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ABSTRACT 

 

Online streaming services have been increasingly growing in popularity among Indians. The number 
of OTT streaming platforms and the content thereon, has also been on a rise, as has been the 
advertising spends on them. Therefore, it becomes crucial for advertisers and OTT service providers 
to comprehend how users feel about advertising on these platforms. The current study looks at beliefs 
towards advertising as antecedents to attitudes towards advertising, as suggested by Fishbein‘s 
Expectancy Value Theory (1963).  Through a survey of 438 millennials, across 66 cities in the country, 
the study explored the impact of beliefs towards advertising on attitudes towards OTT advertising in 
India. The study used Pollay and Mittal‘s (1993) belief factors which include three personal utility 
factors and four socioeconomic factors. The analysis was done through PLS -structural equation 
modelling using PLS Smart 4 software. The findings suggest that both personal and socio-economic 
belief factors have a significant impact on attitudes towards OTT advertising. Among the seven 
factors only five were found to be statistically significant. All positive and personal utility factors 
(product information, social image information, entertainment) had a significant impact. Among the 
three negative factors fosters materialism was significant while corrupts values and promotes bad 
things were not found to be significant. The study aims to provide a reference point for both 
academicians and practitioners on what the audience believe about advertising and how that impacts 
their attitude towards advertising on the medium, thus helping the advertisers plan their campaigns 
for an improved advertising effectiveness.  
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1. INTRODUCTION 
In a Post Covid world, the personalized, non-
linear spatially flexible affordances of 
streaming platforms have metamorphosed 
audio-visual consumption, challenging 
traditional television models (Lotz, Eklund, et 
al., 2022). As more and more viewers become 
cord-cutters and the new households are 
increasingly cord-nevers, the audience is 
empowered by the convenience, 
customization, and interactivity (Johnson, 
2019) features of internet-distributed 
television. This revolution has also supplanted 
collective viewing habits to individualized 
delivery of content through algorithmic 
recommendations and flexible scheduling 
(Evens et al., 2024). As Atkinson(2017) notes, 
the digital transformation of media production 

has enabled cross-sector distribution, affecting 
multiple industries such as music, film, and 
radio. The OTT advertising industry is valued 
at $1.32 billion and is estimated to see an 
annual growth rate  (CAGR 2024-2029) of 
4.94% compared to the global market value of 
$189.6 billion (Statista, 2024). This broad 
convergence of media industries is also 
reflected in the evolving role of audiences 
where their consumption patterns become 
vital to content creation and advertising 
strategies (Nieborg & Poell, 2018). As audience 
engagement and interaction play a huge role 
in the success of the streaming platforms, they 
leverage user data to provide improved 
content recommendations as well as targeted 
advertising (Keltie, 2017; Tang & Wei, 2023). 
While these technological advancements 
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provide a richer viewing experience, another 
important consideration is the 
commodification of user behavior, as 
platforms collect and monetize audience data 
(Wasko, 2019)) in the name of personalization. 
In the current digital economy, the key 
component of streaming platforms' strategies 
lies in this balance between meeting consumer 
expectations, maximizing monetization, and 
ethical use of data (Visconti et al., 2017). 
 
This rapid growth in consumption of digital 
streaming services, has also transformed the 
advertising landscape and OTT platforms 
have emerged as critical spaces for advertisers. 
In 2023 the online video advertising(OVA) 
market is valued at $ 187.52 billion and for the 
period of 2024 to 2030 the projected 
Compound Annual Growth Rate (CAGR) is 
20% (Grand View Research, 2024).  Among the 
key reasons for this surge is the fact that the 
OTT Platforms provide a more dynamic and 
personalized ad messaging as compared to 
Linear Television (Orús et al., 2017).. These 
digital platforms allow advertisers to target 
prospective consumers not only based on their 
demographics but also on their behaviour 
which leads to a higher customer 
engagement(Lim & Rasul, 2022; Roy et al., 
2023). The other key advantages of advertising 
on OTT platforms are the ability to integrate 
advertising within the content, limited ad-skip 
ability and comparatively less clutter in 
addition to the ability to reach the lucrative 
young audience who have moved away from 
traditional linear television (Sobral, 2019).  
 
Having said that, the advertising on OTT 
platforms is not without constraints- specially 
the peril of ad-avoidance, where viewers skip 
or  consciously ignore ads. Studies suggest 
that millennials deem advertising as an 
intrusion in the OTT experience (Logan, 2013). 
And they find them irritating irrespective of 
the option of skipping (Senarathna & 
Wijetunga, 2024).  
 
In terms of viewers‘ attitudes towards 
advertising in online environments, 
consumers see Internet ads as disruptive 
(Rettie, 2001) - both ad-induced annoyance 
and reactance may affect a consumer's attitude 
against the brand (Russell, 2002).   
 
Factors influencing ad engagement include 
emotional appeal, interactivity, and ad 

relevance (Teixeira et al., 2012). Additionally, 
ad-skipping habits and time sensitivity play 
critical roles in shaping consumer responses to 
advertisements (Belanche et al., 2017). 
Research shows that around 90% of users skip 
ads within the first 15 seconds, significantly 
limiting ad effectiveness (Jeon et al., 2024; 
Kononova et al., 2020).These behaviors reflect 
a broader trend in digital media, where user 
control over content consumption shapes the 
effectiveness of advertising (Belanche et al., 
2017). 
 
Despite the rapid rise of OVA globally as well 
as in India with it contributing 51% to the 
advertising pie, the  broadcasters‘ OTT 
platforms accounted for only 8% of the total 
digital advertising revenues in 2022, 
suggesting room for growth (FICCI & EY, 
2023). To capture advertisers' interest, 
platforms need to shift focus from absolute 
reach to measures of effective reach. This 
paper explores the attitudes of Indian 
millennials toward OTT advertising, 
examining how beliefs about advertising 
influence these attitudes. 
 
These findings underscore the challenge of 
maintaining user attention in an environment 
where viewers exercise significant control over 
their media consumption. In that context  this 
study aims to assess the impact of individual 
beliefs toward advertising on consumers' 
attitudes toward advertisements on OTT 
platforms. 
 
2. LITERATURE REVIEW 

 
2.1 Advertising on OTT Platforms 
The OTT (over-the-top) streaming industry 
consists of a broad range of players, including 
broadcasters, content creators, technology 
firms, and telecom providers, providing 
consumers with extensive content options(The 
Broadcast Bridge, 2021a). However, this 
abundance of choices complicates the 
advertising landscape by fragmenting 
audiences, increasing the complexity of 
reaching target demographics and diluting 
advertising budgets. In response, 
consolidation within the OTT space is 
eminent, along with a shift toward bundling 
linear and non-linear pricing models (The 
Broadcast Bridge, 2021b). 
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There are three key business models for the 
streaming platforms viz., subscription-based 
model (SVOD), advertising supported models 
(AVOD), and mixed-revenue modes. SVOD 
platforms like Netflix get their entire revenue 
through subscription, emphasizing user 
satisfaction and retention through 
personalized content (Weidhaas et al., 2021). 
In contrast, AVOD platforms such as Mini TV 
or MX Player depend on advertising revenue, 
with success reliant on maximizing viewer 
attention and engagement (Viswanathan et al., 
2018). Mixed-revenue models, like Jio Cinema, 
Sony Liv etc. incorporate both subscription 
and ad-supported elements, requiring them to 
balance user preferences with advertiser 
demands (Liu et al., 2023). Advertising on 
OTT sits at the intersection of traditional 
television and internet-based advertising, this 
blend enables campaigns to combine mass 
reach with precise targeting using analytic 
tools available on OTT platforms (Lotz, Potter, 
et al., 2022). While concerns about privacy can 
limit access to personal data, many consumers 
tolerate such practices in exchange for 
personalized content or reduced subscription 
costs (Furini, 2023; Valecha & Jaggi, 2023).  
 
