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Digital marketing offers a diverse toolkit for enhancing the visibility, engagement, and sales of products online.
This paper investigates the unique landscape of illegal IPTV services, focusing on the challenges and strategies
within their digital marketing efforts. Through a mixed-methods approach, analyzing responses from 100
individuals via SPSS, we've uncovered distinct obstacles these services face, particularly in promotion and
payment processes. Notably, the study finds that while traditional paid media channels often prove problematic for
illicit products due to regulatory hurdles, illegal IPTV providers gravitate towards earned and owned media. These
channels circumvent the limitations encountered with paid media, enabling more effective dissemination and
promotion of their services. This preference highlights the adaptability required in digital marketing strategies
when navigating the legalities and constraints of the digital market space. The insights from this research not only
shed light on the operational dynamics of illegal IPTV services but also underscore the broader implications for
digital marketing practices in contested or regulated sectors.
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INTRODUCTION

The digital age has markedly transformed how we access and
consume television content, primarily through the introduction of
Internet Protocol Television (IPTV). This innovation offers
unprecedented access to a wide range of broadcast and on-demand
services (Hyeong Yu Jang et al., 2011). IPTV's success stems from a
combination of market-specific and universal factors (Wes Simpson,
2007). As a purely digital solution, IPTV adapts its video output to fit
various screen types, offering capabilities far beyond those of
conventional television networks (Gilbert Held, 2007). Research by
Sim and Jung (2009) predicts IPTV will evolve into a unified platform
that merges entertainment, information, and communication, shifting
towards a consumer desire for anytime, anywhere, any content, on any
device approach, with a focus on personalized content (Sim & Jung,
2009). Moreover, Batra and Keller (2016) highlight the critical role of
cohesive marketing strategies across old and new media channels in
influencing consumer choices, essential for tapping into IPTV's
potential as an effective marketing medium (Batra & Keller, 2016).
This research provides a comprehensive analysis of digital
marketing's influence on the illicit Internet Protocol Television
(IPTV) industry, exploring its multifaceted impact. By dissecting the
sophisticated tactics employed by unauthorized content distributors,
the study aims to delineate the diverse strategies adopted by these
illegal IPTV operators to leverage digital marketing's efficacy,
specifically how these unlicensed entities utilize digital marketing
techniques to augment their user base.

Furthermore, this scholarly article delves into the intricate relationship
between digital marketing approaches and the expansion of illegal
IPTV services. It endeavors to elucidate the degree to which digital
marketing accelerates the proliferation of unlawful IPTV activities
and identifies potential strategies to facilitate their advancement.The
central research question posed by this study is: To what extent does
digital marketing contribute to the expansion of illegal IPTV
practices, and what strategies can be developed to enhance their
proliferation? This query seeks to uncover the impact of digital
marketing on the growth of unauthorized IPTV services and to
explore potential methodologies for optimizing their promotional
efforts within the digital sphere. To address this inquiry, it is
imperative to conduct an in-depth review of the existing literature
pertinent to this subject matter, enabling a comprehensive
understanding of the various dimensions involved.

RELATED LITERATURE

In the execution of this systematic review, we formulated a search
strategy tailored specifically to uncover pertinent literature within the
domain of interest. This strategy was meticulously designed to align
with the Scopus database, employing a comprehensive set of search
terms such as "over-the-top," "digital product,” "IPTV," "VOD,"
"video streaming," and "video on demand." Our search spanned from
the inception of the database to the present, filtering for articles,
review papers, and research reports published exclusively in English,
adhering to the PRISMA guidelines (Moher et al., 2009). The focal
point of our literature search encompassed the realms of social
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sciences, environmental sciences, business, and economics, with a
particular emphasis on economics, covering the period from 2003 to
2023. This meticulous process led to the exclusion of 91 articles,
culminating in a curated selection of 29 articles that were identified as
pertinent for in-depth review and analysis. In a comprehensive
exploration of the digital broadcasting landscape, a series of scholarly
articles offers insightful analyses into regulatory, technological, and
market dynamics. Antonios (2023) provides a detailed review of the
academic literature on the regulation of online platforms, offering a
transnational perspective on policy initiatives and arguing that the
challenges faced by video-on-demand (VOD) platforms are
influenced by state-society relations and global interdependence.
Simpson (2007) investigates the success factors behind IPTV services
in Europe, identifying low prices, limited competition, a wide range of
content, and new services as key contributors to their popularity,
including their role in delivering basic international programs.Leyli et
al. (2016) introduce an innovative privacy-preserving IPTV
advertising system that employs encryption techniques and
anonymized demographic data to deliver high-quality targeted
advertising through a communication model involving users, content
providers, advertisers, and cloud servers. Felix et al. (2023) explore
the adoption of over-the-top (OTT) services by digital natives,
integrating theories of perceived value, cognitive absorption, and
brand engagement to demonstrate the positive impact of cognitive
absorption and brand commitment on content consumption, with
notable differences observed across genders.

