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Abstract

The COVID-19 pandemic has reshaped China's film consumption,
moving audiences from theaters to over-the-top (OTT) platforms.
This study delves into the factors molding the preferences of
Chinese cinephiles in this new era, particularly emphasizing the
dynamic interplay between OTT platforms and traditional
cinema. Leveraging a survey conducted in Tier I cities,
encompassing 656 participants, this research scrutinizes
demographic  variables, technological influences, and
consumption patterns. Findings illuminate intriguing trends:
while females exhibit a slight inclination towards OTT platforms,
males marginally favor traditional cinemas. Notably, young
adults aged 21 to 25 emerge as avid users of both platforms.
Additionally, smartphone usage prevails, with 70% accessing
OTT services via mobile devices. Despite perceived challenges
posed by OTT platforms, a majority envision their dominance in
the future of the film industry. Genres such as comedy, drama,
and action remain the favorites among cinemagoers, reflecting
evolving viewing preferences amidst changing consumption
landscapes.

Keyword: Film consumption, China, Post-pandemic era, OTT
platforms, Cinema-going

Introduction

The research paper explores the dynamic landscape of movie
consumption in China, particularly examining the behaviour of
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cinephiles and users of over-the-top (OTT) platforms. With the
onset of the COVID-19 pandemic, there has been a notable shift in
viewership patterns, moving from traditional theatres to online
streaming platforms (Yaqoub, Jingwu, et al., 2022; Yaqoub, Khan,
et al., 2022). This transition has marked a significant evolution in
the film and entertainment industries, with OTT platforms
emerging as the future of content consumption (Soren and
Chakraborty, 2024).

The pandemic-induced restrictions and safety guidelines
prompted moviegoers to seek entertainment within the confines
of their homes, leading to a surge in the consumption of films,
series and shows on various digital platforms (Dikshya Saikia &
Gaurav Nirmal, 2022). This shift has not only impacted the
traditional box office revenue model but has also transformed the
distribution and exhibition landscape of the industry (Sony
Varghese & Chinnaiah, 2021). The advent of advanced
technologies such as the 5G network, coupled with the
widespread availability and affordability of smartphones and
mini-screens, has further facilitated this transition in China (G. C.
Feng, 2017).

OTT platforms, characterized by their streaming services
for films, dramas, and web series, have witnessed exponential
growth in recent years (A. Gupta et al., 2021). While global
platforms like Netflix enjoy widespread recognition, regional
platforms such as iQIYI (pronounced "I-chi-e") have emerged as
dominant players within the Chinese market. According to
consumer polls, iQI'Y] stands out as the most popular subscription

video-on-demand (SVOD) service among Chinese audiences,
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with (70%) of the Chinese respondents claiming to have used it,
reflecting the shifting preferences and consumption habits in the
post-pandemic era (Thomala, 2021).

In this context, this research work is aimed to explore the
underlying factors driving the preferences and behaviors of
Chinese cinephiles in the context of this evolving landscape. By
understanding the dynamics of OTT platform usage and its
implications for the film industry, researchers seek to provide
insights into the future of cinema consumption in China. A study
published in June 2020 shows that (14%) of people prefer viewing
a movie for the first time in a theatre, while (36%) prefer to watch
the film at home rather than go to a theatre (Statista.com, 2020).
The impact of the coronavirus on consumer confidence heralded
a paradigm shift in consumer behaviour and possibly posed a
threat to movie theatres nationwide (Navarro, 2021). In early 2020,
cinemas remained closed in China for several months due to the
first wave of the pandemic.

Nevertheless, they started reopening in June 2020, and in
the first week of October 2020, box office revenue made China the
world's biggest box office (Shah et al., 2020, 2021). Though at $3.2
billion (RMB20.4 billion) in 2020, China's total box office revenue
fell more than 68% compared to 2013. During the first quarter of
2022, strict policies and lockdowns amid the pandemic
significantly affected the Chinese box office revenue (Shah et al.,
2020, 2021).

OTT platforms, COVID-19, and lockdown measures have
significantly impacted box-office revenue, prompting a need for

telecom service providers to understand the driving forces behind
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users' preferences for OTT platforms. This study aims to correlate
these issues with shifting user needs and intrinsic factors.
Specifically, it explores the factors influencing Chinese cinephiles'
choices between OTT platforms and traditional cinema-going.
The objectives of this research are:

The three key objectives of this research work are:

e To analyze the factors influencing Chinese cinephiles'
preferences between using over-the-top (OTT) platforms
and traditional cinema-going in the post-pandemic era.

e ITo assess the impact of demographic variables,
technological advancements, and consumption patterns
on the movie consumption behaviour of Chinese
audiences.

e To identify key predictors that determine individuals'
preferences for watching films on cinema screens versus
OTT platforms, providing insights into the evolving
landscape of film consumption in China.

The study addresses the following research questions:

RQ 1. How do demographic factors such as gender, age, and
education level influence Chinese cinephiles' preferences for
using over-the-top (OTT) platforms or traditional cinema-going?
RQ2. What role do technological advancements, including the
availability of 5G networks and widespread smartphone usage,
play in shaping the movie consumption habits of Chinese
cinephiles, particularly in terms of their preference for OTT
platforms versus cinema screens?

RQ 3. What are the key predictors that determine whether

individuals prefer to watch films on cinema screens during and
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after the COVID-19 pandemic, considering variables such as
demographics, technology adoption, genre preferences, and
favourite movies?

Literature Review

The surge in the popularity of over-the-top (OTT) platforms
within the film industry has been notably pronounced in recent
years (He and Hu, 2021). This trend has been further heightened
by the COVID-19 pandemic, which prompted widespread
lockdowns and quarantine measures, leading to a significant
increase in OTT platform usage (Sony Varghese and Chinnaiah,
2021). As individuals spent more time at home, OTT platforms
emerged as a primary source of entertainment, offering a diverse
range of movies and shows across various genres. The
convenience offered by OTT platforms, coupled with their
extensive content libraries, has contributed to their growing
popularity among audiences(Soren and Chakraborty, 2024).
Moreover, advancements in technology, particularly the advent
of the 5G network, have facilitated faster loading speeds and
improved streaming quality, enhancing the overall viewing
experience for users.

The COVID-19 outbreak has posed unprecedented
challenges to the traditional movie industry, particularly with the
closure of movie theatres (Dikshya Saikia and Gaurav Nirmal
2022).As a result, filmmakers and production houses have
increasingly turned to digital platforms as a means of reaching
their audience(Dhiman et al.,, 2022). This shift from cinematic
releases to digital streaming has been driven by the necessity to

adapt to changing consumer behaviour and consumption
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patterns in the wake of the pandemic-induced disruptions
(Dhiman et al., 2022; Dikshya Saikia & Gaurav Nirmal, 2022).
OTT Platforms: General Perspectives

In 2021, about 1.17 billion cinema tickets were sold,
generating $7.3 billion in box office revenue in China, accounting
for approximately two-thirds of 2019 (Brzeski, 2022; Thomala,
2022b). However, Mainland China continued to be the second-
largest market worldwide after the U.S. in 2021, with total over-
the-top video (OTT) revenue reaching US$11.4 billion (PwC
China, 2022). According to the China Internet Network
Information Center (CNNIC) (2022) annual report, the short-form
video industry is increasing in Mainland China, with over 888
million consumers only by the first half of 2021.

In our study, OTT platforms refer to paid and unpaid
OTT video services that provide all kinds of video content, i.e.,
movies, films, shows, documentaries, and web series. With OTT
platforms, consumers may now experience a range of media
material without being limited by time or location because of the
convenience offered by such platforms. Factors such as flexibly
choosing movies, lacking the threat of the coronavirus, home
comfort, economic benefits, and ease of access to streaming
platforms have changed the preferences of consumers and
increased the preference for OTT platforms over movie theatres
(Jung, Yoo, Ho-Suk, and Han, Jin-Wook 2021). It is important
to consider the socio-demographic differences among the users to
understand the reasons behind the shift to OTT platforms: gender,
age, education, the place where they live, and smartphone usage.