OTT platforms offer flexible ad formats, 
including pre-roll, mid-roll, and skippable ads, 
tailored to maximize engagement which also 
enable real-time performance tracking through 
metrics like completion rates, view 
percentages, and click-through rates, 
enhancing campaign adaptability (The 
Broadcast Bridge, 2021b). By integrating 
internet technologies, OTT platforms enable 
advertisers to deliver highly contextual, 
relevant advertisements that resonate with 
viewers, resulting in higher engagement and 
effectiveness (Wang, 2006). Nevertheless, 
challenges remain in directly linking ad 
exposure to conversions, necessitating the 
continued use of qualitative methods, such as 
brand recall studies, to evaluate advertising 
effectiveness (Gimpel, 2015). 
 
2.2 Advertising Effectiveness 
Advertising effectiveness is the extent to 
which an advertisement achieves its intended 
objectives, in terms of brand awareness, 
consumer attitudes, or sales conversions 
(Hollis, 2005). Ramalingam et al. (2006) 
emphasize two essential characteristics of 
effective advertising engaging consumers by 
meeting objectives, and aligning with the 

advertiser‘s goals. Generally, metrics such as 
ad recall, brand attitude, and purchase 
intention have become widely accepted 
measures of effectiveness (Acquisti & 
Spiekermann, 2011). Researchers evaluate 
advertising effectiveness depending on the 
perspective and context, through 
modifications in consumer attitudes and 
behavioral intentions (Gong & Maddox, 2003; 
Pavlou & Stewart, 2000).. While marketers 
look at performance metrics like sales or other 
digital metrics like click-through rates and 
conversions while advertising agencies 
measure using  ad performance and creative 
impact and research providers deliver 
syndicated evaluations of ad performance 
across campaigns and platforms  
 
Studies suggest multiple factors contributing 
to advertising effectiveness like attitudes 
toward the advertisement and brand, both 
positive (Bright & Daugherty, 2012; Lutz et al., 
1983; Wu, 2016) and negative (Belanche et al., 
2017; Logan, 2011). Ad Credibility ((Pelet & 
Ettis, 2022), Media context where relavant 
increases effectiveness (De Pelsmacker et al., 
2002; Puccinelli et al., 2015) and irrelevance 
causes irritation and avoidance (Hussain & 
Lasage, 2014). Additionally, the impact of 
emotional appeal on viewer engagement 
suggests that emotionally positive ads 
enhance engagement (Teixeira et al., 
2012).Online advertising introduces additional 
factors like entertainment, informativeness, 
and intrusiveness (Ducoffe, 1996). 
 
Combining the factors suggested by the 
multiple studies in the domain, Pyun and 
James‘s  (2011) models to measure the 
effectiveness of advertising has been 
considered the most efficient (2011).. The 
model includes antecedents and a 
consequence, the beliefs towards advertising 
are an antecedent and the attitude towards 
advertising is the consequence, with the 
attitude towards the medium as the moderator 
between the antecedent and the consequence 
(Pyun & James, 2011). This model is rooted in 
Fishbein‘s Expectancy Value theory which 
hypothesizes that an individual‘s attitude is 
strongly influenced by their strongest belief 
(Fishbein, 1963). 
 
After a thorough investigation of literature the 
authors could not find any previous studies on 
the impact of attitude towards advertising as a 
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consequence of beliefs, especially in the 
context of Indian OTTs. This study aims to 
address that gap in literature. 
 
1.3 Theoretical Framework and Hypothesis 
Formulation 
While attitudes to advertising are suggested 
as key indicators of advertising effectiveness 
(Lutz et al., 1983), beliefs towards advertising 
(Fishbein) are the antecedents to attitude 
towards advertising.  
 
Working within a behaviour theory 
framework, Fishbein‘s (1963) Expectancy 
Value Theory suggests that beliefs have 
causal impact on attitudes. Attitudes are 
defined as constituting a person‘s 
predisposition to consistently respond 
favourably or unfavourably towards a certain 
object (Ajzen & Fishbein, 1975). Thus, beliefs 
and attitudes are discrete, and beliefs usually 
function as indicators of attitude. The 
attitudes in turn were related to the person‘s 
behavioural intentions to that object or 
situation (Fishbein & Ajzen, 1974)– which, in 
this case could be translated to 
advertisements and purchase intentions. 
Attitudes toward advertising, hence, are 
normally based on consumers‘ beliefs 
concerning the personal and socio-economic 
effects of advertising (Bauer & Greyser, 1968).  
According to the model, beliefs represent the 
various possibilities of association between a 
product and its perceived attributes, which 
leads the consumer to determine what they 
―expect‖ from that product (expectancy 
component of the model) and as these beliefs 
grow stronger, the consumer‘s perceived 
expected value from that product increases. 
These expectations may be positive as well as 
negative and the consumers compensate one 
for the other and come up with an overall 
evaluation of that product (Ajzen & Fishbein, 
1975). Over time these evaluations become 
conditioned to the product to form the 
consumer‘s attitude towards that product. 
Brand preferences are hence created by a 
comparison of the expected value from each of 
the alternates available in the market (Smith & 
Swinyard, 1988). 
 
Substantial literature also exists that related 
each of the belief factors to attitudes towards 
online advertising. Consumers who have a 
positive association with the economy factor 
of advertising (those who believe that 

advertising supports economic development 
or that it is associated with creating jobs or 
helping new firms), have a positive attitude 
towards online advertising (Belch & Belch, 
2018; Wang et al., 2009). Consumers who have 
positive association with the informative belief 
(those who believe that advertising provides 
information about brands of goods and 
services in the marketing place) hold a 
positive attitude towards advertising and this 
attitude is also reflected in their behaviour 
towards advertising and the advertised brands 
(Mehta, 2000). Additionally, the belief factor 
that has the most negative impact on attitudes 
towards advertising is value corruption(Wang 
et al., 2009; Wolin et al., 2002). In summary, 
research indicates that attitudes towards 
advertising are correlated with purchase 
intentions and brand recall, and beliefs are 
antecedents of attitudes towards advertising 
(Mehta, 2000).  
 
Pollay & Mittal's (1993) model of beliefs as 
antecedents to attitudes towards advertising 
consists of three personal utility factors and 
four socioeconomic factors. The personal 
utility factors are product information, social 
image information, and hedonic amusement. 
The socioeconomic factors include good for 
economy, fostering materialism, corrupting 
values, and promoting bad things. 
 
