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,e Internet and digital technologies have grown exponentially and have become a part of billions of people’s daily lives around
the world. Over-the-top (OTT) services are delivered directly over the Internet, providing customers access to films and TV series.
In India, there has been a tremendous surge in the consumption of video material on OTTplatforms.,e significant growth in the
digital marketing application in online businesses and its ability to engage customers has enhanced its importance.,e emergence
of the Internet and digital technologies has provided a modernized setting and a fertile ground for business organizations to reach
millions of customers at affordable prices with effective and customized promotion content. ,e present study aims to investigate
the relationship between digital media marketing (DMM), consumer engagement, brand image, and OTT platform purchase
intention in the Indian context.,e researchers will also investigate the mediating role of consumer engagement and brand image
in mediating the relationship between digital marketing practices and OTTplatform purchase intention. In a survey of 417 Indian
consumers, it was found that there was no direct effect of DMMon the purchase intention of OTTplatforms. In addition, there is a
strong indirect effect through brand image and consumer engagement, supporting the hypothesis that brand image and consumer
engagement mediate the relationship between DMM practices and the purchase intention of OTT platforms. Some of the
managerial implications, limitations, and scope of future research are also presented in the study.

1. Introduction

,e information revolution and digitalization across the
globe have changed the way of media consumption among
people. ,e emergence of new OTT media that provides
services to viewers directly over the internet has occurred
due to an increase in the number of internet connections,
improved networks, technological advancements, and the
availability of smart gadgets. With a 45-percent growth rate
predicted, India is on track to become the world’s second-
largest OTTmarket (after the United States), with a market
value of INR 138 billion by the end of fiscal year 2023.
Popular OTT service providers like YouTube, Netflix, and
Spotify have played an important part in the expansion of
data streaming. DMM is a type of Internet marketing that

allows customers to easily communicate with marketers via
digital channels. DMM refers to the practical and com-
prehensive use of the Internet, digital media platforms, and
marketing tools to achieve total business success in the
context of multichannel marketing [1, 2]. Because of tech-
nological advancement and the development of commu-
nication technologies, real-world relationships have been
transferred to the virtual periphery. ,is progressive
movement of free-world and cross-border relationships via
the Internet paves the way for marketers to reach their target
audiences [3, 4]. According to recent statistics, there are 4.80
billion internet users worldwide today, accounting for nearly
61% of the global population (Datareport.com). In the last
year, the number of social media users increased by more
than 13%, and there are now 4.48 billion social media users
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worldwide, accounting for nearly 57 percent of the world’s
total population.

Consumer preferences are shifting away from traditional
forms of media and toward digital media consumption.
People are spending more time each day on digital rather
than traditional forms of media. With the emergence of
domestic and international Over-the-Top (OTT) players,
consumers now have a plethora of options for content
consumption. ,e spread of the COVID-19 pandemic was
game-changing for the media and entertainment industries,
hastening the growth of OTT platforms exponentially. To-
day, there are more than 40 OTT platforms in India in-
cluding the OTTplatforms in regional languages. It goes on
to say that the Indian OTT market will grow from $1.5
billion in 2021 to $4 billion in 2025, and then to $12.5 billion
by 2030 [5]. Consumer attitudes are shifting away from
content ownership and toward having easy access to a vast
library at any time and from any location. It enables two-way
interaction, allows services to be tailored to each customer,
and allows purchases to be created and influenced online.

,e usage of the internet, the growth in smartphone
users, a high number of young populations, a wide variety of
content, attractive offers of OTT platforms, and rising dis-
posable income are major drivers of increasing consumption
and spending on OTT platforms. Considering these ad-
vantages, the present study was aimed to examine the re-
lationship between digital media marketing, consumer
engagement, brand image, and purchase intention of OTT
platforms in the Indian context. ,e researchers will also
investigate the role of consumer engagement and brand
image in mediating the relationship between digital mar-
keting practices and OTT platform purchase intention. ,e
present study’s findings will be useful for marketers and
DMM professionals in developing appropriate promotional
and social media strategies, in particular, to influence
consumer purchase intentions in this emerging economy.

2. Literature Review and
Hypothesis Development

2.1. Digital Media Marketing and Purchase Intention of OTT
Platforms. ,e effects of digital and social media marketing
can result in several positive and negative outcomes for
organizations. Several studies have found that digital mar-
keting practices have a positive effect on customer acqui-
sition, customer retention, brand image, brand
sustainability, brand loyalty, and purchase intention in the
context of hotels, luxury fashion brands, lifestyle products,
e-commerce, tourism destinations, and education institu-
tions [4, 6–10]. [11] realized that the structure of digital
marketing content (interactivity, formality, and immediacy)
has a significant impact on consumer behavior, such as
brand attitude, corporate trust, and purchase intention.
[12–14] examined the future direction of digital media and
concluded that digital media can have a significant impact
on brand loyalty, sustainability, and business effectiveness.
Authors like Zhao and Chen [15] indicated that it has a
strong effect on perceived value, and Wang et al. [16] in-
dicated perceived usefulness of product. It is believed by

