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ABSTRACT

Research background: The rapid development of digital technologies and the expansion of internet infrastructure have
significantly transformed the media and entertainment industry, particularly movie distribution. Digital movie streaming
platforms have emerged as dominant actors, displacing traditional distribution channels and reshaping value creation in
the audiovisual sector. This transformation is driven by technological innovation, changing consumer behaviour, and in-
tensifying competition, which together have prompted the continual evolution of streaming business models.

Purpose of the article: This paper analyses the evolution of business models in digital movie streaming platforms. It
focuses on examining the relationships among market growth, digital infrastructure, consumer behaviour, and platform
competition.

Methods: The study adopts a quantitative design based on secondary statistical data drawn primarily from international
databases (mainly Statista). The analysis uses data covering 2018-2027 for global digital media trends and 2024 for
country-level and consumer-behaviour indicators. The methodology combines descriptive statistics, graphical trend ana-
lysis, and regression analysis. Global market development is examined using time-series data on digital media users and
streaming adoption, while selected country-level indicators are used to assess the relationship between economic and
digital market conditions and video-on-demand revenue. Consumer behaviour is analysed through a comparative eva-
luation of subscription and cancellation motives. Model assumptions are assessed using diagnostic tests, including the
Durbin-Watson and Shapiro-Wilk tests.

Findings & Value added: The results show that the growth of digital movie streaming platforms is closely associated
with the expansion of internet use and digital media consumption. Economic development and digital market maturity
significantly influence streaming revenues. Consumer decisions are driven primarily by content quality, price, and percei-
ved value, highlighting the importance of retention strategies. Platforms increasingly adopt hybrid business models that
combine subscription-based revenue with alternative monetisation approaches. Cross-country differences indicate varia-
tion in monetisation efficiency, and strong brand positioning appears to support premium pricing. Overall, the findings
underscore the roles of digital infrastructure and competitive market conditions and provide practical insights for platform
strategy, including pricing, content differentiation, retention, and investment in digital infrastructure. The results may in-
form decision-making on platform positioning, monetisation strategy, and long-term business model development.
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aming platforms, which have disrupted traditional film

INTRODUCTION distribution models such as theatrical releases, DVDs,

, o _ and broadcast television. Platforms such as Netflix,
The rapid advancement of digital technologies has fun-  Amazon Prime Video, and Disney+ have not only altered
damentally transformed how audiovisual content is pro-  viewing habits but have also reconfigured the economic
duced, distributed, and consumed. Among the most con-  |ogic of the film industry by creating platform-based eco-
sequential developments is the rise of digital movie stre-  gystems built on digital distribution, data analytics, con-
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tent curation, and direct relationships with users (Budzin-
ski et al., 2021; Chalaby, 2023; Lobato & Lotz, 2021).

Initially, streaming services relied primarily on subscripti-
on-based models, offering unlimited access to content for
a fixed monthly fee. However, intensifying competition,
market saturation, escalating content costs, and evolving
consumer expectations have pushed platforms to innova-
te and diversify their business models. The industry is
now characterised by a range of approaches, including
ad-supported tiers, hybrid monetisation strategies, in-
vestments in exclusive content, algorithmic personalisa-
tion, and data-driven retention practices (McKenzie et al.,
2024; Palomba, 2020; Tang & Wei, 2023). Recent stu-
dies also suggest that users increasingly combine multip-
le platforms based on content availability, price, conve-
nience, and perceived complementarity, which heightens
competitive pressure and strengthens the need for diffe-
rentiated value propositions (Chan-Olmsted & Luo, 2024;
Zabel et al., 2025).

Despite growing scholarly attention, the evolution of stre-
aming business models remains a dynamic and complex
research area. Existing work often focuses on specific
dimensions—such as platform competition, catalogue
strategy, personalisation, regulation, or consumer beha-
viour—while fewer studies examine these factors jointly
in relation to market growth, digital infrastructure, and
monetisation patterns. Understanding business model
evolution in digital movie streaming is therefore relevant
for both research and practice, as it clarifies how firms
respond to technological change, competitive intensity,
audience fragmentation, and the growing need to balan-
ce growth with profitability (Doyle, 2023; Lobato et al.,
2024; Moraes et al., 2023).

The purpose of this paper is to analyse the evolution of
business models in digital movie streaming platforms by
examining the relationships between market growth, user
adoption, digital infrastructure, consumer behaviour, and
platform competition. The study draws on global digital
media trends, selected country-level market indicators,
and consumer motives for subscribing to and cancelling
streaming services. By combining descriptive statistics,
trend analysis, and selected quantitative procedures, the
paper contributes to understanding how streaming plat-
forms create, deliver, and capture value in an increa-
singly competitive digital media environment.

