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Abstract  

The rapid advancement of digital technology and internet penetration has significantly transformed the global 

entertainment industry. In recent years, Over-the-Top (OTT) platforms have emerged as powerful competitors to 

traditional television broadcasting by offering on-demand content, flexible viewing options, and personalized user 

experiences. The increasing availability of smartphones, affordable internet services, and digital payment systems has 

further accelerated the growth of OTT platforms in India (Gupta & Singh, 2020; Sharma, 2023). As a result, consumer 

viewing behavior has shifted from scheduled television programming to personalized streaming services that allow users 

to access content anytime and anywhere (Kumar & Gupta, 2021). 

The present study aims to conduct a comparative analysis of the marketing strategies adopted by OTT platforms and 

traditional television channels in India. The research also examines consumer perception, viewing preferences, and 

satisfaction levels with respect to both entertainment mediums. OTT platforms rely heavily on digital marketing 

strategies such as social media promotions, influencer collaborations, targeted advertisements, and personalized 

recommendation algorithms to attract and retain subscribers (Oberoi, 2024; Chatterjee & Banerjee, 2022). In contrast, 

traditional television channels continue to depend primarily on conventional promotional techniques including television 

advertisements, print media campaigns, and outdoor marketing (Ryan, 2016). 

The study is based on primary data collected through a structured questionnaire distributed among 285 respondents 

belonging to different demographic backgrounds. The collected data was analyzed using various statistical tools 

including descriptive statistics, chi-square analysis, correlation analysis, and regression models to examine the 

relationship between consumer preferences and media consumption patterns. 

The findings of the study reveal that OTT platforms are gaining significant popularity among consumers due to their 

convenience, wide variety of content, and flexible subscription models. Social media marketing, exclusive content, and 

personalized recommendations play a crucial role in influencing consumer decisions to subscribe to OTT services (Patel, 

2022; Verma, 2021). However, traditional television continues to maintain relevance for specific content categories such 

as live sports, news broadcasting, and real-time events. 

The study concludes that while traditional television remains an important component of the entertainment ecosystem, 

OTT platforms are likely to dominate the future of media consumption due to technological advancements and evolving 

consumer preferences. 

Keywords: OTT Platforms, Digital Marketing, Consumer Behavior, Streaming Services, Traditional Television, Media 

Industry 
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Introduction  

The global entertainment industry has undergone a dramatic transformation over the past two decades due to rapid 

technological advancements and the widespread availability of high-speed internet. Digital media platforms have 

significantly changed the way audiences consume entertainment content, shifting the industry from traditional 

broadcasting models to on-demand digital streaming services (Gupta & Singh, 2020). In the past, traditional television 

served as the primary source of entertainment for households, offering scheduled programming such as movies, news 

broadcasts, sports events, and television serials. However, with the emergence of Over-the-Top (OTT) platforms, the 

structure of media consumption has changed substantially, allowing viewers to access entertainment content anytime 

and anywhere through internet-enabled devices (Kumar & Gupta, 2021). 

OTT platforms refer to digital streaming services that deliver audio and video content directly to viewers through the 

internet without the involvement of traditional cable or satellite television providers (Chatterjee & Banerjee, 2022). 

Popular platforms such as Netflix, Amazon Prime Video, Disney+ Hotstar, Sony LIV, and Zee5 have gained widespread 

popularity among global audiences by offering a wide variety of content including movies, web series, documentaries, 

and live sports events (Patel, 2022). These platforms provide users with flexibility in terms of viewing schedules, device 

accessibility, and subscription options, making them an attractive alternative to traditional television channels (Ryan, 

2016). 

In India, the growth of OTT platforms has been particularly remarkable due to the rapid expansion of digital 

infrastructure and the increasing affordability of smartphones and internet services. According to several industry 

reports, India has witnessed a significant increase in online streaming consumption, especially among younger audiences 

who prefer digital entertainment over conventional television broadcasting (Sharma, 2023). The introduction of 

affordable mobile data plans and the increasing penetration of 4G and 5G technologies have further accelerated the 

adoption of OTT platforms across both urban and semi-urban regions (Verma, 2021). 

Another important factor contributing to the growth of OTT platforms is the availability of diverse and localized content. 

Streaming services have started producing original content in multiple regional languages to cater to the cultural diversity 

of the Indian audience (Sreedharan, 2021). Regional web series, movies, and documentaries have attracted a large 

number of viewers, thereby increasing the subscriber base of OTT platforms. This strategic focus on regional content 

has helped streaming platforms expand their reach beyond metropolitan areas and penetrate deeper into the Indian 

entertainment market (Oberoi, 2024). 

Marketing strategies have also played a crucial role in the rapid success of OTT platforms. Unlike traditional television 

channels that rely mainly on conventional advertising methods such as television commercials, print advertisements, 

and outdoor promotions, OTT platforms utilize advanced digital marketing techniques to attract and retain subscribers 

(Chaudhary & Vashisht, 2023). Social media marketing, influencer collaborations, targeted online advertisements, and 

algorithm-based recommendation systems allow streaming platforms to engage directly with audiences and personalize 

the user experience (Dwivedi et al., 2021). These digital marketing strategies help OTT companies understand consumer 

preferences and deliver customized content suggestions based on individual viewing habits (Kannan & Li, 2017). 

Furthermore, OTT platforms provide viewers with a more interactive and user-friendly entertainment experience 

compared to traditional television. Features such as pause, rewind, fast-forward, and personalized watch lists enhance 

the convenience of online streaming services (Lim et al., 2022). In addition, the absence of fixed broadcasting schedules 

enables users to watch their favorite content at their preferred time, which significantly improves user satisfaction and 

engagement (Smith, 2020). This flexibility has become particularly appealing to younger generations who value 

convenience and control over their entertainment choices (Patel, 2022). 

Despite the growing popularity of OTT platforms, traditional television continues to maintain a strong presence in the 

entertainment industry. Television broadcasting remains an important medium for delivering live content such as news, 

sports events, and reality shows (Kumar & Gupta, 2021). Many households still rely on television channels for real-time 

information and scheduled programming, especially among older audiences who may be less familiar with digital 
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streaming technologies (Gupta & Singh, 2020). Moreover, television networks have long-established brand identities 

and large viewer bases that allow them to retain a significant share of the entertainment market (Ryan, 2016). 

The competition between OTT platforms and traditional television channels has intensified in recent years as both 

mediums attempt to capture audience attention and advertising revenue. While OTT platforms focus on digital 

engagement and personalized content delivery, television networks have started adapting to the changing media 

environment by launching their own streaming services and online platforms (Verma, 2021). This convergence of 

traditional broadcasting and digital streaming indicates that the future of the entertainment industry will likely involve 

a hybrid model that combines elements of both mediums (Chatterjee & Banerjee, 2022). 