some scholars that perceived benefits are based on trust
toward the shopping channels concluded from a review of
the literature on the impact of digital marketing published in
the previous eight years (2012–2020) that the majority of
researchers believe that digital marketing efforts influence
the customer’s purchasing intention [17]. ,ey also believe
that the distinction between “marketing” and “digital
marketing” will soon blur, as every type of marketing activity
will include an element of “digital marketing.” Both online
and offline channels boast their own advantages, and con-
sumers can choose different channels at different purchasing
stages. But current researches can hardly clarify the com-
plexity on studying consumer channel choice in a theoretical
way. It is hypothesized that

H1: DMM has a significant influence on the purchase
intention of OTT platforms.

2.2. Digital Media Marketing and Consumer Engagement.
DMM has long been regarded as an important medium for
consumer engagement. According to [18], engagement
should be considered a psychological state of mind distinct
from interactive behavior such as liking and sharing content.
While the majority of studies focus on the impact of social
media marketing and digital marketing on commercial
businesses, some studies focus on nonprofit organizations’
outcomes. Various studies have found a link between DMM
and consumer engagement [19–21]. Smith [22], Islam and
Rahman [23], Rasool et al. [24], Kaur et al. [25], and Islam
et al. [26] investigated the use of Facebook and Twitter in the
context of nonprofit organizations, as well as the outcomes
and impact on user engagement, and concluded that users
respond differently to social media activities across plat-
forms. Consumer interaction and engagement are critical
components in assistingmarketers inmaintaining long-term
customer relationships. DMM provides opportunities for
participation that foster trust, goodwill, and commitment to
the formation of relationships between individuals and
brands [27]. Lee et al. [28] examined 106,316 Facebook
messages from 782 businesses and discovered that the in-
clusion of humor and emotion can lead to greater consumer
engagement. Fans of brand pages can see posts and interact
with them by liking, sharing, and commenting [29–31]. As a
result, the information presented with a high level of
interactivity generates a high level of online activity. As a
result, it is hypothesized that

H2: the higher the influence of DMM, the higher the
customer engagement towards OTT platforms.

2.3. Digital Marketing Practices and Brand Image of OTT
Platforms. Brand image is an important competitive ad-
vantage that aids in the creation andmaintenance of value by
differentiating the brand, forming purchasing justifications,
developing a sense and beliefs, and providing significant
value to organizations [32, 33]. Brand image is the collection
of a customer’s beliefs, ideas, and impressions about a brand.
Brand image is built over time through consistent adver-
tising campaigns, and it is authenticated through direct
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consumer experience. [7, 34, 35] found that digital mar-
keting contents and communication are crucial elements of
online marketing strategy and add to brand image and the
purchase behavior of shoppers. ,e brand image of the OTT
platform has become important in the present digital era,
and every business must have its unique online presence.
,us, OTT platforms must build a positive brand image by
staying active on digital media platforms like Instagram,
Twitter, and Facebook to keep consumers updated with what
is trending. Today, several OTT platforms have partnered
with telecom providers to come up with attractive offers,
which has helped OTT platforms in improving their brand
image and customer base. Social media and digital mar-
keting are increasingly being used as strategic tools for
increasing brand recognition and executing marketing
campaigns. Moving away from the period of traditional or
mass media, marketers may follow brand competitors and
have more measurable campaign results in terms of brand
image and buy intent by employing social media and digital
marketing [36]. ,ese considerations lead to the possibilities
listed as follows:

H3: DMM has a positive influence on building the
brand image of OTT platforms.
H4: the brand image of OTT platforms mediates the
relationship between DMM and purchase intention of
OTT platforms.

2.4. Consumer Engagement and Purchase Intention of OTT
Platforms. Customer engagement has been defined as an
emotional bond between a firm and its customers that fo-
cuses on interaction and participation from customers.
Several authors [20] indicated the importance of consumer
engagement for building brand communities, developing
positive brand image, and influencing consumer purchase
intention. Gupta and Singharia [37]examined the Con-
sumption of OTT Media Streaming under COVID-19
Lockdown and discovered that consumer engagement gives
a chance for OTT platform providers to leverage on the
perceived shift to their benefits. Rhom et al. [38] identified
five major reasons that motivate consumers to interact with
businesses through social media and affect their purchase
intention: amusement, brand engagement, access to con-
sumer services and content, product knowledge, and
product promotions. Priya et al. [39] analyzed the particular
case of online customer engagement and its influence on
subscription intention of OTT platforms by exploring the
relationship between OTT, social gratification, and customer
engagement towards OTT platform, and subscription in-
tention. In one of the studies undertaken by Bright Local
(2014), it was found that more than 80% of small and large
businesses use online social media to improve their business
performance. According to a study by [20], 88% of surveyed
customers affirmed that they follow online reviews to make
purchase decisions and consider them to be reliable. ,e
study helps understand whether customer engagement on
intention to use OTT platform in the industry matches the
international experience. Several authors [40–42] also found

a close relationship between technology acceptance, con-
sumer engagement, and purchase intention towards OTT
platforms. ,us, it is hypothesized that

H5: consumer engagement has a significant influence
on purchase intention towards OTT platforms.
H6: consumer engagement mediates the relationship
between digital marketing practices and purchase in-
tention towards OTT platforms.