Sooyeon (2023) addresses the factors influencing the perceived value
of digital content services on OTT platforms, highlighting the
discrepancy between user satisfaction and ease of use, and pointing
out the ineffectiveness of costs in enhancing perceived value.
Camilleri et al. (2021) examine the use and satisfaction with online
broadcast technologies during the COVID-19 pandemic, revealing the
importance of perceived usefulness and ease of use in achieving
emotional satisfaction. Shanu (2023) studies user experiences and
beliefs regarding OTT video platforms, employing the cognitive
absorption method to assess perceived usefulness and intentions for
continued use.Further research by Yohanes et al. (2021) focuses on
system quality, perceived value, and brand personality as predictors of
subscriber behavior, underscoring the role of consumer loyalty driven
by brand value, uniqueness, authenticity, and enjoyment. Dario (2022)
investigates user attitudes towards streaming content piracy under
strict copyright enforcement regimes, finding that positive beliefs
about piracy correlate with positive emotions, while negative
emotions foster resistance. Menon (2022) identifies eight Uses and
Gratifications criteria for OTT service use, noting that only some
predict purchase intentions. Subsequent studies, including Michael et
al. (2023), Timothy et al. (2023), Jitender et al. (2020), Tim et al.
(2018), Can et al. (2021), Chulmin et al. (2023), and Sinem et al.
(2020), further expand on the themes of strategic challenges, user
behavior, content piracy, and marketing strategies within the evolving
digital broadcasting and OTT service landscape, offering nuanced
perspectives on the interplay between technology, market forces, and
regulatory environments. Upon a comprehensive examination of the
existing literature, we have identified a significant knowledge gap:
there is a lack of research exploring the promotion strategies of illegal
IPTV services, the challenges encountered by both sellers and buyers
during the transaction process, and the distinctions between legal and
illegal IPTV offerings. This study is dedicated to addressing these
critical questions, aiming to provide a thorough understanding of the
intricacies involved in the illegal IPTV market.

Internet Protocol Television: Prior to delving into the distinctions
between legal and illicit dimensions of Internet Protocol Television
(IPTV), a foundational understanding of the term is imperative. As
delineated by Amal et al. (2011), IPTV refers to a suite of digital
television services transmitted over an Internet network. From the
perspective of service providers, the scope of IPTV includes the
procurement, processing, and secure dissemination of video content
via an [P (Internet Protocol) network. Building on the aforementioned
definitions, IPTV essentially operates as a platform for distributing
television channels, movies, and series. Thus, illegal IPTV represents

a violation of copyright laws that safeguard the intellectual property
rights of content creators and broadcasters. In essence, it denotes a
service facilitating access to copyright-protected content absent the
necessary licensing or permissions. Within the context of IPTV
services as outlined by Amal ef al. (2011), a diverse array of offerings
caters to varying consumer preferences and viewing habits:

o Live TV Services: This category enables viewers to access
television channels in real-time, paralleling the experience
provided by traditional cable or satellite TV. It facilitates
immediate engagement with a wide array of programming,
including TV shows, news broadcasts, sports events, and
other live occurrences.

e Video-on-Demand (VOD) Services: VOD represents a
segment within IPTV that provides a comprehensive library
of content available for on-demand viewing. This service
encompasses a vast selection of movies, TV series,
documentaries, and other video content ready for broadcast,
allowing users the flexibility to select and view content at
their leisure.

o Time-Shifted TV Services: Offering a level of control
comparable to that of a Digital Video Recorder (DVR), time-
shifted TV services permit users to pause, rewind, or fast-
forward through live TV broadcasts. Additionally, it enables
the scheduling of recordings for future playback, enhancing
the convenience and personalization of the viewing
experience.

Digital communication platforms: Digital communication platforms
are classified into three distinct categories: paid media, owned media,
and earned media, each integral to the formulation of comprehensive
marketing strategies. These channels collectively facilitate a
multifaceted approach to engaging audiences, enhancing brand
visibility, and driving consumer interaction in the digital landscape.
The POE (paid, owned, earned) model presents a framework for
country brand communication, highlighting the increasing dilemma of
selecting the right tools among the many available, with a focus on
Hungary and other good practices (Papp-Vary &Farkas, 2019).In
entertainment branding, earned media is more impactful per exposure
than paid and owned media. However, due to the vast number of
exposures, paid media has a dominant influence, with earned media
mainly enhancing enjoyment (Lovett &Staelin, 2012).In emerging
markets, owned media and digital inbound marketing significantly
influence B2B customer acquisition, with earned social media
complementing owned but not paid media, suggesting a need for
market development approaches in such contexts (Vieira et al.,
2019).Treem and Leonardi (2013) investigate the role of specific
social media features, such as visibility, the capability for edits,
enduring content, and the facilitation of connections, in influencing
the dynamics of communication within organizations. Their research
suggests that these characteristics encourage practices that foster
social interaction, the sharing of knowledge, and the restructuring of
power relations, thereby challenging and possibly transforming
established paradigms of organizational communication. The
harmonization of Owned, Paid, and Earned media channels forms the
cornerstone of a sophisticated marketing strategy, meticulously
capitalizing on the unique attributes of each to amplify brand
visibility, foster audience engagement, and catalyze strategic goals.
Herein lies a concise elaboration (Scott, D. M. 2010):

e Owned Media: This category encompasses the array of
communication platforms and assets over which a brand
exercises unilateral control. It epitomizes the brand's
proprietary channels, with the company's website serving as
the quintessential example of a medium fully under the
brand's governance. This domain extends to encompass
search engine optimization strategies, the primary website,
product-specific microsites, and the overarching corporate
web presence.

o Paid Media: This segment embodies the comprehensive suite
of advertising endeavors a brand can undertake to bolster its
visibility. It spans a diverse range of formats, including but
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not limited to paid search campaigns, social media advertising
on platforms like Facebook, and native advertising initiatives.
Paid media is instrumental in extending the brand's reach,
targeting specific demographics, and driving immediate
engagement.

o Earned Media: Manifested through the organic spread of
brand mentions, including customer feedback, reviews, social
media endorsements, and peer-to-peer recommendations,
earned media represents the credibility and acknowledgment
a brand acquires spontaneously from external entities. This
type of media emerges as a direct consequence of the brand's
inherent value and the quality of its engagements, serving as
an authentic barometer of public sentiment and trust.

