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INTRODUCTION 

The industry of entertainment has never been static. Every decade has witnessed a change in both form and format 

of entertainment. Entertainment format today is very different from past formats and is continuously evolving. There 

is tremendous growth in the Indian Media and Entertainment Industry. With the rising consumer demand and 

improving advertising revenues, the Indian M&E (Media & Entertainment) is on the strong phase of growth. The 

Indian Industry is driven by increasing digitization and higher internet usage over the last decade. The Internet has 

become a major source of entertainment for a majority of people. 

Traditionally, mediums like theatre and television are used for consumption of movies and other audio 

and video content. As technology development it has innovate the movie or TV watching more convenient through 

online streaming or Video on Demand (VoD) services. VoD refers to streaming of video content over the Internet 

which has been done through applications, typically referred to as Over-The-Top (OTT). OTT stands for “Over The 

Top” and refers to any streaming service that delivers content over the internet. OTT is a platform that delivers 

movies and TV series/shows over the internet, unlike traditional cable TV. These OTT platforms are the same as any 

other apps or services available on the internet; all you need is a device that supports OTT and an internet 

connection. The companies that historically serve as a controller or distributer of such content, such as cable, radio 

and satellite television channels are bypassed by OTT. OTT also refers to a new generation of modern television 

networks that, like conventional satellite or cable TV providers, offer live streams of linear specialty channels over the 

public internet rather than a closed, private network of proprietary like set-top boxes. 

Today we are going through a period of lock-down which the people of India have never seen before, 

for such a long time. In such a situation, in the era of this technology and the Internet, anyone likes to spend their 

free time in front of the digital screen, where they have many options to see. The ever-increasing viewership of the 

OTT video streaming services and the big star's inclination towards this platform justifies this. Today, the time we 

spent looking at our screens has increased immensely. As the cinema halls shut and film release has been 

suspended amid nationwide, this technological shift by internet has created a new kind of viewing experience 
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and that might end up changing the collective movie watching experience in cinema hall which result in dent in the 

footfall whenever the screens open again. This change in viewing experience created by OTT has a greatest fear for 

cinema hall owners. This project tries to analyse the impact of increasing OTT video streaming services viewership in 

lockdown to assess the future of collective watching experience. At the end it gives the, recommendation 

contextualized the immensely increasing OTT viewership during lockdown and its resultant effects on the collective 

watching experience. 

 
1.2 SIGNIFICANCE OF THE STUDY 

The significance of the study is to highlight the scope of OTT platforms and the extent of their consumption amongst 

the people. This study will help us in understanding how OTT platforms have taken over the world of digital 

entertainment during the pandemic. It will also help us to understand how OTT has inorganically growing and 

gradually taking over other mediums of entertainment. 

 

 
1.3 STATEMENT OF THE PROBLEM 

Due to the outbreak of Covid-19 most OTT platforms has witnessed an extraordinary increase in their usage as people 

are forced to stay at home for months. Moreover Covid-19 guidelines and lockdown regulations prevented films from 

being physically released in theaters, major production houses too turned to OTT platforms for their new releases. 

The basic problem undertaken by this study is to find out the changing consumer preferences in the entertainment 

industry by analyzing the increased use of OTT platforms during the pandemic, its future scope, shift in consumption 

from traditional entertainment options to modern options and the factors influencing the users to opt these platforms. 

 
1.4 OBJECTIVES OF THE STUDY 

To find out and analyse the increased use of OTT platforms during the pandemic. To study the 

shift in consumption from old entertainment options to new ones. 

To determine the factors influencing the users to opt OTT platforms. To examine 

the future scope of OTT platforms. 

 
1.5 HYPOTHESES 

H0: There is no significant difference between the frequency of usage of OTT platforms among male and female users. 

H0: There is significant difference between the time spent on OTT platforms among male and female users. 

 
1.6 SCOPE OF THE STUDY 

The present study is confined to people who are the users of OTT platforms in India. The purpose of the study is to 

analyse the changing consumer preferences of people in the entertainment industry with special reference to 

OTT platforms. The study covers all types of users of OTT platforms without any discrimination on the basis of 

age, gender etc in India. 
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1.7 RESEARCH METHODOLOGY 

1.7.1 Data collection 

● Primary data 

Primary data for the study is collected from the sample respondents through structured questionnaires. 