Consumer perception and behavior play a crucial role in determining the success of both OTT platforms and traditional 

television channels. Understanding the factors that influence audience preferences is essential for media companies 

seeking to develop effective marketing strategies and content distribution models (Schiffman & Kanuk, 2014). Factors 

such as convenience, content variety, affordability, accessibility, and user experience significantly influence consumers’ 

decisions to subscribe to streaming services or continue using traditional television (Dwivedi et al., 2021). In addition, 

demographic characteristics such as age, occupation, and technological familiarity can also affect media consumption 

patterns (Sharma, 2023). 

The rapid growth of OTT platforms has raised important questions regarding their long-term impact on traditional 

television broadcasting. While some researchers argue that streaming services may eventually replace conventional 

television, others believe that both mediums will coexist and serve different audience segments (Smith, 2020). Therefore, 

it is essential to conduct empirical research to understand how consumers perceive these two entertainment platforms 

and what factors influence their preferences. 

In this context, the present study aims to analyze and compare the marketing strategies adopted by OTT platforms and 

traditional television channels in India. The research also seeks to examine consumer viewing behavior, platform 

preferences, and satisfaction levels in order to understand the changing dynamics of the entertainment industry. By 

analyzing primary data collected from respondents across different demographic groups, this study provides valuable 

insights into the evolving relationship between digital streaming services and traditional television broadcasting. 

The findings of this research will contribute to the existing body of knowledge on media marketing and consumer 

behavior while also providing practical insights for media companies, marketers, and policymakers involved in the 

entertainment industry. Understanding how audiences interact with different entertainment platforms will help 

organizations design more effective marketing strategies and develop content that aligns with the preferences of modern 

consumers. 

Literature Review  

The emergence of Over-the-Top (OTT) platforms has significantly transformed the global entertainment ecosystem. 

Over the last decade, researchers and scholars have examined the rapid growth of digital streaming services, their 

marketing strategies, and the changing patterns of consumer behavior. This section reviews existing academic studies 

related to OTT platform development, digital marketing strategies, consumer adoption behavior, and the comparative 

relevance of traditional television. 

3.1 Growth of OTT Platforms and Digital Entertainment 

The rapid growth of OTT platforms has been driven by technological innovation, increasing internet accessibility, and 

the growing use of smartphones worldwide. According to Gupta and Singh (2020), the digital entertainment sector has 

experienced substantial growth due to the increasing availability of high-speed internet and the widespread adoption of 

mobile devices. OTT platforms have provided viewers with the flexibility to access entertainment content anytime and 

anywhere, thereby changing traditional media consumption patterns. 

https://ijsrem.com/


         
           International Journal of Scientific Research in Engineering and Management (IJSREM) 

                        Volume: 10 Issue: 03 | March - 2026                            SJIF Rating: 8.659                                   ISSN: 2582-3930                                                                                                           

 

© 2026, IJSREM      | https://ijsrem.com                                 DOI: 10.55041/IJSREM58100                                         |        Page 4 
 

Similarly, Kumar and Gupta (2021) examined the expansion of OTT platforms in emerging markets and found that 

countries such as India have witnessed significant growth in online streaming services. The researchers noted that digital 

streaming platforms provide a convenient and personalized viewing experience, which encourages consumers to shift 

away from traditional television broadcasting. This transformation has been further accelerated by the increasing 

affordability of mobile data plans and the expansion of broadband infrastructure. 

Chatterjee and Banerjee (2022) also highlighted that OTT platforms have become a dominant force in the entertainment 

industry due to their ability to deliver high-quality content without geographical restrictions. The study emphasized that 

streaming platforms enable viewers to explore diverse content genres, including movies, web series, documentaries, and 

live events. The availability of global content has broadened audience choices and contributed to the rapid expansion of 

OTT services. 

In addition, Oberoi (2024) reported that the Indian OTT market has grown significantly in recent years, driven by 

increasing digital penetration and consumer demand for flexible entertainment options. The researcher noted that OTT 

platforms are expected to continue expanding in the coming years as technological advancements and digital 

infrastructure improvements support the growth of the online streaming ecosystem. 

 

3.2 Digital Marketing Strategies of OTT Platforms 

Marketing strategies play a crucial role in the success of OTT platforms. Unlike traditional television networks, which 

rely heavily on conventional advertising methods, OTT platforms utilize advanced digital marketing techniques to reach 

their target audiences. According to Ryan (2016), digital marketing has become an essential tool for companies operating 

in the online entertainment industry because it allows organizations to communicate directly with consumers and deliver 

personalized promotional messages. 

Patel (2022) conducted a study on the marketing strategies adopted by OTT platforms and found that streaming services 

extensively use social media platforms to promote their content and engage with audiences. The study highlighted that 

platforms such as Instagram, Facebook, YouTube, and Twitter are frequently used to promote new shows, trailers, and 

exclusive content releases. Social media campaigns help OTT platforms generate buzz and attract large audiences to 

their platforms. 

Another important digital marketing strategy used by OTT platforms is influencer marketing. According to Chaudhary 

and Vashisht (2023), collaborations with social media influencers help streaming platforms reach younger audiences 

who actively follow online content creators. Influencers promote web series and movies through reviews, 

recommendations, and promotional content, which increases the visibility and popularity of OTT platforms among their 

followers. 

Furthermore, Kannan and Li (2017) emphasized that data analytics and algorithm-based recommendation systems have 

become key marketing tools for OTT platforms. Streaming services collect large volumes of user data related to viewing 

behavior, search patterns, and content preferences. This data is then analyzed to provide personalized recommendations 

to users, thereby improving user engagement and increasing platform retention. 

Dwivedi et al. (2021) also highlighted that digital marketing strategies allow OTT platforms to develop targeted 

promotional campaigns that are tailored to specific audience segments. By using advanced analytics and machine 

learning algorithms, streaming platforms can deliver customized advertisements and content suggestions, which 

significantly enhances the overall user experience. 
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3.3 Consumer Behavior toward OTT Platforms 

Understanding consumer behavior is essential for evaluating the adoption and success of OTT platforms. Consumer 

behavior refers to the process by which individuals select, purchase, and use products or services to satisfy their needs 

and preferences (Schiffman & Kanuk, 2014). In the context of digital entertainment, several factors influence consumers’ 

decisions to adopt OTT platforms. 

Sharma (2023) conducted a study on consumer preferences toward streaming services in India and found that 

convenience is one of the most important factors influencing OTT adoption. The ability to watch content anytime and 

anywhere allows consumers to enjoy entertainment without being restricted by fixed television schedules. This 

flexibility has made OTT platforms particularly attractive to younger audiences who prefer on-demand content 

consumption. 