The advent of video platforms that provide video content via the
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open internet has shifted the paradigm of the conventional film
industry. Because of technological advances, the procedure has
experienced significant modifications in the contemporary age.
Online video content can only be accessed with a steady internet
connection (Baboori, 2022).

OTT Platforms: Past Studies

With the introduction of OTT platforms by national and
international providers such as Netflix, Hulu, and Amazon Prime,
consumer behaviour toward entertainment subscriptions has
changed. Nagaraj, Singh, and Yasa (2021) conducted a study to
determine what factors affected the consumers' OTT subscription
decisions. The findings revealed 14 drivers for subscribing to the
OTT platforms and 11 inhibitors for not subscribing. In that study,
five factors emerged after exploratory factor analysis: content,
convenience, features, price, and quality. The effect of these five
factors and demographics like age, education, and occupation on
subscription selections was assessed using logistic regression
analysis. All five factors and prices were found to be influencing
customers' choices. Age, occupation, and education, as well as
family structure, were all important considerations.

In another study, researchers investigated how age,
gender, and experience moderated consumer behaviour on OTT
streaming services ((Mulla, 2022). The results showed that age
was a significant factor because older consumers were more likely
to use streaming content more frequently and for longer periods.
Gender did not affect frequency or amount of usage; however,
experience moderated the time spent viewing content. The results

indicate that marketers should pay attention to age and
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experience to appeal to their target customers. Performance
expectations, price value, habit, and content availability are the
primary motivators for subscribing and utilizing OTT video
streaming services. The findings have aided managers in better
understanding and devising strategies for OTT video streaming
platform wusers (Malewar & Bajaj, 2020). The shift from
conventional T.V. to OTT media has resulted in competition
among streaming service providers to attract and retain
customers, particularly during the COVID-19 blackout period. In
light of this shift, the study revealed the impact of two key
antecedents, customer engagement and quality of service
experience, on users' willingness to continue using and
subscribing to streaming services in the future (P. Gupta, 2021).
Factors under Study

A consumer's choice of an OTT service platform or cinemagoing
is influenced by several variables, some of which have been
identified in the previous studies and are referenced as follows:
Smartphones

China has more smartphone users than any other country on the
globe. In 2021, the number of smartphone users in China
amounted to almost 950 million, increasing (29.47%) from 670
million in 2020 (Laricchia, 2022; Slotta, 2022a). People watch
movies, documentaries, and web series on their smartphone
devices, utilizing various diverse technologies (Varghese &
Chinnaiah, 2021). In the post-pandemic era, people choose to
watch movies on their smartphones, which has become an
integral component of the audience's life.

Favorite Movies
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OTT platforms have made it easier for viewers to find their
favourite movies since it just takes a single click, which modern
consumers like and prefer in their home entertainment (Saiprasad
& Meenakshi, 2022). The "favourite movies" factor is based on the
ability of OTT platforms to allow everyone to watch their
favourite movies, T.V./web series, and documentaries anytime
and anywhere they want on their preferred device from the
convenience of their own homes (Jain et al., 2021; Mishra et al.,
2021).

Availability of 5G

According to the most recent data, China has dominated the race
for 5G technologies over the last two years, with 757 million 5G
users thanks to significant rollouts and the growth of 5G
technologies (Tomas, 2022). According to the Ministry of Industry
and Information Technology (MIIT), Chinese operators have
installed about 1.6 million 5G base stations in more than 356 cities
nationwide. In November 2021, China Mobile announced 374
million 5G subscribers, while China Telecom reported 169 million
5G users in China (Slotta, 2022b; Statista Research Department,
2022). There is much speculation that 5G technology is a game
changer and might affect users of OTT platforms, too. 5G
technology might also significantly increase the demand for OTT
platforms (ReelnReel, 2022).

Various Genres

OTT services have swiftly transformed from a specialized
streaming option to one of the most popular ways to watch
movies. Depending on their preferences, different people like

certain film genres. OTT platforms allow customers to access and
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watch various genres. Films in multiple genres are produced to
appeal to a vast audience (Sadana & Sharma, 2021). Comedy is the
most viewed genre in 2021, followed by drama and action in
China.

Multiple OTT Platforms

One of the most common pastimes worldwide is watching movies
and web series on OTT platforms, and the number of OTT users
globally has grown significantly. iQIYI, Tencent, and BiliBili
remain the leading forces behind this digital change in China.
OTT platform continues to be useful to consumers, as different
studies show that customers use multiple platforms (Hayes, 2020;
Shahzeidi, 2021). Fans of movies and television use a range of OTT
services to get their favourite movies since they cannot find their
desired content in a single OTT platform.

Web Series

Web series are distant content among the video content that OTT
platforms provide, and users like watching and discussing them
with their peers. Binge-watching, originality, and novelty are a
few of the qualities of web series that draw users to OTT platforms
(P. Gupta, 2021; Valecha, 2021). Many OTT platforms have their
own production houses where they produce their web series. In
digital visual culture, web series are among the youth's popular
shows from China's perspective.

Cinema Environment

IMAX laser projection, Dolby Atmos audio, and 4K video are
examples of how technology has advanced, but the theatre setting
also has a significant influence. With the constant change in
cinema, old single-screen cinemas came the swanky new

multiplexes till they changed further ahead to many places where
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we had 75 seats, recliners providing a great luxurious experience.
A comfortable cinema environment has attracted cinephiles to
watch movies on-screen instead of at home. Along with the
movie's plot, most moviegoers also attributed lovely feelings to
the theatre's impressive visuals and fantastic sound effects. This
factor shows how the cinema environment is more attractive
compared to the home environment for the films.

Cinema Ticket Price

A higher increase than during the pre-pandemic period may be
seen in the average price of a movie ticket sold in cinemas in 2021,
which was around 40.3 yuan. Before COVID-19, the cinema ticket
price was 37 yuan. The ticket cost may vary significantly between
large cities and small towns, with big cities costing 48.6 yuan and
less developed locations charging 38.5 yuan (Cheng, 2022;
Thomala, 2022a). In addition to the other factors, the cost of going
to the films greatly impacts the attitude of the movie-going
audience.

Peak Season

Peak seasons in China encompass long holidays, especially the
spring festival and national holidays, and they are significant to
the Chinese film industry's box office. Chinese cinemas generate
the most revenue at these times as people like going to the movies
and enjoying themselves with their families during the holidays.

Emerging OTT Platforms

OTT platforms have taken over most people's lives since the
pandemic outbreak. Box office revenue in China is still 21% lower
than in 2019 despite OTT box revenue increasing by 48%. Various
local OTT platforms, Tencent Video, iQIYI, Bilibili, and Youku,

are significantly fulfilling the needs of Chinese video content
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consumers. The emergence of these platforms has impacted and
modified the cinema-going culture.

Movie Rating

People like evaluating films and sharing their watching
experiences online in the film industry (Cai et al., 2022). Douban (
Zil) is among the most significant Chinese movie review
websites among China's film review websites. In addition to
movies, web series, and T.V. shows, anyone may also learn about
books, music, theatres, and social network groups created around
similar tastes in artistic creations (Wu et al., 2021). Movie ratings
play a significant role in the decision-making process of a
cinemagoer.

Emerging Pandemic Threats

Pathogens formerly present in other animal hosts are now
responsible for many infectious illnesses affecting humans and
animals. Along with these well-established pathogens, new
contagious diseases also keep emerging. Extreme situations may
result in pandemics like COVID-19; other times, they can lead to
dead-end infections or minor outbreaks. The re-emergence of
previously known diseases is also possible, for instance, when
they spread geographically, become more contagious, or become
more pathogenic. The emergence of conditions reflects dynamic
equilibriums and disequilibrium within the complex, globally
dispersed ecosystems of people, animals, pathogens, and the
environment (Morens and Fauci, 2020). Emerging pandemic
diseases have threatened cinemagoers.

