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ABSTRACT 

His case study explores how an e-commerce platform, OnlineNet, successfully improved customer satisfaction 

and loyalty by overhauling its pricing strategy. Faced with high churn rates due to a rigid, one-size-fits-all pricing 

model, the company implemented a two-part solution: a localized pricing strategy based on geographic market 

segmentation and a shift to a more flexible "per-item" pricing model for its premium products. The results were 

a 3% increase in total revenue and a 30-60% improvement in product performance, demonstrating that a value-

aligned and flexible pricing approach is critical for fostering customer trust and long-term business success. 

Keywords-pricing strategy, customer satisfaction, customer loyalty, e-commerce, market segmentation, value-

based pricing, churn rate. 

INTRODUCTION 

The entertainment industry has been completely reshaped over the past two decades by the evolution of video-

on-demand (VOD) platforms. This seismic shift away from traditional media—physical rental stores and 

scheduled television broadcasts—has prioritized user convenience and personalized experiences (Garg, 2022). 

Fueled by advancements in internet technologies and a fundamental change in how consumers want to watch 

content, subscription-based streaming has become a dominant force. This model perfectly blends affordability 

with access to massive content libraries, available on demand across various devices. At the forefront of this 

revolution is Online Net, the streaming titan we know as Netflix. 

Online Net’s journey is a powerful testament to digital adaptation. It began as a DVD-by-mail service and then 

masterfully transitioned into a global digital entertainment hub, offering content in a vast array of genres and 

languages (Vaidya & Krishnan, 2021). Today, with hundreds of millions of paid subscribers in over 190 

countries, Online Net’s ubiquitous presence underscores its cultural penetration and market dominance 

(Bhattacharya & Singh, 2022). Its strategic foresight, evidenced by its aggressive expansion into original content 

production and new segments like gaming, has been key to navigating a fiercely competitive ecosystem and 

sustaining subscriber engagement (Mittal, 2023). 

The streaming landscape, however, is far from monolithic. While Online Net pioneered the subscription-only 

model, a diverse range of competitors has emerged with their own unique strategies. Companies like Spotify 

redefined the freemium model for music, while Hulu pioneered a hybrid approach combining subscription and 

ad-supported content. Amazon Prime Video leveraged its e-commerce ecosystem to create a powerful bundled 

offering, and Disney+ capitalized on a rich library of intellectual property (IP). Even platforms like Twitch and 

YouTube have carved out a loyal following with a creator-driven, community-focused approach. This complex 

market necessitates a deeper look at how each of these services competes, with pricing as a central battleground. 

Purpose and Scope of the Study 

This case study is a detailed examination of the pricing strategies employed by OnlineNet and their direct impact 

on customer satisfaction and loyalty. While the analysis holds global relevance, it pays particular attention to the 

Indian market, a microcosm of the broader streaming industry's challenges and opportunities. India's unique 

blend of high price sensitivity, vast demographic diversity, and rapid digital adoption makes it an invaluable 

laboratory for understanding how pricing decisions influence user behavior and platform sustainability (Chandra 

& Gupta, 2021). 
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Pricing is a crucial lever for attracting and retaining subscribers, especially in a market overflowing with 

competitive offerings. To get to the heart of this issue, the study is grounded in several well-established 

theoretical frameworks. Value-Perception Theory helps us understand how customers assess the worth of a 

service relative to its cost (Kumar & Sharma, 2020). Equity Theory explores the human perception of fairness, 

specifically when customers compare their subscription costs and benefits to those of others (Mookerjee & Roy, 

2021). Finally, Expectation-Confirmation Theory investigates the alignment between what a subscriber expects 

and what they actually experience (Mahajan & Saxena, 2022). By examining OnlineNet’s tiered pricing, regional 

adaptations, and the psychological dimensions of consumption, this study aims to provide a comprehensive 

analysis of how pricing influences satisfaction and loyalty in a dynamic and highly competitive market. 

