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Abstract : Consumer behaviors in the subscription of over-the-top (OTT) media services have substantially changed because of
the COVID-19 pandemic; hence, this study aims to determine the factors affecting subscription intentions. The increased usage
of OTT media, particularly in the lockdowns during the COVID-19 pandemic, has intensified the competition between both
global and local streaming providers. While studies have discussed antecedents accounting for this change, they have paid
limited attention to the psychological factors that shape consumer behavior in using OTT services. Given the changes in
consumers’ psychological states during the pandemic, this study seeks to fill the research gap by integrating the expectancy-
value model to provide insights into the key gratifications that consumers seek and obtain and that have affected their
subscription to OTT services. This study proposes a theoretical model and assesses this framework on data collected from
1,068 OTT service users in Taiwan. The results strengthen the literature by indicating a clear growth in the popularity and
subscription of OTT services because of the COVID-19 lockdowns as well as factors such as perceived quality and satisfaction,
which influence behavioral  intentions for  OTT services.  Most  crucially,  however,  OTT viewers who acquired a sense of
belonging, a sense of being accompanied, and a sense of reduction in anxiety due to being quarantined and in lockdown show a
higher tendency to continue their subscriptions to their OTT services of choice during the pandemic. With consumer behavior
trends forever changed by the COVID-19 pandemic, the implications from this study provide OTT service platforms with an
opportunity to capitalize on their current and potential customers’ changing desires, demands, and factors for a continued
subscription.
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