Methodology
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Two popular Chinese apps, WeChat and Q.Q., were used to
distribute a survey questionnaire. Sampling was done
voluntarily, with the only stipulation that responders be
interested in movies. All participants were told that participating
in the study was exclusively discretionary and that their
responses to the survey would be kept confidential. No formal
consent form was employed; completing the questionnaire was
considered consent. Questionnaires were deemed legitimate if the
screening questions and random responses were satisfactorily
completed (e.g., completing the questionnaire within an
appropriate time and after carefully reading it) (Collier & Sherrell,
2010). Data was collected over three months (April 12 to June 11,
2022). It took roughly five minutes to complete the online survey.
After the invalidation of random questions, 656 out of 680 surveys
remained valid and deemed fit for further analysis.

Data Analysis

The primary data was collected through the survey of movie
lovers from Fuzhou and Xiamen, Fujian province tier-1 cities,
using a convenience sampling approach. In the survey, overall
question items significantly addressed the OTT platforms' usage
status and cinemagoing experience. This survey defined the OTT
platform as "applications or websites like iQIY], Youku, Bilibili,
and Netflix that provide video content such as web series, dramas,
and films through the internet, together with existing
telecommunication and broadcasting companies." Response data
for analysis, some questions, i.e., items, were converted into

dummy variables.
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Related to OTT service usage behaviour, the authors examined
the audience experience of watching films on OTT, smartphone
use, favourite movies, 5G, various genres, multiple OTT
platforms, web series, and the cinemagoing experience observed
via film in the cinema screen, cinema environment, cinema ticket
price, peak season, emerging OTT platforms, movie rating, and
emerging pandemic threats (EPT)-related question items.
Demographic covariates of the respondents, including gender
(male; female), age, education, and consumption, were included
and analyzed as control factors.

Development of Survey Instruments and Data Collection

Two multilingual professors and researchers translated the
original survey questionnaire from English into Chinese. The
survey instrument was pre-tested with 25 Chinese movie lovers
who watched the films on OTT platforms or cinema screens in
China. The experts evaluated the questionnaire (language,
subject, and survey-based research). Their valuable suggestions
and experiences helped to improve the instrument's structure,
language correctness, wording accuracy, and relevancy. This
procedure helped to create a more valid and understandable
survey instrument (Mariadoss et al., 2016). Core data was
acquired through an online survey of Chinese movie lovers
conducted by a top-rated online survey platform in China
(www.wjx.com). According to a report, 150 million
questionnaires were released on the Questionnaire Star platform,
and 11.9 billion questionnaires were recovered (Wenjuanxing,
2022). An online survey has many benefits over traditional survey

techniques, including short time and money expenditures,
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suitable for responders, computerization, data cleaning, and
analysis (Dillman, 2011).
Results
Measurement of Variables and Descriptive Statistics
SPSS 26.0 statistical software was used to analyze our survey data.
The detailed analysis for each research question is as follows. For
demographic item gender, all respondents were equally
distributed among male and female (M = 1.50, S.D. =.50), the
majority average age between 21-30 years (M=2.17, SD=.838),
with the majority of them having undergraduate or master's
degree (M=1.87, SD=1.04). Females use OTT platforms
significantly more than males (M = 1.47, SD = 0.371), while males
go to the movies slightly more than females (M =1.20, SD = 0.340).
Demographic information is consistent with China's nationwide
statistics that young people aged 20 to 29 years have the highest
utilization rate of OTT platforms and cinemagoing (China
Internet Network Information Center (CNNIC), 2022; Thomala,
2023) (Table 1).

Table 1: Descriptive Statistics of Key Variables

X Watch the
Variables All respondents (N=656) \(/)V;;C;tallfeoil:; on n'lovie on the
cinema screen
M SD Categories M SD M SD

Male 1.44 497 1.20 404

Gender 120 =00 Female 147 500 117 379

<20 years 1.42 496 1.14 .345

21-25 years 1.50 .501 1.20 .402

Age 217 838 26-30 §ears 1.38 490 121 406

>3] years 1.33 473 1.18 .385

D . Undergrad 1.47 .500 1.18 .383

emographics

uate

Education 1.87 1.045 Master 1.49 .501 1.22 415

Ph.D. 1.41 499 1.22 420

Other 1.35 481 115 .355

<1000 RMB*  1.50 .503 113 .339

Consumption 2.54 .980 1100-1500 1.40 491 1.16 .363

RMB
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1600-2000 1.46 .500 1.21 410
RMB
>2100RMB 152 .501 1.26 442
Smartphone 1.75 431 1.48 .500
usage
Favourite 1.38 486 1.56 497
movies
OTT platform 5G 1.30 458 1.54 .500
usage scenario  Various 1.60 490 1.60 490
genres
Multiple OTT 1.62 .485 501
1.49
platforms
Web series 1.52 .500 1.59 492
CmP:ma 167 a7 1.25 434
Environment
Ciﬁema ticket 1.4375 49646 1.10 .306
prlce
Movie-going Peak s?ason 1.50 .500 1.29 455
experience gr?;rgllzt&;orms 1.8460 36119 116 371
Movie rating 1.62 486 1.24 426
Emerging 1.09 291
pandemic 1.3277 46975

threats (EPT)

Note: * Is a legal currency; the average exchange rate in 2021 was 1 RMB=0.155

USD.

About (70%) of them accessed OTT platforms through
smartphones, while (40%) frequently watched domestic and
foreign films on OTT platforms. Approximately (40%) of the
respondents consider the OTT platform a great challenge for
cinema theatre; other than these, a majority still need to be ready
to accept that the film industry's future is only on OTT platforms
(65%). Easy access to OTT platforms and lack of time are the two
main reasons impacting future cinemagoing habits (75.72% &
62.06%). About 55% of the respondents stated that OTT platforms
are opening a new path for the Chinese film industry. More than
(50%) of the participants often saw new films, old movies, and
web/T.V. series on OTT platforms. More than (65%) of the
participants watched at least one paid movie in the past month.
Although most of the participants (50%) visited the cinema for
films, they were found to be very satisfied with the cinema

environment (76%) and facilities (81%). They responded that they
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will continue to watch films in the cinema in the next five years
(80%) too. About 92% of participants prefer to buy a cinema ticket
online, and Cinema Entertainment is the main reason for going to
the cinema (81%). The majority do not care about the cinema
screen (68.97%). Half of the participants were unsatisfied with the
price of popcorn at the cinema theatre. More than (80%) of the
respondents stated that they checked and were concerned about
the cinema ticket price before watching the film. About (55%) of
the participants said they discussed a film with their friends about
a movie before watching it in a cinema and even (60%) checked
the film's story, directors, leading actors, and actresses before
watching it. More than one-third of the participants were
somewhat satisfied, and half were very satisfied with the
cinematic power of blockbusters in the Chinese film industry. In
the off-season, the cheapest ticket to the cinema is found on
Mondays (74%), while Saturdays and Sundays offer the most
expensive ticket to the cinema (75%). Comedy, drama, and action
are the most popular genres among cinemagoers (70%, 64% and
62%). The major issues that the movie business is now
experiencing are the cost of tickets, the pandemic, and the low
quality of the films.

Analysis of the Determinants of OTT Platform for Watching
Movies

OTT content consumption is substantial among millennials and
Gen Z, which progressively transfers from conventional T.V. and
cinema to OTT platforms as new technological changes have
occurred too quickly in the last decade. Logistic regression was

used to examine the significance of variables in identifying
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whether key variables were associated with the likelihood of
increasing the use of OTT platforms for films. A multivariate
approach, called multiple regression analysis, was used to
analyze the correlation between a dependent variable and
numerous independent factors. Meanwhile, in multiple
regression, two or more variables were associated. They provided
redundant information about the responses, known as
multicollinearity. Variance inflation factors (VIF) and tolerance
were used to assess multicollinearity. There is an issue with
multicollinearity if the VIF value is more than 4.0 and the
tolerance is less than 0.2 (DeMaris, 2004; Hair et al., 2019; Mood,
2010). There was no multicollinearity among the predictor
variables, according to an initial linear regression [Collinearity
Statistics, (Tolerance = .870 ~ .984 > 0.2); (VIF = 1.016 ~ 1.150 < 4)].
The test was statistically cogent [X2 (10, N = 656) =147.147, P =
.000], suggesting that it could distinguish between individuals
with and without using OTT platforms.