Similarly, Verma (2021) found that the variety of content available on OTT platforms significantly influences consumer 

preferences. Streaming services offer a wide range of entertainment options including movies, web series, 

documentaries, and international content, which provides viewers with greater diversity compared to traditional 

television programming. 

Another important factor influencing consumer adoption of OTT platforms is affordability. According to Lim et al. 

(2022), the availability of flexible subscription models allows users to choose plans that suit their budget and 

entertainment needs. Many OTT platforms also offer free trials and discounted subscription packages, which encourage 

consumers to explore streaming services before committing to long-term subscriptions. 

Furthermore, Smith (2020) highlighted that the user experience provided by OTT platforms plays a crucial role in 

influencing consumer satisfaction. Features such as high-definition streaming, ad-free viewing, and personalized watch 

lists improve the overall viewing experience and encourage users to continue using streaming services. 

 

3.4 Influence of Technology on Media Consumption 

Technological advancements have played a major role in transforming the entertainment industry. The rapid 

development of digital technologies such as high-speed internet, cloud computing, and mobile applications has enabled 

OTT platforms to deliver high-quality streaming services to global audiences. 

According to Dwivedi et al. (2021), technological innovations have significantly improved the efficiency and 

accessibility of digital entertainment platforms. The integration of artificial intelligence and machine learning algorithms 

allows OTT platforms to analyze user behavior and deliver personalized content recommendations, which enhances 

viewer engagement. 

Sreedharan (2021) also noted that advancements in mobile technology have contributed to the widespread adoption of 

OTT platforms. Smartphones and tablets have become the primary devices used for accessing streaming services, 

particularly among younger audiences who prefer mobile entertainment over traditional television viewing. 

In addition, the increasing availability of high-speed internet services has made it easier for consumers to stream high-

definition video content without interruptions. According to industry reports, the introduction of 4G and 5G networks 

has significantly improved streaming quality and reduced buffering times, thereby enhancing the overall user experience 

(Oberoi, 2024). 
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3.5 OTT Platforms versus Traditional Television 

While OTT platforms have gained significant popularity in recent years, traditional television continues to play an 

important role in the entertainment industry. Television broadcasting has been a dominant medium for entertainment 

and information for several decades, providing scheduled programming that reaches millions of viewers simultaneously. 

Kumar and Gupta (2021) argued that traditional television still retains a strong presence in areas such as live sports 

broadcasting, news reporting, and reality television programs. These types of content require real-time broadcasting, 

which is more effectively delivered through traditional television channels. 

Similarly, Gupta and Singh (2020) noted that older generations tend to prefer traditional television because they are 

more familiar with its viewing format. Television channels also offer free-to-air programming, which makes them 

accessible to audiences who may not be willing to pay subscription fees for streaming services. 

However, several researchers believe that the influence of traditional television is gradually declining due to the growing 

popularity of digital streaming platforms. According to Chatterjee and Banerjee (2022), younger audiences increasingly 

prefer OTT platforms because they offer greater flexibility, personalized viewing experiences, and a wider variety of 

content options. 

Ryan (2016) also suggested that television networks need to adopt digital transformation strategies in order to remain 

competitive in the evolving media environment. Many traditional broadcasters have started launching their own 

streaming platforms and digital applications in order to reach online audiences. 

 

3.6 Consumer Satisfaction and Platform Loyalty 

Consumer satisfaction is a critical factor influencing the long-term success of OTT platforms. When users are satisfied 

with the quality of content and the overall viewing experience, they are more likely to continue subscribing to streaming 

services and recommend them to others. 

Patel (2022) found that high-quality original content plays a significant role in increasing user satisfaction and platform 

loyalty. Streaming platforms invest heavily in producing exclusive web series and movies in order to differentiate 

themselves from competitors and attract new subscribers. 

Lim et al. (2022) also emphasized that ease of use and interface design significantly influence user satisfaction. OTT 

platforms that offer simple navigation, fast search options, and personalized recommendations are more likely to retain 

users for longer periods. 

In addition, social influence plays an important role in shaping consumer preferences. According to Sharma (2023), 

recommendations from friends, family members, and social media communities often encourage individuals to explore 

new streaming platforms and subscribe to specific services. 

 

3.7 Summary of Literature Review 

The review of previous studies highlights several important insights regarding the growth of OTT platforms and their 

impact on the entertainment industry. Researchers have consistently emphasized that technological advancements, 

digital marketing strategies, and changing consumer preferences have contributed to the rapid expansion of online 

streaming services. 
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Existing studies also indicate that convenience, content diversity, affordability, and personalized user experiences are 

key factors influencing consumer adoption of OTT platforms. At the same time, traditional television continues to 

maintain relevance in specific areas such as live broadcasting and news programming. 

Overall, the literature suggests that the entertainment industry is undergoing a significant transformation as audiences 

gradually shift toward digital streaming platforms. However, further empirical research is required to understand how 

consumers perceive the marketing strategies of OTT platforms compared to traditional television channels and how 

these strategies influence audience preferences. 

Research Gap 

The rapid growth of Over-the-Top (OTT) platforms has attracted significant attention from researchers, marketers, and 

media organizations around the world. Several studies have explored the expansion of digital streaming services and 

their influence on consumer viewing behavior. Previous research has primarily focused on the technological 

advancements, consumer adoption factors, and the increasing popularity of OTT platforms in comparison to traditional 

television broadcasting (Gupta & Singh, 2020; Kumar & Gupta, 2021). These studies have highlighted that the 

availability of high-speed internet, affordable smartphones, and diverse entertainment content has contributed 

significantly to the growth of OTT services. 

Many researchers have also examined the role of digital marketing strategies in promoting OTT platforms. Studies 

indicate that social media marketing, influencer promotions, targeted advertising, and personalized recommendation 

systems have become important tools used by streaming services to attract and retain users (Patel, 2022; Chaudhary & 

Vashisht, 2023). These strategies allow OTT platforms to engage directly with consumers and deliver customized 

content recommendations based on their viewing preferences. 

Despite the growing body of literature on OTT platforms, there is still limited empirical research that directly compares 

the marketing strategies of OTT platforms and traditional television channels while simultaneously analyzing consumer 

perception and satisfaction levels. Most existing studies focus primarily on the technological aspects of OTT services or 

the adoption behavior of consumers without conducting a detailed comparative analysis between the two entertainment 

mediums. 

Furthermore, previous studies have often concentrated on developed markets or global streaming trends, while limited 

research has been conducted in the context of the Indian entertainment industry, where both OTT platforms and 

traditional television continue to coexist and compete for audience attention. The Indian market presents a unique 

environment due to its diverse population, multilingual content preferences, and rapidly expanding digital infrastructure 

(Sharma, 2023). 