● Secondary data 

The secondary data for the study is collected with the information that is being published in journals and 

websites. 

1.7.2 Sample area 

The data for the study is collected from people all over India. 

1.7.3 Sample size 

The sample size for the study is taken as 100 respondents. 

1.7.4 Sampling Technique 

The sampling technique used for the study is a convenient sampling technique. 

 

1.7.5 Period of study 

The data required for the study were collected during the period from June 2022 to July 2022. 

 

1.7.6 Tools for analysis 

Data collected were analyzed using statistical and mathematical tools and techniques like bar chart, 

percentage, mean score, tabular presentation, Chi-Square test etc. 

 
1.8 LIMITATIONS OF THE STUDY 

 

The study suffers from following limitations. 

▪ As the sample size is limited to 100, it may not represent the true conditions. 

▪ It was very difficult to collect data due to shortage of time. 

▪ The reliability of data depends upon the truthfulness of respondents. 

▪ The study was limited to a small geographical area. 

ANALYSIS OF DATA 

 
DATA ANALYSIS AND INTERPRETATION 

 

Da Data analysis is the process of inspecting, cleansing, transforming and modeling data with a goal of discovering 

useful information, informing conclusions and supporting decision making. Data interpretation involves taking the 

result of data analysis, making inferences on the relations studied, and using them to conclude. 
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3.1 Age wise distribution of respondents. 

 

 
Table 3.1 

Age wise distribution 
 

Age No of respondents Percentage 

Below 25 40 33.3 

25-40 36 30 

40-60 28 23.3 

Above 60 16 13.3 

Total 120 100 

Source: Primary data 

 
 
 
 
 
From the above table 3.1 it is clear that majority of the respondents are from the age group of below 25 years 

(33.3%), followed by age groups of 25-40 (30%) and 40-60 (23.3%). Least responses are collected from the age 

group above 60. 

Figure 3.1 

Age wise distribution 
 

 
 
 
 
 
 

3.2 Gender wise distribution of respondents 

 
Based on the gender the respondents are classified into male, female and LGBTQI. Details are shown in table 3.2 
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Table 3.2 Gender wise 

distribution 

Gender No of respondents Percentage 

Male 52 43.3 

Female 68 56.7 

LGBTQI 0 00.0 

Total 120 100 

Source: Primary data 

 
Table 3.2 reveals that among the total samples 56.7 percent of the respondents are females and 43.3 percent are 

males. 

Figure 3.2 Gender wise 

distribution 

 

3.3 Occupation wise distribution 

 
Based on the occupation the samples are classified as follows. 

 
Table 3.3 Occupation wise 

distribution 

Occupation No of respondents Percentage 

Student 33 27.5 

salaried 30 25 

Unemployed 27 22.5 

Self employed 19 15.8 

Agriculture 11 9.2 

Total 120 100 

Source: Primary data 
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Table 3.3 shows that majority of the respondents are students (27.5%) followed by people who are salaried (25%) 

and unemployed (22.5%). Remaining 15.8% of respondents are self-employed and 9.2 % are doing agriculture. 

Figure 3.3 Occupation wise 

distribution 

 
 
 
 

3.4 Awareness about OTT platforms 

 
The respondents are classified into two categories those who are aware about OTT platforms and those who are not 

aware. Through this question the researcher could get the desired population who qualify for the research. 

Table 3.4 Awareness about 

OTT platforms 

Particulars No of respondents Percentage 

Yes 100 83.3 

No 20 16.7 

Total 120 100 

Source: Primary data 

 
 

 
Table 3.4 shows that 83.3% respondents are aware about OTT platforms and 16.7% are not. This was a screening 

question to filter out the required people who are aware and can proceed to answer further questions. 
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Figure 3.4 Awareness about 

OTT platforms 

 
 

 

3.5 Source of awareness 

 
Table 3.5 shows the source of awareness regarding OTT platforms. 

 
Table 3.5 Source of 

Awareness 

Source No of respondents Percentage 

Advertisement 22 22 

Friends recommendation 25 25 

Social media 53 53 

Total 100 100 

Source: Primary data 

 
 

 
The table shows that majority of the respondents came to know about OTT platforms through social media (53%). 