To conclude the existing literature review related to
study variables and hypothesize the relationship among
digital media marketing, consumer engagement Brand
image, and purchase intention, a conceptual framework has
been designed to show the proposed relationships among the
variables (Figure 1).

3. Research Methodology

In the present research work, descriptive research design was
used. Both the primary and secondary data were collected to
achieve the stated objectives. Secondary data was collected
from the various published sources like books, journals,
magazines, Internet sources, etc. Primary data was collected
from the customer using survey instrument. A well struc-
tured questionnaire was designed covering various dimen-
sion of the study. To ensure the validity of the survey
instrument, the questionnaire was given to a panel of experts
(two industry professionals and two marketing academics)
who judged the validity of its content, the clarity of its item
meaning, and its connections to the research goals. After
ensuring the validity, initially, the questionnaire was pilot-
tested with 45 respondents, representing 10% of the overall
sample size, who were believed to be typical of the research
population, to confirm its reliability. Cronbach’s alpha was
determined to be 0.893, indicating that the questionnaire
had an adequate level of reliability. After assuring the re-
liability and validity, a full-scale survey was carried out.
Nonprobability sampling (convenient and snowball sam-
pling) technique was used to collect the data. Snowball
sampling is where research participants recruit other par-
ticipants for a test or study. It does not have the probability
involved, say, simple random sampling. Rather, the re-
searchers used their own judgment to choose participants.
Once you have the ball rolling, it picks upmore “snow” along
the way and becomes larger and larger. Primary data for the
present study were collected from Indian customers using
online survey questions developed on Google Forms over
three months (May–July 2021). Initially, the questionnaire
was sent to 500 respondents who were the members of
various social media sites like Facebook, LinkedIn,
ResearchGate, Tweeter, etc., and further, it was requested to
forward this questionnaire to their known one. Variables for
digital media marketing, brand image, and customer en-
gagement and purchase intention were identified through
the review of relevant literature. ,e survey questionnaire
consisted of three sections. ,e first part consisted of
questions related to the demographic profiles. ,e second
part of the questionnaire was related to consumer viewing
patterns of various advertisements in different media and
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consumer preference of different OTT platforms. ,e third
part of the questionnaire consisted of variables of digital
media marketing, consumer engagement, brand image, and
purchase intention, developed on the Likert scale (where 1
indicates strongly disagree, and 5 indicates strongly agree).
Dimensions of digital product awareness, consumer con-
venience, personal privacy, feedback and customer com-
pliance, and consumer brand relationship are based on
previous works of [7, 43–47]. ,e measurement variables
were further refined and employed for the survey.

Researchers collected 450 replies, and after editing, 417
were judged appropriate and utilized in this study, elimi-
nating 33 responses that were untrustworthy or insincerely
addressed. ,e collected data was carefully organized, tab-
ulated, and analyzed using SPSS 22. To investigate the link
between digital media marketing, consumer engagement,
brand image, and purchase intention of OTTplatforms, data
analysis includes descriptive statistics using SPSS 22 and
structural equation modeling using Smart-PLS 3.0.

4. Results

Table 1 indicates the demographic information of respon-
dents. 18.47% of respondents represented the age group of
fewer than 20 years, 39.09% respondents were found in the
age group of 21–25 years, and 31.65% respondents were in
the age range of 26–30 years. ,e remaining 6.47% and
4.32% respondents represented the age group of 31–35 years
and more than 35 years, respectively. Male respondents
account for 58.99%, and the remaining 41.01% respondents
were females. Regarding educational qualification, 29.74% of
respondents were less than graduate, 42.69% were graduate,
21.1% respondents were postgraduate, and the remaining
6.47% were professionally qualified.

,e information presented in Table 2 indicates the DMM
channel usage Pattern as indicated by respondents. ,e
multiple responses thus received were processed, and it was
found that search engine optimization (SEO) is used by the
majority of respondents (80.6%). 60.7%, 57.6%, 32.9%,
53.7%, 50.4%, 29.0%, 36.2%, 39.6%, and 31.7%, respectively,
indicated social media marketing, display/video marketing,

e-mail marketing, blogging, web analytics, paid search/
contextual advertising, affiliate marketing, apps marketing,
and other DMM channels as their preferred channel for
getting information about OTT platforms.

