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Abstract 

This research strives to study the surge of OTT platforms during the lockdown. It is significant 

to understand the extent of rise in demand of OTT platforms during pandemic to understand 

their future scope. It is apparent that since the launch of OTT platforms have only observed an 

upward curve in terms of usage and popularity. Due to lockdown, there has been an exponential 

increment in terms of popularity, sudden change in consumption patterns toward entertainment 

through various media platforms. It was observe that people used OTT platforms more than any 

other platforms such as Television and YouTube for entertainment.           

 
 

 

1. INTRODUCTION 

1.1. Background 

Over-the-top services refer to movies and TV shows distributed 

directly to internet customers and do not include access to cable or 

satellite TV. On request by the user, OTT content can be downloaded 

and accessed directly. This form of content includes movies and TV 

shows and is distributed to mobile devices such as a tablet, laptop, 

smartphone, and console directly over the Internet. Currently, Over-

the-top services are highly engaging and are widely recognized as an 

emerging technology worldwide. OTT market has already undergone 

through creative and advanced development, allowing consumers to 

access the contents in a single space whatever want. 

In 2017, Global OTT market size was estimated at $97.43 billion and is 

projected to hit $332.52 billion by 2025, increasing from 2018 to 2025 

at a CAGR of 16.7 percent. With high internet bandwidth, low mobile 

data tariffs and access to the upcoming technologies and new 

smartphones, the urge to consume content over OTT platforms. This 

has opened up an increasing opportunity for both the B2B and B2C 

segments to stream OTT players in India. 

Around 30 Million internet users came online for the first time from 

rural areas between March and November 2019. This is in addition to 

about 71 Million users (out of a total of 504 Million internet users) in 

the five to 11 year age range using internet services on computers 

owned by members of the family. 

This is a completely new category to explore even for OTT players. 

The addressable base for these platforms is still largely untapped and 

even new customers are attempting new systems through discounted 

plans and free trials to test the waters. 

As of now OTT and Music Streaming services as they, offer easy 

access to on-the-go content consumption along customized experiences 

that target the right audience mix based on their listening preferences 

and profile. In this way, it has created a stickiness among the users, 

wanting for more. 

The global OTT market is segmented according to part, deployment 

mode, type of system, type of content, business model, and type of user, 

end-user, and location. The market is divided into on premise and 

cloud-based deployment mode. The segmentation of OTT based on 

various product categories into mobile devices, laptops/PC, tablets, 

game consoles, and set-top boxes. Segment content form covers video, 

audio / VoIP, sports, communication, and others. 

The sources of revenue for OTT platforms are as follows: 

 Subscription 

 Advertising 

 Transactional and 

 Hybrid based on a sales model 

Top five OTT players operating in the Indian market are mention 

below: 
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Table 1.1. Represents top five OTT players in Indian market. 

Major player Market share 

Hotstar 23.8% 

MX Player 21.5% 

Jio TV 17.7% 

Amazon Prime Video ( APV) 8.8% 

Netflix 5.4% 

 

1.2. Top Driving Factors 

Rising demand for OTT in developed regions, rising SVoD services in 

emerging markets, expanding the option of content and increasing 

demand for live streaming channels balance the growth of the global 

market significantly. In addition, expected that the development of new 

OTT markets and fresh development in OTT technology would bring 

lucrative business opportunities. 

1.3. Opportunities in Over-The-Top (OTT) 

Market 

This research provides global analyses of the OTT market, patterns, 

and potential predictions for assessing the imminent pockets of 

investment. 

It provides information on key drivers, constraints, and business 

opportunities for OTTs. 

From 2017 to 2025, the scale of the OTT market, quantitatively 

measured to illustrate the financial competency of the OTT industry. 

1.4. Impact of COVID-19 

The COVID-19 pandemic has unprecedented impacts on companies of 

different sectors. Due to COVID-19 people have been largely trapped 

at home, schools have been closed, and public gatherings and events 

such as professional sports games have been postponed to curb the spread 

of coronavirus. During this quarantine, people have developed new 

routines, and businesses have started to find suitable methods for 

interacting with their clients. 

Although some of the important industries are experiencing adverse 

impacts from the global crisis, the use of digital media has experienced 

substantial surges. In the last few months, there has been a significant 

rise in online media use, as people around the world have been 

housebound. There has been a rising demand for content consumption 

among users, and the OTT platforms. In the current situation, 

entertainment companies such as Netflix, Amazon Prime, etc. are so 

much in demand that YouTube and Netflix have had to reduce their 

regular video quality to help Internet providers cope with the 

increasing demand for bandwidth. 