While 25% came to know through friends recommendation and 22 percent respondents through advertisement. 
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Figure 3.5 

 
Source of awareness 

 

3.6 Started using OTT platform 

 
Following table shows the information regarding when the respondents did started using OTT platforms. 

 
Table 3.6 

 
Started using OTT platform 

 
Particulars No of respondents Percentage 

Before lockdown 59 59 

During lockdown 40 40 

After lockdown 1 1 

Total 100 100 

Source: Primary data 

 
 
From above table it is understood that majority of the respondents (59%) started using OTT platforms before 

lockdown followed by 40% started using during the lockdown. Lockdown resulted in generating new audience for OTT 

platforms. The above table is clearer from the following figure. 

Figure 3.6 

 
Started using OTT platform 
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3.7 Preferred media before lockdown 

 
Respondents preferred media for entertainment before lockdown is studied here. 

 
Table 3.7 

 
Preferred media before lockdown 

 
Media No of respondents percentage 

TV 41 41 

OTT Platforms 16 16 

Both 43 43 

Total 100 100 

 
 
 
 

Table 3.7 shows that 43% of the respondents prefer both TV and OTT Platforms as their media of entertainment 

before lockdown. And 41% of the respondents prefer only TV. While Only 16% people rely fully on OTT Platforms 

before lockdown. 

Figure 3.7 

 
Preferred media before lockdown 
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3.8 Preferred media after lockdown 

Respondents' preferred media after lockdown is analyzed here. 

Table 3.8 

Preferred media after lockdown 
 

Media No of respondents Percentage 

TV 8 8 

OTT Platforms 31 31 

Both 61 61 

Total 100 100 

Source: Primary data 

 
 

 
From the above Table 3.8 it is clear that majority of the respondents (61%) prefer both TV and OTT Platforms and 

31% of the respondents prefer only OTT Platforms. While a small percent (8%) of the respondents opted TV as their 

only media for entertainment after lockdown. 

Table 3.8 

Preferred media after lockdown 
 

 
3.9 Most preferred OTT platform 

People possessed multiple apps for different context and entertainment purpose. Here the most preferred OTT 

Platform of the respondents are analysed. 
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Table 3.9 

Most Preferred OTT platform 
 

OTT platforms No of respondents Percentage 

Hotstar 32 32 

Amazon Prime 29 29 

Netflix 38 38 

Voot 0 0 

Zee 5 1 1 

Sony Live 0 0 

Total 100 100 

 

Table 3.9 shows that Netflix has a higher preference (38%) compared to other Platforms. Second preference 

was given to Hotstar (32%) followed by Amazon Prime. 

Figure 3.9 

Most Preferred OTT platform 

 

 
 

3.10 Mode of consumption 

 
Following table shows the devices used by people for consuming OTT services. 

 
Table 3.10 Mode of 

consumption 

Medium No of respondents Percentage 

Mobile/Tablet 79 79 

Smart TV 15 15 

Laptop 6 6 

Total 100 100 

Source: Primary data 

 

http://www.jetir.org/


© 2022 JETIR August 2022, Volume 9, Issue 8                                                          www.jetir.org (ISSN-2349-5162) 

JETIR2208357 Journal of Emerging Technologies and Innovative Research (JETIR) www.jetir.org d471 
 

 
 
From the above Table 3.10 it is evident that majority of the respondents (79) consume OTT through their smart phone 

or tablet. 15 out of 100 respondents prefer smart TV and remaining 6 respondents consume OTT content through 

laptop. 

 

Table 3.10 Mode of 

consumption 

 

 
 

 
3.11 Frequency of usage 

 
Respondents' consumption pattern of OTT Platforms is analysed here. 

 
Table 3.11 Frequency of usage 

Particulars No of respondents Percentage 

Daily 33 33 

Weekly 48 48 

Monthly 19 19 

Yearly 0 0 

Total 100 100 

Source: Primary data 

 
Frequency of usage of OTT services speaks a lot about the acceptance of OTT services among viewers. 48% of the 

users consume OTT services weekly and 33% of the users use it daily. This brings us to the fact that viewers have 

adapted to OTT mode of entertainment. 
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Figure 3.11 

 
Frequency of usage 

 

 
3.12 Impact of lockdown on OTT consumption 

 
Table 3.12 shows how lockdown has affected the OTT consumption. 