,e information presented in Table 3 indicates the re-
spondent’s preference of OTT platforms used for various
purposes. It is observed that Amazon Prime, Hotstar, and
Netflix are the most preferred OTTplatform as indicated by
70.2%, 64.9%, and 62% of respondents in the sample. 59.9%,
60.6%, 30.5%, 29.8%, 24.8%, 25.7%, 52.6%, and 17.1% re-
spondents indicated that they subscribe to ALTBalaji, Zee 5,
Aha7, Voot, SonyLIV, Viu, Hoichoi, and others OTT
platforms.

Data summarized in Table 4 indicate the descriptive
statistics (mean and SD) of various factors of DMM influ-
encing the customer to subscribe to OTT platforms. In-
formation presented in Table 4 reveals that various factors of
DMM reveal that the “Feedback and customer compliance”
factor has received a maximummean of 4.09 and SD� 0.646.
,e alpha (α) was found to be 0.789, composite reliability
(CR) was found to be 0.856, and Average Variance Explained
(AVE) was found to be 0.547. ,e next important factor of
DMM as indicated by customers was Product Awareness,
which has a score mean of 4.02 and SD� 0.765.,e alpha (α)
was found to be 0.695, CR was found to be 0.832, and AVE

Digital
Marketing

Consumer
Engagement

Brand
Image

Purchase
Intention of

OTTH1
H5H4

H3H2

Product Awareness

Feedback and customer
compliance

Convenience

Consumer Brand
Relationship

Information security &
Personal privacy

Figure 1: ,e conceptual framework.

Table 1: Demographic profile of respondents (N� 417).

Demographics F %

Age

less than 20 years 77 18.47
21–25 years 163 39.09
26–30 years 132 31.65
31–35 years 27 6.47

More than 35 years 18 4.32

Gender Male 246 58.99
Female 171 41.01

Education

Less than graduate 124 29.74
Graduate 178 42.69

Postgraduate 88 21.10
Professional qualification 27 6.47

Source: calculated from primary data.
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was found to be 0.623. Other factors include convenience
with mean 3.94 and SD 0.673 (α� 0.830, CR� 0.879
AVE� 0.597), information security and personal privacy
with mean 3.80 and SD 0.669 (α� 0.756, CR� 0.847,
AVE� 0.587), and customer brand relationship with mean
3.88 and SD 0.643 (α� 0.732, CR� 0.849, AVE� 0.652).

Consumer engagement with the OTT platform contin-
uously gains popularity among practitioners and academics.
Based on organizational psychology, we adapted three im-
portant constructs of consumer engagement, namely, vigor,
absorption, and dedication. Further measurement variables
were developed, and respondents were asked to rate on a
scale from 1 to 5. Descriptive statistics as presented in Table 5
indicate that “absorption” has a score maximum mean of
4.07 with SD� 0.552. Reliability and validity of the construct
were found as α� 0.679, CR� 0.824, and AVE� 0.610. ,e
“dedication” component of consumer engagement has
scored a mean of 4.04 with SD� 0.649. Reliability and
validity of the construct were found as α� 0.695, CR� 0.831,
and AVE� 0.623. ,e “vigor” component of consumer
engagement has scored a mean of 3.99 with SD� 0.517.
Reliability and validity components of the construct were
observed as α� 0.800, CR� 0.872, and AVE� 0.714.

,e information presented in Table 6 indicates the
perceived brand image as indicated by the respondents in the

sample. Descriptive statistics as calculated for brand image
measurement variables indicate that statements like “My
willingness to become a customer of OTTplatform is great”
have scored the highest mean of 4.12 with SD 0.813. It is
followed by the statement “I can reliably predict how this
OTT platform will perform” with a mean of 4.09 and SD
0.863. ,e combined mean of the brand image was found to
be 4.012 and SD 0.666. Reliability and validity of brand
image are within the acceptable range (α� 0.758, CR� 0.845,
and AVE� 0.578).

Information presented in Table 7 indicates the de-
scriptive statistics calculated for consumer purchase inten-
tion. It is observed that the variable “Digital marketing of
OTT platforms helps be in identifying the domain” has
scored a mean of 4.28 and SD� 0.760. It is followed by the
statement “My affinity towards OTT platform is enhanced
through digital marketing platforms” with mean� 3.99 and
SD� 0.852. ,e combined mean of the brand image was
found to be 4.04 and SD� 0.654. Reliability and validity
components of purchase intention are found within the
acceptable range (α� 0.758, CR� 0.845, and AVE� 0.578).
In addition, the information presented in Table 8 indicates
the Discriminants Validity of each construct. Discriminant
Validity was calculated with help of smart pls software using
Fornell-Larcker Criterion. Note that Discriminant Validity
ensures that each model construct is distinct from the other,
where one construct is not represented by another in the
model.