Technology acceptance theory

The Unified Theory of Acceptance and Use of Technology (UTAUT)
has indeed been a cornerstone model in illuminating the various
determinants that influence technology acceptance and usage across
diverse fields. Established by Venkatesh et al. (2003), UTAUT
integrates elements from eight prominent theories on technology
acceptance and usage, including the Technology Acceptance Model
(TAM) and the Theory of Planned Behavior (TPB), into a singular,
comprehensive framework. This model has significantly contributed
to our understanding of how performance expectancy, effort
expectancy, social influence, and facilitating conditions collectively
impact individuals' intentions to adopt and use new technologies.

Performance
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Figure 1. Unified Theory of Acceptance and Use of Technology
(UTAUT)

This comprehensive model is impeccably aligned with our objectives
to elucidate the purchase intentions and actual purchasing behaviors
of internet users. It delineates four principal constructs —
performance expectancy, effort expectancy, social influence, and
facilitating conditions — each playing a pivotal role in shaping users'
acceptance and utilization of technology. Moreover, the model offers
an insightful perspective on the variability in technology adoption
rates among individuals, attributing these differences to four
moderating factors: age, gender, experience, and voluntariness of use.
This nuanced approach allows for a more granular understanding of
how and why individuals engage with technology, making it an
invaluable tool for analyzing consumer behavior in the digital domain.
Through its application, we aim to uncover the underlying
motivations and barriers that influence internet users' decision-making
processes regarding online purchases. Following the detailed
explanation of Internet Protocol Television (IPTV) and the
exploration of digital promotion tools alongside the Unified Theory of
Acceptance and Use of Technology, our investigation now turns to
distinguishing the marketing practices of IPTV services within both
legal and illegal parameters. To comprehensively address these
distinctions, our research employs a customized interview guide
designed specifically for IPTV service providers. This tool acts as a
focused methodological approach for a deep dive into the perspectives
and experiences of professionals involved in the marketing of IPTV
services. Through meticulously structured interviews, our aim is to

capture relevant, in-depth data that illuminates the operational
nuances of the IPTV industry and identifies the challenges faced by
service vendors. With the research objectives clearly defined and the
empirical data collected, we proceed to the analytical phase of our
study. This stage is committed to a thorough evaluation of our
findings, with the ultimate goal of confirming or disproving the
hypotheses formulated in response to our research question. This
analytical process is crucial for uncovering the intricacies of IPTV
marketing strategies, thereby enriching our understanding of the
sector's legal and illegal practices.

Research Model: This article is dedicated to exploring a critical
inquiry: "To what extent does digital marketing facilitate the
proliferation of illegal IPTV practices, and what strategies can be
devised to foster their promotion?" Notably, existing literature
predominantly focuses on the lawful aspects of IPTV, often failing to
delineate between the service's legal and illicit components.
Furthermore, while terms such as OTT (over-the-top) and VoD
(Video on Demand) are frequently mentioned, there exists a lacuna in
comprehensively elucidating the vast array of contemporary IPTV
formats. Thus, this study aims to bridge this gap by posing the
following research question:

Question 1: What constitutes illegal IPTV, and in what forms does it
manifest?
Given the absence of scholarly exploration into the marketing
context of this service, it becomes imperative to examine whether
the marketing techniques employed for promoting such services
mirror those utilized for lawful equivalents. This curiosity gives
rise to additional questions:

Question 2: In what ways do digital marketing strategies bolster the
expansion and user acquisition of illegal IPTV services?

Question 3: What are the specific tactics and methodologies deployed
to engage the intended audience effectively?

Question 4: Does the transactional process for illegal services parallel
that of legal offerings?

By addressing these queries, this article seeks to delve into the
intricacies of digital marketing's role in the ascendancy of illegal
IPTV practices. Our objective is to uncover the nuanced strategies that
underpin the promotion of these services, thereby contributing a
sophisticated analysis to the discourse on digital marketing's impact
on the segmentation between legal and illegal IPTV services. The
Technology Acceptance Model (TAM) has been widely recognized as
an effective framework for assessing user acceptance of technology. It
suggests that the perceived ease of use and perceived usefulness
significantly affect users' intentions to engage with a technological
offering. Leveraging the foundational principles of TAM, we have
formulated four research questions aimed at dissecting the factors
influencing users' intentions to engage with illegal IPTV services:

Question 5: How does the anticipated performance of the service
influence users' intentions to utilize it?

Question 6: In what way does the expected effort required to use the
service affect users' willingness to adopt it?

Question 7: To what extent does social influence shape users'
intentions to engage with the service?

Question 8: How do facilitating conditions impact users' decision to
use the service?

Through these questions, we aim to explore the multifaceted
dimensions that drive user engagement with illegal IPTV services.
This investigation seeks to unveil the complex interplay between
service performance expectations, the effort perceived by users, the
role of social dynamics, and the influence of supportive conditions in
shaping users' intentions, providing a comprehensive understanding of
the factors that propel users towards the adoption of illegal IPTV
services. To address the outlined research questions, our methodology
will encompass both qualitative and quantitative research approaches.

Firstly, qualitative research will form the bedrock of our study,
concentrating on the exploration of perceptions, viewpoints, and ideas
to deeply understand our research questions. This approach will be
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operationalized through content analysis, which aims to gather and
interpret data from various sites. This method will enable us to
uncover the marketing practices within the IPTV sector and evaluate
their significance. Additionally, we will create an interview guide
tailored for salespersons, aiming to identify the distinct attributes and
challenges associated with marketing IPTV services. Secondly, to
ensure a comprehensive analysis and enrich the findings of our study,
we will implement a quantitative research strategy. This approach will
allow us to collect raw data in numerical form, which will be
systematically organized and analyzed statistically. The quantitative
data will assist in drawing broader conclusions from our study.
Specifically, we will conduct a survey designed to validate the
insights obtained from the content analysis and to gather further
details regarding user motivations, service acceptance, and
perceptions of IPTV services, irrespective of their legality. This dual-
method approach is designed to provide a thorough investigation into
the research questions, offering both depth and breadth in
understanding the dynamics of IPTV service promotion and user
engagement.