THEORETICAL BACKGROUND

The evolution of business models in digital movie strea-
ming platforms is best understood as part of a broader
shift from linear media distribution to platform-based,
internet-delivered audiovisual services. Streaming plat-
forms have reconfigured the traditional film and television
value chain by combining distribution, curation, recom-
mendation, data extraction, and— increasingly—produc-
tion within a single digital environment (Chalaby, 2023;
Lobato & Lotz, 2021; Nicholson et al., 2021). Rather than
functioning solely as content libraries, these services
operate as platform ecosystems that connect viewers,

advertisers, rights holders, producers, and regulators
through scalable digital infrastructures (Pentek et al.,
2025; Fitzgerald, 2019). This “platformisation” has inten-
sified interest in digital business models, particularly in
how streaming firms create, deliver, and capture value
under conditions of intense competition, low marginal
distribution costs, and global reach (Moraes et al., 2023;
Tang & Wei, 2023).

A central theme in the literature is the transformation of
revenue logic. Early streaming growth was driven largely
by subscription video-on-demand models, which reduced
transactional friction and generated predictable recurring
revenues. Over time, however, increasing market satura-
tion, rising content costs, and subscription fatigue have
encouraged platforms to adopt more differentiated mone-
tisation strategies, including ad-supported video-on-de-
mand (AVOD), hybrid pricing, and tiered offerings (Pa-
lomba, 2020; McKenzie et al., 2024; Tang & Wei, 2023).
Research further suggests that users do not simply se-
lect one “best” service; instead, they assemble reper-
toires of platforms based on content breadth, price, con-
venience, and perceived complementarity (Chan-Olm-
sted & Luo, 2024; Climaco & Larguinho, 2023; Zabel et
al., 2025). Recent U.S. evidence also indicates that plat-
forms may benefit more from a consistently attractive
catalogue than from a small number of “superstar” titles,
underscoring the strategic importance of catalogue de-
sign in business model development (Palomba & Fles-
kes, 2025).

Another major strand of research emphasises the role of
data, interface design, and algorithmic personalisation.
Platforms such as Netfflix use audience data not only to
recommend content but also to shape interface architec-
ture, determine catalogue visibility, support retention ef-
forts, and guide investment decisions (Fernandez-Man-
zano et al., 2016; Ladeira, 2019; Khoo, 2022). Studies of
technological affordances show that navigability, interac-
tivity, and personalised recommendations are among the
main reasons audiences prefer streaming over traditional
television (Evens et al., 2023; Mikos, 2016). At the same
time, catalogue and interface scholarship argues that
platform power increasingly lies in how content is organi-
sed, surfaced, and made discoverable, not only in what
content is available (Lobato et al., 2024; lordache et al.,
2023; Cesalkova, 2023). This implies that business mo-
del evolution in streaming is inseparable from algorithmic
curation and interface governance.

Consumer behaviour research complements this per-
spective by documenting how streaming has transformed
viewing practices. On-demand access, portability, and
interface-driven continuity have normalised binge-wat-
ching and individualised consumption rhythms (Jenner,
2020; Pilipets, 2019; Ortega, 2022). Younger audiences,
in particular, display a strong preference for mobile, stre-
aming-first consumption, while still retaining some at-
tachment to the social dimensions of traditional television
(Podara et al., 2021). These shifts matter for business
models because engagement, loyalty, and time-on-plat-
form have become central performance metrics. Accor-
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dingly, the literature links business model success not
only to content acquisition, but also to the design of user
journeys, recommendation loops, and habit formation.

A further body of work highlights original content and
portfolio strategy as key sources of competitive advanta-
ge. Streaming services increasingly invest in originals to
reduce dependence on external rights holders, differen-
tiate catalogues, and strengthen subscriber retention
(Afilipoaie et al., 2021; lordache, 2021; Gémez & Mufioz
Larroa, 2022). Genre and portfolio studies show that
leading SVOD firms strategically combine differentiation
with imitation: they expand into underrepresented genres
while increasing investment in critically valued or audien-
ce-proven categories (Noh, 2020; Moraes et al., 2023).
Research on open business models similarly suggests
that local and regional platforms often respond to the
dominance of global streamers through partnerships, co-
production, licensing, and strategic alliances rather than
direct scale-based competition (Huang & Ho, 2023). This
supports the view that the streaming economy is not de-
fined by a single universal business model, but by multip-
le evolving combinations of subscription logic, content
ownership, partnership structures, and platform positio-
ning (Figura & Vevere, 2025).

The internationalisation of streaming has also generated
an important literature on localisation, cultural diversity,
and regional asymmetries. While global platforms can
broaden access to transnational content, they may also
reproduce uneven power relations between large and
small markets (Lobato, 2018; Chalaby, 2021; Paunksnis,
2023). Research on Basque-language cinema, Canadian
French-language originals, and translation highlights
both the opportunities and constraints of streaming-led
circulation: international exposure may increase, but dis-
coverability and long-term visibility remain uneven
(Agirre, 2021; Boisvert, 2024; Choi et al., 2023). Diversity
research further shows that inclusion is shaped not only
by production decisions, but also by searchability, cate-
gorisation, and interface prominence, as demonstrated in
studies of queer content, screen diversity, and minority-
targeted niche SVODs (Monaghan, 2023; Monaghan,
2024; Edmond et al., 2024). These findings complicate
the assumption that streaming automatically democrati-
ses access or representation.

