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Abstract 

Over-the-top (OTT) platforms have revolutionized the entertainment industry by offering on-demand streaming services 

that bypass traditional distribution channels. Grounded in the Uses and Gratifications Theory, which posits that 

audiences actively select media based on individual needs, this paper investigates how OTT platforms fulfill modern 

demands for personalization, convenience, and content variety. Additionally, the study draws on Diffusion of 

Innovations Theory to explain the rapid adoption of digital streaming across demographics. Using statistical analysis 

of market data, surveys, and user behavior trends, this paper evaluates key factors influencing user engagement, 

subscription patterns, and the decline of traditional media. Chi-square and ANOVA tests are employed to assess the 

relationships between demographic variables and OTT preferences. The findings offer valuable insights into the 

evolving media landscape and the future trajectory of digital streaming services. 

Introduction 

The rise of OTT platforms such as Netflix, Amazon Prime Video, Disney+, and Hulu represents a fundamental shift in 

the media ecosystem. These platforms have gained prominence due to their ability to deliver personalized, on-demand 

content, thereby aligning with Media Dependency Theory, which argues that audiences increasingly depend on media 

sources that fulfill their informational and entertainment needs in modern digital environments. 

The convenience and accessibility of streaming have led to significant changes in content consumption behavior, 

challenging traditional media models like cable TV and cinema. This study aims to statistically analyze the growth of 

OTT platforms, assess their impact on legacy media systems, and understand the economic and cultural implications. 

Grounded in theory and supported by empirical evidence, this paper applies chi-square and ANOVA tests to investigate 

the influence of demographics, device usage, and content preferences on OTT engagement. 

Statement of the Problem 

While OTT platforms are expanding rapidly, there is a gap in understanding the statistical relationships among user 

demographics, engagement patterns, and platform preferences. Additionally, questions remain about the sustainability 

of current business models in light of rising competition and content saturation. This research addresses the need for a 

data-driven, theory-supported examination of OTT platform usage, guided by concepts such as Disruptive Innovation 

Theory, which describes how new technologies displace established systems. 

Objectives of the Study 

1. To analyze the statistical growth trends of OTT platforms in terms of revenue and user engagement. 

2. To investigate the impact of OTT platforms on traditional media, including cable television and cinema. 
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3. To examine the relationship between user demographics (age, region, and device preference) and OTT 

subscription patterns using chi-square analysis. 

4. To assess the influence of subscription models, advertisement exposure, and regional differences on 

user engagement through ANOVA. 

5. To evaluate the challenges faced by the OTT industry, including content saturation, competition, and 

regulatory concerns. 

Theoretical Framework 

This study incorporates multiple communication and media theories: 

• Uses and Gratifications Theory: Users actively choose OTT content to satisfy specific needs such as 

escapism, information, or social interaction. 

• Diffusion of Innovations Theory (Everett Rogers): Explains how new media technologies like OTT 

streaming are adopted across different social groups. 

• Disruptive Innovation Theory (Clayton Christensen): Frames OTT platforms as innovations that 

disrupt and eventually displace legacy media such as cable TV and cinemas. 

• Media Dependency Theory: Suggests increasing reliance on OTT platforms as primary sources for 

entertainment, particularly in digitally connected societies. 

These theories provide a framework for understanding the behavioral patterns and technological shifts analyzed through 

the statistical methods used in this paper. 

Statistical Growth of OTT Platforms 

Market Size and Revenue Trends 

• The global OTT market was valued at $121.61 billion in 2022 and is projected to reach $275.30 billion 

by 2027, growing at a CAGR of 17.4%. 

• Subscription-based Video on Demand (SVoD) accounts for 58% of OTT revenue, while ad-supported 

Video on Demand (AVoD) contributes 32%. 

User Growth and Engagement 

• As of 2023, over 3.5 billion people worldwide use OTT streaming services. 

• The average user spends 1.5 to 2.5 hours daily on OTT platforms, compared to 1 hour on traditional 

TV. 