Further, the findings of multiple regression analysis
showed that smartphone usage (= .414, p<.05), favourite movies
(B= .563, p<.001), 5G (p = .417, p<.05), various genres ( = 1.510,
p<.001), multiple OTT platforms ( = .390, P<.05), and web series
(B =.796, p<.001) were found to be significant influencing factors
impacting the use of OTT platforms, especially for the films.
Additionally, it was found that demographic variables, including
gender, education, age, and consumption, were insignificant
regarding the use of OTT platforms (Table 2). The additional
analysis resulted in digital devices such as smartphones

(Chatterjee & Pal, 2020), which are convenient for finding their
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favourite movies, 5G fast networks (Dwyer et al. 2018; Xia 2022),
and availability of various genres on multiple OTT platforms,
were more likely to increase the experience of using OTT
platforms(Abdullah & Salleh, 2019). The degree to which the
independent variable (predictor variable) predicts the dependent
variable (response variable), watching the films on OTT
platforms, was measured at 20.1% (Cox & Snell R Square:
R2=.201). A similar explanatory power was found to be 26.9%
(Negelkerke: R2 = .269) of variance in the dependent variable and
correctly classified (70.3%) cases.

Table 2: Logistic regression that predicts the likelihood of watching the

film on OTT platforms (N=656)

Collinearity Statistics

Variables B SE. Wald Df Sig.  Exp(B) Toleranc
VIF
e

Gender 126 185 466 1 495 1135 .920 1.087
Age -080 111 517 1 472 923 .935 1.069
Education -021  .089  .055 1 815 979 921 1.086
Consumption -016  .093  .030 1 862 984 .938 1.066
Smartphone usage 414 212 3.827 1 .050 1513 .956 1.046
Favourite movies 563 192 8576 1 .003  1.756 876 1.141
5G 417 193 4.669 1 .031 1517 .984 1.016
Various genres 1510 190 63435 1 .000  4.528 941 1.063
Multiple OTT platforms ~ .390 192  4.130 1 042 1476 915 1.093
Web series 79 183 18913 1 .000 2217 870 1.150
Constant -6.497 858  57.390 1 .000  .002
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Note: Classification precision: 70.3%; Negelkerke: R? =.269 (acceptable range 0-1); Cox & Snell R square: R? =
201

Model Coefficient: X2 =147.147, df=10, p=.000

Comments: = standardized regression coefficient; S.E. = standard error

Analysis of the Determinants of the Movie-Going Experience

Initially, Austin (2013) coined the term "cinema audience
behaviour" from a marketing standpoint in 1981. Many academics
have cited Austin's descriptive quantitative study. Later,
researchers also started focusing on different components
(Neelamegham & Jain, 1999; Suwarto, 2012). Initially, to confirm
the occurrence of multicollinearity (Kutner et al.,, 2004), the
tolerance values and variance inflation factors (VIF) were
examined. Collinearity statistics show that each variable has a
tolerance value between .955 ~ .845 > 0.2, and VIF values range
from 1.183 to 1.047 < 4 (Field, 2018), implying that
multicollinearity is not problematic. The framework is statistically
significant [X2 (10, N = 656) = 114.192, P =.000], suggesting it could
distinguish between individuals with and without cinemagoing.
Additionally, multiple regression analysis is also very useful in
examining the impact of independent factors on the dependent
variables of movie experience (Kelley & Bolin, 2013). As a result
of exploring the significance of the variables, monthly
consumption (p= .256, p<.05), cinema environment (3 = .976, p
<.005), cinema ticket price (B = -.645, p<.01), peak season (=
1.041, p<.000), emerging OTT platforms (= -.933, p<.001), movie
rating (= .917, p<.001) (Statista, 2016) and emerging pandemic
threats (EPT) (B = -.624, p<.05) were found to be significant

influencing factors. In addition, it was found that gender,
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education, and age were not important in the behavioural change
in the movie-going experience. The degree to which the
independent variable (predictor variable) predicts the dependent
variable (response variable), 'movie-going experience,’ was
measured to be having 83.2%, accuracy, and similar explanatory
power were found to be about 25.7 % (Negelkerke: R2 = .257). The
factors that affect moviegoers' attitudes towards film screening at
the cinema ticket price (coefficient = -.645, p = .010), emerging
OTT platforms (coefficient = -.933, p = .001), and emerging
pandemic threats (EPT) (coefficient = -.624, p = .026), were
negatively associated with cinephiles attitudes towards watching
a film on a cinema screen (Table 3).
Table 3: Logistic regression predicting the likelihood of movie-going
experience (N=656)

Collinearity
Statistics
Variables B SE. Wald df Sig. Exp(B)
Toleran VIE
ce
Gender -161 233 478 1 489 851 922 1.085
Age A89 142 1775 1 183 1208 918 1.090
Education .003 114 .001 1 976 1.003  .935 1.070
Consumption 256 114 5025 1 .025 1291  .955 1.047
Cinema Environment 976 318 9414 1 .002 2655  .859 1.164
Cinema ticket price -645 252 6560 1 .010 525 879 1.138
Peak season 1.041 251 17151 1 .000 2832  .845 1.183
Emerging OTT -933 287 10600 1 .001 .393 .930 1.075
platforms
Movie rating 917 264 12064 1 .001 2502  .923 1.084
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Emerging pandemic -624 280 4961 1 .026 .536 917 1.091
threats (EPT)

- 1171 11220 1 .001 .020

Constant 3.923

Note: Classification Accuracy: 83.2%, Negelkerke: R2 = .257, (acceptable range 0-1),
Cox & Snell R Square: R2 = .160

Model Coefficient: X2=114.192, df=10, p=.000

Comments: B = standardized regression coefficient; S.E. = standard error
OTT Platforms
The OTT platforms used by each demographic were also
examined. The platforms in question were Youku, iQIY], Bilibili,
and Tencent Video. Based on the data, 68.63% of participants used
Bilibili. In comparison to other OTT platformes, this is significantly
high. In this data, 55.82% of respondents used Tencent video, and
54.97% used the iQIYT OTT platform to watch films. About 32%
of participants used the Youku OTT platform. No one group's
results were shown to be substantially different using these four
platforms (Table 4).

Table 4: OTT platforms

Demographic Youku iQIYI Bilibili Tencent
Video
Gender Male 30.3% 50.2% 71.8% 46.3%
Female 33.8% 59.3% 65.9% 64.9%
Degree Bachelor 31.8% 56.2% 75.2% 56.9%
Master 32.3% 50.5% 69.2% 56.1%
Ph.D. 50.0% 59.4% 56.3% 50.0%
Any other  26.1% 59.1% 52.3% 54.5%
Age Less than 18.4% 51.0% 76.5% 58.2%
20 years
21-25years 31.3% 56.0% 77.0% 57.7%
26-30 years  45.2% 49.3% 54.8% 46.6%
31-35years 51.2% 61.0% 41.5% 58.5%
Abovethan 28.6% 60.7% 14.3% 46.4%
35 years
600-1000 35.4% 67.1% 51.2% 57.3%
RMB
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Personal 1100-1500 27.7% 51.5% 72.8% 57.9%
Monthly RMB
Consumption 1600-2000 34.0% 49.7% 74.1% 55.8%
RMB
More than 35.9% 59.4% 66.4% 51.6%
2000 RMB
Overall total 190 326 407 331
users (32.04%)  (54.97%)  (68.63%) (55.82%)