There are currently 95 OTT platforms in India across the categories of 

video, music, and audio streaming, and since early March, the average 

time spent by Indian users on OTT platforms has now increased by 30-

60%. Due to COVID–19, the OTT platforms have witnessed a massive 

boost in term of newer audience increased viewership. New 

subscribers are flocking towards on-the-go content, and giving very 

positive feedback. 

 

 
Figure 1. Represents online content consumption in India in April 2020 compared to Jan 2020 

 

In Indian market, each OTT player finding its own niche and 

struggling with its own challenges. International players such as 

Amazon Prime, MUBI, Netflix, SONYLIV, Apple TV+ and others are 

struggling to match pricing with their content library, while MX 

Player, Airtel Xstream, YuppTV, JioTV, ZEE 5 and so on are 

struggling against regional language content and Indian originals. 

Compared to January 2020, online content consumption in India 

increased by 35 per cent in April 2020. It further claimed that 

consumption of short form video content during the lockdown showed 

the most significant jump. 
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As we know, Indian users are more likely to consume free content than 

paying subscription platforms. Keeping this in mind, today, many OTT 

players are experimenting with subscription-based video-on - demand 

(SVOD) business models, be they weekly, annually and other 

distributed platforms etc. This includes Amazon Prime Episodes, 

Netflix and other likes. 

At the same time, many OTT players adhere to advertising-based video-

on - demand (AVOD), while some adhere to freemium business models 

and hope to convert them into paid users once they hooked to the 

platform. Many OTT players concentrate on finding their channels in 

order to be able to communicate with Indian users in terms of regional 

languages, geography, user experience, etc. Most OTT video streaming 

players primarily regard Hindi, Tamil, Telugu, Marathi and Bengali as 

the most preferred languages. 

 

 

Figure 2. Represents Binge watching Spree Boost the usage of OTT platform in India 

 

As social distancing and work-from-home continues to region, the 

shows watched on the OTT channels have turned into countrywide and 

global conversation starters. In addition, several films are now being 

released on OTT platforms, and on social media, platforms are 

generating 

a lot of buzz. This pattern will stay as fear of a pandemic continues to 

hold people away from theatres and cinema halls, according to industry 

experts. 

There was a tremendous growth in media and entertainment 

consumption as people being homebound – and especially digital 

entertainment – has seen tremendous growth. TV, online gaming, 

streaming music, podcasts and streaming video services are becoming 

the top option for consumers at home to spend their time. 

The OTT Industry looks promising both local and international 

companies are trying to come up with creative ways to attract new users 

and keep existing users on the platform, and they are building an 

immersive experience with the introduction of AR / VR technology, 

new business models, new content strategy where influencers are 

turning into OTT content creators and more. 

2. LITERATURE REVIEW 

According to the research conducted by Accenture (2015), 

about 75% of internet users in India belongs to age group less than 35 

years and more than 50% of smartphone app users falls under age group 

between 18 to 24 years, basically OTT platforms like Hotstar, nexGTv, 

Netflix, Viu, HOOQ are targeting the younger demographic. Out of 70 

million video viewers in India, about 1.3 million of population are 

OTT paid-video subscribers and still increasing rapidly. In 2015, 

Hotstar claimed on regular basis they have 5 million viewers, which 

rises up to 100 million during IPL season. 

Hoelck and Ballon (2016) in their research paper the stated the 

“digitization” as the prime factor for rising on-demand services 

and interactive communications in platforms, and helped to form 

direct user interface called the Electronic Program Guide. In 

addition, they explained how digitization enabled the electronic 

companies and internet companies to jump into the broadcasting 

market. 

According to research done by comScore (2017), about 53% of 

Wi-Fi users in U.S. uses at least one over-the-top streaming service and 

75% of these Wi-Fi users mainly uses Netflix, followed by YouTube 

with 53%, followed by Amazon with 33% and by Hulu with 17%. 

According to ABI Research (2018), over-the-top (OTT) video 

market across the world will continue to grow at a rapid pace and with 

compound annual growth rate (CAGR) of 10 percent, OTT market will 

generate a massive revenue of $51.4 billion by 2022. 