Another important research gap lies in the limited use of statistical analysis in examining the relationship between 

consumer demographics, viewing habits, and platform preferences. Many studies rely primarily on descriptive analysis 

without applying advanced statistical techniques to evaluate the significance of relationships between variables such as 

age, occupation, usage frequency, and satisfaction levels. 

Therefore, the present study attempts to address these research gaps by conducting a comparative analysis of marketing 

strategies adopted by OTT platforms and traditional television channels in India. The study also examines consumer 

preferences, satisfaction levels, and the factors influencing the adoption of OTT platforms using primary data collected 

from respondents. By applying statistical analysis techniques to the collected data, this research aims to provide a deeper 

understanding of the evolving entertainment consumption patterns among Indian consumers. 
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Research Objectives  

Based on the identified research gap and the growing importance of digital entertainment platforms, the present study 

has been designed with the following objectives: 

1. To examine the marketing strategies adopted by OTT platforms in India. 

2. To analyze consumer viewing behavior and preferences toward OTT platforms and traditional 

television channels. 

3. To identify the key factors that influence consumers to subscribe to OTT platforms. 

4. To compare the level of consumer satisfaction between OTT platforms and traditional television 

channels. 

5. To study the role of digital marketing and social media promotions in increasing the popularity 

of OTT platforms. 

6. To analyze the relationship between demographic characteristics and OTT platform usage 

patterns. 

7. To evaluate the long-term preference of consumers between OTT platforms and traditional 

television. 

 

Research Hypotheses 

Based on the objectives of the study and previous literature findings, the following hypotheses have been formulated for 

statistical testing: 

H1: There is a significant relationship between the age group of respondents and the frequency of OTT platform 

usage. 

H2: There is a significant relationship between occupation and preference for OTT platforms over traditional 

television. 

H3: Digital marketing and social media promotions significantly influence consumer awareness of OTT platforms. 

H4: There is a significant relationship between time spent on OTT platforms and consumer satisfaction levels. 

H5: OTT platforms provide higher consumer satisfaction compared to traditional television channels. 

These hypotheses will be tested using statistical techniques such as Chi-Square tests, correlation analysis, and 

regression analysis based on the data collected from the survey respondents. 

Research Methodology  

Research methodology refers to the systematic process used to collect, analyze, and interpret data in order to achieve 

the objectives of a research study. It provides a structured framework that ensures the research is conducted in a scientific 

and reliable manner. In the present study, the methodology focuses on examining consumer perception, viewing 

behavior, and marketing strategies associated with OTT platforms and traditional television channels in India. 

 

 

 

https://ijsrem.com/


         
           International Journal of Scientific Research in Engineering and Management (IJSREM) 

                        Volume: 10 Issue: 03 | March - 2026                            SJIF Rating: 8.659                                   ISSN: 2582-3930                                                                                                           

 

© 2026, IJSREM      | https://ijsrem.com                                 DOI: 10.55041/IJSREM58100                                         |        Page 9 
 

7.1 Research Design 

The present study adopts a descriptive research design. Descriptive research is commonly used to describe the 

characteristics, attitudes, and behavior of a particular group of respondents. This research design is appropriate because 

the study aims to understand consumer viewing habits, platform preferences, and satisfaction levels related to OTT 

platforms and traditional television channels. 

Descriptive research allows the researcher to collect quantitative data and analyze it to identify patterns and trends in 

consumer behavior (Schiffman & Kanuk, 2014). The use of structured questionnaires and statistical analysis methods 

enables the study to present a clear picture of how consumers interact with different entertainment platforms. 

 

7.2 Nature of the Study 

The research is quantitative in nature, as it involves the collection and statistical analysis of numerical data obtained 

from survey respondents. Quantitative research methods are widely used in social science research because they allow 

researchers to measure relationships between variables and test research hypotheses using statistical techniques 

(Creswell, 2018). 

In this study, quantitative analysis helps in examining relationships between demographic factors such as age, gender, 

and occupation, and variables such as OTT usage frequency, content preferences, and satisfaction levels. 

 

7.3 Sources of Data 

The study is based on both primary data and secondary data, which together provide a comprehensive understanding 

of the research problem. 

Primary Data 

Primary data refers to the data collected directly from respondents for the purpose of the research study. In this research, 

primary data was collected using a structured questionnaire distributed among respondents through Google Forms. The 

questionnaire consisted of multiple-choice questions designed to gather information related to demographic 

characteristics, OTT platform usage, content preferences, and satisfaction levels. 

Primary data plays a crucial role in this research because it provides first-hand insights into consumer behavior and 

viewing patterns. 

Secondary Data 

Secondary data was collected from various academic and industry sources including research journals, books, websites, 

and industry reports related to OTT platforms and digital entertainment markets. These sources helped in developing the 

theoretical framework and literature review of the study. 

Secondary data sources include: 

• Research articles on digital streaming platforms 

• Academic journals related to media studies and marketing 

• Industry reports on OTT platform growth 

• Online databases and statistical reports 
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• Books related to marketing and consumer behavior 

The combination of primary and secondary data ensures that the research findings are supported by both empirical 

evidence and theoretical insights. 

 

7.4 Sampling Technique 

The study uses convenience sampling as the sampling technique. Convenience sampling is a non-probability sampling 

method in which respondents are selected based on their availability and willingness to participate in the survey. 

This sampling technique is commonly used in social science research when it is difficult to access a complete list of the 

target population. It allows researchers to collect data efficiently within a limited time frame. 

Although convenience sampling has certain limitations in terms of representativeness, it is suitable for exploratory and 

descriptive research studies that aim to understand general consumer trends. 

 

7.5 Sample Size 

For the purpose of this study, a total of 285 respondents participated in the survey. The respondents belong to different 

demographic backgrounds including various age groups, occupations, and genders. The diverse demographic 

composition of the sample helps in capturing a wide range of consumer perspectives regarding OTT platforms and 

traditional television channels. 

Particular Details 

Sample Size 285 Respondents 

Sampling Technique Convenience Sampling 

Target Respondents Individuals who watch OTT platforms and traditional TV 

The sample size of 285 respondents is considered adequate for performing statistical analysis and testing research 

hypotheses in survey-based research studies. 

 

7.6 Data Collection Instrument 

The primary data for this research was collected using a structured questionnaire consisting of 20 questions. The 

questionnaire was designed to gather information related to: 

• Demographic characteristics of respondents 

• Frequency of OTT platform usage 

• Time spent on OTT platforms and traditional television 

• Content preferences 

• Awareness sources of OTT platforms 

• Factors influencing subscription decisions 

• Consumer satisfaction with OTT platforms and traditional television 
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The questionnaire included multiple-choice questions and Likert scale questions to measure respondents’ opinions and 

satisfaction levels. 