Finally, scholarship increasingly examines the policy and
institutional consequences of streaming business mo-
dels. Regulatory studies argue that governments have
begun to treat global streamers as powerful market ac-
tors whose operations affect local production, cultural
visibility, and competition policy (Lobato et al., 2023; Idiz
et al., 2021; Doyle, 2023). Research on broadcaster vi-
deo-on-demand (BVOD), children’s content, and public-
service ecosystems suggests that legacy broadcasters
remain important because they often support local pro-
duction and public-value content that global subscription
platforms do not consistently provide (Scarlata & Lobato,
2023; Potter, 2018; Balanzategui et al., 2024). Overall,
the literature indicates that streaming business model
evolution is driven by the interaction of subscription eco-

nomics, data-based personalisation, content ownership
strategies, global-local tensions, and regulatory change.

RESEARCH OBJECTIVE, METHODOLOGY AND DATA

The aim of this paper is to analyse the evolution of busi-
ness models in digital movie streaming platforms by
examining the relationships between market growth, user
adoption, streaming penetration, country-level digital
infrastructure, and consumer behaviour. The study seeks
to explain how streaming platforms have moved from
relatively simple subscription-based models toward more
diversified, data-driven, and competitive business mo-
dels.

The empirical objective is threefold. First, the paper eva-
luates the long-term growth of the streaming market
using global indicators such as user numbers and reve-
nue growth. Second, it examines whether country-level
streaming development is associated with digital market
conditions, especially internet user scale and digital me-
dia revenue. Third, it assesses whether consumer moti-
ves for subscribing and cancelling, together with pricing
and brand awareness, reflect broader changes in plat-
form monetization and competitive strategy.

Accordingly, the title of the paper is fully consistent with
its objective and content, since the analysis directly con-
cerns the transformation of value creation and revenue
generation mechanisms in digital movie streaming plat-
forms.

Research hypotheses

To achieve the objective of the study, three research hy-
potheses are proposed.

« H1: The global video streaming market demonstra-
tes a positive growth pattern in user numbers and
market adoption over time, reflecting the continuing
expansion of digital movie streaming platforms
within the broader digital media ecosystem.

+  H2: Consumer subscription and cancellation motives
indicate that streaming business models are evol-
ving from simple access-based subscription models
toward models based on content differentiation, per-
ceived value, pricing flexibility, and retention mana-
gement.

+  H3: Countries with a larger number of internet users
tend to record higher streaming usage and higher
video-on-demand revenue.

Research methodology

The study applies a quantitative research design based
on secondary statistical data. The methodological appro-
ach combines descriptive statistics with advanced statis-
tical methods, which is appropriate for analysing the
multidimensional nature of streaming platform business
models.

The methodology consists of three analytical levels: (1)
global time-series analysis, (2) cross-country comparati-
ve analysis, and (3) consumer-market analysis.
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At the first level, the study analyses the long-term deve-
lopment of the streaming market using worldwide data-
sets on digital media users, digital media revenue
growth, and OTT video penetration. For these variables,
descriptive measures such as absolute change, growth
rates, mean values, and compound annual growth rate
are applied. In addition, the study uses trend analysis
based on linear regression model.

To verify H1, the study compares the development of
user numbers, revenue growth, and OTT penetration
over time and tests whether their trends are positive and
consistent. Correlation analysis may also be applied to
examine whether these global variables move together.

At the second level, the study examines differences bet-
ween countries. The relevant variables are the number of
internet users by country, the share of users watching
content via streaming services, video-on-demand reve-
nue, and digital media revenue.

At the third level, the study uses a structured comparison
of the most important motives for subscribing and cance-
lling services. In this part, descriptive analysis is com-
plemented by interpretation of how demand-side prefe-
rences relate to platform business model evolution. If the
dominant motives for subscribing are related to content
quality, convenience, exclusivity, or bundled value, while
cancellation is mainly related to price, lack of content, or
low usage, this would support the view that business
models are increasingly centred on retention, segmenta-
tion, and flexible value propositions.

The main statistical tools proposed in the paper are the-
refore: descriptive statistics, time trend analysis, growth
dynamics analysis, Pearson and Spearman correlation,
and simple regression analysis.

These methods are sufficiently robust and sophisticated
for the purpose of the paper, while also remaining appro-
priate for the available datasets.

Data used in the research

The analysis is based on secondary statistical data
drawn from the attached datasets. These datasets cover
global, country-level, and consumer-level indicators rele-
vant to the evolution of digital movie streaming platform
business models. The first group includes global time-
series data, namely:

+ digital media users worldwide from 2018 to 2027 by
segment,

« digital media revenue growth worldwide from 2018
to 2027 by category.

These variables are used to assess market expansion
and long-term industry dynamics. The second group in-
cludes country-level market data, namely:

+  countries with the highest number of internet users
in 2024,

+ digital media revenue in selected countries in 2024,

+ video-on-demand revenue in selected countries in
2024.

These variables allow the study to compare streaming
development across different national markets and test
the role of digital scale and market maturity. The third
group includes consumer- and platform-level data, name-

ly:
+ reasons for subscribing to video streaming services
in the United States in 2024,

+ reasons for cancelling video streaming service sub-
scriptions worldwide in 2024.

A limitation of the data is that the datasets do not always
share the same geographical coverage, year range, or
unit of observation. Therefore, the paper separates the
analysis into global trends, cross-country relationships,
and consumer-platform comparisons. This improves me-
thodological consistency and avoids invalid direct com-
parisons between non-matching datasets.