Budzinski and Lindstädt (2018) in their research paper, they did 

the detailed study on VOD (assuming VOD and OTT are same) where 

they discussed about types of VOD revenue model 

i.e. “Advertising Financed VOD (AVOD)” and “User Financed VOD 

(PVOD)” which are most prominent to the OTT industry. In AVOD 

revenue model, streaming of videos content is free in return for 
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watching advertisements. MSN Movies, YouTube, and Hulu are 

employing this model. On the other hand, in PVOD is a model, users 

pay fees to VOD services directly in return for watching. Further 

PVOD classified into transactional video-on-demand (TVOD) and 

subscription-based video-on-demand (SVOD). 

Another study done by Budzinski and Lindstädt (2018), 

highlights three characteristics of OTT that distinguished OTT from 

existing TVs. Firstly, OTT has reduced the distribution costs and built 

an environment, which helped the small content creators to reach 

viewers through online platforms such as YouTube, vlogs with easier 

and simpler way of processes and activities. Not only OTT enabled 

online content providers to get feedback from users in real time 

through likes, comments, ratings, reviews, etc. and they can use these 

data to improve their services by meeting the demands of the users, but 

also propelled up the use of mobile devices for watching contents. 

As per research conducted by App Annie (2019), the study 

highlights the watching habits shifted from desktop and television to 

mobile. The average time spent on Video Streaming Apps globally 

went up 140% in 2018 in comparison with 2016 in countries like 

Australia, India, Indonesia, South Korea and Thailand. 

Parul Grover (2019), the study shows that OTT viewership divided 

into different categories based on age group and content and media 

consumption timing. The morning slot mostly dominated by Elderly 

viewers, whereas afternoon slot dominated by the Middle-Aged people 

and maximum consumers especially young ones during night. 

According to research done by Kantar (2019), the study shows 

that more than 14% of women adopted OTT platform in 2019 whereas 

42% of the OTT consumption came from women in 2019. In addition, 

age group such as 45 to 54 years and 35 to 44 years had shown the 

growth in adoption of OTT services at 63%, and 18% respectively. 

According to Kaushal (2020), the study shows that due to lock 

down, there is growth of 80 % in subscriber base of OTT players. Due 

to the lockdown, people were force to stay at home. They have no 

other options for entertainment than TV and digital platform. OTT 

players such as ZEE5 and ALT Balaji evident growth in subscriber 

bases whereas Amazon Prime and Netflix refused to reveal their 

figures. Due to pandemic, several big-ticket films were force to launch 

movie on OTTs platforms rather than cinema halls, shows tremendous 

growth of OTT as a platform. ZEE5 claimed a huge growth of 80% in 

their subscriptions. Similar is the case with Alt Balaji, they 

experienced the growth of 17,000 new subscribers per day during 

lockdown 60% growth compared to pre lockdown period. 

3. RESEARCH OBJECTIVE 

The objective of this research is to explore and analyse the factors of 

viewership during lockdown in India. In addition, this study will help 

OTT players in formulating strategies to successfully deal with OTT 

threat and in identifying changing consumer needs, thereby helping OTT 

players to meet the consumer needs. 

We have identified these research objectives to formulate the 

framework: 

To find out the reasons behind the shift in consumption from 

(Television) to (OTT) 

To identify the consumer behaviour among various OTT platforms 

To identify the surge in consumption of OTT platform during 

pandemic in India 

To explore the idea of OTT applications and its massive expansion in 

India 

To find out the user preference of language (foreign or regional) on 

OTT Platforms 

To sty the future scope of OTT platform in India 

4. RESEARCH METHODOLOGY 

This research strives to study the surge of OTT platforms during the 

lockdown. It is significant to understand the extent of rise in demand of 

OTT platforms during pandemic to understand their future scope. It is 

apparent that since the launch of OTT platforms have only observed an 

upward curve in terms of usage and popularity. Due to lockdown, there 

has been an exponential increment in terms of popularity, sudden 

change in consumption patterns toward entertainment through various 

media platforms. It was observe that people used OTT platforms more 

than any other platforms such as Television for entertainment. 

In this research paper, we have adopted quantitative and qualitative 

research study. We have conducted the research by using the survey 

method. As we have few of the research objective which are 

exploratory and confirmatory in nature. 

