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The world is facing Pandemic, which has affected almost every field of life. It has also left worst 

impact on education sector, due to which students have remained unable to attend their classes. 

However, to deal with such issues, now the schools have started online classrooms, in which 

teachers and students interact via online media and learn regarding course content. This has also 

raised opportunities for the marketing companies to better understand consumers’ need and 

evaluate what marketing tactics can directly influence the people to buy their products. Thus, the 

article (Zhou & Chen, 2021) aims to evaluate how use of novel video feature framework can be 

helpful for the marketing management to understand the consumption of online video from 

content-based perspective. 
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 To achieve the purpose of the study, researchers (Zhou & Chen, 2021) followed 

quantitative research methodology. For this purpose, the video data was collected form 

MasterClass, which offer a wide range of courses to the students in the United States. Through 

MasterClass, total 771 videos with 32 different courses had been included in the data analysis. 

The data was collected to check why the online consumers do not like online classrooms and 

what factors affect their perception of watching the complete video. 

 The findings of the study showed that when the students start watching video, if their 

features are clear and uninterrupted, then students continue their session. On the other hand, 

video with poor quality and low features reduces students’ interests in the classroom and thus 

they quit the video after 40% of the content is completed. Thus, if the companies will offer some 

advanced features with online streaming then consumers can be attracted towards buying their 

products, as well as attend their online classrooms with more attention. 

 The research (Zhou & Chen, 2021) is of great significance as it provides important 

managerial implications for the online education platforms. It enables the marketing 

managements of the video associated products that they can improve their video features and 

video quality, through which they will grab the consumers’ attention at higher level. Further, 

managers can take actions and design different intervention strategies to improve their 

production and offer something as per the consumers’ personalized recommendations. 

 Thus, the video feature framework proved to be highly helpful to the companies to better 

understand consumers’ needs and introduce something new and improved version. In this way, 

the companies can gain buyers’ loyalty and satisfaction in return. Not only this, but also the 

research can be extended to further evaluate consumers’ need during online classrooms and grab 
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their attention to offer them quality services, such as high quality microphones, comfortable 

keypad, and other features. 
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