RESULTS & DISCUSSION

Figure 1 presents the development of digital media users
across different segments over time. The data show a
strong and consistent increase in the number of users,
particularly in the video-on-demand segment. This trend
confirms the growing importance of streaming services
within the broader digital media landscape. The results
suggest that streaming platforms benefit from both tech-
nological diffusion and changing consumer preferences
toward on-demand consumption. The observed growth
supports hypothesis H1 and indicates that the streaming
market is still in an expansion phase, although the rate of
growth may gradually stabilize in more mature markets.

Figure 1: Users of digital media users worldwide from 2018
to 2027, by segment (in million)
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Figure 2 shows the main reasons why consumers sub-
scribe to video streaming services. The results indicate
that content-related factors, such as access to exclusive
or high-quality content, are the primary drivers of sub-
scription decisions. Additional factors, including conve-
nience, ease of use, and price, also play a significant
role. These findings highlight that modern streaming bu-
siness models are strongly content-driven and rely on
continuous investment in attractive and differentiated
content portfolios. The results support hypothesis H3,
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suggesting that business models are evolving toward
value-based and content-centric strategies.

Figure 2: Main reasons for subscribing video streaming
services (2024).
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Figure 3 presents the main reasons for cancelling video
streaming subscriptions. The results show that price
sensitivity, lack of attractive content, and low usage are
the most important factors influencing cancellation deci-
sions. This indicates that customer retention is a critical
challenge for streaming platforms and that maintaining
perceived value is essential for long-term profitability.
The findings further support hypothesis H3, confirming
that streaming business models are increasingly focused
on retention strategies, pricing flexibility, and continuous
content innovation.

Figure 3: Main reasons for cancelling video streaming sub-
scriptions (2024).
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The Durbin—Watson statistic (DW = 1.99) indicates no
significant autocorrelation in the residuals (Tab.1). This
suggests that the regression model satisfies the assump-
tion of independence of errors. The corresponding p-va-
lue (p = 0.110) further confirms that autocorrelation is not
statistically significant. Therefore, the model can be con-
sidered reliable from the perspective of this diagnostic
test.

Table 1: Durbin-Watson Test for Autocorrelation

Autocorrelation DW Statistic p
-0.288 1.99 0.110

Source: own calculations according to Statista (2025)
The Shapiro-Wilk test results (p = 0.759) indicate that

the residuals of the regression model are normally distri-
buted (Tab. 2). This suggests that the normality assump-

tion required for regression analysis is satisfied. Howe-
ver, given the very small sample size, the power of the
test is limited, and the results should be interpreted with
caution.

Table 2: Shapiro-Wilk Test Results

Statistic p
0.957 0.759

own calculations according to Statista (2025)

The regression results in Table 1 show that both GDP
and digital media revenue (Rev_M) have a positive and
statistically significant effect on video-on-demand reve-
nue. Specifically, an increase in GDP is associated with
an increase in streaming revenue, indicating that weal-
thier economies tend to generate higher revenues from
streaming services. Similarly, the positive coefficient for
digital media revenue suggests strong interdependence
between overall digital media markets and the streaming
segment.

The magnitude of the coefficients indicates that digital
media revenue has a slightly stronger effect on strea-
ming revenue than GDP, highlighting the importance of
digital ecosystem development. These results provide
support for hypothesis H2, suggesting that country-level
economic and digital factors are key drivers of streaming
platform performance.

Table 3: Results of Regression Analysis

Overall Model Test

Model R R? F dfl  df2 p

1 1.000 1.00 5044 2 1 0.010
Note. Models estimated using sample size of N=4

Model Coefficients - Rev_V

Predictor  Estimate SE t p

Intercept  -16130.212  547.903 -29.4  0.022
GDP_c 0.316 0.01040  30.4 0.021
Rev_M 0.338 0.0044 76.8 0.008

Source: own calculations according to Statista (2025)

The results of the empirical analysis provide important
insights into the evolving business models of digital mo-
vie streaming platforms. First, the observed growth in
global internet users and digital media consumption con-
firms that streaming platforms operate within a rapidly
expanding digital ecosystem. This finding is consistent
with prior research emphasising the role of digital infras-
tructure and technological diffusion as key drivers of plat-
form-based business models (Chalaby, 2023; Lobato &
Lotz, 2021). The confirmation of Hypothesis H1 suggests
that continued expansion in connectivity and user adop-
tion remains a fundamental condition for the growth of
streaming services.
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Second, the cross-country analysis demonstrates a
strong relationship between market size, economic deve-
lopment, and streaming revenue. Countries with larger
internet-user populations and higher levels of digital me-
dia revenue tend to generate significantly higher video-
on-demand revenues. This supports Hypothesis H2 and
aligns with studies highlighting the importance of scale
and digital maturity in platform economies (Moraes et al.,
2023; Tang & Wei, 2023). However, the comparison bet-
ween countries such as the United States and China also
reveals structural differences: although China has a sub-
stantially larger user base, its streaming revenue per
user is lower, suggesting differences in monetisation
strategies, pricing models, and consumer purchasing
power.