 
Table 3.12 

 
Change in OTT consumption 

 
Particulars No of respondents Percentage 

Increased 77 77 

Decreased 22 22 

No change 1 1 

Total 100 100 

Source: Primary data 

 
 

 
It is evident from the Table 3.12 that lockdown has a positive impact on the OTT consumption of the respondents. 

77% of the users show an increase in their usage and 22% of the total users show a decrease in consumption. And 

the remaining 1 percent is not affected by it. 
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Table 3.12 

 
Change in OTT consumption 

 

 
3.13 Time spent before lockdown 

 
Table 3.13 shows how much time people spend in OTTP before lockdown. 

 
Table 3.13 

 
Hours spent before lockdown 

 
Hours No of respondents Percentage 

Less than 2 hours 68 68 

2-4 hours 30 30 

More than 4 hours 2 2 

Total 100 100 

 
 
 
 

Here we can understand that before lockdown majority of the respondents that is 68 percent spend less than 2 hours 

for watching the OTT applications on a daily basis. 30 percent of the respondents spend 2 to 4 hours and only 2% of 

viewers spent more than 4 hours. 
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Figure 3.13 

 
Hours spent before lockdown 

 

 

3.14 Hours spent during lockdown 

 
Table 3.14 shows the time spent by users in OTT Platforms during lockdown. 

 
Table 3.14 

 
Hours spent during lockdown 

 
Hours No of respondents Percentage 

Less than 2 hours 24 24 

2-4 hours 54 54 

More than 4 hours 22 22 

Total 100 100 

 
 
 
 
From the above data (Table 3.14) it is understood that the viewership has increased during the lockdown period when 

compared to pre lockdown period. Majority of the respondents that is 54% spend 2-4 hours for watching OTT 

Applications. And 22% of the respondents spent more than 4 hours on a daily basis. 
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Figure 3.14 

 
Hours spent during lockdown 

 

 

 
4.15 Ranking of major growth stimulators of OTT platforms. 

 
Table 3.15 

 
Ranking of growth stimulators 

 
Factors 1 2 3 4 5 6 WS Rank 

Cheaper data plans 41 23 13 7 8 8 458 1 

High smartphone adoption 12 23 27 18 12 8 381 3 

Ad-free 19 27 22 12 9 11 402 2 

Time of choice 6 11 22 36 17 8 329 4 

Choice of content 13 15 12 14 33 13 322 5 

Lack of other entertainment 

options 
9 1 4 13 21 52 208 6 

Source: Primary data 

 
According to the analysis cheaper data plans is the major growth factor of OTT Platforms. And the other factors such 

as Ad-free feature and high smart phone adoption also play a vital role in OTTP growth. The factor lack of other 

entertainment options has only a small role in OTTP’s growth. 

 

 

 

 

 

 

 

 

 

http://www.jetir.org/


© 2022 JETIR August 2022, Volume 9, Issue 8                                                          www.jetir.org (ISSN-2349-5162) 

JETIR2208357 Journal of Emerging Technologies and Innovative Research (JETIR) www.jetir.org d476 
 

Figure 3.15 

Ranking of growth stimulators 

 

 

3.16 Most preferred content on OTT platforms 

 
Table 3.16 shows the reason why people prefer OTT Platforms. 

 
Table 3.16 

Most preferred content 
 

Content No of respondents Percentage 

Movies 83 83 

TV Shows 48 48 

Sports 20 20 

Documentaries 12 12 

Web Series 1 1 

Source: Primary data 

 
Among the various options provided majority of the people selected movies (83%) and TV shows (48%) respectively. 

Hence it is evident that the reason for popularity of OTT Platforms is movies and TV shows. 

Figure 3.16 

Most preferred content 
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3.17 Future scope of OTT Platform 

 
Table 3.17 analyses whether OTTP can be an alternative to cinema halls in future. 

 
Table 3.17 

 
Future scope of OTT Platforms 

 
Particulars No of respondents Percentage 

Yes 36 36 

No 16 16 

May be 48 48 

Total 100 100 

Source: Primary data 

 
 

Table 3.17 shows that 48% of the respondents are still in confusion regarding the growth of OTT Platforms over 

cinema halls while 36% are sure that OTTP can be an alternative to cinema halls in the future. Remaining 16% thinks 

that the magic of theatre experience cannot be replaced by any OTT platforms. 