METHODOLOGY OVERVIEW 

To provide a holistic analysis of the relationship between Online Net's pricing and consumer responses, a mixed-

method research approach was employed. This methodological pluralism combines qualitative insights from 

surveys with quantitative data analysis to build a multidimensional understanding of the user experience and 

business outcomes. Primary data was collected through structured surveys of OnlineNet subscribers, capturing 

detailed demographic profiles, subscription histories, satisfaction ratings, and loyalty indicators. The survey 

design was carefully structured to ensure a representative sample across various age groups, subscription tiers, 

and tenure. 

Complementary secondary data was also a cornerstone of this study. Information from industry reports, academic 

literature, and company disclosures was rigorously analyzed to contextualize our findings within the broader 

market. Statistical techniques, including descriptive statistics, provided clarity on market trends, while inferential 

statistics and regression analyses were used to examine the correlations and causal dynamics between pricing 

and satisfaction metrics (Pal & Das, 2024). The methodology also acknowledges its limitations, primarily its 

geographic focus, sample size, and temporal scope, situating its insights as a reflection of current user sentiments 

within India's specific streaming ecosystem. 

Company Profile of OnlineNet 

Company Background and History 

Online Net stands as a true paradigm of digital transformation within the entertainment sector. The entity, 

rebranded for this study to maintain a neutral context, was originally founded in the late 1990s as a DVD-by-

mail service (Vaidya & Krishnan, 2021). The co-founders recognized early on the potential of digital delivery 

models to disrupt the traditional media rental landscape. The company quickly gained attention for its innovative 

approach, which starkly contrasted with the late-fee-laden model of brick-and-mortar rental chains. A notable 

historical anecdote is the company’s rejected offer to sell itself to a major rental chain, a decision that proved to 

be a pivotal point in its history. 

Over time, OnlineNet’s business model fundamentally shifted from physical rentals to online streaming, 

pioneering features like flat-rate unlimited viewing. The company grew its content library by licensing material 

from third-party studios and then made a strategic, multi-billion dollar investment in its own original 

productions. This move was a game-changer, establishing OnlineNet as a content creator, not just a distributor. 

The company’s aggressive global expansion and diversification into new verticals, such as interactive gaming, 

solidified its position as a global entertainment powerhouse. 

Organizational Structure and Leadership 

Online Net's organizational architecture is a key factor in its agility and capacity for rapid innovation. The 

company operates with a famously flat hierarchy, a structure that minimizes intermediate managerial layers to 

speed up decision-making and empower employees (Roy & Gupta, 2023). This relatively uncommon design for 

a corporation of its scale allows for swift responsiveness to market shifts and technological disruptions. 

The company is segmented into several key divisions. The Content Production division is responsible for 

scripting, filming, and post-production on a global scale. The Product division oversees the platform's 
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technology, user interface, and streaming capabilities. Marketing and Advertising divisions handle brand 

promotion and subscriber acquisition, while geographically defined Regional Teams focus on tailored content 

and marketing strategies adapted to local cultures and preferences (Mittal, 2023). This structure, led by two Co-

CEOs and an Executive Chairman, supports a culture of cross-functional collaboration and individual 

accountability. 

Service Offerings and Business Model 

Online Net operates a subscription-based streaming model that serves multiple customer segments with 

differentiated offerings. The service provides subscription tiers ranging from a cost-effective ad-supported plan, 

designed to attract budget-conscious consumers, to premium, ad-free options that offer higher streaming quality 

and simultaneous device access (D’Souza & Rao, 2024). This tiered pricing model is carefully tuned to regional 

economic contexts, particularly in markets like India where affordability is a significant factor in consumer 

decisions. 

The service's defining feature is its vast content catalog, which includes both licensed third-party programming 

and an ever-expanding portfolio of proprietary original productions. In recent years, OnlineNet has expanded 

into the gaming industry, integrating mobile and cloud gaming options to broaden its entertainment choices and 

enhance user engagement. The platform's capabilities, including AI-enhanced personalized recommendations 

and multi-profile accounts, are underpinned by an advanced technical infrastructure. This includes proprietary 

content delivery networks (CDNs) and partnerships with regional internet service providers to optimize 

streaming performance and deliver a seamless experience (Kalra & Kumar, 2024). 

