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ABSTRACT 

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

industry, with Over-The-Top (OTT) platforms emerging as dominant channels for content consumption. This study 

analyzes consumer behavior towards OTT platforms based on primary data collected from 138 respondents. Findings 

reveal that Netflix (33.6%) and Amazon Prime (32.5%) are the most preferred platforms, while exclusive content 

(41.9%) and affordable pricing are the primary subscription motivators. Mean analysis indicates high satisfaction with 

value for money (mean: 4.15) and moderate satisfaction with content variety (mean: 3.81), but significant dissatisfaction 

with customer support (mean: 2.3) and advertisement policy (mean: 2.09). The study provides strategic insights for OTT 

service providers to improve service quality, digital marketing, and subscriber retention in a competitive digital 

environment. 
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INTRODUCTION 

The rapid advancement of digital technology and widespread internet penetration have significantly transformed the 

entertainment industry across the world. Over the past decade, traditional television broadcasting and cinema-based 

entertainment have gradually been replaced by digital streaming services known as Over-The-Top (OTT) platforms. 

These platforms deliver video and audio content directly to users through the internet without the need for cable or 

satellite subscriptions, offering greater flexibility and convenience. 

Leading OTT platforms such as Netflix, Amazon Prime Video, and Disney+ Hotstar have reshaped consumer viewing 

habits by introducing on-demand content, personalized recommendations, multi-device accessibility, and flexible 

subscription plans. In India, the growth of affordable smartphones, low-cost internet data plans, and expansion of high-

speed 4G and 5G networks have accelerated OTT adoption. The COVID-19 pandemic further intensified this digital 

shift, as lockdowns and restrictions resulted in a significant surge in online streaming consumption. 

Consumer behavior towards OTT platforms is influenced by several factors such as content variety, subscription pricing, 

exclusive web series, regional language availability, user interface design, streaming quality, and peer influence. 

Understanding these behavioral patterns is essential for OTT service providers to develop effective marketing strategies, 

improve service quality, enhance customer satisfaction, and retain subscribers in a highly competitive digital 

environment. 

 

OBJECTIVES OF THE STUDY 

This research paper aims to achieve the following objectives: 

1. To identify the most preferred OTT platforms among consumers such as Netflix, Amazon Prime Video, and 

Disney+ Hotstar. 

2. To examine the factors influencing consumers' decision to subscribe to OTT platforms. 

3. To study the effect of content variety and genre availability on consumer satisfaction. 

4. To study the role of free trials and discounts in influencing subscription decisions. 

5. To analyze the effectiveness of digital marketing and social media promotions in attracting subscribers. 
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RESEARCH METHODOLOGY 

The study adopted a descriptive research design and collected primary data from 138 respondents using a structured 

questionnaire. Convenience sampling was employed for respondent selection. Both primary data (questionnaire 

responses) and secondary data (journals, company reports, and OTT platform websites) were utilized. Analytical tools 

included: 

• Percentage Analysis — to understand demographic profiles, platform preferences, content choices, and 

behavioral patterns. 

• Mean Analysis (Likert Scale) — to measure consumer satisfaction levels across key service dimensions 

including value for money, content variety, video/audio quality, customer support, and advertisement policy. 

 

DATA ANALYSIS AND INTERPRETATION 

1. Simple Percentage Analysis 

This method was used to understand the demographic profile of respondents and their platform preferences. 

• Age Distribution: Majority (54.3%) of respondents belong to the 18–24 years age group, confirming that young 

adults are the dominant OTT user segment. Only 5.1% are above 45 years. 

• Gender: 76.1% of respondents were male, indicating a male-dominated sample. 

• Occupation: Postgraduates (36.2%) form the largest group, followed by professionals (26.8%), undergraduates 

(19.6%), and students (17.4%), reflecting an educated respondent base. 

• Income: The majority (59.4%) fall in the Rs.25,000–Rs.50,000 income bracket, confirming middle-income 

consumers as the primary OTT subscriber segment. 

Interpretation: The dominant user profile — young, male, educated, and middle-income — highlights that OTT 

platforms appeal most strongly to the educated youth segment. Marketing strategies should be tailored to these 

demographics while also developing content strategies to attract older and female audiences. 

 

Table 1: Demographic Profile of Respondents 

Demographic Category No. of Respondents Percentage (%) 

Age Below 18 23 16.7% 

 18–24 75 54.3% 

 25–44 33 23.9% 

 Above 45 7 5.1% 

Gender Male 105 76.1% 

 Female 33 23.9% 

Occupation Student 24 17.4% 

 Under Graduate 27 19.6% 

 Post Graduate 50 36.2% 

 Professional 37 26.8% 

Income Below Rs.10,000 6 4.3% 

 Rs.10,000–Rs.25,000 39 28.3% 

 Rs.25,000–Rs.50,000 82 59.4% 

 Above Rs.50,000 11 8.0% 
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2. OTT Platform Preferences and Usage Behavior 

Respondents reported their platform preferences and usage patterns across devices, awareness sources, and content 

choices. 