Interview guide: The interview guide was meticulously prepared and
executed with the founder of a company deeply involved in the
development of an IPTV Player—a platform designed for streaming
IPTV content. To ensure the protection of privacy and maintain
confidentiality, the identity of the company's founder will not be
disclosed. The interview shed light on the array of challenges faced by
the company, especially concerning the utilization of the term "[PTV"
in their online marketing efforts.

The company recognizes that the designation "IPTV" has garnered a
degree of illegitimacy, attributed to its association with certain
keywords and its visibility in search engine results on social media
platforms, including Facebook and Instagram. A significant area of
concern revolves around the transactional mechanisms employed by
the company. Given that the application developed by the company
serves as a content player, which remains lawful within its operational
jurisdiction, the company nonetheless faces obstacles with payment
processes. Specifically, issues have arisen with the use of PayPal, a
payment service that tends to favor the consumer over the merchant in
disputes. This bias presents a notable challenge for the company,
complicating the transaction process and impacting its business
operations. Through this interview, insights into these operational
difficulties provide a valuable perspective on the complexities
encountered in the marketing and monetization of legal IPTV content
delivery platforms. Incorporating insights from a comprehensive
interview conducted with a salesperson representing the IPTV service,
our research delves into the perceived advantages and operational
challenges associated with IPTV platforms. The salesperson posited
that IPTV offers an optimal solution for consumers eager to access
movies and sports broadcasts, presenting a diverse array of content at
a cost-effective price point when juxtaposed with alternatives like
Netflix, Amazon, and Apple TV. Contrary to the necessity of actively
promoting the service—a task complicated by the contentious legality
surrounding the term "IPTV"—the strategy employed revolves around
generating organic traffic. This is achieved by directing potential
customers to their website, thereby facilitating transaction
conversions.

Meta also fully supports the overall goals of the Notorious Markets List — an important
tool to combat piracy and counterfeiting on the global stage and to induce foreign
governments to take action to stop abuse of intellectual property rights. But if the
Notorious Markets List is to continue to advance U.S. trade interests internationally, it
needs to remain focused on the underlying purpose of the Special 301 program: the
identification of foreign countries and foreign markets that engage in or facilitate piracy
and counterfeiting. USTR should not allow parties to misuse the report to target U.S.
companies — particularly those that have developed leading practices to protect
intellectual property, driven American innovation forward and provided thousands of
jobs globally. In that regard, Meta strongly objects to the assertions that Meta, including
any of its family of apps and services, should be placed on the Notorious Markets List.

Figure 2. Meta Rebuts Notorious Markets Claims
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Tactics include the creation of multiple temporary email accounts to
engage with platforms such as Reddit and Quora, advocating the
service under the guise of user recommendations, with a significant
emphasis placed on leveraging word-of-mouth as the principal
promotional conduit. The interviewee also highlighted the intricacies
of the transaction process, noting PayPal as the premier payment
solution for international clientele, albeit with its stringent regulations
posing more restrictions on sellers, including a no-refund policy
within an 80-day window and order confirmation requirements. To
navigate these limitations, the company has innovated with redirection
strategies, such as directing customers to third-party sites or
establishing a legitimate payment gateway. Our exploration further
delineates the bifurcation of the IPTV service into two distinct
components: the support mechanism, embodied by the Player or
content playback platform, and the content aggregation known as the
"playlist,"” which catalogues an extensive selection of channels,
movies, and series. The legitimacy of IPTV players, in the context of
their utilization and the content they facilitate access to, remains a
contentious issue across jurisdictions. It is articulated within our study
that the legal standing of IPTV—defined as the distribution of
television content via Internet Protocol—fluctuates based on usage
patterns and the nature of accessed content. Specifically, employing
an IPTV player without appropriate licensing for the consumption and
distribution of copyrighted material constitutes an illegal act, often
entailing the wunauthorized dissemination of films, television
programs, sports events, and other copyrighted entities.This segment
of our research underscores the nuanced landscape of IPTV services,
revealing the dualistic nature of their application and the legal
ambiguities that pervade their usage. Through this examination, we
aim to contribute a nuanced perspective to the discourse on digital
content distribution, emphasizing the critical role of marketing
strategies and transactional frameworks in navigating the complex
regulatory environment of IPTV services.

Questionnaire: Survey methodology emerges as a pivotal primary
data collection technique within the realm of quantitative research. Its
compatibility with such studies is underscored by the ability to handle
extensive sample sizes, thus enabling the establishment of statistical
correlations and the facilitation of quantitative analyses. This method
was selected due to its capacity to capture a wealth of information
from a considerable segment of the population, thereby enriching the
study with a comprehensive dataset. Furthermore, this methodological
choice significantly enhances the ease of statistical processing and the
subsequent analytical examination of the data collected. Regarding the
determination of sample size, a decision was made to solicit feedback
from 100 participants. This number is strategically chosen to ensure
the data's reliability, serving as a robust basis for the validation of
research findings. For the purpose of dissecting the questionnaire
outcomes, IBM SPSS Statistics 23 has been selected as the analytical
tool of choice. Its sophisticated functionalities are particularly suited
for an in-depth processing and interpretation of survey data, thus
facilitating a more nuanced understanding of the responses
obtained.This segment of the document articulates the study's
objectives and the instrumental methodologies adopted to fulfill these
aims. The subsequent section is dedicated to the presentation and
critical analysis of the findings, offering insight into the empirical
evidence gathered through this research initiative.

RESULTS

With the data collection phase completed, we now transition to the
crucial stage of analyzing the gathered results. This analytical process
is central to our research endeavor, as it is specifically designed to
address the core research questions posed at the outset of our study.