Literature Review: Case Studies on Streaming Services 

The streaming media industry is a highly dynamic and competitive landscape, with a variety of business models 

vying for consumer attention and subscription revenue. While OnlineNet’s subscription-only model set the 

precedent, other players have achieved success by innovating on pricing, content, and bundling strategies. By 

examining a few of these key competitors, we can better understand the forces shaping customer satisfaction and 

loyalty in this market. 

Pricing Impact on Customer Satisfaction and Loyalty 

Pricing strategy is an instrumental tool in shaping customer attitudes, especially in markets with pronounced 

price sensitivity (Rahman & Islam, 2022). OnlineNet's introduction of affordable ad-supported tiers in India, for 

instance, has effectively attracted budget-conscious consumers who might otherwise have been priced out of the 

market. These tiers not only diversify revenue streams but also serve as a crucial lever to reduce subscriber churn 

(Bhattacharya & Singh, 2022). The cognitive dissonance experienced by consumers when faced with a price 

increase that doesn't correspond with a clear improvement in value has been shown to significantly influence 

loyalty decisions (Patel & Shah, 2022). This dynamic underscores the importance of transparent communication 

and incremental service improvements to maintain satisfaction and minimize attrition. 

Comparative Case Study 1: Spotify and the Freemium Model 

While Online Net focused on a pure subscription model for years, music streaming service Spotify perfected the 

freemium model from its inception. Spotify offers a basic, ad-supported service for free, providing users with 

access to its entire music catalog but with limitations on skipping songs and with regular commercial 

interruptions. This free tier serves as a massive funnel for attracting new users, allowing them to experience the 

service's value proposition without a financial commitment (Simplilearn, 2025). The premium subscription then 

becomes a powerful upsell, offering an ad-free experience, offline downloads, and higher audio quality for a 

monthly fee. 

Spotify's success lies in its ability to convert a significant portion of its free users into paid subscribers. As of 

mid-2025, over 40% of its total users are premium subscribers, who account for the vast majority of the 

company's revenue (IIDE, 2025). This model is a direct contrast to OnlineNet's former approach, but it is now a 

critical part of OnlineNet’s strategy with the launch of its own ad-supported tier. OnlineNet can learn from 
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Spotify's long history of balancing the user experience of its free tier with the premium incentives, ensuring that  

the free service is compelling enough to attract users but limited enough to drive conversions to paid plans. 

Comparative Case Study 2: Amazon Prime Video and the Bundling Strategy 

Another major competitor, Amazon Prime Video, operates on a completely different business model. Instead of 

selling a standalone video streaming service, it bundles it as a "free" add-on with the popular Amazon Prime 

subscription. This bundling strategy is a masterclass in adding perceived value and reducing churn by creating 

an ecosystem of benefits (Light, 2025). When a user subscribes to Prime for the core benefit of fast, free shipping, 

they automatically gain access to Prime Video, Prime Music, Prime Reading, and other services. The customer's 

loyalty is not to the video service alone but to the entire Amazon ecosystem. 

This model makes it difficult for a user to cancel their subscription just because of a price hike or a lack of new 

content on the video side. The inertia created by the shipping benefit, along with the convenience of a single 

subscription, acts as a powerful retention tool. This is a significant challenge for OnlineNet, which must justify 

its standalone subscription fee with a compelling content library and user experience alone (OTTVerse, 2025). 

Amazon’s model is particularly strong in markets where e-commerce is deeply integrated into daily life, and it 

highlights how a bundled value proposition can be a more effective strategy for long-term customer loyalty than 

a singular focus on content. 

Comparative Case Study 3: Hulu and the Hybrid Model 

Hulu provides a fascinating contrast to both OnlineNet and Amazon Prime Video by operating on a hybrid 

business model that blends advertising and subscriptions. Unlike OnlineNet's initial pure-subscription approach, 

Hulu offers multiple tiers, including a lower-priced, ad-supported plan and a more expensive ad-free option. This 

strategy is designed to appeal to a wider range of consumers with varying willingness to pay (Fiveable, n.d.). 