 

 
Figure 3.17 

 
Future scope of OTT Platforms 
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3.18 Preferred medium to watch movies in future 

 
User’s movie choice after the pandemic is analysed here. 

 
Table 3.18 

 
Preferred medium to watch movies in future 

 
Medium No of respondents Percentage 

Cinema Halls 45 45 

OTT Platforms 43 43 

Both 12 12 

Total 100 100 

Source: Primary 

 
43% of the users say that they will choose OTT Platforms in future to watch movies as they get the same quality 

with maximum comfort at minimum cost. While 45% prefer cinema halls. Remaining 12% choose both options. 

Figure 3.18 

 
Preferred medium to watch movies in future 

 
 
 

 

3.19 Rating OTT services on various parameters. 

 
Table 3.19 

 
Level of satisfaction with the OTT services 

 
Services ES 

(5) 

VS 

(4) 

MS 

(3) 

D 

(2) 

ED 

(1) 
WS RANK 

Cost 22 29 43 4 2 365 5 

Quality 42 43 14 1 0 426 1 

Content 39 38 23 0 0 416 4 

User Customisation 15 41 37 6 1 363 6 

Ease of use 43 39 13 2 3 417 3 

Customer care services 21 23 44 11 1 352 7 

Convenience 42 38 16 4 0 418 2 
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Source: Primary data 

 
ES-Extremely Satisfied, VS-Very Satisfied, MS-Moderately Satisfied, D-Dissatisfied, ED-Extremely Dissatisfied, WS -

Weighted Score 

Table 3.19 reveals that respondents are extremely satisfied with quality provided by these platforms. And it is followed 

by convenience and ease of using OTT applications. People are less satisfied with customer care services. 

Figure 3.19 

 
Level of satisfaction with the OTT services 

 

 
 

3.20 Rank the problems 

 
Difficulties faced by the OTT users are analysed here. 

 
Table 3.20 Rank the 

problems 

Problems 1 

(4) 

2 

(3) 

3 

(2) 

4 

(1) 

Total 

weight 

Rank 

High subscription charges 42 28 17 13 299 1 

Data consumption 20 52 24 4 288 2 

Connectivity issues 21 17 48 14 245 3 

No censorship 17 3 11 69 168 4 

Source: Primary data 

 
 
 
Table 3.20 reveals that the major difficulty faced by the OTT users is high subscription charges followed by data 

consumption and connectivity issues. 
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Figure 3.20 Rank the 

problems 

 

 
 
3.21 Comparison between TV and OTT platform 

Table 3.21 

 
Comparison between TV and OTT platform 

 
Statements (S) SA 

(5) 

A 

(4) 

N 

(3) 

DA 

(2) 

SDA 

(1) 

WS Rank 

I use OTT Platforms more frequently 

compared to TV channels (S1) 
30 30 25 13 2 373 5 

I spent more time on OTTP compared to old 

entertainment options (S2) 

16 44 26 12 2 360 3 

I prefer subscribing to OTTP over subscribing 
to TV channels (S3) 

19 30 30 18 3 344 6 

I enjoy using OTT platform more than 

television (S4) 
20 41 20 16 3 359 4 

Quality offered by OTTP are more than DTH 
cable services (S5) 

49 26 17 4 4 412 1 

I feel OTT offer more content than cable 

services (S6) 

47 22 25 2 4 406 2 

Source: Primary data 

 
SA= Strongly Agree, A= Agree, N= Neutral, DA= Disagree, SDA= Strongly Disagree, WS= Weighted Score 

Majority of the respondents strongly agree that quality offered by OTT platforms is far better than DTH services and 

also they believe that OTT offers a wide variety of content compared to TV channels. 
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Figure 3.21 

Comparison between TV and OTT platform 

 
3.22 Future of entertainment industry 

 
Here, the respondents are asked whether the OTT platforms rule the entertainment industry in the near future. 