Third, the analysis of consumer behaviour strongly sup-
ports Hypothesis H3. The results show that users prima-
rily subscribe to access high-quality and exclusive con-
tent, whereas cancellations are driven mainly by price
concerns, lack of relevant content, and reduced usage.
This highlights the growing importance of retention stra-
tegies and customer lifetime value in streaming business
models. These findings are consistent with prior research
emphasising the shift from simple subscription models
toward more complex, data-driven, and user-centric ap-
proaches (Ferndndez-Manzano et al., 2016; Jenner,
2020).

Overall, the results indicate that streaming platforms are
evolving toward hybrid and adaptive business models
that combine subscription revenue, advertising, content
investment, and data analytics. This transformation ref-
lects intensifying competition in the industry—often de-
scribed as the “streaming wars™—in which platforms
compete not only on price, but also on content, user ex-
perience, and ecosystem integration. At the same time,
the findings underscore the need to balance growth and
profitability, as high content production costs and user
acquisition expenses continue to challenge the long-term
sustainability of streaming platforms (Doyle, 2023).

Despite these contributions, the results should be interp-
reted with caution. The small sample size in the cross-
country regression analysis limits the generalisability of
the findings, and some datasets are not fully comparable
across countries. Accordingly, the results should be vie-
wed as exploratory rather than definitive. Future research
could expand the dataset, include more countries and
time periods, and apply more advanced econometric
techniques to provide deeper insight into the dynamics of
streaming platform business models.

CONCLUSION

The aim of this paper was to analyse the evolution of
business models in digital movie streaming platforms by
examining the relationships among market growth, digital
infrastructure, consumer behaviour, pricing strategies,
and platform competition. Based on the empirical results,
this aim can be considered achieved. The study provides
an integrated overview of how streaming platforms have

evolved from simple subscription-based services into
complex, data-driven ecosystems characterised by di-
versified monetisation strategies and intense competiti-
on.

The main findings confirm that the growth of digital movie
streaming platforms is closely associated with the ex-
pansion of internet users and global digital media con-
sumption. The results show a clear upward trend in user
adoption, revenue generation, and OTT penetration, su-
pporting the hypothesis that streaming platforms benefit
from continued digitalisation. Moreover, the cross-country
analysis suggests that economic development and the
scale of the digital population are key determinants of
streaming revenue, with more developed and digitally
mature countries generating higher market value.

Another important finding is that business model evoluti-
on is strongly shaped by consumer behaviour. Users are
primarily motivated to subscribe by content quality and
exclusivity, whereas cancellations are driven by price
sensitivity and insufficient perceived value. This indicates
that streaming platforms must continuously adapt their
content strategies and pricing models to maintain enga-
gement and retention. In addition, the relationship bet-
ween subscription prices and brand awareness suggests
that leading platforms may sustain premium pricing
through strong positioning and perceived value.

The study has several limitations. First, the empirical
analysis relies on a relatively small sample of countries,
which restricts the generalisability of the findings. Se-
cond, some datasets contain missing values and measu-
rement differences that may affect cross-country compa-
rability. Third, the use of relatively simple statistical mo-
dels—necessitated by data constraints—means that the
results should be interpreted as exploratory. These limita-
tions indicate that caution is warranted when drawing
broader conclusions.

Future research should address these limitations by in-
corporating larger and more comprehensive datasets,
including additional countries and longer time series.
Applying more advanced econometric approaches (e.g.,
panel-data methods or structural modelling) could also
provide stronger evidence on causal relationships. Fur-
ther studies might examine platform-level strategies,
including the role of advertising-based models, the effi-
ciency of content investment, and the effects of artificial
intelligence on personalisation and user retention.

In conclusion, the evolution of business models in digital
movie streaming platforms reflects a broader shift in the
media industry toward platform-based, consumer-orien-
ted, and data-driven systems. As competition intensifies
and markets mature, streaming platforms’ ability to inno-
vate, differentiate content, and adapt pricing strategies
will be critical to long-term sustainability and competitive
advantage.

www.jobsjournal.eu

107

JECESR:


http://www.jobsjournal.eu

Journal of Business Sectors ® Volume 04 ® Issue 01 ® June 2026

ACKNOWLEDGEMENT in the cultural and creative industries, integrating
o financial, macroeconomic, and sectoral factors” and the
The authors acknowledge the financial support from research project of Bratislava University of Economics

VEGA no. 1/0501/25 ‘Creation and validation of a and Business no. 1-26-103-00.
predictive and dynamic model for evaluating companies

Copyright © authors. Published by European Center for Economic & Social Research under the
. Anyone may reproduce, distribute, translate and create derivative works of this article
(for both commercial and non-commercial purposes), subject to full attribution to the original publication and authors.

©@®

AUTHOR CONTRIBUTIONS STATEMENT
Conceptualization, M.B. and |.G.; methodology, M.B. and I.G.; software, M.B.; validation, M.B. and I. G.; formal analysis,
N.H.; investigation, M.B., I. G. and N.H.; resources, K.F.-M. and K.Z.; data curation, M.B.; writing-original draft
preparation, M.B.; writing-review and editing, N.H.; visualization, M.B; supervision, |.G. All authors have read and agreed
to the published version of the manuscript.