Based on the above literature and in order to 
validate the relationship between each belief 
factor proposed by Pollay & Mittal (1993) and 
attitudes towards  Indian OTT advertising, the 
following seven hypotheses are proposed: 
H1: Personal belief factor that advertising 
provides product information, significantly  
impact consumers‘ Attitude towards OTT 
advertising. 
 
H2: Personal belief factor that advertising 
provides social image information, 
significantly impact on consumers‘ Attitude 
towards advertising on OTT Platforms. 
H3: Personal belief factor that advertising 
provides hedonic amusement, significantly 
impacts consumers‘ Attitude towards OTT 
advertising. 
H4: Socioeconomic belief factor that 
advertising is good for the economy, 
significantly impacts consumers‘ Attitude 
towards OTT advertising. 
H5: Socioeconomic belief factor that 
advertising fosters materialism, significantly  
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impacts consumers‘ Attitude towards OTT 
advertising. 
H6: Socioeconomic belief factor that 
advertising corrupts values significantly  
impacts consumers‘ Attitude towards OTT 
advertising. 
H7: Socioeconomic belief factor that 
advertising promotes bad things, significantly 
impacts consumers‘ Attitude towards OTT 
advertising. 
 
The theoretical framework has been 
summarized in Figure 1.  
 

 
Figure.1: Theoretical Framework 

 
Based on the above literature and theoretical 
framework, the research objectives for the 
study are 
i. To investigate the relationship between 

the Personal Utility  belief Factors and 
Attitudes towards Indian OTT 
Advertising. 

ii. To investigate the relationship between 
the Socio-Economic belief Factors and 
Attitudes towards Indian OTT 
Advertising. 
 

1. RESEARCH METHODOLOGY  

The study included a survey among Indian 
millennials who consume OTT content to 
understand their beliefs and attitudes towards 
advertising. The details of the survey design 
dissemination, data collection and analysis 
have been provided in the following sections. 

 
3.1 Questionnaire Design  
The study uses a seven-point Likert scale to 
ensure a sufficient range of responses (Martín 
et al., 2018; Tanujaya et al., 2022). The Likert 

scale ranged from 1 = strongly disagree to 7 = 
strongly agree.  
 
The belief factors in the study are measured 
using Pollay and Mittal‘s (1993)scale. This has 
been verified and used across multiple studies 
to measure beliefs as antecedents to 
advertising across various media and content 
genres. Some of the notable works using the 
model include (Darke & Ritchie, 2007; Mohr et 
al., 1998; Schlosser et al., 1999; Schumann et al., 
2014; Tan & Chia, 2007; Ting et al., 2023). 
 
The constructs and their measures are given in 
Table 1. 
 

Table 1: Constructs and Measures 
 

Construct Construct 
Label 

Number of 
Items 

H1 Product information Prod info 3 

H2 Social Image Information SII 3 

H3 Hedonic Amusement HA 3 

H4 Good for Economy GFE 3 

H5 Fostering materialism FM 4 

H6 Corrupting values CV 2 

H7 Promotes Bad Things  PBT 2 

H8 Attitude to Advertising Aad 3 

Source: Authors 
 
Attitude towards Advertising scale was used 
to gauge attitudes towards advertising on OTT 
platforms. The respondents' opinions towards 
advertising in a particular medium—in this 
case, OTT platforms—were evaluated using 
three/ 5-point semantic differential scales. 
Numerous studies (Albarracin et al., 2014; 
Chu, 2011; Ko et al., 2005; Logan, 2013; Mehta, 
2000; Obermiller & Spangenberg, 1998; 
Schlosser et al., 1999; Sekaran & Bougie, 2016) 
have validated and tested this scale for 
attitudes towards advertising generally as well 
as attitudes towards advertising in particular 
media, such as digital media and streaming 
platforms. 
 
3.2. Data Collection and Sample 
Questionpro was used to gather data online 
for the purpose of this study  438 individuals 
consented to fill out the survey. 66 cities 
nationwide were represented among the 
respondents, with a high number of 
respondents from cities  like Delhi NCR, 
Mumbai, Pune, Bengaluru, Dehradun, 
Kanpur, and Ahmedabad,. 
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2.3 Profile of Survey Respondents 
There were 438 responders in all. Of these, 
56% were women, 40% were men, and 4% 
would rather not respond. According to age 
category, 24% of respondents were under 30, 
30% were between 30 and 35, 31% were above 
35, and 16% did not respond to this question. 
Regarding employment status, 65% of 
respondents worked full-time, 19% were 
students 16% were unemployed. 69.48% of all 
responders viewed OTT content. Of these, 
39.83% saw OTT content at least once a week, 
and 33% did so daily. 
 
3 Data Analysis 
For this research, a two-step data analysis 
technique was used. A Measurement Model 
Assessment was performed as the initial stage 
to verify the validity and reliability of the 
scales. Using Smart PLS - 4 software, the 
second stage was to examine the hypotheses 
using structural equation modelling (SEM).  
 
Before data could be statistically analysed and 
modelled certain preliminary measures 
needed to be taken.  
 
3.1 Data Preparation and Cleaning 
Since the data was gathered online, it 
conveniently eliminated the necessity for data 
entry and the allied mistakes. Data cleaning 
was essential nevertheless, primarily to 
guarantee accuracy and consistency in the 
items that respondents had to write. For 
instance, birth year and present city. These 
mistakes were fixed by hand. For instance, a 
respondent's birth year was entered 
incorrectly as 1892 rather than 1992, and it was 
rectified. Bengaluru and Bangalore, Delhi and 
New Delhi, Gurgaon and Gurugram, and 
Calcutta and Kolkata were all combined into 
one entry for the respective current city 
names.  
 
The responses with missing data were 
eliminated after the data was examined for 
any missing items. 
 
At the end of this process, 356 cases were 
entered into SPSS and SmartPLS4 for further 
analysis. 
 
3.2 Selection of Analysis Method 
There are two major analysis methods in 
structural equation modelling, Covariance 
Based structural equation modelling (CB-SEM) 

and Variance based or Partial Least Squares 
structural equation modelling. The choice 
between the two is dependent on study 
objectives and data characteristics (J. F. Hair et 
al., 2011). PLS-SEM is a causal-predictive 
approach and it uses the total variance of the 
parameters to calculate estimates . Since 2010 
PLS-SEM has been recognised as the more 
commonly used method specially in social 
sciences (J. Hair et al., 2017). One of the 
greatest advantages of PLS-SEM that 
researchers perceive over CB-SEM is the fact 
that it allows them to estimate complex 
models without imposing too many 
distributional assumptions which are a 
characteristic of CB-SEM (J. Hair et al., 2017). 
Based on the comprehensive guidelines 
provided by Hair Jr. et. al.(2017) for choosing 
between PLS_SEM and CB-SEM based on 
research objectives and data characteristics 
PLS-SEM was found to be a more suitable 
approach for Structural Equation Modelling in 
this study.  
 