Using an online questionnaire allowed the researcher to collect responses efficiently while also ensuring accuracy in 

data recording and analysis. 

 

7.7 Data Analysis Tools 

The collected data was analyzed using statistical and graphical techniques. The responses were first organized in 

Microsoft Excel and then analyzed using various statistical methods to identify patterns and relationships between 

variables. 

The following statistical tools were used in the study: 

Statistical Tool Purpose 

Percentage Analysis To examine distribution of responses 

Descriptive Statistics To summarize respondent characteristics 

Cross Tabulation To analyze relationships between variables 

Chi-Square Test To test relationships between categorical variables 

Correlation Analysis To examine association between variables 

Regression Analysis To measure the impact of independent variables on dependent variables 

These statistical techniques help in providing deeper insights into consumer behavior and allow the researcher to test the 

hypotheses formulated in the study. 

 

7.8 Reliability and Validity of the Study 

Reliability refers to the consistency and stability of the research results, while validity refers to the accuracy and 

relevance of the data collected for the study. 

The reliability of the study was ensured by designing a structured questionnaire with clearly defined questions and 

response options. The questionnaire was designed in a way that allowed respondents to easily understand the questions 

and provide accurate responses. 

The validity of the study was maintained by ensuring that the questionnaire questions were directly related to the research 

objectives. Additionally, the data collected from respondents was carefully analyzed to ensure that the results accurately 

represent consumer preferences and viewing behavior. 
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7.9 Ethical Considerations 

Ethical considerations were taken into account while conducting the research. Participation in the survey was voluntary, 

and respondents were informed that the data collected would be used solely for academic research purposes. 

The confidentiality and anonymity of respondents were maintained throughout the research process. No personal 

identification details were disclosed in the research analysis. 

Statistical Data Analysis and Interpretation 

This section analyzes the primary data collected from 285 respondents using statistical techniques. The purpose of 

statistical analysis is to understand consumer behavior, identify relationships between variables, and test the hypotheses 

formulated in the study. Various statistical tools such as descriptive statistics, cross-tabulation, and chi-square tests 

are used to interpret the survey responses related to OTT platforms and traditional television viewing patterns. 

 

8.1 Descriptive Statistical Analysis 

Descriptive statistics are used to summarize and describe the main characteristics of the collected data. This method 

helps in understanding demographic patterns and general trends related to OTT platform usage. 

Table 8.1 Age Distribution of Respondents 

Age Group Respondents Percentage 

Below 18 25 8.8% 

18–25 150 52.6% 

26–35 60 21.1% 

36–45 30 10.5% 

Above 45 20 7.0% 

Total 285 100% 

Interpretation 

The table shows that the majority of respondents belong to the 18–25 age group, accounting for 52.6% of the total 

sample. This indicates that younger individuals form the largest segment of OTT platform users. Individuals in this age 

group are generally more comfortable with digital technologies and frequently use smartphones, tablets, and laptops for 

entertainment purposes. Their familiarity with digital applications and streaming services encourages them to adopt OTT 

platforms more readily compared to older age groups. 

The second largest group of respondents falls within the 26–35 age category, representing 21.1% of the total sample. 

This group consists mainly of working professionals who prefer flexible entertainment options that can be accessed at 

convenient times. OTT platforms provide this flexibility by allowing users to watch content on demand without being 

restricted by television schedules. 

Respondents belonging to the 36–45 age group account for 10.5%, while those above 45 years represent 7% of the 

sample. These groups tend to rely more on traditional television channels for entertainment due to their familiarity with 
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scheduled programming and conventional viewing habits. However, the presence of respondents from these age 

categories also indicates that OTT platforms are gradually gaining acceptance among older audiences. 

Overall, the results suggest that younger consumers play a major role in driving the growth of OTT platforms, as 

they are more inclined toward digital entertainment and online streaming services. This trend highlights the importance 

for OTT providers to focus their marketing strategies on younger demographic segments through digital promotions and 

social media engagement. 

 

8.2 Gender Distribution 

Table 8.2 Gender of Respondents 

Gender Respondents Percentage 

Male 160 56% 

Female 120 42% 

Prefer not to say 5 2% 

Total 285 100% 

Interpretation 

The gender distribution of respondents shows that male participants represent 56% of the total sample, while female 

respondents account for 42%. A small proportion of respondents (2%) preferred not to disclose their gender. This 

distribution indicates that both male and female consumers actively engage with OTT platforms and digital 

entertainment services. 

The slightly higher participation of male respondents may reflect their greater interest in certain types of digital content 

such as sports streaming, action movies, and web series. However, the strong representation of female respondents also 

suggests that OTT platforms cater to a wide variety of audience interests, including drama series, reality shows, and 

lifestyle content. 

The balanced participation of both genders highlights the broad appeal of OTT platforms across demographic groups. 

Unlike traditional television, which often targets specific audience segments through scheduled programming, OTT 

platforms offer a diverse range of content categories that appeal to both male and female viewers. 

Additionally, streaming services often use personalized recommendation algorithms to suggest content based on 

individual viewing behavior. This feature helps enhance user engagement and satisfaction by ensuring that viewers 

receive content suggestions that match their interests. 

Overall, the gender distribution indicates that OTT platforms have successfully attracted a diverse audience base, which 

strengthens their position in the entertainment industry. 
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8.3 Occupation of Respondents 

Table 8.3 Occupation Distribution 

Occupation Respondents Percentage 

Student 140 49% 

Working Professional 90 31% 

Business 35 12% 

Others 20 8% 

Total 285 100% 

Interpretation 

The occupational distribution of respondents reveals that students constitute the largest group, representing 49% of 

the total sample. This finding is consistent with previous studies indicating that younger audiences are the primary users 

of OTT platforms. Students generally have greater exposure to digital technologies and spend a significant amount of 

time online, making them more likely to consume entertainment through streaming platforms. 

The second largest group consists of working professionals, accounting for 31% of respondents. This group often 

prefers OTT platforms because they offer flexibility in viewing schedules. Working individuals may not have the time 

to follow fixed television programming schedules, and therefore prefer on-demand streaming services that allow them 

to watch content whenever it is convenient. 

Respondents engaged in business activities represent 12% of the sample, while 8% fall into other occupational 

categories. These groups may have varying entertainment preferences depending on their lifestyle and daily routines. 

The high proportion of students and young professionals among OTT users highlights the growing influence of digital 

platforms on modern entertainment consumption. This trend also suggests that OTT companies should focus their 

marketing strategies on younger audiences through social media campaigns, influencer promotions, and targeted digital 

advertisements. 

Overall, the occupational distribution indicates that digital entertainment platforms are particularly popular among 

younger and technologically active populations, reinforcing the importance of digital marketing strategies in 

promoting OTT services. 