Discussion and Summary of Results

Based on the review results of previous studies (P. Gupta, 2021;
Hassan et al., 2016; Nagaraj et al., 2021; Prasad, 2022; Sujata et al.,
2015), as a pioneer of its kind, this study was conducted to check
what extent variables have a significant effect on predicting OTT
platform users and the movie-going audience's experience.
Analysis was performed by applying a logistic model; important
influencing factors in discriminating separately among the OTT
platform users and movie-going experience were analyzed with a
binary logistic regression. The striking difference between
previous studies and this study is the search for significant
predictive variables that can identify the situation of the Chinese
film and cinema industry among the users of OTT platforms and
moviegoers. Regarding the initial research question, five
covariates were found to have a significant effect on the
identification of the OTT platform usage for films; smartphone
usage, favourite movies, 5G, various genres, multiple OTT
platforms, and web series were found to be statistically significant
in the predicting response variables to the use of OTT platforms.
In contrast, demographic variables were not found to be
important. However, our study contradicts prior research
findings (Lee & Lee, 2021), which revealed that gender, age, and
personal income, as a component of demography, were linked to
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OTT platforms' experience behaviour and significantly influenced
the use of free or paid services. Demographic outcomes might be
explained because gender, age, education, and monthly
consumption do not have much diversity.

To summarize the analysis of the results, it can be
predicted that the probability of being an OTT platform user
increases with smartphone usage (Dwyer et al., 2018; Gao et al.,
2010), favourite movies (Mishra et al., 2021), 5G usage (Xia, 2022),
various genres (Parikh, 2020), multiple OTT platforms (Ghosh,
2021; Singh, 2019), and web series (Cheng, 2022; Valecha, 2021).
Quality domestic and international content consumption has
increased. Compared with previous studies (in which
demographics and sociological attributes are predictors), age,
monthly consumption, and education did not significantly affect
OTT film-watching habits, indicating that audience behaviour is
more related to personal experience and perceptions.

Dealing with the second research question, seven
variables, including monthly consumption, cinema environment,
cinema ticket price, peak season, emerging OTT platforms, movie
rating, and emerging pandemic threats (EPT), had a substantial
impact on the movie-going experience. In particular, three
variables - the cinema ticket price, the emerging OTT platforms,
and emerging pandemic threats (EPT) - set as predictors of health
threats consistently negatively (-) affected the cinema experience.
To summarize the results for the cinemagoers, it can be predicted
that the number of moviegoers can increase as their monthly
consumption increases (A. Austin et al., 2016; Cesar et al., 2010),

decrease cinema ticket prices (Cheng, 2022), with the arrival of
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peak seasons (holidays) (F. Feng & Sharma, 2018; Goodman &
Talmacs, 2017; Yassin et al., 2017) and increase in the safety
protocols in cinema theatres (Maoyan Entertainment, 2020a,
2020b, 2021).

The rapid growth of OTT platforms and this new home
entertainment in China is gaining ground with the cinema box
office. It has been accentuated that a better consideration of
substantial differences underpinning Chinese consumers' desires
and film-watching behaviours toward OTT platforms is critical
(Cesar et al., 2010; Goodman & Talmacs, 2017; Hassan et al., 2016;
Maoyan Entertainment, 2020a, 2020b; Srivastava & Dhananjayan,
2017). Researchers believe that COVID-19 is the biggest challenge
for the cinema industry. Further, findings also show that the
cinema industry is under pressure from digital media outlets, and
audiences are significantly using OTT platforms under the new
normal (Campbell, 2018; Chatterjee & Pal, 2020; Moochhala, 2018;
Patel et al., 2020).

The smartphone is also frequently used to access OTT
platforms (Banerjee et al., 2013; Cheng, 2022; Tang et al., 2016).
Even though OTT platforms are very popular among film
viewers, a majority still need to be ready to accept that the film
industry's future is only on OTT platforms. OTT platforms are
opening a new path for the Chinese film industry. There are more
movie theatres and screens in China than elsewhere. Cinemagoers
are very satisfied with the cinema environment and facilities and
will continue to watch films in the cinema. Ticket prices and lack

of time are major concerns of the cinemagoers. The massive issues
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that the film industry is now experiencing are the cost of tickets,
the pandemic, and the content quality of the films.

Conclusion

Present research empirically tested and verified Chinese viewers'
perceived factors and film-watching habits to report this gap in
the modern age of OTT platforms and cinema. The findings show
that smartphone usage, favourite movies, 5G networks, various
genres, multiple OTT platforms, and web series are the most
significant elements in attracting and increasing the usage of OTT
platforms for films. Regarding cinema, factors including monthly
consumption, cinema environment, peak season, and movie
rating are positively influenced while increasing cinema ticket
prices, the emergence of OTT platforms, and pandemic threats
negatively affected cinephile habits and decreased the box office
revenue. Increasing monthly consumption, better cinema
environment, highest demand in peak season, and movie rating
can enhance box office revenue; conversely, rising cinema ticket
prices, emerging OTT platforms, and EPT can diminish the
number of moviegoers' admissions. Finally, this study has
enhanced our insights into the influencing factors of both movie-
going and OTT platform users. Our analysis also pointed out
challenges plaguing the cinema theatre ecology in China, namely,
increasing cinema ticket prices, EPT, and emerging OTT
platforms. The box office for Chinese holiday movies has dropped
by over one-fifth as cinema pushes prices to record highs. Cinema
theatre may have little power to decrease the number of OTT
platforms, but it can manage ticket prices.

Research Implication and Recommendations
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This study has yielded some significant theoretical findings. First,
although previous studies have focused on the usefulness and
increasing use of OTT platforms, the current research investigates
the comparative factors on the behaviour of both OTT platform
users and cinemagoers to watch films. To meet the audience's
demand for films, we recommend that cinema owners take more
measures regarding health safety and set reasonable prices for
cinema tickets. Especially for students, service providers need to
attract them via discount cinema ticket prices. OTT platforms still
need to work on accessibility for all users at reasonable
subscription rates. Many users of OTT platforms have to access
more than one OTT platform for their favourite content, which
may affect their watching habits in the future. Still, the number of
cinemagoers and OTT platform users for films is about one-fifth
and two-fifths simultaneously.

The results illustrate the significance of identifying the
drivers of, and hindrances to, both OTT platforms and cinema
theatre. The factors included smartphone use, the availability of
favourite movies, 5G networks, various genres, multiple OTT
platforms, and web series that significantly impact the acceptance
and use of OTT platforms for films. Considering the cutthroat
competition among the various OTT platforms, in the future, it
will be a matter of who is producing quality content following
consumer demand. It is the time of web series on OTT platforms.
The audience is affected by the components of news media,
ratings, various genres, and social media trends and starts using
the particular OTT platform.

Limitations and Future Studies
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A survey method enables researchers to identify the fundamental
problems and clarify influencing factors at the audience level.
This research leads to raising new questions. It discusses the
challenges to cinema in the post-pandemic period. The findings of
this study are based on movie lovers from universities and college
students. Most of the young people are 21-30 years old. This
research model needs to find the influence of demographic factors
on OTT platform users, and only the monthly consumption factor
influences cinemagoing. These might be usefully incorporated in
the future. Despite the above limitations, our study is among the
first to investigate the factors that deem the cinema
interesting/uninteresting and increase the OTT platform users
among the sample of diverse students of colleges and universities
in China. Our study clearly shows that cinema is under pressure
while the number of users of the OTT platform is significantly
increasing. However, we need subsequent research to confirm
and explore the other factors along with these. Future researchers
can also study the other elements, ie., content quality, star
presence in a movie, knowing someone in it, a diverse range of
perspectives, different subgenres, trailer, remarks by film
industry people/writers/journalists' cinematic effects, marketing
tactics, big spectacle movie, regions, imported or domestic
production, which are influencing the cinephiles and the users of
OTT platform. Qualitative research methods, for instance, in-
depth talks and focus groups, might be used in future studies to
examine fundamental determinants that change audience