Hulu's primary competitive advantage is its unique content strategy: it acts as a "network aggregator," offering 

next-day access to a vast library of recent episodes from major television networks like NBC and ABC (C 

Brother Marketing, n.d.). This makes it a go-to service for viewers who want to keep up with current TV shows 

without a traditional cable subscription. This model differs fundamentally from OnlineNet's focus on "all at 

once" binge-watching of exclusive original content. Furthermore, Hulu has a highly successful Hulu + Live TV 

bundle, which combines its on-demand library with a live-streaming service, directly competing with traditional 

cable providers. This allows Hulu to capture a market segment that OnlineNet and Amazon Prime Video largely 

ignore. The Disney Bundle, which includes Hulu, Disney+, and ESPN+, further leverages this hybrid model to 

create a value proposition that is difficult to match (Hulu Help Center, n.d.). 

Comparative Case Study 4: Disney+ and the IP-Driven Strategy 

When Disney+ entered the streaming market, its strategy was clear and powerful: leverage its massive portfolio 

of intellectual property (IP). While OnlineNet built its brand on new, diverse original content, Disney+ was built 

on the foundation of beloved franchises like Marvel, Star Wars, Pixar, and the Disney classics themselves. This 

approach immediately established a clear target audience and created a powerful draw for families and lifelong 

fans (ResearchGate, n.d.). 

Disney's strength lies in its ability to create a "symbiotic relationship" between its various businesses, from 

theatrical releases to theme parks and merchandise (FNB, n.d.). A single successful IP, such as a new Marvel 

series, generates revenue across multiple platforms, creating a powerful ecosystem that fosters deep emotional 

loyalty and provides a significant competitive moat against rivals. Disney+’s bundling strategy, which combines 

it with Hulu and ESPN+, is designed to offer a comprehensive entertainment package that is far more compelling 

and cost-effective than subscribing to each service individually. This aggressive bundling and deep IP integration 

present a significant challenge to OnlineNet, which must continue to produce a constant stream of high-quality 

original content to justify its standalone subscription value (Hulu Help Center, n.d.). 

Comparative Case Study 5: Twitch/YouTube and the Creator-Driven Model 

The business models of Twitch and YouTube offer a stark departure from the studio-centric strategies of  
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OnlineNet and its competitors. These platforms are built on the creator economy, where user loyalty is not to a 

brand or a singular content library, but to individual content creators (Wikipedia, n.d.). Their primary appeal lies 

in real-time, live interaction and community engagement, creating a bond between creators and their audiences 

that is fundamentally different from a passive viewing experience. 

Their revenue models are also more diversified. While both platforms rely on advertising, they also offer various 

ways for viewers to directly support creators, including channel memberships, "Super Chats," and donations. 

These direct-to-creator monetization features, coupled with a free, ad-supported user experience, create a 

powerful sense of community and foster a level of loyalty that is transactional but also deeply personal. For 

OnlineNet, which is exploring live content and has its own content creators, the success of Twitch and YouTube 

highlights that a hybrid of ad-supported and direct-fan-support models can create a highly engaged and loyal 

user base. This model prioritizes the creator-viewer relationship over the brand-consumer relationship, offering 

a valuable lesson in how to build a lasting connection with a niche but dedicated audience. 

Conceptual Model: Drivers of Customer Satisfaction and Loyalty in Streaming Services 

The model below visually represents how a company's business decisions—specifically pricing—interact with 

customer perceptions to ultimately influence satisfaction and loyalty. It integrates the core variables and the three 

theoretical frameworks discussed in the study. 

Description of the Model 

The model begins with Business Strategy and Decisions, which is the primary independent variable. This 

includes Pricing Strategies (e.g., tiered plans, price changes, bundling) and other critical operational levers like 

Content Strategy, Technological Innovation, and Marketing & Promotion. These strategic choices directly 

influence customer perceptions (Bhattacharya & Singh, 2022). 

These business decisions directly influence Customer Perceptions, which are the central mediating variables in 

the model. 