Another point to be noted however is, 
Goodness of fit, which is a key output of CB-
SEM, but is not as applicable in the case of 
PLS-SEM (Dijkstra & Henseler, 2015; J. F. Hair 
et al., 2019). While some model-fit measures 
have been proposed and endorsed their 
applicability has still not been standardized. 
That, however does not reduce the capability 
of PLS-SEM for theory testing and 
confirmation(J. Hair et al., 2017). 
 
3.3 Measurement Model Assessment 
The first step in conducting PLS-SEM is 
examining the measurement model or the 
outer model, as it is referred to in PLS-SEM, 
once the measurement model meets the 
required criteria, the structural model can be 
evaluated (Hair Jr. et al., 2018). Since the 
current study includes reflective models, it is 
recommended that the measurement model be 
evaluated using indicator reliability, internal 
consistency reliability, convergent validity and 
discriminant validity(J. F. Hair et al., 2011; 
Hair Jr. et al., 2018).  After testing for indicator 
reliability 2 of the 23 items were removed as 
their outer loadings were less than 0.4 (Hair Jr. 
et al., 2018; Hulland, 1999). reliability (Chin, 
1998; Dijkstra & Henseler, 2015; Sabharwal & 
Bhatt, 2021). The data for construct reliability 
and convergent validity (AVE) are included in 
Table 2. All latent constructs had an omega 
value higher than the threshold level of 0.7 
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thus suggesting high construct reliability.  
Convergent Validity was calculated using the 
outer loadings of the indicators to get the 
average variance extracted (AVE) from each 
construct. The threshold AVE is 0.50 which 
means that the construct score includes atleast 
half of the indicator variance (J. Hair et al., 
2017) was met.  
 
Table 2 : Composite Reliability and 
Convergent Validity 

 
 Composite 

reliability 
Average variance 
extracted (AVE) 

Aad 0.755 0.509 

CV 0.775 0.643 

FM 0.822 0.537 

GFE 0.766 0.621 

HA 0.768 0.525 

PBT 0.725 0.593 

Prod_Info 0.787 0.554 

SII 0.783 0.644 

Source: Smart PLS 4 
 
For Discriminant Validity Fornell-Larcker 
criterion were considered (Hair Jr. et al., 2017; 
Voorhees et al., 2016) and have been included 
in Table3, which shows that all constructs 
meet the requisite thresholds, thus 
establishing Discriminant Validity. 
 
3.4 Structural Equation Modelling and Hypotheses 
After assessing the initial model Structural 
Equation modelling with the constructs was 
run using Smart PLS 4 software. To ensure 
that each of constructs measure different belief 
aspects and are distinct a Collinearity test was 
run(Hair, et al., 2011). PLS-SEM uses Variance 
Inflation Factor (VIF) to determine the degree 
of collinearity (Kock & Lynn, 2012) . The 
Variance Inflation Factors (VIF) results of the 

same are included in Table 4.There are two 
often used guidelines wherein Hair et.al (2011) 
suggest that VIF>= 5 indicates a potential 
collinearity concern, while Diamantopoulos 
and Siguaw (2006) suggest a potential 
collinearity concern at VIF>= 3.3. As shown in 
table 4, the variance inflation factor (VIF) 
values for each of the constructs are lower 
than the threshold value of 3.3. Thus by both 
guidelines there is no collinearity concern and 
the constructs are distinct and are measuring 
different aspects.    
 

Table 4: Collinearity statistics (VIF) 

 

Outer model - List 

 VIF 

Aad1 1.169 

Aad2 1.079 

Aad3 1.154 

CV1 1.132 

CV2 1.132 

FM1 1.336 

FM2 1.304 

FM3 1.289 

FM4 1.482 

GFE1 1.062 

GFE3 1.062 

HA1 1.315 

HA2 1.288 

HA3 1.057 

PBT1 1.08 

PBT2 1.08 

Prodinfo1 1.19 

Prodinfo3 1.218 

SII2 1.094 

SII3 1.094 

prodinfo2 1.202 

 
 

Table 3: Discriminant Validity- Fornell-Larcker criterion 

 
 Aad CV FM GFE HA PBT Prod_Info SII 

Aad 0.713        

CV 0.112 0.802       

FM 0.422 0.399 0.733      

GFE 0.513 0.039 0.253 0.788     

HA 0.395 -0.088 0.139 0.421 0.725    

PBT 0.224 0.341 0.384 0.239 0.144 0.77   

Prod_Info 0.57 0.001 0.308 0.534 0.508 0.127 0.744  

SII 0.368 0.061 0.127 0.295 0.318 0.19 0.403 0.802 

Source: Smart PLS 4 
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Inner model - List 

 VIF 

CV -> Aad 1.305 

FM -> Aad 1.448 

GFE -> Aad 1.525 

HA -> Aad 1.463 

PBT -> Aad 1.312 

Prod_Info -> Aad 1.842 

SII -> Aad 1.254 
Source: Smart PLS4 

 
Finally, the influence of each belief variable on 
Attitude towards Advertising (Aad) is studied 
Figure 2. 
 

 
 

Figure 2: Structural Model 
 
Hypotheses were tested using three criterions, 
their regression estimates or beta estimates, t 
statistic (>1.96) and degree of significance  
(p value<0.05) (Dogra et al., 2024; Guenther et 
al., 2023). This analysis has been detailed in 
Table 5. 

H1: Personal belief factor that advertising 
provides product information, significantly  
impact consumers‘ Attitude towards OTT 
advertising: The data shows that at 0.276 and a 
p- value <0.05 product information belief has a 
statistically significant impact on Attitude 
towards OTT advertising 

H2: Personal belief factor that advertising 
provides social image information, 
significantly impact on consumers‘ Attitude 
towards OTT advertising: The data shows that 
at 0.131 and a p- value <0.05 social image 
information belief has a statistically significant 
impact on Attitude towards OTT advertising 

H3: Personal belief factor that advertising 
provides hedonic amusement, significantly 
impacts consumers‘ Attitude towards OTT 
advertising: The data shows that at 0.182 and a 
p- value <0.05 hedonic amusement belief has a 
statistically significant impact on Attitude 
towards OTT advertising 

H4: Socioeconomic belief factor that 
advertising is good for the economy, 
significantly impacts consumers‘ Attitude 
towards OTT advertising: The data shows that 
at 0.228 and a p- value <0.05 advertising is 
good for the economy belief has a statistically 
significant impact on Attitude towards OTT 
advertising 

H5: Socioeconomic belief factor that 
advertising fosters materialism, significantly  
impacts consumers‘ Attitude towards OTT 
advertising: The data shows that at 0.250 and a 
p- value <0.05 advertising fosters materialism 
belief has a statistically significant impact on 
Attitude towards OTT advertising 

H6: Socioeconomic belief factor that 
advertising corrupts values significantly  
impacts consumers‘ Attitude towards OTT 
advertising: The data shows that at 0.002 and a 
p- value > 0.05 advertising corrupts values 

Table 5: Structural Model and Summary of Hypotheses Testing Results 
 
Hypothesis Structural Path Standardised 

estimate 
Standard 
deviation 

T statistics Significance 
(P Value) 