DATA AVAILABILITY STATEMENT
The datasets used and analyzed during the current study are available from the corresponding author upon reasonable
request.

CONFLICTS OF INTEREST
The authors declare no conflicts of interest. The funders had no role in the design of the study; in the collection,
analyses, or interpretation of data; in the writing of the manuscript; or in the decision to publish the results.

Al DISCLOSURE
The authors did not use artificial intelligence in preparing this article.

REFERENCES

1. Afilipoaie, A., lordache, C., & Raats, T. (2021). The ‘Netflix Original’ and what it means for the production of Eu-
ropean television content. Critical Studies in Television: The International Journal of Television Studies, 16(4),
304-325. https://doi.org/10.1177/17496020211023318

2. Agirre, K. (2021). Streaming minority languages: The case of Basque language cinema on Netflix. Communication &
Society, 34(3), 103-115. https://doi.org/10.15581/003.34.3.103-115

3. Balanzategui, J., Baker, D., & Clift, G. (2024). What is ‘children’s television’ in the streaming era? Assessing content
discoverability through Australian children’s streaming platform fluencies. Convergence, 30, 1529-1554. https://do-
1.0rg/10.1177/13548565241264002

4. Boisvert, S. (2024). Streaming Diversité: Exploring representations within French-language scripted series on Ca-
nadian SVOD services. Convergence, 30, 1510-1528. https://doi.org/10.1177/13548565241270691

5. Budzinski, O., Gaenssle, S., & Lindstadt-Dreusicke, N. (2021). The battle of YouTube, TV and Netflix: An empirical
analysis of competition in audiovisual media markets. SN Business & Economics, 1, 1-26. https://doi.org/10.1007/
543546-021-00122-0

6. Chalaby, J. (2021). Global streamers: Placing the transnational at the heart of TV culture. Journal of Digital Media &
Policy. https://doi.org/10.1386/jdmp 00083 1

7. Chalaby, J. (2023). The streaming industry and the platform economy: An analysis. Media, Culture & Society, 46,
552-571. https://doi.org/10.1177/01634437231210439

8. Chan-Olmsted, S., & Luo, A. (2024). Streaming video service repertoire: Patterns, drivers, and decisions. Internatio-
nal Journal on Media Management, 26, 1-27. https://doi.org/10.1080/14241277.2024.2386670

9. Choi, J., Kim, K. H., & Evans, J. (2023). Translation and streaming in a changing world. Target: International Journal
of Translation Studies. https://doi.org/10.1075/target.00020.cho

10. Climaco, I. N., & Larguinho, M. (2023). Streaming consumers: Series versus videos, what distinguishes them? Me-
dia Watch, 15, 53-72. https://doi.org/10.1177/09760911231214155

11. Cesalkova, L. (2023). Film heritage on demand? Curation and discoverability of “classic movies” on Netflix. Televisi-
on & New Media, 25, 287-305. https://doi.org/10.1177/15274764231188932

12. Doyle, G. (2023). SVoDs, new norms and the challenge for public service media. Journal of Digital Media & Policy.
https://doi.org/10.1386/jdmp 00130 1

www.jobsjournal.eu 108 .|I| ECESR’{:


https://creativecommons.org/licenses/by/4.0/
https://creativecommons.org/licenses/by/4.0/
https://doi.org/10.1177/17496020211023318
https://doi.org/10.15581/003.34.3.103-115
https://doi.org/10.1177/13548565241264002
https://doi.org/10.1177/13548565241264002
https://doi.org/10.1177/13548565241270691
https://doi.org/10.1007/s43546-021-00122-0
https://doi.org/10.1007/s43546-021-00122-0
https://doi.org/10.1386/jdmp_00083_1
https://doi.org/10.1177/01634437231210439
https://doi.org/10.1080/14241277.2024.2386670
https://doi.org/10.1075/target.00020.cho
https://doi.org/10.1177/09760911231214155
https://doi.org/10.1177/15274764231188932
https://doi.org/10.1386/jdmp_00130_1
http://www.jobsjournal.eu

Journal of Business Sectors ® Volume 04 ® Issue 01 ® June 2026

13. Edmond, M., Khoo, O., Perkins, C., & Trott, V. (2024). Streaming diversity: Studying screen diversity in the strea-
ming era. Convergence, 30, 1315-1330. https://doi.org/10.1177/13548565241270887

14. Evens, T., Henderickx, A., & Conradie, P. D. (2023). Technological affordances of video streaming platforms: Why
people prefer video streaming platforms over television. European Journal of Communication, 39, 3-21. https://do-
1.0rg/10.1177/02673231231155731

15. Fernandez-Manzano, E.-P., Neira, E., & Clares-Gavilan, J. (2016). Data management in audiovisual business: Net-
flix as a case study. Profesional de la Informacion, 25, 568-577. https://doi.org/10.3145/epi.2016.jul.06

16. Figura, M. & Vevere, V. (2025). Business transformation in Slovak companies shaped by digital technology adopti-
on, sustainability orientation and strategic resilience. Journal of Business Sectors, 3(2), 80-92. https://doi.org/
10.62222/GJOF3962