behaviours and deepen the findings.
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This research used a nationwide sample with limited
generalizability since it is convenient and purposive. Future
studies should use a more demographically diverse and equally
distributed model. An experimental technique or longitudinal
data might be good for understanding further the causes for
decreasing cinemagoers, including more precise causative
features. We also anticipate that completing this research in
Fuzhou and Xiamen in Mainland China will help advance
scholarship on the significant issue of the film industry and
attempts to address it by fostering a more inclusive, diversified,
and global knowledge of it (The Hollywood Reporter, 2021).
References
Abdullah, N., & Salleh, S. (2019). Latent Factors Affecting
Malaysian Film Industry: A Case Study in Selangor and
Johor. Asian Journal of Arts, Culture and Tourism, 1(1),
10-17.
https:/ /index.pkp.sfu.ca/index.php/record/view /1846
217
Austin, A., Barnard, J., Hutcheon, N., & Parry, D. (2016). Media
consumption forecasts. In Zenith.
https:/ /communicateonline.me/wp-
content/uploads/2016/06/Media-Consumption-
Forecasts-2016.pdf
Austin, B. A. (2013). Film Attendance: Why College Students
Chose to See Their Most Recent Film. Journal of Popular
Film and Television, 9(1), 43-49.
https:/ /doi.org/10.1080/01956051.1981.10661887

55



Yagoub et.al,. Post-Pandemic Influencing of Chinese Cinephiles

Baboori, P. (2022, January 5). Top 10 OTT Platforms in India,
Streaming Services in 2022. Indian OnlineSeller.Com.
https:/ /indianonlineseller.com/ top-10-ott-platforms-in-
india/

Banerjee, A., Alleman, J., & Rappoport, P. (2013). Video-Viewing
Behavior in the Era of Connected Devices. Digiworld
Economic Journal, 92(4), 19-42.
http:/ /ssrn.com/abstract=2463719

Brzeski, P. (2022, January 3). China Retains Global Box Office
Crown With $7.3B in 2021, Down 26 Percent From 2019 -
The Hollywood Reporter. Elisabeth D. Rabishaw; Victoria
Gold.
https:/ /www .hollywoodreporter.com/movies/movie-
news/ china-tops-global-box-office-2021-1235069251 /

Cai, H,, Yu, K., Zhou, Y., & Wu, X. (2022). Co-attention Based
Feature Fusion Network for Spam Review Detection on
Douban. Neural Processing Letters, 54(6), 5251-5271.
https:/ /doi.org/10.1007/511063-022-10859-

W /FIGURES/9

Campbell, R. (2018). A review of contemporary media small form
films: the (non-)cinema of mike OTT. Jump Cut: A Review
of Contemporary Media, 58.
https:/ /pure.roehampton.ac.uk/ws/files/1020196/ Cam
pbell_Non_Cinema_of Mike_Ott.pdf

Cesar, P., Knoche, H., & Bulterman, D. C. A. (2010). From one to
many boxes: Mobile devices as primary and secondary

screens. In Mobile TV: Customizing Content and

56



Journal of Media Studies 38(2)

Experience  (pp.  327-348).  Springer, = London.
https:/ /doi.org/10.1007 /978-1-84882-701-1_22

Chatterjee, M., & Pal, S. (2020). Globalization propelled
technology often ends up in its micro-localization:
Cinema viewing in the time of OTT. Global Media
Journal-Indian Edition, 12(1), 22.
http:/ / gmj.manipal.edu/issues/june2020/2%20Cinema
%20viewing %20in %20the %20time %200f % 200TT.pdf

Cheng, E. (2022, February 8). China’s holiday box office plunges
theaters  raise = movie  ticket prices. = CNBC.
https:/ /www.cnbc.com/2022/02/08/chinas-holiday-
box-office-plunges-theaters-raise-movie-ticket-
prices.html

China Internet Network Information Center (CNNIC). (2022). The
50th Statistical Report on China’s Internet Development.
https:/ /doi.org/https:/ /www.cnnic.com.cn/IDR/

Collier, J. E., & Sherrell, D. L. (2010). Examining the influence of
control and convenience in a self-service setting. Journal
of the Academy of Marketing Science, 38(4), 490-509.
https:/ /doi.org/10.1007/511747-009-0179-4/ TABLES/5

DeMaris, A. (2004). Regression with Social Data: Modeling
continuous and limited response variables. John Wiley &
Sons Inc. https://doi.org/10.1002/0471677566

Dhiman, N., Singh, A., & Sarmah, R. (2022). How Continuous
Intentions Towards Over the Top Platform are Framed?
Stimulus-Organism- Response Model Perspective.

Vision. https:/ /doi.org/10.1177 /09722629221104202

57



Yagoub et.al,. Post-Pandemic Influencing of Chinese Cinephiles

Dikshya Saikia, & Gaurav Nirmal. (2022). Catalyst Role of Covid
19 Pandemic in Increasing Adoption of Over-the-Top
(OTT) Platforms- A Study Conducted amongst Gen Z of
Guwahati City, Assam. International Journal of
Engineering and Management Research, 12(3).
https://doi.org/10.31033 /ijemr.12.3.27

Dillman, D. A. (2011). Mail and Internet surveys: The tailored
design method--2007 Update with new Internet, visual,
and mixed-mode guide. John Wiley & Sons, Hoboken, NJ.
https:/ /scholar.google.com/ citations?view_op=view_cit
ation&hl=en&user=6PIVKR4A A AAJ&citation_for_view
=6PIVKR4AAAA]:yB1At4FIUx8C

Dwyer, T., Shim, Y., Lee, H., & Hutchinson, J. (2018). Comparing
Digital Media Industries in South Korea and Australia:

The Case of Netflix Take-Up. International Journal of

Communication, 12, 4553-4572.
https:/ /ijoc.org/index.php/ijoc/article/view /8563 /250
0

Feng, F., & Sharma, R. S. (2018). Modeling the migration of
cultural goods: a macro-economic study of domestic
Chinese cinema. China Economic Journal, 11(2), 194-223.
https://doi.org/10.1080/17538963.2018.1449594

Feng, G. C. (2017). The dynamics of the Chinese film industry:
factors affecting Chinese audiences’ intentions to see
movies. Asia Pacific Business Review, 23(5).
https:/ /doi.org/10.1080/13602381.2017.1294353

Field, A. (2018). Discovering statistics using IBM SPSS statistics
(5th ed.). Los Angeles: SAGE.

58



Journal of Media Studies 38(2)

Gao, T.

Ghosh,

T., Sultan, F., & Rohm, A. J. (2010). Factors influencing
Chinese youth consumers’ acceptance of mobile
marketing. Journal of Consumer Marketing, 27(7), 574~
583.
https://doi.org/10.1108/07363761011086326/FULL/PD
F

P. (2021). A Study on Universality of Over-The-Top
Platforms during Covid-19 Lockdown in Bengaluru.
PalArch’s Journal of Archaeology of Egypt / Egyptology,
18(9), 457-469.
https:/ /archives.palarch.nl/index.php/jae/article/view
/9331/8633

Goodman, D.S. G., & Talmacs, N. (2017). China’s Cinema of Class:

Gupta,

Audiences and Narratives. In China’s Cinema of Class:
Audiences and Narratives (Ist ed.). Taylor and Francis.
https:/ /doi.org/10.4324/9781315393988

A., Verma, M. S, Toteja, R, & Narang, D. (2021).
Exploratory Analysis of Factors Influencing User"s
Adoption towards OTT Industry. In International Journal
of Science, Engineering and Management (IJSEM) (Vol. 6,

Issue 5).

Gupta, P. (2021). The factors effecting shift of Indian customers

from tv series to web series- the future of OTT services in
India. EPRA International Journal of Multidisciplinary
Research (UMR), 7(2), 143-155.
https:/ /www .eprajournals.com/jpanel /upload/1014am
_IJMR%?20FEB %202021%20FULL %20JOURNAL.pdf#pa
ge=150

59



Yagoub et.al,. Post-Pandemic Influencing of Chinese Cinephiles

Hair, J. F., Babin, B. J., Anderson, R. E., & Black, W. C. (2019).
Multivariate Data Analysis (8th Edition). Cengage, U.K.