Hypothesis 
result 

H1 Prod_Info -> Aad 0.276 0.077 3.576 0.000 Accepted 

H2 SII -> Aad 0.131 0.064 2.046 0.041 Accepted 

H3 HA -> Aad 0.182 0.043 1.881 0.030 Accepted 

H4 GFE -> Aad 0.228 0.072 3.154 0.002 Accepted 

H5 FM -> Aad 0.250 0.090 2.759 0.006 Accepted 

H6 CV -> Aad 0.002 0.075 0.025 0.980 Rejected 

H7 PBT -> Aad 0.001 0.063 0.020 0.984 Rejected 

Source: Authors‘ Calculations 
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does not have a statistically significant impact 
on Attitude towards OTT advertising 

H7: Socioeconomic belief factor that 
advertising promotes bad things, significantly 
impacts consumers‘ Attitude towards OTT 
advertising: The data shows that at 0.001 and a 
p- value > 0.05 advertising promotes bad 
things belief does not have a statistically 
significant impact on Attitude towards OTT 
advertising 
 
2. Discussion and Implications 
As per the results of the study all the four 
positive beliefs (product information, social 
image information, hedonic amusement and 
good for economy) have a statistically 
significant impact on the consumers‘ attitude 
towards advertising and among the negative 
beliefs only one (fosters materialism) out of 3 
has a significant impact and the negative 
beliefs of corrupting values and promoting 
bad things do not significantly impact 
attitude. Also, all three of the personal belief 
factors have a significant impact on the 
attitudes, whereas two of the four socio 
economic beliefs have a significant impact. It is 
interesting to note that the two beliefs that 
were more closely related to the economy 
(good for economy and materialism) had a 
significant impact whereas the more social 
values beliefs did not impact the attitude 
towards advertising. Infact this discussion has 
been existent since the golden age of 
advertising where Sissors (1978) in his seminal 
work on does advertising affect values argues 
that it actually does not, this was then 
supported by Phillips (1997) who suggested 
that the so-called ‗corruption‘ of values‘ is 
more due to capitalism than die to advertising. 
In the Indian context also it has been 
suggested that television advertising promotes 
values of high technology, modernization and 
consumerism(Srikandath, 1991), which 
continue to be still relevant even today in the 
age of streaming. These findings are also 
similar to the beliefs and attitudes towards 
social media advertising in India (Natarajan et 
al., 2015; Neira et al., 2022). It is also a 
probability that there is a belief that Streaming 
content in India, as a whole, corrupts values 
with violence, offensive language and such 
(Dhiman, 2023; Dutta, 2022; Sangra, 2023), 
hence the advertising on those content does 
not specifically bear the load of this 
corruption. Also, of note is that in line with 

previous studies on the topic the materialistic 
beliefs that is Fosters Materialism and Good 
for Economy have the second and third 
strongest impact on attitudes towards 
advertising. 
 
The strongest impact is provision of 
information, which is in line with the 
fundamental function of advertising.  
 
The findings of this study are in line with 
other studies on beliefs and attitudes towards 
web and social media advertising (Arora, 
2022; Cheung & Leung, 2014; Natarajan et al., 
2015; Sabharwal & Bhatt, 2021; Ting et al., 
2023; Wang et al., 2009; Wang & Sun, 2010; 
Wolin et al., 2002). The authors could not find 
any relavant literature on beliefs impacting 
attitudes towards advertising on streaming 
platforms, especially in the Indian context. 
 
This contribution to theory validating 
Fishbein‘s (1963) Expectancy Value Theory, 
demonstrating that beliefs about OTT 
advertising shape attitudes among Indian 
millennials is major theoretical implication of 
this study. The practical implications of this 
study are or advertisers suggesting that 
considering the significant impact of product 
information and social image information, 
they can improve engagement and 
effectiveness of their advertising on OTT by 
delivering contextually relevant ads aligned 
with consumer interests. Also a focus on the 
positive attributes of informativeness and 
economic value can also boost advertising 
effectiveness on OTT Platforms. 
 
However, there are certain limitations to the 
study. The sample of the study is limited to 
urban Indian millennials. Also it looks at 
attitudes towards advertising through the 
single lens of Beliefs towards advertising, 
however there could be other factors that 
impact the attitudes like media context and 
exchange value of advertising, which point 
towards a future scope of research in this 
domain. 
 
3. References 

Acquisti, A., & Spiekermann, S. (2011). Do 
Interruptions Pay off? Effects of 
Interruptive Ads on Consumers‘ 
Willingness to Pay. Journal of Interactive 
Marketing, 25(4), 226–240. 



222 

 

https://doi.org/10.1016/j.intmar.2011.04
.003 

Ajzen, I., & Fishbein, M. (1975). A Bayesian 
analysis of attribution processes. 
Psychological Bulletin, 82, 261–277. 
https://doi.org/10.1037/h0076477 

Albarracin, D., Johnson, B. T., & Zanna, M. P. 
(Eds.). (2014). The Handbook of Attitudes. 
Psychology Press. 
https://doi.org/10.4324/9781410612823 

Arora, T. (2022). Examining the role of beliefs 
in predicting values, attitudes and 
behaviours of Indian millennials towards 
Facebook advertising: The mediating role 
of Facebook advertising value. 
International Journal of Internet Marketing 
and Advertising, 17(1–2), 162–199. 
https://doi.org/10.1504/IJIMA.2022.125
153 

Atkinson, S. (2017). From Film Practice to Data 
Process: Production Aesthetics and 
Representational Practices of a Film Industry 
in Transition. Edinburgh University Press. 

Bauer, R. A., & Greyser, S. A. (1968). 
Advertising in America, the consumer view. 
https://scholar.google.com/scholar_look
up?q=Advertising+in+America%2C+the
+consumer+view 

Belanche, D., Flavián, C., & Pérez-Rueda, A. 
(2017). Understanding Interactive Online 
Advertising: Congruence and Product 
Involvement in Highly and Lowly 
Arousing, Skippable Video Ads. Journal 
of Interactive Marketing, 37(1), 75–88. 
https://doi.org/10.1016/j.intmar.2016.06
.004 

Belch, G. E., & Belch, M. A. (2018). Advertising 
and promotion: An integrated marketing 
communications perspective. McGraw-Hill. 
https://thuvienso.hoasen.edu.vn/handle
/123456789/8039 

Bright, L. F., & Daugherty, T. (2012). Does 
customization impact advertising 
effectiveness? An exploratory study of 
consumer perceptions of advertising in 
customized online environments. Journal 
of Marketing Communications, 18(1), 19–37. 
https://doi.org/10.1080/13527266.2011.6
20767 

Cheung, F. S.-L., & Leung, W.-F. (2014). Cross-
cultural perspectives on attitude towards 

outdoor advertising in Internet era. GSTF 
Journal on Business Review. GSTF Journal 
on Business Review, 2(4), 252–257. 
https://doi.org/10.5176/2010-
4804_2.4.278 

Chin, W. W. (1998). Commentary: Issues and 
Opinion on Structural Equation 
Modeling. MIS Quarterly, 22(1), vii–xvi. 