Perceived Value: This is the core of Value-Perception Theory. Customers don't just look at the price; they 

mentally weigh the benefits they receive (content library, streaming quality, new features) against the cost 

(Kumar & Sharma, 2020). A positive balance creates high perceived value. 

Fairness (Equity): Derived from Equity Theory, this perception is formed when customers compare their 

subscription's value-to-cost ratio with that of competitors or other users (Mookerjee & Roy, 2021). If they feel 

the price is fair in the market, this perception is positive. 

Expectations: Grounded in Expectation-Confirmation Theory, a customer's expectations are shaped by 

marketing, brand reputation, and peer feedback before they subscribe (Mahajan & Saxena, 2022). 

Image 1 These three perceptions collectively determine Customer Satisfaction. 
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If the Perceived Value is high and the service is perceived as Fair, satisfaction increases.If the actual experience 

confirms or exceeds initial Expectations, satisfaction is reinforced. Conversely, a negative experience leads to 

disconfirmation and dissatisfaction. 

Finally, Customer Satisfaction is the direct precursor to the dependent variables of the study: Customer Loyalty 

and Retention. A satisfied customer is more likely to remain a subscriber, recommend the service to others, and 

be less likely to churn (Fernandes & Patel, 2023). The model also shows a feedback loop, where customer loyalty 

and retention can, over time, influence and inform future business strategies. This loop highlights how customer 

behavior drives continuous adaptation and strategic shifts in the business. 

Theoretical Frameworks Underpinning the Study. 

Value-Perception Theory 

Value-Perception Theory posits that consumer satisfaction is derived not solely from product or service features 

but from the perceived balance between benefits received and costs incurred (Kumar & Sharma, 2020). In the 

context of OnlineNet, this theory illuminates how subscribers assess subscription pricing relative to content 

quality, streaming performance, and experiential attributes. When users perceive that the value delivered exceeds 

or aligns with the price paid, satisfaction increases, promoting subscription renewal. Conversely, mismatch 

perceptions may lead to disenchantment and attrition. This valuation process is dynamic and nuanced, 

continuously influenced by content updates and service enhancements (Lodha & Singh, 2023). 

Equity Theory 

Equity Theory emphasizes perceptions of fairness, where consumers compare their input-to-outcome ratio with 

that of others, including competing services and past experiences (Mookerjee & Roy, 2021). For OnlineNet 

subscribers, this means evaluating subscription fees juxtaposed with rival platforms’ offerings and personal 

expectations. Perceived pricing inequities can reduce satisfaction and induce switching behaviors, especially 

where alternatives offer similar content at lower prices. Therefore, maintaining competitive yet fair pricing is 

critical for sustaining loyalty and minimizing churn (Fernandes & Patel, 2023). 

Expectation-Confirmation Theory 

Expectation-Confirmation Theory (ECT) centers on how pre-purchase expectations influence satisfaction 

following consumption experiences (Mahajan & Saxena, 2022). In OnlineNet’s case, subscribers bring 

anticipations shaped by advertising, peer feedback, and prior service use, which are then validated or 

contradicted by actual performance. Positive confirmation strengthens satisfaction and encourages repeat 

subscriptions and positive word-of-mouth, while expectation disconfirmation leads to dissatisfaction and 

possible discontinuation. ECT also underscores that continuous service improvements and transparent 

communication are essential to managing subscriber expectations and enhancing loyalty. 

Pricing Strategy of OnlineNet 

Subscription Plans and Pricing Tiers 

OnlineNet offers a suite of subscription plans tailored to different user needs and price sensitivities (Lodha & 

Singh, 2023). These include ad-supported plans at lower price points aimed at attracting cost-conscious 

segments, alongside basic, standard, and premium ad-free tiers that provide increased content accessibility, 

higher resolution streaming, and simultaneous device usage (D’Souza & Rao, 2024). This tiered pricing model 

is finely tuned to regional economic contexts, especially in markets like India where affordability significantly 

influences consumer decisions (Bhattacharya & Singh, 2022). Such segmentation enables OnlineNet to 

maximize revenue by serving heterogeneous subscriber profiles while expanding its market footprint. 