Table 3.22 

 
Future of entertainment industry 

 
Particulars No of respondents Percentage 

Yes 47 47 

No 4 4 

May be 49 49 

Total 100 100 

Source: Primary data 

 
From Table 3.22 it is analysed that 47% of the people agree that OTT platforms rule the media industry in the near 

future while 49% of the respondents are still in confusion and they think there may be a chance for OTT platforms to 

take over the industry. This reveals that OTT platforms have a brighter future. 

 
Figure 3.22 

 
Future of entertainment industry 
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4.23 Frequency of usage with respect to gender 
 

H0: There is no significant difference between the frequency of usage of OTT platforms among male and female 

users. 

H1: There is significant difference between the frequency of usage of OTT platforms among male and female users. 

Table 3.23 
 

Gender and frequency of usage 
 

Gender Daily Weekly Monthly Yearly Total 

Male 13 21 7 0 41 

Female 20 27 12 0 59 

Total 33 48 19 0 100 

Source: Primary data 

Table 3.24 Calculation of Chi 

Square Value 

O E (O-E) (O-E)2 (O-E)2/ 

E 

13 13.53 - 0.53 0.28 0.02 

21 19.68 1.32 1.74 0.09 

7 7.79 - 0.79 0.62 0.08 

0 0 0 0 0 

20 19.47 0.53 0.28 0.01 

27 28.32 - 1.32 1.74 0.06 

12 11.21 0.79 0.62 0.05 

0 0 0 0 0 

Chi-Square Value 0.31 

 

Degree of freedom = (c - 1) (r - 1) = (4 – 1) (2 – 1) = 3 

 
Table value at 5 % level of significance = 7.815. Here the table value (7.815) is more than calculated value (0.31). 

Hence the null hypothesis is accepted which means that there is no significant difference between the usage of OTT 

platforms among male and female users. 

4.24 Time spend on OTT platforms with respect to gender 

 
H0: There is no significant difference between the time spent on OTT platforms among male and female users. 

H1: There is a significant difference between the time spent on OTT platforms among male and female users. 

Table 3.25 
Gender and time spent on OTT 

 
Gender Less than 2 

hours 

2 -4 hours More than 4 

hours 

Total 

Male 9 21 11 41 

Female 15 33 11 59 

Total 24 54 22 100 
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Table 3.26 

Calculation of Chi Square Value 

O E (O-E) (O-E)2 (O-E)2/ E 

9 9.84 - 0.84 0.71 0.07 

21 22.14 - 1.14 1.29 0.06 

11 9.02 1.98 3.92 0.43 

15 14.16 0.84 0.71 0.05 

33 31.86 1.14 1.29 0.04 

11 12.98 -1.98 3.92 0.30 

Chi-Square Value 0.95 

 
Degree of freedom = (c - 1) (r - 1) = (3 – 1) (2 – 1) = 2 

 
Table value at 5 % level of significance = 5.991. Here the table value (5.991) is more than calculated value (0.95). 

Therefore the null hypothesis is accepted that is there is no significant difference between the time spent on OTT 

platforms among male and female users. 

FINDINGS 

 
The study is conducted to evaluate the changing preferences in the entertainment industry with respect to OTT 

platforms. Data received through structured questionnaire was used to analyze the result of the study. Following 

findings are gathered from the analyses of data collected. 

Demographic findings 

 
▪ Most of the respondents belong to the age group of below 25 years whereas minimum number of respondents 

belongs to the age category of above 60 years. 

▪ Most of the respondents were females. Out of 120 respondents 56.7% are females and 43.3% are males 

▪ Majority of the respondents were students and salaried persons while only a few belonged to the agriculture 

category. 

Awareness: Majority of the respondents are aware about OTT platforms while only a small number of respondents 

are not aware about it. 

Source of awareness: Social media plays an important role in providing awareness about OTT platforms and its 

services among the users. 

Findings based on the impact of lockdown on OTT 

▪ Lockdown resulted in generating a new audience for the OTT platforms. Almost half percentage of the 

respondents started to use OTT platforms during the lockdown. 

▪ The number of respondents who rely only on OTT platforms as their medium for entertainment has increased 

during the lockdown. 

▪ Lockdown has a positive impact on the OTT consumption by the users. Majority of the respondents show an 

increased consumption of OTT platforms since lockdown. 