Hassan, D., Abdullah, N., Zainodin, H. ]., & Salleh, S. (2016).
Determination of Factors that Influenced Film Audiences.
Proceeding 7th International Conference on Global Social
Entrepreneurship (Kundasang), 66-73.
https:/ /www .researchgate.net/publication/314086286_
Determination_of Factors That_Influenced_Film_Audie
nces#fullTextFileContent

Hayes, D. (2020, August 28). More Than Half Of U.S. Households
Now Subscribe To Multiple Streaming Services, Study
Finds. Deadline. https://deadline.com/2020/08/more-
than-half-of-u-s-households-now-subscribe-to-multiple-
streaming-services-study-1203025747/

He, Q., & Hu, B. (2021). Research on the Influencing Factors of
Film Consumption and Box Office Forecast in the Digital
Era: Based on the Perspective of Machine Learning and
Model Integration. In Wireless Communications and
Mobile Computing (Vol. 2021).
https:/ /doi.org/10.1155/2021 /6094924

Jain, M., Behare, N., & Mahajan, R. (2021). Factors Affecting
Buyers’ Choice of OTT Platform in Pune Region. IUP
Journal of Marketing Management , 20(4), 16-28.
https:/ /search.proquest.com/openview/ef18fdc7013b40
ba438e8e273803247 /1?pq-origsite=gscholar&cbl=54464

Jung, H.-Y., Yoo, Ho-Suk, & Han, Jin-Wook. (2021). The impact
of engagement in an OTT sport program on advertising

effectiveness : Moderating role of need for cognition and

60



Journal of Media Studies 38(2)

involvement. The Korean Society of Sports Science, 30(5),
463-481. https:/ /doi.org/10.35159/K]JSS.2021.10.30.5.463

Kelley, K., & Bolin, J. H. H. (2013). Multiple Regression. In
Handbook of Quantitative Methods for Educational
Research (pp. 71-101). Sense Publishers, Rotterdam.
https:/ /doi.org/10.1007 /978-94-6209-404-8_4

Kutner, M. H., Nachtsheim, C., Neter, J., & Li, W. (2004). Applied
Linear Statistical Models (5th ed.). McGraw-Hill Irwin.

Laricchia, F. (2022). Smartphone wusers by country 2021.
https:/ /www .statista.com/ statistics /748053 / worldwide
-top-countries-smartphone-users/

Lee, J. H., & Lee, S. U. (2021). Analysis on Determinants of OTT
Service Experience and AVOD/SVOD Service Use.
Journal of Broadcast Engineering, 26(5), 583-591.
https:/ /doi.org/10.5909/]BE.2021.26.5.583

Malewar, S., & Bajaj, S. (2020). Acceptance of OTT video streaming
platforms in India during covid -19: Extending UTAUT2
with content availability. Journal of Content, Community
& Communication, 12, 89-106.
https:/ /doi.org/10.31620/JCCC.12.20/09

Maoyan Entertainment. (2020a). Maoyan: Nearly 90% of China
Movie Lovers Are Eager to Return to Cinemas.
https:/ /www.prnewswire.com/news-releases/ maoyan-
nearly-90-of-china-movie-lovers-are-eager-to-return-to-
cinemas-301069958.html

Maoyan Entertainment. (2020b). Maoyan Survey Finds Portion of
China Movie Lovers Eager for Return to Cinemas Rose to

72%. https:/ / www.prnewswire.com/news-

61



Yagoub et.al,. Post-Pandemic Influencing of Chinese Cinephiles

releases/ maoyan-survey-finds-portion-of-china-movie-
lovers-eager-for-return-to-cinemas-rose-to-72-
301039832.html

Maoyan Entertainment. (2021). Maoyan: China’s Box Office
Revenue Surpassed RMB20 Billion in 2020 to Become
World’s Largest Movie Market Amid Pandemic.
https:/ /www.prnewswire.com/news-releases/ maoyan-
chinas-box-office-revenue-surpassed-rmb20-billion-in-
2020-to-become-worlds-largest-movie-market-amid-
pandemic-301200097 .html

Mariadoss, B. J., Chi, T., Tansuhaj, P., & Pomirleanu, N. (2016).
Influences of Firm Orientations on Sustainable Supply
Chain Management. Journal of Business Research, 69(9),
3406-3414.
https:/ /doi.org/10.1016/].JBUSRES.2016.02.003

Mishra, S. J., Rout, D., Kantha, R. K., & Jha, A. (2021). A case study
on perception of people of Bhubaneswar city towards
OTT Applications. Journal of Emerging Technologies and
Innovative  Research ~ (JETIR),  8(3),  472-482.
https:/ /www jetir.org/papers/JETIR2103065.pdf

Moochhala, Q. (2018). The Future of Online OTT Entertainment
Services in India. Lexipedia.
https:/ /actionesque.com/research-papers_pdf/ QM-
OTT-future-2018.pdf

Mood, C. (2010). Logistic Regression: Why We Cannot Do What
We Think We Can Do, and What We Can Do About It.
European  Sociological =~ Review,  26(1), 67-82.
https://doi.org/10.1093/ESR/JCP006

62



Journal of Media Studies 38(2)

Morens, D. M., & Fauci, A. S. (2020). Emerging Pandemic
Diseases: How We Got to COVID-19. Cell, 182(5), 1077~
1092. https:/ /doi.org/10.1016,/].CELL.2020.08.021

Mulla, T. (2022). Assessing the factors influencing the adoption of
over-the-top streaming platforms: A literature review
from 2007 to 2021. Telematics and Informatics, 69, 101797.
https://doi.org/10.1016/]. TELE.2022.101797

Nagaraj, S., Singh, S., & Yasa, V. R. (2021). Factors affecting
consumers’ willingness to subscribe to over-the-top
(OTT) video streaming services in India. Technology in
Society, 65, 101534.
https://doi.org/10.1016/]. TECHSOC.2021.101534

Navarro, J. G. (2021). Watching movies in the theater vs. via a
streaming service us. 2018-2020.
https:/ /www statista.com/ statistics /947757 / theaters-
streaming-watching-movies/

Neelamegham, R., & Jain, D. (1999). Consumer Choice Process for
Experience Goods: An Econometric Model and Analysis.
Journal of Marketing Research, 36(3), 373-386.
https:/ /doi.org/10.1177/002224379903600306

Parikh, N. (2020). The emergence of OTT platforms during the
pandemic and its future scope [Navrachana University].
http:/ /27.109.7.66:8080/ xmlui/ bitstream /handle /12345
6789/619/Nandani-
THE%20EMERGENCE %200F %200TT %20PLATFORM
S%20DURING %20THE %20PANDEMIC %20AND %20IT
S%20FUTURE %20SCOPE %20-
%20Bhargav %20pancholi.pdf?sequence=1

63



Yagoub et.al,. Post-Pandemic Influencing of Chinese Cinephiles

Patel, M. K., Khadia, R., & Awasya, G. (2020). A Study: OTT
Viewership in “Lockdown” and Viewer’s Dynamic
Watching  Experience. International Journal on
Transformations of Media, Journalism & Mass
Communication, 5(2).
http:/ /management.eurekajournals.com/index.php/IJT
MJMC/ article/view/449/513

Prasad, S. S. (2022). Impact of OTT media on the society: insights

from path analysis. Asia-Pacific Journal of Business

Administration, 14(2), 185-198.
https://doi.org/10.1108/ APJBA-06-2021-
0261/FULL/PDF

PwC China. (2022). PwC China: Mainland China edition: Global
Entertainment & Media Outlook 2022  2026.
https:/ /www.pwcen.com/en/industries / telecommunic
ations-media-and-
technology/ publications/entertainment-and-media-
outlook-2022-2026.html