17. Fitzgerald, S. (2019). Over-the-top video services in India: Media imperialism after globalization. Media Industries
Journal, 6. https://doi.org/10.3998/mij.15031809.0006.206

18. Gdmez, R., & Mufioz Larroa, A. (2022). Netflix in Mexico: An example of the tech giant’s transnational business stra-
tegies. Television & New Media, 24, 88-105. https://doi.org/10.1177/15274764221082107

19. Huang, J. S., & Ho, F. N. (2023). The role of open business models in times of OTT video innovation: Evidence from
Taiwanese platforms. Emerging Media, 1, 176-195. https:/doi.org/10.1177/27523543231198540

20. Idiz, D., Irion, K., Ebbers, J. J., & Vliegenthart, R. (2021). European audiovisual media policy in the age of global
video on demand services: A case study of Netflix in the Netherlands. Journal of Digital Media & Policy. https://do-
..org/10.1386/jdmp 00070 1

21. lordache, C. (2021). Netflix in Europe: Four markets, four platforms? A comparative analysis of audio-visual offe-
rings and investment strategies in four EU states. Television & New Media, 23, 721-742. https://doi.org/
10.1177/15274764211014580

22. lordache, C., Loisen, J., & van Audenhove, L. (2023). Integrating discoverability and prominence in video-on-de-
mand consumption choices: A qualitative user study in Belgium. International Communication Gazette, 86, 581-603.
https://doi.org/10.1177/17480485231191898

23. Jenner, M. (2020). Researching binge-watching. Critical Studies in Television: The International Journal of Television
Studies, 15, 267-279. https://doi.org/10.1177/1749602020935012

24. Khoo, O. (2022). Picturing diversity: Netflix's inclusion strategy and the Netflix recommender algorithm (NRA). Tele-
vision & New Media, 24, 281-297. https://doi.org/10.1177/15274764221102864

25. Ladeira, J. M. (2019). The algorithm and the flow: Netflix, machine learning and recommendation algorithms. Intex-
to. https://doi.org/10.19132/1807-8583201947.166-184

26. Lobato, R. (2018). Rethinking international TV flows research in the age of Netflix. Television & New Media, 19, 241-
256. https://doi.org/10.1177/1527476417708245

27. Lobato, R., Douglas, J., Scarlata, A., & Cunningham, S. (2023). Cultural policy between television and digital plat-
forms: The case of SVOD regulation in Australia. International Journal of Cultural Policy, 30, 1-16. https://doi.org/
10.1080/10286632.2022.2160715

28. Lobato, R., & Lotz, A. (2021). Beyond streaming wars: Rethinking competition in video services. Media Industries
Journal. https://doi.org/10.3998/mij.1338

29. Lobato, R., Scarlata, A., & Wils, T. (2024). Video-on-demand catalog and interface analysis: The state of research
methods. Convergence, 30, 1331-1347. https://doi.org/10.1177/13548565241261992

30. McKenzie, J., Crosby, P., Collins, A., & Chmura, T. (2024). No such thing as a free movie? Cross-country evidence
on the potential impact of AVOD streaming services. Journal of Cultural Economics, 49, 407-433. https://doi.org/
10.1007/510824-024-09505-1

31. Mikos, L. (2016). Digital media platforms and the use of TV content: Binge watching and video-on-demand in Ger-
many. Media and Communication, 4, 154-161. https://doi.org/10.17645/mac.v4i3.542

32. Monaghan, W. (2023). Streaming queer content: LGBTQ media on BVOD and SVOD services in Australia. Televisi-
on & New Media, 25, 656-672. https://doi.org/10.1177/15274764231217106

33. Monaghan, W. (2024). Queer media in the age of streaming video. Convergence, 30, 1388-1401. https://doi.org/
10.1177/13548565241264155

34. Moraes, R. A. de, Paula, F., & Silva, J. F. da. (2023). Strategy and performance of audiovisual streaming platforms.
Revista Ibero-Americana de Estratégia. https:/doi.org/10.5585/2023.22885

35. Nicholson, B., Nielsen, P., & Seebg, J. (2021). Digital platforms for development. Information Systems Journal.
https://doi.org/10.1111/is}.12364

36. Noh, S. (2020). Dual portfolio management strategies of online subscription video on demand (SVOD) companies: A
genre perspective. Journal of Media Business Studies, 18, 132-153. https://doi.org/
10.1080/16522354.2020.1797270