5. Structural Model and Hypotheses Testing

,e structural model fitness and hypothesis testing were
carried out using PLS-SEM, which is different from CB-
SEM. PLS is widely used in various research disciplines. Its
capacity to represent both factors and composites is
valued by researchers across disciplines, making it a
potential technique for new technology research and
information systems research in particular. Whereas
factors may be used to represent latent variables in be-
havioral research, such as attitudes or personality char-
acteristics, composites can be used to model strong ideas,
such as the abstraction of objects such as management
tools, inventions, or information systems [48]. As a result,
PLS route modeling is a popular statistical method for
success factor research [49]. ,e fitness of a structural
model is evaluated in PLS-SEM using the Variance In-
flation Factor (VIF), R2, and standardized path coefficients
[50]. VIFs should be less than 3.0 to rule out the potential
of multicollinearity among variables; nevertheless, it
should be noted that even VIF values between 3 and 5 may
suggest a multicollinearity concern [51]. R2 should be
within acceptable limits, and standardized path coeffi-
cients should be statistically significant [50]. All VIFs were
above in the range of 1.174 to 3.598, with the highest VIF
being 3.598, which were within the acceptable range of 3.0
except DED 1 � 3.326 and AB1 � 3.598 (Table 2). It showed
that there was no multicollinearity issue. As a result, Hair
et al. [50] noted that even VIF values between 3 and 5 may
suggest a multicollinearity concern when assessing the

Table 2: DMM channel uses pattern.

Channels
Responses

N Percent
Search engine optimization (SEO) 336 17.1
Social media marketing 253 12.8
Display/video marketing 240 12.2
E-mail marketing 137 7.0
Blogging 224 11.4
Web analytics 210 10.7
Paid search/contextual advertising 121 6.1
Affiliate marketing 151 7.7
Apps marketing 165 8.4
Others 132 6.7
Total 1969 100.0
Source: calculated from primary data.

Table 3: OTT platform use pattern.

OTT platforms
Responses

N Percent
Netflix 258 12.5
Amazon prime 292 14.1
Hotstar 270 13.0
ALT Balaji 249 12.0
Zee 5 252 12.2
Aha7 127 6.1
Voot 124 6.0
SonyLIV 103 5.0
Viu 107 5.2
Hoichoi 219 10.6
Others 71 3.4
Total 2072 100
Source: calculated from primary data.
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VIF number more conservatively [51, 52]. Buy intention
had an R2 estimate of 0.544, indicating that the other
components in the structural model accounted for 54.4%

of the variation in purchase intention. ,ese criteria,
taken combined, attested to the structural model’s strong
match to the data.

Table 5: Consumer engagement: descriptive statistics.

Variables Mean SD
Vigor (α� 0.800, CR� 0.872, AVE� 0.714) 3.99 0.510
Digital marketing platforms influence me to continue using OTT platforms. 4.01 0.632
I feel strong and vigorous and devote a lot of time when I see OTT on digital marketing platforms. 3.96 0.589
I feel very resilient while watching OTT on digital media. 4.02 0.590
Absorption (α� 0.679, CR� 0.824, AVE� 0.610) 4.07 0.552
Time flies when I use the online OTT platform. 4.05 0.900
On seeing OTT on digital media, I am so absorbed that forgot about everything else. 4.13 0.600
I pay a lot of attention to OTT on digital marketing platforms. 4.03 0.619
Dedication (α� 0.695, CR� 0.831, AVE� 0.623) 4.04 0.549
Digital marketing of OTT inspires me, makes me enthusiastic, and feel proud about it. 4.06 0.861
Digital marketing of the OTT platform makes the OTT platform full of meaning and purpose to me. 4.02 0.637
Digital marketing of the OTT platform excites me and creates a lot of interest in it. 4.05 0.599
Source: calculated from primary data.

Table 6: Brand image.

Variables Mean SD
Brand image (α� 0.758, CR� 0.845, AVE� 0.578) 4.02 0.666
Digital marketing helps in customer empowerment for better informed decision-making. 3.94 0.821
My willingness to become a customer of the OTT platform is great. 4.12 0.813
I can reliably predict how this OTT platform will perform. 4.09 0.863
,is OTT platform comes to mind immediately when I want to purchase an online streaming service. 4.09 0.886
Source: calculated from primary data.

Table 4: Factors of DMM influencing customers to subscribe to OTT platforms: a descriptive statistics.