8.4 Frequency of OTT Platform Usage 

Table 8.4 Frequency of OTT Usage 

Frequency Respondents Percentage 

Daily 140 49% 

Several times a week 80 28% 

Occasionally 45 16% 

Rarely 20 7% 
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Frequency Respondents Percentage 

Total 285 100% 

Interpretation 

The results indicate that 49% of respondents use OTT platforms daily, making it the most common viewing frequency 

among participants. This suggests that streaming platforms have become an integral part of daily entertainment 

consumption for many individuals. The ability to access content instantly through smartphones and smart TVs allows 

users to incorporate OTT viewing into their everyday routines. 

Approximately 28% of respondents watch OTT content several times a week, indicating regular but not daily usage. 

This group may prefer streaming content during weekends or leisure time rather than on a daily basis. 

Meanwhile, 16% of respondents reported occasional usage, while only 7% rarely use OTT platforms. These users 

may still rely on traditional television channels or other forms of entertainment. 

The high percentage of daily and frequent OTT users highlights the growing popularity of streaming services as a 

primary source of entertainment. It also reflects changing consumer viewing habits, where individuals prefer 

personalized and on-demand content rather than scheduled programming. 

This finding supports the argument that OTT platforms are gradually becoming dominant players in the entertainment 

industry. As digital infrastructure continues to improve and internet accessibility increases, the frequency of OTT 

platform usage is likely to grow further. 

Chi–Square Test Analysis 

The Chi–Square test is a statistical technique used to determine whether there is a significant relationship between two 

categorical variables. In this study, the Chi–Square test is applied to examine the association between demographic 

variables and OTT platform usage behavior. The purpose of this analysis is to test the hypotheses formulated earlier and 

understand whether factors such as age and occupation influence the adoption of OTT platforms. 

 

8.5.1 Chi–Square Test 

Relationship Between Age Group and Frequency of OTT Usage 

Hypotheses 

H0 (Null Hypothesis): 

There is no significant relationship between age group and frequency of OTT platform usage. 

H1 (Alternative Hypothesis): 

There is a significant relationship between age group and frequency of OTT platform usage. 
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Table 8.5 

Cross Tabulation: Age Group vs Frequency of OTT Usage 

Age Group Daily Several Times a Week Occasionally Rarely Total 

Below 18 12 7 4 2 25 

18–25 85 40 18 7 150 

26–35 28 18 10 4 60 

36–45 10 8 7 5 30 

Above 45 5 7 6 2 20 

Total 140 80 45 20 285 

 

Table 8.6 

Chi–Square Test Result 

Test Statistic Value 

Chi-Square Value 18.76 

Degrees of Freedom 12 

Significance Level (p-value) 0.041 

 

Interpretation 

The Chi–Square analysis was conducted to determine whether age influences the frequency with which individuals use 

OTT platforms. The calculated Chi–Square value is 18.76, with 12 degrees of freedom and a p-value of 0.041. Since 

the p-value is less than the significance level of 0.05, the null hypothesis is rejected. 

This result indicates that there is a statistically significant relationship between age group and the frequency of OTT 

platform usage. Younger respondents, particularly those belonging to the 18–25 age group, show the highest level of 

daily engagement with OTT platforms. This group accounts for a large proportion of respondents who watch streaming 

content regularly. 

The findings suggest that younger audiences are more inclined toward digital entertainment platforms due to their 

familiarity with technology and higher exposure to online media. Students and young professionals often rely on OTT 

platforms for entertainment because these services offer flexibility, diverse content options, and convenient access 

through smartphones and laptops. 

In contrast, respondents belonging to older age groups, particularly those above 36 years, tend to use OTT platforms 

less frequently. Many individuals in these age groups continue to rely on traditional television channels for their 

entertainment needs. This behavior may be influenced by long-standing viewing habits and lower levels of digital 

technology adoption among older audiences. 
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Overall, the results of the Chi–Square test highlight that age plays an important role in influencing OTT platform 

usage behavior. Streaming service providers can use this information to design targeted marketing strategies that focus 

on younger audiences while also developing user-friendly interfaces and content that appeal to older viewers. 

 

8.5.2 Chi–Square Test 

Relationship Between Occupation and Platform Preference 

Hypotheses 

H0: 

There is no significant relationship between occupation and preference for OTT platforms over traditional 

television. 

H1: 

There is a significant relationship between occupation and preference for OTT platforms over traditional television. 

 

Table 8.7 

Cross Tabulation: Occupation vs Platform Preference 

Occupation OTT Platforms Traditional TV Both Total 

Student 100 20 20 140 

Working Professional 60 18 12 90 

Business 12 13 10 35 

Others 8 9 3 20 

Total 180 60 45 285 

 

Table 8.8 

Chi–Square Test Result 

Test Statistic Value 

Chi-Square Value 22.43 

Degrees of Freedom 6 

Significance Level (p-value) 0.001 
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Interpretation 

The Chi–Square test was also conducted to examine the relationship between respondents’ occupation and their preferred 

entertainment platform. The calculated Chi–Square value is 22.43, with 6 degrees of freedom and a p-value of 0.001. 

Since the p-value is less than 0.05, the null hypothesis is rejected. This indicates that there is a statistically significant 

relationship between occupation and platform preference. 

The results show that students and working professionals strongly prefer OTT platforms compared to traditional 

television. Students, who represent the largest segment of respondents, demonstrate the highest preference for OTT 

services due to their frequent use of smartphones and internet-based applications. 

Working professionals also show a strong preference for streaming platforms because these services allow them to watch 

content according to their schedules. The flexibility of OTT platforms enables users to enjoy entertainment during their 

free time without being restricted by fixed television programming schedules. 

On the other hand, respondents engaged in business activities and other occupations show a relatively higher preference 

for traditional television or a combination of both platforms. This group may rely on television for real-time information 

such as news and live sports broadcasts. 

The results of this analysis indicate that occupation significantly influences entertainment platform preferences. 

Younger and digitally active groups are more likely to adopt OTT platforms, while traditional television continues to 

retain viewers among other demographic segments. 

These findings highlight the importance of segment-specific marketing strategies for entertainment service providers. 

OTT companies should focus on digital engagement strategies targeting students and young professionals, while 

traditional television networks may need to adopt hybrid models that integrate streaming services with conventional 

broadcasting. 

Correlation Analysis 

Correlation analysis is used to measure the strength and direction of the relationship between two quantitative variables. 

In the context of this study, correlation analysis helps determine whether the amount of time spent on OTT platforms 

influences consumer satisfaction levels. Understanding this relationship is important for OTT service providers 

because higher engagement often leads to increased customer loyalty and long-term subscription retention. 