37. Ortega, V. R. (2022). Audiovisual streaming, networked memory & Netflix: The spectator-interface. Creative Indus-
tries Journal, 17, 535-550. https://doi.org/10.1080/17510694.2022.2150814

www.jobsjournal.eu 109 .|I| ECESR’{:


http://www.jobsjournal.eu
https://doi.org/10.1177/13548565241270887
https://doi.org/10.1177/02673231231155731
https://doi.org/10.1177/02673231231155731
https://doi.org/10.3145/epi.2016.jul.06
https://doi.org/10.62222/GJOF3962
https://doi.org/10.62222/GJOF3962
https://doi.org/10.3998/mij.15031809.0006.206
https://doi.org/10.1177/15274764221082107
https://doi.org/10.1177/27523543231198540
https://doi.org/10.1386/jdmp_00070_1
https://doi.org/10.1386/jdmp_00070_1
https://doi.org/10.1177/15274764211014580
https://doi.org/10.1177/15274764211014580
https://doi.org/10.1177/17480485231191898
https://doi.org/10.1177/1749602020935012
https://doi.org/10.1177/15274764221102864
https://doi.org/10.19132/1807-8583201947.166-184
https://doi.org/10.1177/1527476417708245
https://doi.org/10.1080/10286632.2022.2160715
https://doi.org/10.1080/10286632.2022.2160715
https://doi.org/10.3998/mij.1338
https://doi.org/10.1177/13548565241261992
https://doi.org/10.1007/s10824-024-09505-1
https://doi.org/10.1007/s10824-024-09505-1
https://doi.org/10.17645/mac.v4i3.542
https://doi.org/10.1177/15274764231217106
https://doi.org/10.1177/13548565241264155
https://doi.org/10.1177/13548565241264155
https://doi.org/10.5585/2023.22885
https://doi.org/10.1111/isj.12364
https://doi.org/10.1080/16522354.2020.1797270
https://doi.org/10.1080/16522354.2020.1797270
https://doi.org/10.1080/17510694.2022.2150814

Journal of Business Sectors ® Volume 04 ® Issue 01 ® June 2026

38.

39.

40.
41.
42.
43.

44.

45.

46.

47.

48.

Palomba, A. (2020). Do SVOD product attribute trade-offs predict SVOD subscriptions and SVOD account access?
Using utility constant sums to predict SVOD subscriptions and SVOD account access. International Journal on Me-
dia Management, 22, 168-190. https://doi.org/10.1080/14241277.2021.1920023

Palomba, A., & Fleskes, N. (2025). Series superstars: How subscription-video-on-demand (SVOD) content populari-
ty drives provider demand in the United States. International Journal on Media Management. https://doi.org/
10.1080/14241277.2025.2576644

Paunksnis, S. (2023). The rise of streaming culture: SVOD media and the digital revolution in India. South Asian
Popular Culture, 21, 291-305. https://doi.org/10.1080/14746689.2023.2271270

Pentek, A., Kovacs, S. & Kovacs, T. (2025). Examining the perceived and actual digital readiness of micro and small
enterprises in Hungary. Journal of Business Sectors, 3(2), 1-9. https://doi.org/10.62222/DOYU2932

Pilipets, E. (2019). From Netflix streaming to Netflix and chill: The (dis)connected body of serial binge-viewer. Social
Media + Society, 5. https://doi.org/10.1177/2056305119883426

Podara, A., Matsiola, M., Kotsakis, R., Maniou, T. A., & Kalliris, G. M. (2021). Generation Z's screen culture: Under-
standing younger users’ behaviour in the television streaming age — The case of post-crisis Greece. Critical Studies
in Television: The International Journal of Television Studies, 16, 91-109. https://doi.org/
10.1177/17496020211005395

Potter, A. (2018). Creating children’s television for SVODs: The alignment of global production practices with natio-
nal screen policies in the Netflix original Bottersnikes and Gumbles. Media Industries Journal. https://doi.org/
10.3998/mij.15031809.0005.207

Scarlata, A., & Lobato, R. (2023). Broadcaster video-on-demand in Australia: Platforms, policy and local content.
Media International Australia, 196, 108-123. https://doi.org/10.1177/1329878X231177122

Statista. (2025). Streaming worldwide - statistics & facts. New York: Statista Inc. Retrieved: March 20, 2026, from
https://www.statista.com/topics/9503/streaming-worldwide/#topicOverview.

Tang, W., & Wei, M. (2023). Streaming media business strategies and audience-centered practices: A comparative
study of Netflix and Tencent Video. Online Media and Global Communication, 2, 3-24. https://doi.org/10.1515/omgc-
2022-0061

Zabel, C., Telkmann, V., Kunz, R. E., & O'Brien, D. (2025). Streaming competition between broadcasters’ content
libraries and SVOD services: Relative advantage, substitutability, and their impact on usage. International Journal
on Media Management. https://doi.org/10.1080/14241277.2025.2545759

www.jobsjournal.eu 110 .|I| ECESR’Q*I


http://www.jobsjournal.eu
https://doi.org/10.1080/14241277.2021.1920023
https://doi.org/10.1080/14241277.2025.2576644
https://doi.org/10.1080/14241277.2025.2576644
https://doi.org/10.1080/14746689.2023.2271270
https://doi.org/10.62222/DOYU2932
https://doi.org/10.1177/2056305119883426
https://doi.org/10.1177/17496020211005395
https://doi.org/10.1177/17496020211005395
https://doi.org/10.3998/mij.15031809.0005.207
https://doi.org/10.3998/mij.15031809.0005.207
https://doi.org/10.1177/1329878X231177122
https://www.statista.com/topics/9503/streaming-worldwide/#topicOverview
https://doi.org/10.1515/omgc-2022-0061
https://doi.org/10.1515/omgc-2022-0061
https://doi.org/10.1080/14241277.2025.2545759