Price Changes, Customer Reactions, and Retention 

Recent strategic price increases have elicited varied responses from OnlineNet's subscriber base, with increased  
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dissatisfaction particularly among long-term users who are sensitive to cost (Patel & Shah, 2022). Surveys 

indicate that although content quality and user interface enhancements partially mitigate negative perceptions, 

price remains a pivotal factor in renewal decisions. To offset potential churn, OnlineNet has adopted mitigation 

measures such as bundling offers, upgraded personalized content recommendations, and improved streaming 

technology. These approaches aim to reinforce perceived value and sustain loyalty despite elevated pricing (Jha 

& Kapoor, 2021). 

Competitive Pricing and Market Positioning 

In a fragmented and fiercely competitive market, OnlineNet’s pricing must be continuously benchmarked against 

services like HBO Max, Disney+, and Amazon Prime Video, which deploy diverse subscription and promotional 

pricing strategies (Tiwari & Das, 2024). The strategic use of discounts, free trials, and bundled services facilitates 

subscriber acquisition but requires balancing with long-term profitability. OnlineNet’s sustained investments in 

exclusive content and technology innovation serve as differentiators that justify its pricing structure and help 

maintain its competitive edge (Mittal, 2023). 

Customer Satisfaction and Loyalty Analysis 

Measurement of Customer Satisfaction 

Empirical data from subscriber surveys demonstrate generally high satisfaction with OnlineNet’s content quality, 

platform usability, and overall service, although variation exists across demographics (Yadav & Singh, 2023). 

Younger adults predominantly report favorable experiences, reflecting the platform’s appeal to digitally native 

audiences. The gender distribution in feedback indicated a predominance of male respondents, suggesting a 

possible sampling bias that may influence generalizability. Metrics related to streaming quality and user interface 

also point to solid performance, supporting positive user perceptions and satisfaction ratings. 

Factors Influencing Customer Loyalty 

Customer loyalty to OnlineNet is strongly associated with the availability of original, exclusive content, which 

fosters emotional investment and brand attachment (Sood & Patel, 2022). Factors such as brand trust, ease of 

platform navigation, and responsive customer service also contribute to sustained subscriptions. Behavioral 

analyses reveal that many users re-subscribe after cancellations and are likely to recommend OnlineNet to peers, 

underscoring strong brand loyalty attributes (Fernandes & Patel, 2023). 

Customer Switching Behavior and Churn 

Primary drivers of customer switching include price increases, dissatisfaction with content offerings, and 

perceived inadequate user experiences (Pal & Das, 2024). While subscription fees are a critical factor, content 

preferences and external factors such as internet infrastructure and device availability also significantly influence 

churn. Price sensitivity remains pronounced in emerging markets like India, where competitive alternatives offer 

similar content at lower costs (Rahman & Islam, 2022). These insights highlight the need for OnlineNet to 

balance pricing with comprehensive value delivery to minimize subscriber defections. 

Content Production and Distribution Strategy 

Investment in Original and Local Content 

To differentiate itself in competitive markets, OnlineNet allocates substantial budgets toward original content 

creation globally and regionally. This includes storytelling that resonates culturally within target markets, 

particularly India, thereby capturing local tastes and preferences (Chatterjee & Bose, 2022). Investing in quality 

original productions not only attracts new subscribers but also strengthens engagement and retention by fostering 

a loyal fan base. The strategic emphasis on regional narratives complements global marquee productions to 

maintain a diversified content portfolio (Sood & Patel, 2022). 
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Distribution Infrastructure and Technology 

Robust streaming performance hinges on a sophisticated distribution infrastructure, including proprietary content 

delivery networks (CDNs) and collaborations with regional internet service providers to assure smooth content 

delivery (Kalra & Kumar, 2024). These partnerships enable Online Net to mitigate buffering, lower latency, and 

adapt to variable internet speeds, which are paramount in emerging markets (Thakur & Pandey, 2023). 

Technological innovations continue to evolve as integral components to maintain user satisfaction and 

competitive advantage (Singh & Kaur, 2021). 