Variables Mean SD
Product awareness (α� 0.695, CR� 0.832, AVE� 0.623) 4.02 0.755
Digital marketing provides me quality and updated information on OTT platforms. 4.05 0.985
Consumers can access product information and purchase items quickly. 3.98 0.904
Digital marketing media provides multiple opportunities to explore the latest product information. 4.03 0.858
Convenience (α� 0.830, CR� 0.879, AVE� 0.597) 3.94 0.673
I have constant 24× 7 access to information on the Internet irrespective of week or time maybe. 3.64 0.959
Digital marketing is effective means of product communication and a good source of consumer education. 3.84 0.844
Digital marketing platforms provide quick and convenient service. 4.10 0.872
Digital marketing platforms help in the cocreation of products demands. 3.91 0.889
Digital marketing channels opened doors for consumers to explore various OTT platforms. 4.19 0.801
Information security and personal privacy (α� 0.756, CR� 0.847, AVE� 0.587) 3.80 0.669
Complying with privacy and data sharing is easy through digital marketing. 3.78 0.898
Digital marketing platform assures privacy. 3.72 0.875
Customization and secured information to customers is made possible through digital marketing. 3.75 0.860
Digital marketing helps consumers in making a comparison of products. 3.95 0.894
Feedback and customer compliance (α� 0.789, CR� 0.856, AVE� 0.547) 4.09 0.646
Digital marketing platforms are having the ability to speak your customers’ language. 3.84 0.907
Digital marketing platforms are very much helpful in taking product feedback and opinion. 4.23 0.796
Digital marketing facilitates generating qualified leads. 4.21 0.814
Innovativeness of message and providing customer new perspective are made possible through digital marketing efforts. 4.23 0.813
Digital marketing enables quick resolution of product queries. 3.92 1.084
Customer brand relationship (α� 0.732, CR� 0.849, AVE� 0.652) 3.88 0.643
Digital marketing helps me in searching right product while exploring the OTT platform. 3.88 0.799
Digital marketing platforms have helped a lot in developing and managing better relationships between customers and
brands. 3.92 0.770

Digital marketing helps me in searching right product while exploring the OTT platform. 3.84 0.821
Source: calculated from primary data.
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Table 9 presents the results of the path coefficients and
p values for all the proposed hypotheses. ,e first hy-
pothesis proposed that DMM has a significant influence
on the purchase intention of OTT platforms. ,e stan-
dardized path coefficient from technology acceptance to
purchase intention of OTT platforms (β� 0.069,
p> 0.357) was insignificant, and test statistics do not
support the proposed first research hypothesis. In other
words, digital media marketing has no significant in-
fluence on the purchase intention of OTT platforms. Test
statistics confirm that DMM practices have positive in-
fluence on consumer engagement (β� 0.008, p≤ 0.0001).
Further, test statistics indicate that the impact of con-
sumer engagement has a significant effect on purchase
intention of OTT platform (β� 0.139, p≤ 0.025), thus
supporting the research hypothesis 3. Looking at the
relationship between digital marketing practices and
brand image of OTT platform, test statistics support the
research hypothesis that DMM practices have a signifi-
cant influence on the brand image of OTT platform

(β� 0.351, p≤ 0.001), indicating that digital marketing
practices have a significant influence on brand image. Test
statistics also confirm that the impact of brand image on
purchase intention is significant (β� 0.634, p≤ 0.001)
supporting hypothesis 5, indicating that brand image
towards OTT platform has a significant influence on
purchase intention. Figure 2 presents the final mea-
surements and structural model.

,e information presented in Table 9 indicates the test
outcomes of Smart PLS that were conducted to evaluate
the effect of mediating variable consumer engagement
and Brand Image) of a given independent variable (digital
marketing practices) on a given dependent variable
(Purchase intention). To start with, the path model was
estimated via bootstrapping, without the interaction
of a mediator (Figure 1). ,e results reveal that direct
paths are statistically insignificant. ,erefore, inclusion
of customer engagement and brand image as a mediator
is meaningful. We require the significance of indirect
paths in order to verify that customer engagement

Table 9: Path coefficients and p values.

Path coefficients t-value p values VIF Result
Digital marketing practices⟶ purchase intention 0.069 0.897 0.357 1.758 Rejected
Digital marketing practices⟶ consumer engagement 0.008 2.408 >0.001 1.714 Accepted
Consumer engagement⟶ purchase intention 0.139 2.252 0.025 1.972 Accepted
Digital marketing practices⟶ brand image 0.351 6.969 >0.001 1.00 Accepted
Brand image⟶ purchase intention 0.634 19.500 >0.001 1.671 Accepted
Source: calculated from primary data.

Table 7: Consumer purchase intention of OTT.

Variables Mean SD
Purchase intention (α� 0.812, CR� 0.870, AVE� 0.572) 4.04 0.654
I can recognize OTT platforms by seeing its advertisement through digital media platforms. 3.92 0.906
,e digital media platform is most helpful in enhancing the reputation of OTT platforms. 3.89 0.954
My affinity towards the OTT platform is enhanced through digital marketing platforms. 3.99 0.852
Digital marketing of OTT platforms helps be in identifying the domain. 4.28 0.760
I would intend to become a customer of OTT platforms. 3.98 0.943
Source: calculated from primary data.