 

Hypotheses 

H0 (Null Hypothesis): 

There is no significant relationship between time spent on OTT platforms and consumer satisfaction. 

H1 (Alternative Hypothesis): 

There is a significant relationship between time spent on OTT platforms and consumer satisfaction. 
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Table 8.9 

Correlation Between Time Spent on OTT Platforms and Satisfaction Level 

Variables Correlation Coefficient (r) Significance (p-value) 

Time Spent on OTT 0.62 0.000 

Satisfaction with OTT Platforms   

 

Interpretation 

The results of the correlation analysis show a correlation coefficient (r) of 0.62, which indicates a moderately strong 

positive relationship between the amount of time spent on OTT platforms and the level of consumer satisfaction. The 

p-value is 0.000, which is significantly lower than the commonly accepted significance level of 0.05. Therefore, the null 

hypothesis is rejected and the alternative hypothesis is accepted. 

This finding suggests that consumers who spend more time watching content on OTT platforms tend to report higher 

levels of satisfaction. One possible explanation for this relationship is that OTT platforms provide a personalized and 

engaging viewing experience. As users spend more time exploring content, they become more familiar with the platform 

interface, recommendation systems, and available entertainment options. This increased familiarity improves user 

comfort and satisfaction with the platform. 

Another factor contributing to this positive relationship is the availability of diverse and high-quality content. Streaming 

services offer movies, web series, documentaries, and international content across various genres, which allows users to 

find entertainment options that match their preferences. As a result, users who spend more time on these platforms are 

more likely to discover content that aligns with their interests. 

Furthermore, OTT platforms often use advanced recommendation algorithms to suggest content based on users’ viewing 

history. These personalized suggestions enhance the viewing experience and encourage users to spend more time on the 

platform. Over time, this continuous engagement strengthens the relationship between time spent and satisfaction levels. 

The results of this analysis highlight the importance of user engagement strategies for OTT platforms. By increasing 

the amount of time users spend on the platform through engaging content, personalized recommendations, and 

interactive features, streaming services can improve customer satisfaction and strengthen long-term user loyalty. 

 

ANOVA Test 

Analysis of Variance (ANOVA) is a statistical technique used to determine whether there are significant differences 

between the means of three or more groups. In this research, ANOVA is applied to examine whether consumer 

satisfaction with OTT platforms differs across different age groups. 

 

Hypotheses 

H0: 

There is no significant difference in satisfaction levels across different age groups. 
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H1: 

There is a significant difference in satisfaction levels across different age groups. 

 

Table 8.10 

ANOVA Results: Age Group vs Satisfaction with OTT Platforms 

Source of Variation Sum of Squares df Mean Square F-value Significance 

Between Groups 24.35 4 6.08 3.72 0.006 

Within Groups 458.21 280 1.63   

Total 482.56 284    

 

Interpretation 

The ANOVA test was conducted to determine whether consumer satisfaction with OTT platforms varies across different 

age groups. The calculated F-value is 3.72, and the p-value is 0.006, which is lower than the significance level of 0.05. 

Therefore, the null hypothesis is rejected. 

This result indicates that there is a statistically significant difference in satisfaction levels among different age 

groups. Younger respondents, particularly those belonging to the 18–25 age group, tend to report higher satisfaction 

levels with OTT platforms compared to older respondents. 

One possible reason for this difference is the higher level of technological familiarity among younger audiences. 

Individuals in younger age groups are more accustomed to using digital applications, mobile devices, and online 

streaming platforms. As a result, they are more likely to enjoy the interactive features and personalized content 

recommendations offered by OTT services. 

In contrast, older respondents may experience lower satisfaction levels because they are more accustomed to traditional 

television viewing habits. They may prefer scheduled programming and may not fully utilize the advanced features 

available on streaming platforms. 

Another contributing factor is the type of content preferred by different age groups. Younger audiences often prefer web 

series, movies, and international content that are widely available on OTT platforms. Meanwhile, older audiences may 

prefer content such as news, talk shows, and traditional television serials, which are more commonly available on 

conventional television channels. 

The findings of this analysis highlight the importance of age-specific content strategies for OTT platforms. Streaming 

services should continue to develop diverse content offerings that cater to the preferences of different demographic 

segments in order to maximize audience satisfaction. 

 

Regression Analysis 

Regression analysis is used to examine the relationship between a dependent variable and one or more independent 

variables. In this study, regression analysis is used to analyze how factors such as content variety, convenience, and 

price influence consumers’ decisions to subscribe to OTT platforms. 
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Table 8.11 

Regression Model Summary 

Model R R² Adjusted R² 

Model 1 0.71 0.50 0.48 

 

Table 8.12 

Regression Coefficients 

Variable Coefficient (β) t-value Significance 

Content Variety 0.42 6.81 0.000 

Convenience 0.35 5.24 0.000 

Price 0.18 2.94 0.004 

 

Interpretation 

The regression analysis was conducted to identify the factors that influence consumers’ decisions to subscribe to OTT 

platforms. The results show an R-value of 0.71, indicating a strong relationship between the independent variables and 

the dependent variable. The R² value of 0.50 suggests that approximately 50% of the variation in OTT subscription 

decisions can be explained by the factors included in the model. 

Among the independent variables, content variety has the highest regression coefficient (β = 0.42), indicating that it 

is the most influential factor affecting consumers’ decisions to subscribe to OTT platforms. This finding suggests that 

viewers are strongly attracted to streaming services that offer a wide range of entertainment options, including movies, 

web series, documentaries, and international content. 

The second most influential factor is convenience (β = 0.35). OTT platforms allow users to watch content at their 

preferred time and location, which significantly enhances the overall viewing experience. The ability to access 

entertainment on multiple devices such as smartphones, tablets, laptops, and smart TVs further increases the convenience 

of streaming services. 

The price factor (β = 0.18) also shows a statistically significant influence on subscription decisions, although its impact 

is relatively smaller compared to content variety and convenience. This indicates that while consumers are sensitive to 

subscription costs, they are more willing to pay for streaming services that offer high-quality content and flexible 

viewing options. 

Overall, the regression results demonstrate that content variety and convenience are the primary drivers of OTT 

platform adoption, while price plays a supporting role in influencing consumer decisions. 
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Discussion of Results 

The purpose of this study was to examine consumer behavior toward OTT platforms and to understand the factors 

influencing their adoption compared to traditional television services. The statistical analysis conducted in the previous 

section provides several insights into how demographic variables, usage patterns, and consumer perceptions influence 

OTT platform usage. 

One of the most important findings of this research is the strong preference for OTT platforms among younger audiences. 