Chu, S.-C. (2011). Viral Advertising in Social 
Media. Journal of Interactive Advertising, 
12(1), 30–43. 
https://doi.org/10.1080/15252019.2011.1
0722189 

Darke, P. R., & Ritchie, R. J. B. (2007). The 
Defensive Consumer: Advertising 
Deception, Defensive Processing, and 
Distrust. Journal of Marketing Research, 
44(1), 114–127. 
https://doi.org/10.1509/jmkr.44.1.114 

De Pelsmacker, P., Geuens, M., & Anckaert, P. 
(2002). Media Context and Advertising 
Effectiveness: The Role of Context 
Appreciation and Context/Ad Similarity. 
Journal of Advertising, 31(2), 49–61. 
https://doi.org/10.1080/00913367.2002.1
0673666 

Dhiman, D. B. (2023). A Critical Analysis of 
Vulgar Language on OTT Platforms: A 
Systematic Review (SSRN Scholarly Paper 
4404547). Social Science Research 
Network. 
https://doi.org/10.2139/ssrn.4404547 

Diamantopoulos, A., & Siguaw, J. A. (2006). 
Formative Versus Reflective Indicators in 
Organizational Measure Development: A 
Comparison and Empirical Illustration. 
British Journal of Management, 17(4), 263–
282. https://doi.org/10.1111/j.1467-
8551.2006.00500.x 

Dijkstra, T. K., & Henseler, J. (2015). 
Consistent Partial Least Squares Path 
Modeling. MIS Quarterly, 39(2), 297–316. 

Ducoffe, R. H. (1996). Advertising value and 
advertising on the web. Journal of 
Advertising Research, 36(5), 21–35. 

Dutta, A. (2022). Content Carnival? 
(Re)Viewing Representation, Indianness, 
and OTT Culture in India. In M. Samuel 
& L. Mitchell (Eds.), Streaming and Screen 
Culture in Asia-Pacific (pp. 145–160). 
Springer International Publishing. 



223 

 

https://doi.org/10.1007/978-3-031-
09374-6_8 

Evens, T., Henderickx, A., & Conradie, P. 
(2024). Technological affordances of 
video streaming platforms: Why people 
prefer video streaming platforms over 
television. European Journal of 
Communication, 39(1), 3–21. 
https://doi.org/10.1177/02673231231155
731 

FICCI, & EY. (2023). India’s media & 
entertainment sector—Maximizing across 
segments. 

Fishbein, M. (1963). An Investigation of the 
Relationships between Beliefs about an 
Object and the                 Attitude toward 
that Object. Human Relations, 16(3), 233–
239. 
https://doi.org/10.1177/00187267630160
0302 

Fishbein, M., & Ajzen, I. (1974). Attitudes 
Toward Objects as Predictors of Single 
and Multiple Behavioral Criteria. 
Psychological Review, 81, 59–74. 
https://doi.org/10.1037/h0035872 

Furini, M. (2023). Viewers‘ behavior when 
exposed to overlay advertising on AVoD 
platforms. Computers in Human Behavior, 
148, 107905. 
https://doi.org/10.1016/j.chb.2023.10790
5 

Gimpel, G. (2015). The Future of Video 
Platforms: Key Questions Shaping the TV 
and Video Industry. International Journal 
on Media Management, 17(1), 25–46. 
https://doi.org/10.1080/14241277.2015.1
014039 

Gong, W., & Maddox, L. M. (2003). Measuring 
Web Advertising Effectiveness in China. 
Journal of Advertising Research, 43(1), 34–
49. 
https://doi.org/10.1017/S0021849903030
06X 

Grand View Research. (2024). Digital Video 
Advertising Market Size & Share Report, 
2030. 
https://www.grandviewresearch.com/i
ndustry-analysis/digital-video-ad-
market/methodology 

Hair, J. F., Ringle, C. M., & Sarstedt, M. (2011). 
PLS-SEM: Indeed a Silver Bullet. Journal 

of Marketing Theory and Practice, 19(2), 
139–152. 
https://doi.org/10.2753/MTP1069-
6679190202 

Hair, J. F., Sarstedt, M., & Ringle, C. M. (2019). 
Rethinking some of the rethinking of 
partial least squares. European Journal of 
Marketing, 53(4), 566–584. 
https://doi.org/10.1108/EJM-10-2018-
0665 

Hair, J., Hollingsworth, C. L., Randolph, A. B., 
& Chong, A. Y. L. (2017). An updated 
and expanded assessment of PLS-SEM in 
information systems research. Industrial 
Management & Data Systems, 117(3), 442–
458. https://doi.org/10.1108/IMDS-04-
2016-0130 

Hair Jr., J. F., Matthews, L. M., Matthews, R. 
L., & Sarstedt, M. (2017). PLS-SEM or CB-
SEM: Updated guidelines on which 
method to use. International Journal of 
Multivariate Data Analysis, 1(2), 107. 
https://doi.org/10.1504/IJMDA.2017.08
7624 

Hair Jr., J. F., Risher, J., Sarstedt, M., & Ringle, 
C. (2018). When to use and how to report 
the results of PLS-SEM. European Business 
Review, 31. 
https://doi.org/10.1108/EBR-11-2018-
0203 

Hollis, N. (2005). Ten Years of Learning on 
How Online Advertising Builds Brands. 
Journal of Advertising Research, 45(2), 255–
268. 
https://doi.org/10.1017/S0021849905050
270 

Hulland, J. (1999). Use of partial least squares 
(PLS) in strategic management research: 
A review of four recent studies. Strategic 
Management Journal, 20(2), 195–204. 
https://doi.org/10.1002/(SICI)1097-
0266(199902)20:2<195::AID-
SMJ13>3.0.CO;2-7 

Hussain, D., & Lasage, H. (2014). Online Video 
Advertisement Avoidance: Can 
Interactivity Help? The Journal of Applied 
Business Research, 30(1), 43–49. 
https://doi.org/10.19030/jabr.v30i1.8279 

Jeon, Y. A., Ryoo, Y., & Yoon, H. J. (2024). 
Increasing the Efficacy of Emotional 
Appeal Ads on Online Video-Watching 
Platforms: The Effects of Goals and 



224 

 

Emotional Approach Tendency on Ad-
Skipping Behavior. Journal of Advertising, 
53(1), 1–18. 
https://doi.org/10.1080/00913367.2022.2
073299 

Johnson, C. (2019). Online TV. Routledge. 
https://doi.org/10.4324/9781315396828 

Keltie, E. (2017). The Culture Industry and 
Participatory Audiences. Springer 
International Publishing. 
https://doi.org/10.1007/978-3-319-
49028-1 

Ko, H., Cho, C.-H., & Roberts, M. S. (2005). 
INTERNET USES AND 
GRATIFICATIONS: A Structural 
Equation Model of Interactive 
Advertising. Journal of Advertising, 34(2), 
57–70. 
https://doi.org/10.1080/00913367.2005.1
0639191 