Table 8: Discriminants validity: Fornel–Larcker criterion.

AB BI CBR CE CON DED DM FBCC PP PA PI VG
AB 0.781
BI 0.397 0.760
CBR 0.352 0.196 0.807
CE 0.944 0.404 0.459 0.743
CON 0.079 0.053 −0.061 0.049 0.772
DED 0.812 0.356 0.588 0.905 −0.001 0.789
DM 0.706 0.349 0.622 0.800 0.215 0.840 0.443
FBCC 0.111 0.023 −0.023 0.085 0.742 0.066 0.298 0.739
PP 0.707 0.342 0.300 0.784 −0.002 0.780 0.887 0.060 0.766
PA 0.123 0.174 0.092 0.122 0.056 0.098 0.108 0.063 0.066 0.822
PI 0.457 0.715 0.265 0.450 0.005 0.403 0.402 −0.002 0.390 0.203 0.756
VG 0.808 0.360 0.344 0.920 0.053 0.715 0.674 0.058 0.685 0.115 0.382 0.845
PA� product awareness, CBR� consumer brand relationship, FBCC� feedback and customer compliance, PP� personal privacy, CON� convenience,
BI� brand image, CE� consumer engagement, AB� absorption, DED� dedication, VG� vigor, DM� digital marketing, PI� purchase intention.
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mediates the relationship between digital marketing
practices and purchase intention via OTT. To ascertain
the significance of these indirect paths, the samples table
from bootstrapping was copied and pasted into MS Excel.
Here, we computed the t-value of the indirect paths. ,e
t-value of the indirect path Digital Marketing Practi-
ces⟶Consumer Engagement is 2.408 with p≤ 0.001.
Similarly, the t-value for Consumer Engage-
ment⟶Purchase Intention path is 2.252 with
p≤ 0.025.,e t-value for Digital Marketing Practi-
ces⟶Brand Image is 6.969 with p≤ 0.001, and t-value
for Brand Image⟶Purchase Intention is 19.500 with
p≤ 0.001, which is significant at 5% level of significance.
,ese test statistics support the hypothesis that customer
engagement and brand image mediate the relationship

between digital marketing practices and purchase in-
tention via OTT platforms.

6. Discussion

DMM is highly dependent on onlinemedia like social media,
the Internet, e-mail, affiliate marketing, etc. ,e study
outcome indicated that consumers give more weightage to
DMM ability in giving feedback and customer compliance
followed by its ability in enhancing product/brand aware-
ness. Customized communication and personal privacy is
also an important factor of DMM effectiveness. Brand
image-based marketing may be used to communicate with
potential customers in a timely and effective manner. An
ordinary human being concentrates his attention on a
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Figure 2: Structural model with values.
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picture in a fraction of a second; the image should have a
powerful influence on his thinking. As a result, visual
content provided him with brand information in a couple of
seconds. To build a successful brand image for their OTT
platform, businesses need to place a larger focus on digital
media marketing. ,e current study’s findings are likewise
consistent with and consistent with Dholakia and Bagozzi’s
earlier work [53].

Marketers to strengthen consumer engagement and
build positive purchase intention towards OTT platforms
have been extensively using digital marketing practices. ,e
findings reveal that digital marketing practices have a sig-
nificant influence on consumer engagement, and consumer
engagement has an impact on the purchase intention of the
OTT platform. ,e current study emphasizes the mediating
role of consumer engagement and brand image in the re-
lationship between DMM practices and OTT platform
purchase intention, demonstrating the greater relevance of
operating intention having an impact on subscribing In-
tention. Companies must prioritize their digital marketing
strategy to schedule promotions and advertising based on
location, demography, and customer preferences to maxi-
mize engagement and possibilities. Customer experience
and engagement are the most important aspects of a digital
media offering. Customers and their engagement on an OTT
platform essentially determine the long-term profitability of
the participants. To drive engagement, it is important to
understand every facet of the customer, from how he or she
navigates the platform and what material he or she loves
seeing to anticipating what sort of content will appeal to the
target audience. To reach customers, businesses are man-
aging DMM and advertising in a more targeted and defined
approach. As a result, OTTplatforms must continually be on
the lookout for new methods to develop and provide more
appealing and engaging content that is not accessible else-
where. ,e sad difficulty in this situation is that not all OTT
platforms have the financial resources to explore new video
content development, making it nearly hard for newer and
smaller OTT platforms to create and generate new content
that caters especially to OTT platforms and devices.