The insights gleaned from the interview guide reveal a nuanced
approach to digital marketing within the IPTV service sector,
highlighting a strategic preference for certain types of media over
others. Notably, the employment of "paid media" as a communication
channel is less prevalent compared to the utilization of "owned
media," which is acquired organically. Moreover, there is a
discernible inclination towards leveraging "earned media," such as

customer feedback and recommendations. This preference
underscores the value placed on organic growth and the credibility
that comes from user-generated endorsements.

depends]"s §

iilleg
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avoliding C
payment3
= ]_lead
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Figure 4. Word cloud for interview guide

The interview guide also sheds light on the complexities of the
payment process unique to this industry. To circumvent the stringent
checks imposed by PayPal's algorithm—a dominant force in online
payment processing—a distinctive technique known as "redirection"”
is employed by sellers. This method involves the creation of a landing
page on a legally compliant website, which then facilitates the
checkout process. This strategy not only navigates around the
constraints of PayPal's monitoring mechanisms but also underscores
the innovative tactics deployed by sellers to ensure transactional
efficiency and compliance within the digital marketplace. This
detailed exploration of marketing strategies and payment processes
elucidates the intricate operational dynamics of the IPTV service
industry, revealing the strategic considerations and challenges faced
by service providers in engaging with their audience and conducting
transactions. The forthcoming sections of this study are dedicated to
presenting the findings derived from the questionnaire analysis. In our
analysis, we identify and discuss the predominantly utilized streaming
service, as evidenced by our collected data.

Service de streaming le plus utilisé

Enetfix

W Prime Video
[l Shahid

M Disnsy+
B[

Figure 5. Most popular streaming service (source: SPSS)

Our findings reveal that IPTV ranks as the second most-utilized
streaming service, accounting for 37% of the user preference, trailing
behind Netflix, which holds the leading position at 45%. Shahid
emerges as the third choice among respondents, capturing 9% of the
usage share, while Disney+ and Prime occupy the subsequent
positions with 5% and 4% respectively. This distribution of
preferences highlights the diverse landscape of streaming services,
with IPTV maintaining a significant presence amidst formidable
competitors. Regarding the IPTV service, our analysis indicates that a
substantial majority of users, specifically 94.59%, were introduced to
it via recommendations from friends or family members, illustrating
the pivotal role of "Earned Media" in its discovery. Conversely, only
5.4% of users reported alternative means of becoming aware of the
service. This significant reliance on personal recommendations
underscores the importance of social networks and the impact of
word-of-mouth as a driving force behind the adoption of IPTV
services.
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Figure 7. The reason for preference of the main service most used
(source: SPSS)

Our research indicates that the primary motivation for 67.56% of
individuals subscribing to an IPTV service is the diversified access it
offers, encompassing movies, series, and live broadcasts. This
highlights the value users place on a comprehensive content library.
Additionally, online support is cited by 10.81% of respondents as a
factor, illustrating the importance of customer service in the user
experience. Cross-platform compatibility and the availability of
multiple language and subtitle options are each identified by 8.1% of
users as significant, reflecting the demand for accessibility and
personalization in content consumption. Lastly, personalized content
recommendations account for 5.4% of the motivations behind
subscriptions, underscoring the role of tailored user experiences in
enhancing viewer satisfaction. This distribution of reasons elucidates
the multifaceted appeal of IPTV services, demonstrating the critical
factors that contribute to their popularity among consumers.
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Figure 8. Payment method (source: SPSS)

Our analysis reveals that the predominant method of payment for
IPTV subscriptions is via bank card, accounting for 45.94% of

transactions. This preference underscores the convenience and
security associated with direct card payments in digital services.
Following this, cash payments represent 29.72% of the payment
landscape, indicating a substantial portion of users still opt for
traditional payment methods. Bank transfers constitute 18.91% of
payments, reflecting a preference for direct financial institution
transactions. Lastly, PayPal, known for its global payment facilitation,
is utilized by 5.4% of subscribers, highlighting its role, albeit smaller
in comparison, within the payment ecosystem for IPTV services. This
distribution of payment methods provides insight into the diverse
financial preferences of IPTV users, highlighting the importance of
offering multiple payment options to cater to a broad user base.
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Figure 9: Payment method used (source: SPSS)

Our findings indicate that an unequivocal 100% of IPTV users
advocate for the service by recommending it to others, showcasing an
exceptional level of overall satisfaction among the user base. This
unanimous endorsement highlights the positive reception and
perceived value of IPTV services, suggesting that they effectively
meet or exceed user expectations in terms of content, usability, and
overall experience.

Descriptives
Rapport Qualité Prix

Intervalle de confiance 3 95 %
pour la moyenne

Erreur Borne Borne

N Moyenne  Ecarttype standard inférieure supérieure Minimum  Maximum
Netflix 45 3,98 988 147 3,68 427 1 5
Prime Video 4 3,50 1,732 866 74 6,26 2 5
Shahid 9 333 1118 373 2,47 419 2 5
Disney+ 5 460 548 245 3,92 528 4 5
IPTV 37 4,65 484 080 4,49 4,81 4 5
Total 100 418 957 096 399 4,37 1 5

Figure 10. Comparing averages: Service x Price-performance
relationship (source: SPSS)
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Figure 11. Graph showing comparison of averages: Service x
Quality-price relationship (source: SPSS)
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Our investigation into the relationship between streaming services and
perceived value for money indicates that satisfaction levels fluctuate
based on the service provider. Notably, individuals with an IPTV
subscription report the highest level of satisfaction regarding value for
money, with an average score of 4.65. This finding underscores
IPTV's strong position in delivering content that subscribers deem
worth their financial investment, compared to other available
streaming options.