• Platform Preference: Netflix (33.6%) and Amazon Prime (32.5%) are the most preferred platforms. Jio Hotstar 

(14%), SonyLIV (9.4%), Zee5 (7.4%), and Aha (3%) follow. 

• Device Usage: TV is the most preferred device (40.6%), followed by mobile (30.4%) and PC (29%), indicating 

a preference for large-screen viewing alongside strong portable device usage. 

• Awareness Source: Social media is the primary channel for OTT discovery (42%), followed by friends and 

family (34.1%), advertisements (15.2%), and app suggestions (2.2%). 

• Subscription Motivation: Exclusive content is the top motivator (41.9%), followed equally by affordable pricing 

and free trials (27.5% each), with ad-free experience accounting for 3.1%. 

Interpretation: The dominance of Netflix and Amazon Prime underscores their strength in content quality and pricing. 

The reliance on social media and word-of-mouth for discovery highlights the critical importance of digital marketing 

and community-driven engagement for platform growth. 

 

Table 2: OTT Platform Preferences and Subscription Motivators 

Parameter Category Count Percentage (%) 

OTT Platform Netflix 122 33.6% 

 Amazon Prime 118 32.5% 

 Jio Hotstar 51 14.0% 

 SonyLIV 34 9.4% 

 Zee5 27 7.4% 

 Aha 11 3.0% 

Device Used TV 56 40.6% 

 Mobile 42 30.4% 

 PC 40 29.0% 

Subscription Motivation Exclusive Content 125 41.9% 

 Affordable Price 82 27.5% 

 Free Trial 82 27.5% 

 No Ads 9 3.1% 

 

3. Content and Language Preferences 

Respondents expressed strong preferences across content type, language, and genre. 

• Content Type: Movies (31.2%) and Sports (30.9%) are the most preferred content types, followed by Web 

Series (27.7%), Reality Shows (7.7%), and Documentaries (2.6%). 

• Language Preference: Tamil dominates with 49.1% of preferences, followed by other regional languages 

(28.3%), English (21.1%), and Hindi (1.5%), reflecting strong local language demand. 

• Genre Preference: Action (21.2%) is the most popular genre, followed by Comedy (19.6%), Drama (13.7%), 

Romance (13.4%), Thriller (10.4%), Horror (10.1%), and Sci-Fi (9.9%). 

• Cancellation Factors: Too many advertisements are the top reason for cancellation (47.6%), followed by better 

alternatives (19.7%), price increases (16.5%), and lack of new content (16.2%). 

Interpretation: The strong preference for Tamil and regional language content emphasizes the critical need for localized 

content investment. OTT platforms must continue expanding regional libraries while balancing global content. The high 

cancellation rate due to excessive ads signals an urgent need to improve advertisement management. 
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Table 3: Content, Language, and Genre Preferences 

Preference 

Category 

Top Choice Percentage (%) Second Choice Percentage (%) 

Content Type Movies 31.2% Sports 30.9% 

Language Tamil 49.1% Regional 

Languages 

28.3% 

Genre Action 21.2% Comedy 19.6% 

Cancellation 

Reason 

Too Many Ads 47.6% Better Alternatives 19.7% 

 

4. Mean Analysis — Satisfaction Levels 

Mean analysis was applied using a Likert scale (1–5) to measure consumer satisfaction across five key service 

dimensions. 

• Value for Money: Mean score of 4.15 — indicating high satisfaction. Majority selected Agree and Strongly 

Agree, confirming that consumers perceive strong value from OTT subscriptions. 

• Content Variety: Mean score of 3.81 — indicating moderate to high satisfaction. Most respondents agreed that 

content variety meets their expectations. 

• Video and Audio Quality: Mean score of 2.99 — indicating a neutral opinion. Respondents are neither highly 

satisfied nor dissatisfied, suggesting room for quality improvement. 

• Customer Support Service: Mean score of 2.3 — indicating dissatisfaction. A majority selected Disagree, 

revealing a significant gap in customer service quality. 

• Advertisement Policy: Mean score of 2.09 — indicating strong dissatisfaction. Excessive advertisements are 

clearly a major pain point for consumers. 

Interpretation: While OTT platforms perform well in pricing and content availability, technical quality and service 

aspects need considerable improvement. Advertisement policy and customer support are critical areas where platforms 

must invest to reduce churn and enhance loyalty. 

 

Table 4: Mean Analysis — Satisfaction Scores 

Satisfaction Dimension Mean Score Interpretation 

Value for Money 4.15 High Satisfaction 

Content Variety 3.81 Moderate to High Satisfaction 

Video & Audio Quality 2.99 Neutral 

Customer Support Service 2.30 Dissatisfied 

Advertisement Policy 2.09 Strongly Dissatisfied 

Overall Mean Score 3.07 Moderate Satisfaction 

 

FINDINGS 

Consumer Profile 

• Majority (54.3%) of respondents are in the 18–24 years age group, making young adults the primary OTT user 

segment. 