▪ Time spent by the users on OTT platforms has considerably increased. Before lockdown only a very small 

portion of the users spend more the 4 hours on a daily basis. During the lockdown the screen time spend by 

users has increased. 
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Popular OTT platforms: Netflix has a higher preference than other OTT platforms and it is followed by Hotstar and 

amazon prime. 

Consumption mode: Majority of the respondents prefers Mobile / Tablet as their mode of OTT 

consumption. 

Preferred content: Majority of the users chooses movies as their most preferred content among various other 

options available. 

Reasons for growth of OTT 

 
▪ Cheaper data plans provided to the OTT users are considered as the major growth stimulator of OTT 

platforms. 

▪ The Ad-free feature and high smart phone adoption are the other growth stimulators of OTT platforms. 

Satisfaction of services 

 
▪ Respondents are extremely satisfied with the quality of content provided by the OTT platforms. And they are 

also satisfied with convenience and ease of using these platforms. 

▪ Respondents are less satisfied with the customer care services. 

 
Findings respect to shift in consumption. 

 
▪ Respondents started to shift from television to OTT platforms as they think these platforms offer better quality 

and a wide variety of content compared to old entertainment options. 

▪ Respondents also agree that their screen time on OTT platforms is more compared to DTH cable services. 

Difficulties faced by OTT users 

 
▪ High subscription charges are the major problem faced by the OTT users. 

▪ Respondents are also suffered with data consumption and connectivity issues such as internet speed. 

Findings with respect to the future of OTT 

 
▪ OTT and cinema halls are two distinct platforms and they provide distinct experiences to their customer and 

they cannot replace each other but majority of the respondents has the opinion that, OTT platforms might 

become an alternative to cinema halls in the future. 

▪ The proportion of the respondents who prefer cinema halls and OTT platforms is almost equal if a movie is 

released in both the platforms at the same time in the future. But a little more preference is given to cinema 

halls compared to OTT platforms as people are addicted to the magic of theatre experience. 

▪ Majority of the respondents thinks that OTT platforms might or surely rule the entertainment industry in the 

near future. 

Findings of hypothesis testing 

 
▪ Frequency of usage: Frequency of usage of OTT platforms among male and female users has no significant 

difference. 
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▪ Screen time spend: There is no significant difference between the time spent on OTT platforms among male 

and female users. 

SUGGESTIONS 

❖ Better and effective subscription plans are to be introduced to cope up with the need for a majority of users 

who are occasionally consuming OTT platforms. 

❖ The relationship between the streaming platform and the consumers are to be strengthened through 

collection of critical user feedback which would help to maintain service excellence and retain your 

subscribers. 

❖ The advertisement and promotion of the contents of the OTT platforms are to be more made in the social 

media as it is one of the influential factors for the consumption of youth. 

❖ There should be more broadcasting of movies and TV shows which would give rise to an increased number of 

OTT consumers. 

❖ Constantly upgrade the content and availability with cost effectiveness to reach a wider audience and stay in 

hunt. 

❖ The OTT platforms should recommend its users with new and featured content, by display of attractive 

banners. 

❖ More attractive offers and promotions are to be made on the policy of the OTT platforms which would help in 

more new user acquisition. 

❖ Freedom should be given to the consumers regarding the selection of their language and the choosing of 

their preferred contents. 

CONCLUSION 

 
OTT video platforms are considerably becoming part of viewers entertainment time and they are giving tough 

competition to traditional entertainment options like television and cinema halls. Time and place convenience, 

availability of efficient and cheap data connectivity, penetration of smart phones, availability of cheap and even free 

access to OTT video platforms, wide variety of content offered and quality of content are some of the major factors 

affected the viewers to shift towards the OTT Video Platforms. Pandemic and the lockdown fuelled the growth of the 

booming OTT video streaming industry, while cinema remained shuttered. As people observed social distancing and 

stayed home due to the outbreak of covid-19, OTT platforms become a primary source of entertainment for many 

people. OTT platforms have a brighter future as many of the respondents are willing to continue its usage even after 

the pandemic. There are also some who still prefer to watch movies in cinema halls. OTT and cinema halls are two 

distinct platforms and they provide distinct experiences to their customer and they cannot replace each other but 

majority of the respondents has the opinion that, OTT platforms might become an alternative to cinema halls in the 

future. 
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