Descriptives

Service Aprés Vente

Intervalle de confiance a 95 %
pour la moyenne
Erreur Borne Bome
N Moyenne Ecarttype standard inférieure sSuperieure Minimum Maximum
Netflix 45 362 936 140 334 3,90 2 5
Prime Video 4 4,50 577 289 358 542 4 5
Shahid 9 344 1,424 475 2,35 454 2 5
Disney+ 5 340 2191 980 68 612 1 5
IPTV 37 424 683 12 4,02 447 k] 5
Total 100 386 1,025 103 3,66 4,06 1 5

Figure 12. Comparison of averages: Service x After-Sales Service
(source: SPSS)

In examining the connection between streaming service selection and
the quality of after-sales support, our study reveals notable differences
in satisfaction levels among various service providers. Importantly,
subscribers to IPTV services report a significantly positive experience
with after-sales support, achieving an average satisfaction score of
4.24. This places IPTV as the provider with the second-highest
satisfaction rating for after-sales service compared to its competitors.
This outcome highlights IPTV's commitment to customer support,
underscoring its effectiveness in addressing post-purchase queries and
concerns, thereby solidifying its reputation among users for reliable
after-sales service.

Descriptives

Performance Attendue

Erreur Borne Bo

N Moyenne  Ecarttype standard inférieure supéri Minimum  Maximum

Netflix 45 4,02 753 112 380 425 2 5
Prime Video 4 4,00 1,155 ST7 2,16 584 3 5
Shahid 9 378 833 278 314 442 3 5
Disney+ 5 4,60 548 245 392 528 4 5
IPTV 37 4,22 712 17 398 445 3 5
2 5

Total 100 410 759 076 3,95 425

Figure 13. Comparison of means: Service x Expected Performance
(source: SPSS)

Our analysis of the nexus between streaming service selection and
performance expectations uncovers divergent satisfaction levels
across different service providers. Crucially, individuals with an IPTV
subscription reported a satisfaction average of 4.22 regarding the
expected performance of their service. This positions IPTV as the
provider with the second-highest satisfaction rating in terms of
performance expectations when compared with other services. This
finding highlights IPTV's capability to meet or exceed user
expectations on performance metrics, affirming its standing as a
reliable and efficient choice among streaming platforms.

Descriptives
Facilité d'utilisation

Intervalle de confiance 4 95 %
pour la moyenne

Erreur Borne Bome

N Moyenne  Ecarttype standard inférieure sSupérieure Minimum  Maximum

Netflix 45 442 857 098 422 4,62 3 5
Prime Video 4 450 517 289 358 542 4 5
Shahid ] 322 972 324 2,48 397 2 5
Disney+ 5 420 1,095 490 2,84 5,56 3 5
IPTV 37 473 450 074 458 488 4 5
Total 100 442 755 075 427 457 2 5

Figure 14. Comparison of averages: Service x Ease of use (source: SPSS)

In our exploration of the correlation between the choice of streaming
service and its perceived ease of use, we discovered distinct variations
in satisfaction levels among different service providers. Significantly,
individuals who selected an IPTV subscription reported the highest

level of satisfaction regarding ease of use, with an average score of
4.73. This remarkable rating places IPTV at the forefront in terms of
user-friendliness when compared to its competitors. This outcome
underscores IPTV's excellence in providing a seamless and intuitive
user experience, thereby enhancing overall user satisfaction and
preference for IPTV services over others in the market.

DISCUSSION

The The empirical analysis conducted within this study has
illuminated the complexities surrounding the IPTV service,
addressing the research questions posited at the study's inception. We
delineate two principal components of IPTV service: the player and
the content. The player, essentially an application for content
playback, occupies a legal grey area, contingent upon the jurisdiction.
For instance, in the United States, such applications are deemed
illegal, a stance echoed by Google's removal of an IPTV player from
the App Store due to copyright infringement concerns. Conversely,
the content component, typically accessed via a link to movies, series,
and live TV channels, is unequivocally illegal, as demonstrated by
Meta's proactive measures on its platforms, Facebook and Instagram.
Here, users searching for IPTV or piracy-related terms encounter a
pop-up detailing Meta's anti-intellectual property infringement policy,
directing them to further resources.

o

Are you sure you want to continue?

The terms you searched for are sometimes associated with
content that facilitates copyright infringement through
unauthorized devices or services, which isn't allowed on
Facebook.

Go to News Feed

Continue

Figure 15. Meta's policy on intellectual property infringement
(source: Facebook)

This illicit aspect significantly hampers the service's promotability
and transactional operations akin to legitimate services. Our findings,
derived from both questionnaires and interviews, reveal a pronounced
aversion to paid promotional avenues, likely due to potential punitive
actions from Meta's and Google's algorithms against sponsored
content and accounts. Instead, reliance on Earned and Owned media,
particularly through offline and online customer recommendations,
emerges as a viable promotional strategy, classified under the
umbrella of Free-Traffic, indicating cost-free promotion. Payment
processing presents additional challenges, with PayPal's rigorous
transaction scrutiny leading to minimal usage by sellers due to the risk
of account suspension for policy violations, especially when dealing
with services like IPTV. A workaround involves utilizing a secondary,
legally compliant site for payment redirection, effectively
circumventing PayPal's scrutiny. This study has synthesized these
operational intricacies into a comprehensive figure, offering a visual
representation of the IPTV service's operational and promotional
dynamics within the current legal and market framework. The
questionnaire results pertaining to user motivations for selecting
illegal IPTV services underscore the significant influence of the four
foundational factors delineated by the Unified Theory of Acceptance
and Use of Technology. These factors are:

e Expected Performance: Users have high expectations
regarding the benefits and performance of the service,
believing that it will positively impact their viewing
experience. This anticipation of favorable outcomes from
utilizing the service underscores its perceived value.
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o Expected Effort: The findings suggest that users perceive the
service as user-friendly, asserting that engaging with it does
not demand undue effort. This ease of use is a crucial factor
in their decision to adopt the service.