Kock, N., & Lynn, G. (2012). Lateral Collinearity 
and Misleading Results in Variance-Based 
SEM: An Illustration and Recommendations 
(SSRN Scholarly Paper 2152644). 
https://papers.ssrn.com/abstract=21526
44 

Kononova, A., Kim, W., Joo, E., & Lynch, K. 
(2020). Click, click, ad: The proportion of 
relevant (vs. irrelevant) ads matters when 
advertising within paginated online 
content. International Journal of 
Advertising, 39(7), 1031–1058. 
https://doi.org/10.1080/02650487.2020.1
732114 

Lim, W. M., & Rasul, T. (2022). Customer 
engagement and social media: Revisiting 
the past to inform the future. Journal of 
Business Research, 148, 325–342. 
https://doi.org/10.1016/j.jbusres.2022.04
.068 

Logan, K. (2011). Hulu.com or NBC? 
Streaming Video versus Traditional TV: 
A Study of an Industry in Its Infancy. 
Journal of Advertising Research, 51(1), 276–
287. https://doi.org/10.2501/JAR-51-1-
276-287 

Logan, K. (2013). And now a word from our 
sponsor: Do consumers perceive 
advertising on traditional television and 
online streaming video differently? 
Journal of Marketing Communications, 
19(4), 258–276. 

https://doi.org/10.1080/13527266.2011.6
31568 

Lotz, A. D., Eklund, O., & Soroka, S. (2022). 
Netflix, library analysis, and 
globalization: Rethinking mass media 
flows. Journal of Communication, 72(4), 
511–521. 
https://doi.org/10.1093/joc/jqac020 

Lotz, A. D., Potter, A., & Johnson, C. (2022). 
Understanding the changing television 
market: A comparison of the 
macroeconomy of the United States, 
United Kingdom and Australia. 
Convergence, 28(1), 272–290. 
https://doi.org/10.1177/13548565211028
205 

Lutz, R. J., MacKenzie, S. B., & Belch, G. E. 
(1983). Attitude Toward the Ad As a 
Mediator of Advertising Effectiveness: 
Determinants and Consequences. ACR 
North American Advances, NA-10. 
https://www.acrwebsite.org/volumes/6
175/volumes/v10/NA-10/full 

Martín, J. C., Román, C., & Gonzaga, C. (2018). 
How different N-point likert scales affect 
the measurement of satisfaction in 
academic conferences. International 
Journal for Quality Research[ISSN 1800-
6450],v. 12, p. 421-440. 
https://doi.org/10.18421/IJQR12.02-08 

Mehta, A. (2000). Advertising Attitudes and 
Advertising Effectiveness. Journal of 
Advertising Research, 40(3), 67–72. 
https://doi.org/10.2501/JAR-40-3-67-72 

Mohr, L. A., Eroǧlu, D., & Ellen, P. S. (1998). 
The Development and Testing of a 
Measure of Skepticism Toward 
Environmental Claims in Marketers‘ 
Communications. Journal of Consumer 
Affairs, 32(1), 30–55. 
https://doi.org/10.1111/j.1745-
6606.1998.tb00399.x 

Natarajan, T., Balakrishnan, J., 
Balasubramanian, S. A., & 
Manickavasagam, J. (2015). Examining 
beliefs, values and attitudes towards 
social media advertisements: Results 
from India. International Journal of 
Business Information Systems, 20(4), 427–
454. 
https://doi.org/10.1504/IJBIS.2015.0727
38 



225 

 

Neira, A. G., Vázquez-Herrero, J., & Quintas-
Froufe, N. (2022). Convergence of linear 
television and digital platforms: An 
analysis of YouTube offer and 
consumption. European Journal of 
Communication, 37(4), 426–442. 
https://doi.org/10.1177/02673231211054
720 

Nieborg, D. B., & Poell, T. (2018). The 
platformization of cultural production: 
Theorizing the contingent cultural 
commodity. New Media & Society, 20(11), 
4275–4292. 
https://doi.org/10.1177/14614448187696
94 

Obermiller, C., & Spangenberg, E. R. (1998). 
Development of a Scale to Measure 
Consumer Skepticism Toward 
Advertising. Journal of Consumer 
Psychology, 7(2), 159–186. 
https://doi.org/10.1207/s15327663jcp07
02_03 

Orús, C., Gurrea, R., & Flavián, C. (2017). 
Facilitating imaginations through online 
product presentation videos: Effects on 
imagery fluency, product attitude and 
purchase intention. Electronic Commerce 
Research, 17(4), 661–700. 
https://doi.org/10.1007/s10660-016-
9250-7 

Pavlou, P. A., & Stewart, D. W. (2000). 
Measuring the Effects and Effectiveness 
of Interactive Advertising. Journal of 
Interactive Advertising, 1(1), 61–77. 
https://doi.org/10.1080/15252019.2000.1
0722044 

Pelet, J.-É., & Ettis, S. A. (2022). Social Media 
Advertising Effectiveness: The Role of 
Perceived Originality, Liking, Credibility, 
Irritation, Intrusiveness, and Ad 
Destination: Social Sciences & 
Humanities Journal Article | IGI Global. 
International Journal of Technology and 
Human Interaction (IJTHI). 
https://www.igi-
global.com/article/social-media-
advertising-effectiveness/300286 

Phillips, B. J. (1997). In Defense of Advertising: 
A Social Perspective. Journal of Business 
Ethics, 16(2), 109–118. 
https://doi.org/10.1023/A:101794833182
0 

Puccinelli, N. M., Wilcox, K., & Grewal, D. 
(2015). Consumers‘ Response to 
Commercials: When the Energy Level in 
the Commercial Conflicts with the Media 
Context. Journal of Marketing, 79(2), 1–18. 
https://doi.org/10.1509/jm.13.0026 

Pyun, D. Y., & James, J. D. (2011). Attitude 
toward advertising through sport: A 
theoretical framework. Sport Management 
Review, 14(1), 33–41. 
https://doi.org/10.1016/j.smr.2009.12.00
2 

Ramalingam, V., Palaniappan, B., 
Panchanatham, N., & Palanivel, S. (2006). 
Measuring advertisement effectiveness—
A neural network approach. Expert 
Systems with Applications, 31(1), 159–163. 
https://doi.org/10.1016/j.eswa.2005.09.0
14 

Rettie, R. (2001). An exploration of flow 
during Internet use. Internet Research, 
11(2), 103–113. 
https://doi.org/10.1108/10662240110695
070 

Roy, S. K., Singh, G., Sadeque, S., Harrigan, P., 
& Coussement, K. (2023). Customer 
engagement with digitalized interactive 
platforms in retailing. Journal of Business 
Research, 164, 114001. 
https://doi.org/10.1016/j.jbusres.2023.11
4001 

Russell, C. A. (2002). Investigating the 
Effectiveness of Product Placements in 
Television Shows: The Role of Modality 
and Plot Connection Congruence on 
Brand Memory and Attitude. Journal of 
Consumer Research, 29(3), 306–318. 
https://doi.org/10.1086/344432 