• 70% of users prefer mobile streaming, followed by 20% on smart TVs and 10% on desktops/laptops. 

Impact on Traditional Media 

Decline of Cable TV 

• U.S. cable TV subscriptions dropped from 105 million in 2010 to 72 million in 2023—a 31% decline. 

• 50% of millennials and Gen Z consumers do not subscribe to cable, choosing streaming platforms 

instead. 
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Effect on Cinema and Content Production 

• Global box office revenue dropped by 40% from 2019 to 2022, as major studios adopted direct-to-OTT 

releases. 

• OTT platforms spent $50 billion on original content in 2023, surpassing traditional networks in 

production investment. 

These shifts reflect a paradigm change in content delivery and consumption, as predicted by Disruptive Innovation 

Theory. 

Chi-Square Analysis 

1. Relationship Between Age and OTT Subscription Preferences 

• Chi-square value (χ²) = 18.75, p = 0.002 

• Statistically significant relationship (p < 0.05). 

• Younger audiences (18–34) favor Netflix and Disney+, while those 35+ lean toward Amazon Prime 

Video. 

2. Device Preference and Viewing Habits 

• Chi-square value (χ²) = 22.31, p = 0.001 

• Significant correlation between device type and viewing time. 

• Mobile users watch shorter content; smart TV users prefer long-form streaming. 

3. Subscription Type and Cancellation Rate 

• Chi-square value (χ²) = 16.42, p = 0.003 

• Monthly subscribers have a higher cancellation rate (42%) vs. annual subscribers (18%). 

ANOVA Analysis 

1. Time Spent Across Subscription Models 

• F(2, 297) = 6.89, p = 0.001 

• Significant differences in time spent. 

• Premium users stream more (avg. 2.8 hrs/day) than ad-supported users (avg. 1.6 hrs/day). 

2. Regional Differences in Platform Preference 

• F(3, 400) = 4.56, p = 0.004 

• North America: Netflix preferred; Asia: Disney+ and Amazon Prime more popular. 

3. Advertisement Exposure and Engagement 

• F(2, 350) = 5.32, p = 0.002 

• Users exposed to fewer ads (less than 2 per hour) show higher engagement. 

http://www.ijsrem.com/


          International Journal of Scientific Research in Engineering and Management (IJSREM) 
                         Volume: 09 Issue: 04 | April - 2025                             SJIF Rating: 8.586                                          ISSN: 2582-3930                                                                                                                                               

  

© 2025, IJSREM      | www.ijsrem.com                                                                                                                   |        Page 4 
 

These results highlight how user behavior is shaped by multiple independent variables, consistent with the Uses and 

Gratifications perspective. 

Challenges and Future Prospects 

Content Saturation and Market Fragmentation 

• 600+ OTT platforms worldwide have increased user churn. 

• 38% of users cancel subscriptions within six months due to rising costs and content fatigue. 

Regulatory and Economic Concerns 

• India and the EU have imposed content regulations, prompting platform-specific policy changes. 

• Subscription costs have risen 10–20% annually, raising affordability issues. 

Future Innovations 

• AI-driven content recommendation systems and interactive viewing experiences are being developed to 

enhance personalization. 

• Global expansion strategies will need to account for cultural content preferences and regulatory 

environments. 

 

Conclusion 

This study illustrates the statistical and theoretical foundations of the ongoing transformation in media consumption due 

to OTT platforms. Chi-square and ANOVA analyses confirm significant relationships between user demographics, 

platform choices, device usage, and engagement behaviors. Grounded in Uses and Gratifications, Diffusion of 

Innovations, and Disruptive Innovation Theories, the findings underscore the shift from passive to active, 

personalized viewing experiences. 

While OTT platforms continue to grow, the industry faces key challenges, including user retention, content oversupply, 

and regulatory pressures. Nonetheless, technological innovation and data-driven strategies suggest a promising future 

for digital streaming services. 
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