¢ Social Influence: Recommendations and endorsements from
peers play a pivotal role in influencing user choices,
highlighting the significant impact of social networks and
word-of-mouth in the adoption of illegal IPTV services.

e Facilitating Conditions: Users acknowledge the presence of
adequate technical support and infrastructure that simplifies
the usage of the service, enhancing its accessibility and
convenience.

E\

Figure 16. Summary of research results

Facilitating
Conditions

These insights reveal that the appeal of illegal IPTV services is not
merely a consequence of their content offerings but is also deeply
rooted in the service's alignment with key factors that govern
technology acceptance and use. The positive perceptions of expected
performance, minimal effort requirement, strong social endorsement,
and supportive technical conditions collectively contribute to the
user's decision to engage with these services, despite their legal
ambiguities.

CONCLUSION

In the contemporary landscape, IPTV services emerge as formidable
contenders against streaming giants like Netflix, drawing users with
their superior value for money and access to a diverse content library.
However, the pathway to accessing these services is fraught with
complexities, particularly in the realms of payment processes and
promotional hurdles, encompassing both the player application and
content access (e.g., m3u links). It becomes evident that traditional
marketing communication tools, commonly employed to deliver
products to consumers, are not viable for IPTV services. Promotional
efforts are often intercepted by copyright enforcement entities such as
the DMCA (Digital Millennium Copyright Act) and OCILLA (Online
Copyright Infringement Liability Limitation Act), precluding the use
of online or paid advertising avenues due to potential legal
repercussions, as depicted in figure 3 of our study. Consequently,
sellers pivot towards leveraging "owned media" and "earned media"
strategies, including search engine optimization and personal
recommendations, to circumvent these challenges. While this article
endeavors to shed light on these intricate dynamics, it is imperative to
acknowledge inherent limitations that may influence the breadth of
our conclusions. Specifically, the research scope is geographically
confined to Agadir, potentially restricting the extrapolation of our
findings to broader contexts. Additionally, our examination is
exclusively focused on PayPal as the payment method for sellers,
offering a detailed exploration of its associated challenges but
simultaneously limiting the applicability of our insights to other
payment platforms. These delineated constraints necessitate a careful
interpretation of our study's implications and relevance within the
wider scholarly and practical domains.

REFERENCES

Adeliyi, T. T., Singh, A., &Aroba, O. J. 2023. Analysing Channel
Surfing Behaviour of IPTV Subscribers Using Machine Learning

Models. 2023 Conference on Information Communications
Technology and  Society, ICTAS 2023 - Proceedings.
https://doi.org/10.1109/ICTAS56421.2023.10082748

Balanzategui, J., & Lynch, A. (2023). “Shudder” and the Aesthetics
and Platform Logics of Genre-Specific SVOD services. Television
and New Media, 24(2), 156-172. https://doi.org/10.1177/
15274764221093602

Bulkan, U., Dagiuklas, T., & Igbal, M. (2020). Modelling Quality of
Experience for Online Video Advertisement Insertion. /EEE
Transactions on Broadcasting, 66(4), 835-846. https://doi.org/
10.1109/TBC.2020.2965064

Camilleri, M. A., & Falzon, L. (2021). Understanding motivations to
use online streaming services: integrating the technology
acceptance model (TAM) and the uses and gratifications theory
(UGT). Spanish Journal of Marketing - ESIC, 25(2), 217-238.
https://doi.org/10.1108/SIME-04-2020-0074

Camilleri, M. A., &Falzon, L. (2021). Understanding motivations to
use online streaming services: integrating the technology
acceptance model (TAM) and the uses and gratifications theory
(UGT). Spanish Journal of Marketing - ESIC, 25(2), 217-238.
https://doi.org/10.1108/SIME-04-2020-0074

Cheng, T.-M. (2009). Network marketing platform constructing based
on IPTV wunder electronic commerce environment. 2009
International ~ Conference on  Information — Management,
Innovation Management and Industrial Engineering, ICIII 2009,
2,418-421. https://doi.org/10.1109/ICII1.2009.258

Fittler, A., Paczolai, P., Ashraf, A. R., Pourhashemi, A., &Ivanyi, P.
(2022). Prevalence of Poisoned Google Search Results of Erectile
Dysfunction Medications Redirecting to Illegal Internet
Pharmacies: Data Analysis Study. Journal of Medical Internet
Research, 24(11). https://doi.org/10.2196/38957

Friederich, F., Palau-Saumell, R., Matute, J., & Meyer, J.-H. (2023).
Digital natives and streaming TV platforms: an integrated
perspective to explain continuance usage of over-the-top services.
Online Information Review. https://doi.org/10.1108/0OIR-03-2022-
0133

Furini, M. (2023). Viewers’ behavior when exposed to overlay
advertising on AVoD platforms. Computers in Human Behavior,
148. https://doi.org/10.1016/j.chb.2023.107905

Goswami, A., & Dutta, S. (2016). Gender Differences in Technology
Usage—A Literature Review. Open Journal of Business and
Management, 4(1), 51-59

Guney, S., Peker, S., &Turhan, C. (2020). A combined approach for
customer profiling in video on demand services using clustering
and association rule mining. /EEE Access, 8, 84326-84335.
https://doi.org/10.1109/ACCESS.2020.2992064

Guo, M. (2022). The Impacts of Service Quality, Perceived Value,
and Social Influences on Video Streaming Service Subscription.
JMM International Journal on Media Management, 24(2), 65-86.
https://doi.org/10.1080/14241277.2022.2089991