ReelnReel. (2022, August 22). Impact of 5G Technology on OTT
Platforms.  https:/ /www.reelnreel.com/impact-of-5g-
technology-on-ott-platforms/

Sadana, M., & Sharma, D. (2021). How over-the-top (OTT)
platforms engage young consumers over traditional pay
television service? An analysis of changing consumer
preferences and gamification. Young Consumers, 22(3),
348-367. https:/ /doi.org/10.1108 /YC-10-2020-1231

Saiprasad, K., & Meenakshi, A. (2022). A study on amazon prime

video services in Chennai evaluating consumer

64



Journal of Media Studies 38(2)

preferences over others. International Journal of Health
Sciences, 6(S5), 1535.
https:/ /doi.org/10.53730/ijhs.v6nS5.8995

Shah, M. H., Yaqoub, M., & Jingwu, Z. (2020). Post-pandemic
Impacts of COVID-19 on Film Industry Worldwide and
in China. Global Media Journal - Pakistan Edition, 8(02),
28-44.
https:/ /aiou.edu.pk/SAB/ gmj/GM] %20Fall %202020/0
3.pdf

Shah, M. H., Yaqoub, M., & Jingwu, Z. (2021). Post Covid-19
Comparison between Chinese and North American Film
Industry: A Systematic Review of the Year 2020 Cinema.
Global Strategic & Securities Studies Review, VI(I), 11-19.
https:/ /doi.org/10.31703 / GSSSR.2021(VI-I).02

Shahzeidi, A. (2021, June 11). OTT (Over-the-Top) Statistics for
2022. US Screen. https://www.uscreen.tv/blog/ott-
statistics/

Singh, P. (2019). New Media as a Change Agent of Indian
Television and Cinema: A study of over the top
Platforms. Community & Communication Amity School
of Communication, 9, 2456-9011.
https:/ /doi.org/10.31620/JCCC.06.19/18

Slotta, D. (2022a). China: mobile subscriptions by month 2022.
https:/ /www statista.com/ statistics /278204 / china-
mobile-users-by-month/

Slotta, D. (2022b). China: number of 5G subscribers by telecom
operator 2021.

65



Yagoub et.al,. Post-Pandemic Influencing of Chinese Cinephiles

https:/ /www .statista.com/statistics /1290115 / china-
number-of-5g-subscribers-by-telecom-operator/

Sony Varghese, M., & Chinnaiah, S. (2021). Is Ott Industry a
Disruption To Movie Theatre Industry? Academy of
Marketing Studies Journal, 25(2).

Soren, A. A., & Chakraborty, S. (2024). Adoption, satisfaction,
trust, and commitment of over-the-top platforms: An
integrated approach. Journal of Retailing and Consumer
Services, 76. https:/ /doi.org/10.1016/j.jretco
nser.2023.103574

Srivastava, G., & Dhananjayan. (2017). Key Factors Affecting
Movie Viewing in Theatres by Audience. IU]J Journal of
Management, 9(2), 11-15.
https:/ /www keralauniversity.ac.in/pdfs/journals/ma
nagement_innovator-ISSN-0974-6749.pdf

Statista Research Department. (2022). 5G availability by country
2022. https://www.statista.com/statistics/1215456/5g-
cities-by-country/

Statista.com. (2020). Watching movies in the theater vs. via a
streaming service U.S. 2018-2020.

Sujata, J., Sohag, S., Tanu, D., Chintan, D., Shubham, P., & Sumit,
G. (2015). Impact of Over the Top (OTT) Services on
Telecom Service Providers. Indian Journal of Science and
Technology, 8(54), 145-160.
https:/ /doi.org/10.17485/ijst/ 2015/ v8iS4 /62238

Suwarto, D. H. (2012, December 10). Identifying Key Factors
Affecting Consumer Decision Making Behavior in

Cinema Context: A Mix Method Approach. The 2012

66



Journal of Media Studies 38(2)

International Conference on Contemporary Business and
Management (ICOM2012) .

Tang, J. C.,, Venolia, G., & Inkpen, K. M. (2016). Meerkat and
periscope: I stream, you stream, apps stream for live
streams. Conference on Human Factors in Computing
Systems - Proceedings, 4770-4780.
https:/ /doi.org/10.1145/2858036.2858374

The Hollywood Reporter. (2021, November 2). Chinese streamer
iQiyi looks to expand its footprint globally - The
Hollywood Reporter. Elisabeth D. Rabishaw; Victoria
Gold.
https:/ /www.hollywoodreporter.com/news/ general-
news/chinese-streamer-iqiyi-takes-aim-at-hollywoods-
fan-base-1235038996/

Thomala, L. L. (2021). Most used SVOD platforms in China 2021.
https:/ /www .statista.com/ statistics /1260177 / china-
most-popular-svod-platforms/

Thomala, L. L. (2022a). China: average movie ticket price 2021. In
Statista.
https:/ /www .statista.com/ statistics /1238058 / china-
average-movie-ticket-price/

Thomala, L. L. (2022b, May 25). China: weekly box office revenue
May 2022. Statista.
https:/ /www. statista.com/statistics /254296 / weekly-
box-office-revenue-in-china/

Thomala, L. L. (2023, January 6). Age Distribution of Cinema
Visitors in China from 2019 to 2022. Statista.

67



Yagoub et.al,. Post-Pandemic Influencing of Chinese Cinephiles

https:/ /www .statista.com/ statistics /1061081 /china-
cinema-audience-age-distribution/

Tomas, J. P. (2022, May 24). China adds 21.15 million 5G
subscribers in  April. RCR  Wireless News.
https:/ /www .rcrwireless.com /20220524 /5g/china-
adds-21-million-5g-subscribers-april

Valecha, P. (2021). Who's watching the web series in India and
why? - a values-based segmentation of the gratifications
derived. International Journal of Modern Agriculture,
10(2), 443-452. http:/ /www.modern-
journals.com/index.php/ijma/article/view/766/741

Varghese, S., & Chinnaiah, S. (2021). IS OTT INDUSTRY A
DISRUPTION TO MOVIE THEATRE INDUSTRY?
Academy of Marketing Studies Journal, 25(2), 1-12.
https:/ /search.proquest.com/openview/0b4fal4f406e76
45fc2e1292a0696826 /1?pq-origsite=gscholar&cbl=38744

Wenjuanxing. (2022, February 19). More than a Questionnaire /
Online Exam. Questionnaire Star Platform.
https:/ /www.wjx.cn/

Wu, T., Hao, F., & Kim, M. (2021). Typical opinions mining based
on Douban film comments in animated movies.
Entertainment Computing, 36, 100391.
https:/ /doi.org/10.1016/]. ENTCOM.2020.100391

Xia, J. (2022). China 5G: Opportunities and Challenges.
Telecommunications Policy, 102295.
https:/ /doi.org/10.1016/]. TELPOL.2021.102295

Yaqoub, M., Jingwu, Z., Xuyao, Z., & Firdous, R. (2022). Future of

Video Streaming Platforms and Mainstream Cinema: A

68



Journal of Media Studies 38(2)

Case Study of Fujian Province, China. Journal of Peace,
Development and Communication, 6(2), 1-21.
https:/ /doi.org/10.36968 /JPDC-V06-102-01

Yaqoub, M., Khan, M. K., & Tanveer, A. (2022). Digital Disruption:
Rising Use of Video Services Among Chinese Netizens.
Pakistan Journal of International Affairs (PJIA), 5(1), 34-
54.
https:/ /pjia.com.pk/index.ph/pjia/article/view /399 /2
82

Yassin, H. R. M., Chooi, W. Y., Majid, A. Z. A, & Bidin, M. O.

(2017). Enhance movie-goers’ cinema experience.
Malaysian Journal of Creative Media, Design and
Technology, 1(4).
https:/ /rekajournal.usm.my/images/Volume_1/paper
16E_088-small.pdf

69


https://pjia.com.pk/index.ph