• 76.1% of respondents are male, reflecting a male-dominated sample. 

• Postgraduates (36.2%) and professionals (26.8%) form the largest occupational groups, indicating high OTT 

adoption among educated individuals. 

• 59.4% belong to the Rs.25,000–Rs.50,000 income group, identifying middle-income earners as the core 

subscriber base. 
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Platform and Usage Preferences 

• Amazon Prime (32.5%) and Netflix (33.6%) are the two most preferred OTT platforms. 

• TV (40.6%) is the most preferred viewing device, though mobile and PC together account for nearly 60% of 

device usage. 

• Social media (42%) and word-of-mouth through friends (34.1%) are the primary channels through which users 

discover OTT platforms. 

• Exclusive content (41.9%) is the strongest subscription motivator, followed by affordable pricing and free trials 

(27.5% each). 

Content and Language Preferences 

• Movies (31.2%) and Sports (30.9%) are the most consumed content categories. 

• Tamil (49.1%) is the dominant language preference, reflecting strong regional content demand. 

• Action (21.2%) and Comedy (19.6%) are the most popular genres. 

• Excessive advertisements (47.6%) are the leading reason for subscription cancellation. 

Satisfaction Levels 

• Respondents are highly satisfied with value for money (mean: 4.15) and moderately satisfied with content 

variety (mean: 3.81). 

• Neutral opinion was recorded for video and audio quality (mean: 2.99). 

• Significant dissatisfaction was observed for customer support (mean: 2.3) and advertisement policy (mean: 

2.09). 

• Overall mean satisfaction score of 3.07 indicates a moderate level of satisfaction towards OTT platforms. 

 

DISCUSSION 

The study reveals that OTT platforms are at a critical stage of growth in India. On one hand, rising youth engagement, 

affordable pricing, and content diversity present immense opportunities. On the other, persistent dissatisfaction with 

advertisements and customer support create substantial churn risks that platforms must urgently address. 

The findings align with national and global trends where platforms are competing on exclusive original content while 

consumer price sensitivity drives preferences for flexible plans. The dominant preference for Tamil and regional 

language content underscores that localization — not just translation — is a core competitive differentiator in the Indian 

market. 

The high cancellation intent due to excessive advertisements (47.6%) is a critical insight. As more platforms shift 

towards ad-supported tiers to expand market access, they must carefully design ad experiences that are non-intrusive to 

avoid triggering subscriber attrition. This finding echoes global research highlighting advertisement fatigue as a primary 

churn driver in digital streaming. 

The neutral satisfaction with video and audio quality also points to an infrastructure gap — particularly in semi-urban 

and rural areas where connectivity may be inconsistent. Platforms must invest in adaptive streaming technology to 

deliver seamless quality across varying network conditions. 

Strategies for Growth 

6. Reduce advertisement frequency or introduce affordable ad-free subscription tiers to address the primary 

cancellation driver. 

7. Significantly improve customer support infrastructure — including 24/7 assistance and faster resolution — to 

address the lowest-scoring satisfaction dimension. 

8. Invest in regional and Tamil language original content production, as language preference data confirms 

strong demand for localized programming. 

9. Strengthen social media marketing and influencer strategies, as social media is the leading awareness channel 

for OTT discovery. 

10. Introduce flexible subscription models including student discounts, mobile-only plans, and family packages to 

serve the price-sensitive middle-income segment. 

11. Improve streaming quality through adaptive bitrate technology to address neutral satisfaction with video and 

audio performance. 

12. Expand action, thriller, and sports content libraries to align with dominant genre and content preferences. 

13. Develop loyalty programs, personalized recommendations, and bundled telecom offers to strengthen 

subscriber retention. 
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CONCLUSIONS 

The present study on consumer behavior towards OTT platforms reveals that these services have become deeply 

embedded in the entertainment consumption patterns of young, educated, and middle-income Indians. Netflix and 

Amazon Prime dominate the market, with exclusive content and affordable pricing serving as the primary subscription 

drivers. Social media and peer recommendations are the most powerful awareness channels, reinforcing the importance 

of digital marketing and community engagement. 

While OTT platforms receive strong satisfaction scores for value for money and content variety, serious gaps exist in 

advertisement management and customer support — areas that directly impact subscriber retention. The dominant 

preference for Tamil and regional language content highlights the necessity of robust localization strategies to sustain 

competitive advantage in the Indian market. 

In conclusion, OTT platforms stand at a pivotal moment where improving service quality, personalizing user 

experiences, and adapting pricing models to diverse consumer segments will determine long-term market leadership. 

Platforms that successfully balance content investment with superior service delivery will be best positioned to achieve 

sustainable growth and customer loyalty. 
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