Gupta, S., &Tomar, R. (2023). WHAT DRIVES THE USER’S
CONTINUOUS USAGE INTENTION OF OTT VIDEO
PLATFORMS? IDENTIFYING THE ROLE OF COGNITIVE
ABSORPTION AND PERCEIVED USEFULNESS WITH THE
IMPACT OF OTT CONTENT ON IT. International Journal of
Professional Business Review, &8(4). https://doi.org/10.26668/
businessreview/2023.v8i4.1494

Huang, L., Liu, B., & Zhang, R. (2024). Channel strategies for
competing retailers: Whether and when to introduce live stream?
European Journal of Operational Research, 312(2), 413-426.
https://doi.org/10.1016/j.ejor.2023.06.017

Khayati, L. J., Orencik, C., Savas, E., &Ustaoglu, B. (2016). A
practical privacy-preserving targeted advertising scheme for IPTV
users. International Journal of Information Security, 15(4), 335—
360. https://doi.org/10.1007/s10207-015-0296-7

Kim, S.-C., Park, C.-S., Yeo, S.-S., & Kim, S. K. (2013). IPTV
recommender system using social network for multiple users.
Information (Japan), 16(7 B), 5261-5273.

Kodialam, M., Lakshman, T. V., Mukherjee, S., & Wang, L. (2011).
Online scheduling of targeted advertisements for IPTV.
IEEE/ACM Transactions on Networking, 19(6), 1825-1834.
https://doi.org/10.1109/TNET.2011.2143725



9626 International Journal of Recent Advances in Multidisciplinary Research, Vol. 11, Issue 03, pp. 9618-9626, March, 2024

Kumar, J., Gupta, A., & Dixit, S. (2020). Netflix: SVoD entertainment
of next gen. Emerald Emerging Markets Case Studies, 10(3), 1—
36. https://doi.org/10.1108/EEMCS-04-2020-0108

Lee, S., Park, E.-A., Lee, S., & Brown, J. (2015). Determinants of
IPTV diffusion. Telematics and Informatics, 32(3), 439-446.
https://doi.org/10.1016/j.tele.2014.10.005

Leng, J., & Ali, T. (2022). The Impact of Live Streaming Features on
Consumers’ Purchase Intention - The case of Agricultural
Products. IMCEC 2022 - IEEE 5th Advanced Information
Management, Communicates, Electronic and Automation Control
Conference, 1512—1517. https://doi.org/10.1109/IMCEC55388.
2022.10019855

Lim, C., & Kim, S. (2023). Why do Korean users intend to subscribe
to global OTT service through their local IPTV service?
Telecommunications ~ Policy, 47(4). https://doi.org/10.1016/
j-telpol.2023.102541

Mackey, T., Kalyanam, J., Klugman, J., Kuzmenko, E., & Gupta, R.
(2018). Solution to detect, classify, and report illicit online
marketing and sales of controlled substances via twitter: Using
machine learning and web forensics to combat digital opioid
access. Journal of Medical Internet Research, 20(4).
https://doi.org/10.2196/10029

Menon, D. (2022). Purchase and continuation intentions of over -the -
top (OTT) video streaming platform subscriptions: a uses and
gratification theory perspective. Smart Agricultural Technology,
5. https://doi.org/10.1016/j.teler.2022.100006

Miocevic, D. (2022). Consumers’ responses to opposing copyright
enforcement regimes: When cognitive appraisal leads to
compliance vs reactance. Computers in Human Behavior, 136.
https://doi.org/10.1016/j.chb.2022.107380

Rios, S., &Scarlata, A. (2018). Locating SVOD in Australia and
Mexico: Stan and Blim contend with Netflix. Critical Studies in
Television, 13(4), 475-490. https://doi.org/10.1177/
1749602018798158

Simpson, W. (2007). IPTV: A succes story from Europe. SMPTE
Motion Imaging Journal, 116(1), 36-37. https://doi.org/10.5594/
J16114

Treem, J. W., &Leonardi, P. M. (2013). Social media use in
organizations: Exploring the affordances of visibility, editability,
persistence, and association. Communication Yearbook, 36, 143-
189.

Venkatesh, V., Thong, J. Y., & Xu, X. (2016). Unified Theory of
Acceptance and Use of Technology: A Synthesis and the Road
Ahead. Journal of the Association for Information Systems, 17(5),
328-376.

Vlassis, A. (2023). Why to regulate Netflix: the cross-national politics
of the audiovisual media governance in the light of streaming
platforms. Media, Culture and Society, 45(7), 1511-1521.
https://doi.org/10.1177/01634437231182565

Wayne, M. L., & Sienkiewicz, M. (2023). “We Don’t Aspire to Be
Netflix”: Understanding Content Acquisition Practices Among
Niche Streaming Services. Television and New Media, 24(3),
298-315. https://doi.org/10.1177/15274764221100474

Xiao, B., Yan, J., Guo, X., & Leung, L. (2009). IPTV: User behavior
analysis. Proceedings - International Conference on Management
and Service Science, MASS 2009. https://doi.org/10.1109/
ICMSS.2009.5301202

Yang, C., Wang, L., Cao, H., Yuan, Q., & Liu, Y. (2021). User
Behavior Fingerprinting with Multi-Item-Sets and Its Application
in IPTV Viewer Identification. [EEE Transactions on Information
Forensics and Security, 16, 2667-2682. https://doi.org/10.1109/
TIFS.2021.3055638

Yoon, S., & Chun, Y. (2023). A Study on Satisfaction and Continuous
Use Intention of OTT Platform Digital Content Provision Service-
Based on Value Based Acceptance Model. Journal of System and
Management Sciences, 13(2), 488-500. https://doi.org/10.33168/
JSMS.2023.0233

skeosk sk skokosk