Sabharwal, D., & Bhatt, V. (2021). Two-stage 
approach using PLS-SEM to reanalyze 
attitude towards advertising, its 
antecedent and outcome. Journal of 
Content, Community and Communication, 
13(7), 154–165. 
https://doi.org/10.31620/JCCC.06.21/14 

Sangra, S. (2023). DECONSTRUCTING 
MASCULINITY: CHANGING 
PORTRAYAL OF INDIAN MEN ON 
OTT PLATFORMS. Journal of Content, 
Community & Communication, 14, 290–300. 
https://doi.org/10.31620/JCCC.12.21/24 



226 

 

Schlosser, A. E., Shavitt, S., & Kanfer, A. 
(1999). Survey of Internet users‘ attitudes 
toward Internet advertising. Journal of 
Interactive Marketing, 13(3), 34–54. 
https://doi.org/10.1002/(SICI)1520-
6653(199922)13:3<34::AID-
DIR3>3.0.CO;2-R 

Schumann, J. H., von Wangenheim, F., & 
Groene, N. (2014). Targeted Online 
Advertising: Using Reciprocity Appeals 
to Increase Acceptance among Users of 
Free Web Services. Journal of Marketing, 
78(1), 59–75. 
https://doi.org/10.1509/jm.11.0316 

Sekaran, U., & Bougie, R. (2016). Research 
Methods For Business: A Skill Building 
Approach. John Wiley & Sons. 

Senarathna, T., & Wijetunga, D. (2024). 
Examining some dynamics related to 
YouTube ad clutter in a high–clutter 
context. South Asian Journal of Marketing, 
5(1), 1–14. 
https://doi.org/10.1108/SAJM-04-2023-
0025 

Sissors, J. Z. (1978). Another Look at the 
Question: Does Advertising Affect 
Values? Journal of Advertising. 
https://www.tandfonline.com/doi/abs/
10.1080/00913367.1978.10673235 

Smith, R. E., & Swinyard, W. R. (1988). 
Cognitive Response to Advertising and 
Trial: Belief Strength, Belief Confidence 
and Product Curiosity. Journal of 
Advertising, 17(3), 3–14. 
https://doi.org/10.1080/00913367.1988.1
0673118 

Sobral, F. A. (2019). TRADITIONAL 
TELEVISION, MILLENNIALS AND 
BINGE-WATCHING – FROM 
TELEVISION VIEWER TO DIGITAL 
USER. IJASOS- International E-Journal of 
Advances in Social Sciences, 497–505. 
https://doi.org/10.18769/ijasos.591913 

Srikandath, S. (1991). Cultural values depicted 
in Indian television advertising. Gazette 
(Leiden, Netherlands), 48(3), 165–176. 
https://doi.org/10.1177/00165492910480
0302 

Statista. (2024). OTT Video Advertising—Global 
| Statista Market Forecast. 
https://www.statista.com/outlook/amo

/media/tv-video/ott-video/ott-video-
advertising/worldwide 

Tan, S. J., & Chia, L. (2007). Are we measuring 
the same attitude? Understanding media 
effects on attitude                 towards 
advertising. Marketing Theory, 7(4), 353–
377. 
https://doi.org/10.1177/14705931070831
62 

Tang, W., & Wei, M. (2023). Streaming media 
business strategies and audience-
centered practices: A comparative study 
of Netflix and Tencent Video. Online 
Media and Global Communication, 2. 
https://doi.org/10.1515/omgc-2022-0061 

Tanujaya, B., Prahmana, R. C. I., & Mumu, J. 
(2022). Likert scale in social sciences 
research: Problems and difficulties. FWU 
Journal of Social Sciences, 16(4), 89–101. 

Teixeira, T., Wedel, M., & Pieters, R. (2012). 
Emotion-Induced Engagement in Internet 
Video Advertisements. Journal of 
Marketing Research, 49(2), 144–159. 
https://doi.org/10.1509/jmr.10.0207 

The Broadcast Bridge. (2021a, April 27). The 
World Of OTT (Business Pt2)—Telco Access 
Networks (& The Growth Of OTT)—The 
Broadcast Bridge—Connecting IT to 
Broadcast. 
https://www.thebroadcastbridge.com/c
ontent/entry/16774/the-world-of-ott-
telco-access-networks-the-growth-of-ott 

The Broadcast Bridge,  website. (2021b, March 
9). The World Of OTT (Business Pt1)—
Improving Monetization Through 
Addressable Advertising—The Broadcast 
Bridge—Connecting IT to Broadcast. 
https://www.thebroadcastbridge.com/c
ontent/entry/16559/the-world-of-ott-
part-8-improving-monetization-through-
addressable-advertis 

Ting, H., wong poh ming, W., De Run, E., & 
Choo, S. (2023). Beliefs about the Use of 
Instagram: An Exploratory Study. 
International Journal of Business and 
Innovation, 2, 15–31. 

Valecha, P., & Jaggi, R. (2023). HOW DO 
INDIAN MILLENNIALS PERCEIVE 
ADVERTISING ON OTT PLATFORMS – 
MEASURING AD VALUE AND 
EFFECTIVENESS THROUGH 
STRUCTURAL EQUATION 



227 

 

MODELLING. Journal of Content, 
Community & Communication, 18, 234–249. 
https://doi.org/10.31620/JCCC.09.23/18 

Visconti, R. M., Larocca, A., & Marconi, M. 
(2017). Big Data-Driven Value Chains 
and Digital Platforms: From Value Co-
creation to Monetization. In Big Data 
Analytics. Chapman and Hall/CRC. 

Voorhees, C. M., Brady, M. K., Calantone, R., 
& Ramirez, E. (2016). Discriminant 
validity testing in marketing: An 
analysis, causes for concern, and 
proposed remedies. Journal of the Academy 
of Marketing Science, 44(1), 119–134. 
https://doi.org/10.1007/s11747-015-
0455-4 

Wang, Y., & Sun, S. (2010). Assessing beliefs, 
attitudes, and behavioral responses 
toward online advertising in three 
countries. International Business Review, 
19(4), 333–344. 
https://doi.org/10.1016/j.ibusrev.2010.0
1.004 

Wang, Y., Sun, S., Lei, W., & Toncar, M. (2009). 
Examining beliefs and attitudes toward 

online advertising among Chinese 
consumers | Emerald Insight. Direct 
Marketing: An International Journal, 3(1), 
52–66. 
https://doi.org/10.1108/17505930910945
732 

Wasko, J. (2019). Studying Political Economies 
of Communication in the Twenty-First 
Century. In The Liquefaction of Publicness. 
Routledge. 

Wolin, L. D., Korgaonkar, P., & Lund, D. 
(2002). Beliefs, attitudes and behaviour 
towards Web advertising. International 
Journal of Advertising, 21(1), 87–113. 
https://doi.org/10.1080/02650487.2002.1
1104918 

Wu, L. (2016). Understanding the Impact of 
Media Engagement on the Perceived 
Value and Acceptance of Advertising 
Within Mobile Social Networks. Journal of 
Interactive Advertising, 16(1), 59–73. 
https://doi.org/10.1080/15252019.2016.1
160331

 
 

*** 