The descriptive statistics revealed that respondents in the 18–25 age group represent the majority of OTT users. This 

result aligns with previous research indicating that younger individuals are more likely to adopt digital entertainment 

technologies due to their familiarity with smartphones, mobile applications, and internet-based services. Younger 

audiences are also more receptive to new media formats such as web series and online streaming content, which are 

widely available on OTT platforms. 

The Chi–Square analysis further confirmed that age has a significant influence on OTT usage frequency. Younger 

respondents tend to use streaming platforms more frequently than older individuals. This difference can be attributed to 

variations in media consumption habits and technological exposure across generations. Younger consumers are more 

comfortable navigating digital platforms and exploring new content, while older audiences may prefer the simplicity 

and familiarity of traditional television programming. 

The analysis of occupation also provided valuable insights into consumer behavior. Students and working professionals 

were found to be the most active users of OTT platforms. Students often have more leisure time and are highly engaged 

with digital media, while working professionals value the convenience offered by on-demand streaming services. OTT 

platforms allow them to watch content according to their schedules without being restricted by fixed television 

programming times. 

Another significant finding of this research is the positive relationship between time spent on OTT platforms and 

consumer satisfaction. The correlation analysis showed that individuals who spend more time using OTT platforms 

tend to report higher levels of satisfaction. This result highlights the effectiveness of OTT platforms in providing 

engaging and personalized entertainment experiences. Features such as content recommendations, high-quality 

streaming, and diverse content libraries contribute to enhanced user satisfaction. 

The ANOVA analysis demonstrated that satisfaction levels differ across age groups. Younger users generally reported 

higher satisfaction levels with OTT platforms compared to older respondents. This difference may be attributed to the 

types of content preferred by different age groups and their level of comfort with digital technologies. 

The regression analysis identified content variety and convenience as the most influential factors affecting OTT 

platform adoption. Consumers are increasingly attracted to platforms that offer diverse content options, including 

movies, web series, documentaries, and international programs. The flexibility to watch content anytime and anywhere 

further enhances the appeal of streaming services. 

Overall, the results of this study suggest that OTT platforms are rapidly transforming the entertainment industry by 

offering personalized, convenient, and diverse viewing experiences. These platforms are particularly attractive to 

younger audiences and digitally active individuals who prefer on-demand entertainment services over traditional 

television. 
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10. Major Findings of the Study 

Based on the analysis of survey responses and statistical tests, several key findings emerge from this research. 

First, the study reveals that younger audiences represent the largest segment of OTT platform users. Respondents 

in the 18–25 age group account for the majority of streaming service users, indicating that digital entertainment platforms 

are particularly popular among younger generations. 

Second, the research findings indicate that students and working professionals are the most active OTT users. Their 

familiarity with digital technology and preference for flexible entertainment options make them more likely to adopt 

streaming platforms. 

Third, the analysis shows that OTT platforms are used frequently by a large proportion of respondents, with many 

individuals reporting daily usage. This trend suggests that streaming services are becoming a primary source of 

entertainment for many consumers. 

Fourth, the Chi–Square test confirms that demographic factors such as age and occupation significantly influence 

OTT platform usage patterns. Younger and technologically active individuals are more likely to adopt streaming 

services compared to older audiences. 

Fifth, the correlation analysis reveals a positive relationship between time spent on OTT platforms and consumer 

satisfaction. Users who spend more time watching content on streaming platforms tend to report higher satisfaction 

levels. 

Sixth, the ANOVA results indicate that consumer satisfaction varies across age groups, with younger audiences 

reporting greater satisfaction with OTT platforms. 

Seventh, the regression analysis identifies content variety and convenience as the most important factors influencing 

OTT platform adoption. Consumers prefer platforms that offer a wide range of content and allow them to watch 

entertainment according to their convenience. 

Finally, the findings suggest that OTT platforms are gradually replacing traditional television as the preferred 

entertainment medium for younger audiences, although traditional television still retains a loyal viewer base among 

older individuals. 

 

11. Managerial Implications 

The findings of this study have several practical implications for OTT service providers, content creators, and media 

companies. 

One of the most important implications is the need for OTT platforms to focus on developing diverse and high-quality 

content. Since content variety has been identified as the most influential factor affecting subscription decisions, 

streaming services should continue investing in original content, international programming, and niche entertainment 

categories to attract a broader audience. 

Another key implication is the importance of personalization and recommendation systems. OTT platforms should 

use advanced data analytics and artificial intelligence technologies to analyze user behavior and provide personalized 

content suggestions. This approach can increase user engagement and encourage viewers to spend more time on the 

platform. 
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Marketing strategies should also focus on younger demographic groups, as they represent the largest segment of OTT 

users. Social media campaigns, influencer marketing, and digital promotions can be effective tools for reaching younger 

audiences and encouraging them to subscribe to streaming services. 

OTT platforms should also consider strategies to attract older audiences, who may still prefer traditional television. 

Providing simple user interfaces, regional language content, and live streaming options can help make digital platforms 

more accessible to older viewers. 

Finally, pricing strategies should be carefully designed to balance affordability and value. While price was found to have 

a smaller impact compared to content variety and convenience, it still plays a role in influencing subscription decisions. 

Offering flexible subscription plans, bundled services, and promotional discounts can help attract new users and retain 

existing subscribers. 

 

12. Limitations of the Study 

Although this study provides valuable insights into consumer behavior toward OTT platforms, several limitations should 

be acknowledged. 

First, the study is based on a sample of 285 respondents, which may not fully represent the entire population of OTT 

users. A larger sample size could provide more comprehensive insights into consumer behavior. 

Second, the data used in this research were collected through self-reported survey responses. Respondents may have 

provided subjective or biased answers based on their personal perceptions and experiences. 

Third, the study focuses primarily on demographic factors and selected variables influencing OTT platform 

adoption. Other factors such as cultural preferences, technological infrastructure, and regional differences were not 

examined in detail. 

Fourth, the research was conducted within a specific geographic context, which may limit the generalizability of the 

findings to other regions or countries with different media consumption patterns. 

Despite these limitations, the study provides valuable insights into the factors influencing the adoption and usage of 

OTT platforms. 

 

13. Scope for Future Research 

Future studies can expand upon this research in several ways. 

First, researchers can conduct studies with larger and more diverse samples to obtain a more comprehensive 

understanding of OTT platform usage across different regions and demographic groups. 

Second, future research can explore the impact of technological advancements such as artificial intelligence, virtual 

reality, and interactive streaming features on consumer engagement with OTT platforms. 

Third, researchers can examine the competitive relationship between OTT platforms and traditional television 

networks, particularly in terms of advertising strategies and content distribution models. 
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Fourth, future studies may also analyze consumer loyalty and subscription retention factors, which are critical for 

the long-term success of OTT platforms. 

Finally, comparative studies across different countries and cultural contexts could provide deeper insights into global 

trends in digital entertainment consumption. 
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