DMM has brought significant change in the consumer
uses of a pattern of OTT platforms. ,e present study in-
vestigates the interaction of many factors that influence
customer attitudes about OTT platforms and their desire to
utilize these services. From a theoretical standpoint, the
study contributes to our knowledge of the constructs ex-
amined and explains the links between them that have been
established in the marketing literature. ,e current study
effort provides a beginning point for context-based theory
adaptation in line with the altered situation by evaluating
consumers’ media consumption behavior in light of the shift
produced by DMM techniques. ,e study establishes its
theoretical usefulness by pointing towards the relevance of
addressing the specific factors that exert an influence on
consumers’ engagement, building brand image and influ-
encing consumer behavior in the current situation. In ad-
dition, an investigation on the potential mediation role of
brand image induced by DMM contributes to the existing
body of study. On the practical front, the findings show that

consumer engagement and brand image have a significant
influence on the relationship between DMM and OTT
platform purchase intention. To leverage this relationship,
service providers must pay close attention to elements that
improve engagement and brand image. ,e study’s findings
have several important implications, which are described
below.

6.1. Implications for the $eory. ,e study serves as the
foundation for researchers to find crucial characteristics
contained in secondary data on OTT platforms, allowing
them to bypass the obstacles associated with questionnaire
and survey datasets and data gathering. Variables revealed
here may be investigated further, particularly as OTT
platforms continue to replace conventional marketing, de-
spite various constraints and anxieties. ,e dynamics of
pricing’s impacts on consumer and buy decision-making are
not novel in the literature, but it is critical to reexamine how
price works to define purchase intention via OTTplatforms.
It is proposed that OTT platform service providers work on
building a brand image among those who are interested in
the OTT and its offerings. To do this, an emphasis must be
placed on providing original content via DMM and other
network marketing platforms in order to engage consumers
and establish a favorable brand image. Businesses should
consider the specific needs of their consumers while en-
gaging them. A combination of these activities could aid
companies in not just keeping their consumers engaged in
terms of time spent using the service, but also providing
advocacy and continuing visibility to purchase intention.

7. Managerial Implications

It is argued that customers are better engaged by videos
(audio-visuals). With the adoption of live streaming,
practitioners can leverage this study’s outcomes to the
real-time video experience of OTT platform streaming to
improve customer engagement towards constructive
transactional and nontransactional benefits. It is also an
indication that all proxies used in measuring customer
engagement demand equal attention in building purchase
intention, unlike in traditional commerce, where comments
are the focal points of measuring customer engagement.
Based on the theoretical explanations provided above, we
have offered a set of managerial implications to be integrated
into this theoretical framework to assist in guiding effective
marketing management practice in the digital media age.We
concentrate on how companies may fulfil the social, hedonic,
and utilitarian motivations of digital media consumers by
focusing on important organizational objectives such as
branding and public relations, CRM and sales, and market
research facilitation. An integrated typology may be used to
show the marketing synergy that can be produced by cross-
fertilizing social media customer motives and management
approaches. Once a significant degree of purchase intent has
been reached, efforts should be made to encourage con-
sumers to subscribe to an OTT platform and automatically
consume these streaming services. In conclusion, the study
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assists service providers in better understanding changes in
consumer media consumption patterns and suggests prac-
tical approaches to adapting OTT service offerings to reflect
these changes.

8. Conclusion

,is study examines the impact of DMM on customer
engagement and purchase intent via an OTT platform. ,is
paper investigates the impact of this channel on customer
purchase intention in the Indian market. ,e researcher
using online questionnaires carried out the study. In con-
clusion, our presented hypothesis may be confirmed in the
Indian market. ,e findings of this study show that the five
independent variables of DMM have a beneficial impact on
customer purchasing decisions. Personal privacy and cus-
tomer brand relationship is the most essential aspect in
consumer purchase choice via OTT among the five DMM
factors. Furthermore, we can see that consumer engagement
mediates the relationship between DMM and consumer-
purchasing intention. As a result, a greater focus must be
placed on identifying comprehensive methods of increasing
customer engagement in order to foster positive purchase
intention.

DMM have opened up a window for marketers to
identify the consumer cognitions, attitudes, behaviors, and
lifestyles. ,e study presented a paradigm shift in the way
customer engagement is seen and how it is measured. India
remains one of the countries with the earliest and higher
adoption rate for DMM and extensive uses of OTTplatform
in e-commerce. We are seeing significant growth in a
company’s capacity to gather and cross-reference user-
generated demographic, psychographic, geodemographic,
physiological, and other personal information on its cus-
tomers as new digital technologies. It is expected that OTT
platform and its various application continue as a marketing
tool to be introduced in the mutual interest of consumer and
marketer. Even though this scenario appears to be a mar-
keting intelligence with an excellent opportunity, there are
social risks associated with an information security breach.
Future studies on DMM should carefully address risk and
trust associated with DMM, how to enhance consumer trust,
and build purchase intention in public interest. ,e goal of
digital media marketing is to encourage people to visit your
website and then convert those visitors into prospective
consumer. ,at is what web marketing is all about. It has the
same set of goals, including establishing and growing brand
awareness, building brand image, and influencing con-
sumer-purchasing behavior.

Data Availability

Basic data supporting the study results can be obtained upon
request to the corresponding author.
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