the perceived cost, the amount of compatibility with user lifestyles, and the ability to reverse the subscription. Customers' tendency to interact with over-the-top (OTT) platforms grew as a result of the assistance of consumer characteristics such as self-efficacy and a positive initial user experience. The study, on the other hand, found that these consumer traits and innovations did not directly support continued usage. This was the case because the intermediary impact of willingness to subscribe (WTS) was absent.( Cheung, M. L., 2017)
Clarity, credibility, informativeness, and appeal are four qualities of marketer-driven propagation mechanisms that were essential in overcoming lingering consumer resistance and enhancing WTS. These attributes were essential in improving WTS over time.( Choi, W., 2016) Effective communication tactics helped bridge the gap between consumer acceptance and novel features, which supported the ongoing engagement with over-the-top (OTT) platforms. This helped bridge the gap between the two. In a nutshell, the findings affirm the findings of earlier studies about the resistance of consumers to innovation and the acceptance of it.  They highlight that over-the-top (OTT) services in India have significant initial challenges, but that these challenges may be overcome by smart marketing, consistent use, unique attributes, and pleasant user experiences.
6. CONCLUSION
During the course of the outbreak, consumers were reluctant to utilise over-the-top (OTT) services; nevertheless, the poll discovered that their opinions towards these services underwent a significant shift after the occurrence. In the beginning, the utilisation was hampered by significant obstacles such as the perception of the cost, concerns over the technological aspect, and cultural preferences.  Nevertheless, these obstacles were finally conquered via the use of routine engagement as well as exogenous occurrences such as lockdowns. It was determined that the most critical innovative variables in establishing subscription willingness, which in turn mediated continuous usage, were perceived advantages, cost, and compatibility, as well as consumer trust. The reduction of resistance and the encouragement of persistent engagement were both significantly aided by the superb marketing communication that was provided. In the context of service providers in India that are interested in expanding their subscriber base, these results shed light on the intricate link that exists between client traits, innovative features, and obstacles to the adoption of over-the-top (OTT) television services.
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