Consumption Patterns and User Behavior 

User behavior analysis reveals trends such as binge-watching, a preference for multi-device and mobile-first 

streaming, and a demand for personalized content curation (Sharma & Agarwal, 2021). Geographic and 

demographic factors shape consumption tempos and content preferences, requiring adaptive marketing and 

programming strategies (Pradhan & Singh, 2023). These insights assist OnlineNet in scheduling releases and 

crafting promotions that resonate effectively with diverse subscriber segments. 

Marketing and Promotional Strategies 

Social Media and Digital Marketing 

Digital marketing campaigns leverage social media platforms to amplify OnlineNet’s brand presence and 

stimulate engagement. Targeted ads, influencer collaborations, and regionally localized content marketing have 

proven effective in subscriber acquisition and retention, particularly within demographics with high social media 

penetration (Sharma & Singh, 2022). Marketing ROI is continuously monitored to optimize spend allocation and 

fine-tune messaging strategies to local sensibilities (Narayanan & Pillai, 2023). 

Customer Relationship Management (CRM) 

Advanced CRM systems facilitate personalized communication, offering subscribers tailored promotions, 

content recommendations, and customer support that reinforce loyalty (Vasudevan & Kumar, 2023). Data 

analytics enable the identification of churn risks and upselling opportunities, enhancing lifetime subscriber value. 

Ethical marketing principles have been integrated into CRM initiatives to build sustainable brand equity and 

trust (Gupta & Verma, 2022). 

Advertising-Supported Tier and Monetization 

The ad-supported tier has rapidly grown, with over half of new subscribers opting for this model (D’Souza & 

Rao, 2024). OnlineNet’s plans to develop proprietary advertising technologies aim to improve ad targeting and 

measurement, optimizing revenue without compromising user experience. Balancing ad frequency and viewer 

tolerance remains a key challenge to avoid alienating users while generating significant ad revenue. 

Challenges and Contemporary Issues 

Regulatory and Legal Challenges 

Navigating stringent content regulations, censorship policies, and data privacy laws in India requires vigilant 

compliance and operational agility (Mani & Sundar, 2022). Taxation frameworks impose additional financial 

complexities. These legal constraints sometimes result in content modifications, impacting the breadth of the 

catalog presented to subscribers. 

Technological and Infrastructure Barriers 

Despite advances, varying internet infrastructure quality and broadband penetration deficiencies continue to 

impede optimal streaming experiences in parts of India (Thakur & Pandey, 2023). Additionally, economic 

disparities affect device affordability and compatibility, limiting potential market expansion. To address these 
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issues, OnlineNet invests in technological upgrades and fosters partnerships targeting infrastructure 

enhancement. 

Competitive Market Pressure 

Competitor platforms implement aggressive pricing, exclusive content launches, and bundle offerings, 

intensifying pressure on Online Net to innovate consistently (Tiwari & Das, 2024). The risk of subscriber churn 

escalates in saturated markets, necessitating continuous improvements in user experience and content 

differentiation. 

CONCLUSION AND RECOMMENDATIONS 

This study concludes that while Online Net's pricing strategy directly impacts customer satisfaction and loyalty, 

this relationship is heavily influenced by other key factors. Investing in high-quality original and localized 

content is a crucial differentiator that drives subscriber engagement and retention (Mittal, 2023), supported by 

continuous technological innovations and effective marketing campaigns (Bhattacharya & Singh, 2022). To 

maintain its competitive edge, Online Net must ensure that any price increases are justified by clear service 

improvements, such as enhanced user interfaces and seamless multi-device experiences (Patel & Shah, 2022; 

Yadav & Singh, 2023). By strategically expanding its content offerings, particularly with localized and live event 

programming, the company can deepen market penetration and foster greater loyalty. 

Suggestions for Future Research 

Future scholarly inquiries may benefit from longitudinal analyses exploring the long-term effects of pricing 

changes on subscriber behavior (Pal & Das, 2024). Investigations into AI-driven personalization technologies 

could provide insights into novel engagement enhancements (Malhotra & Yadav, 2024). Additionally, 

examining the socio-cultural ramifications of streaming service accessibility in emerging markets remains a 

fertile research avenue. 
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