4.1. Sampling Design 

In this research paper, we are using simple random sampling, as we 

want to the results to be generalizable to the whole population. As the 

total Indian population is estimated to be 1.38 billion, consist of 0.717 

billion of males and 0.663 billion of females. To conduct this study we 

have estimated our samples size of 220 respondents. 

4.2. Data Collection 

To conduct the study, data collection will be done by online survey 

method using google forms. The total time span of data collection will 

be three weeks. In addition, we are going to brief the participants the 

goal of the study, seeking permission to use their personal information 

for the privacy concern. 

4.3. Data Analysis 

In this research paper, we are going to use Graphical Representation and its 

analysis through MS Excel. 

4.4. Research Tools 

In this research paper, we may to use any of following tools:- 

 MS Excel 
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5. DATA INTERPRETATION AND 

ANALYSIS 

New age Viewers are increasingly searching for fresh, relatable, and 

engaging content and are willing to shed an extra penny to experience 

a completely transformative environment/ atmosphere. This is one of 

the main factors behind the rising number of OTT video viewers and 

subscribers for streaming services. OTT (Over-the-Top) is a trend in 

media broadcasting that affects Every country's audience, including 

India (Quora, July 23, 2019). OTT is the modification 

That explored the audience, providing easy access to the wider world. 

It is a forum that is Where the consumption of audio or video content 

takes place directly over the Internet. The game is OTT For 

subscriptions, the highest subscription network leads the way. 

According to the Global Web Index research, one of the largest and 

fastest-growing streaming markets in India in the world with biggies 

like AltBalaji, Voot, MX Player, and Zee5. Video of a Nation the 

market is estimated at over $700 million and is predicted to rise to $2.4 

billion by 2023, with a market valuation of over $700 million. The 

OTT sector is projected to have the highest growth. 

Interestingly, India's bandwidth utilization is 47 percent, which is 

slightly lower at about 95-115 percent than China (95 percent) and 

other European nations. 

The number of 4G data users in the country is estimated to be 598 

million, while that of 3G was at around 44 million. 

Video consumption has increased with a spurt in the number of over-

the-top (OTT) platforms in the world (like Netflix, Amazon Prime 

Video, and other regional content platforms). Aggressive distribution 

and pricing methods, including sachet pricing and mobile-only packs, 

are being embraced by players. The average time spent in India on 

OTT platforms is about 70 minutes a day and, according to the study, 

an average single session lasts about 40 minutes. (Economic Times, 

Feb 2020). 

The proliferation of video streaming platforms would be quicker 

broadband, cheaper smart TV sets and In general, they have an 

influence on the film industry and multiplexes in particular and 

lockdown Fuel has been applied to such a case. It seems like a wise 

option for a digital release to opt for Filmmakers in this lockdown 

period. Film theatre owners, their integral company, however, Partners 

have not been too pleased with this shift of tack for a long time. The 

film exhibition industry is Dealing with zero sales and their business's 

worst loss ever. 

Interestingly, in addition to recent movies such as Chhapaak, Tanhaji 

(both on Hotstar), and Lane, Dancer 3D (on Amazon Prime), films of 

doomsday like Contagion (based on a fictitious Zombieland: Double 

Tap and the Documentary Pandemic: How to Escape the Virus 

Pandemic an Outbreak is now among the top films viewed on their 

respective streaming sites. 

Again, on Netflix, movies like Resident Evil: The Final Episode, a sci-

fi film in which in addition to filmmaker Imtiaz Ali's, civilization is 

wiped out because of a T-Virus epidemic, Ali's SHE, a web show, is 

the number 1 theme.  

There must be to know the viewers changing pattern or habit of 

collective viewing experience during the lockdown period, We use the 

survey method throughout the lockdown era. Data was collected via 

Google forms online. Some questions were close-ended and some 

open-ended. Questions were asked to know the factors of watching 

habits of Indian viewers and their perception towards the future of 

cinema industry due to over the top applications in India. 

This research involves 73.2% of viewers from the age group of 20 to 

30 years which are the major stakeholders of viewership data and then 

22.7% of viewers from the age group of 10 to 20 years, only 4.1% of 

viewers from the age group of more than 30. There are also the viewers 

involved with a different educational background like 84.5% are the 

Students, 9.5% are the Working Professional and remaining are from 

Homemaker and Self-employed. 50.5% of Female viewers and 49.5% 

are Male viewers. According to the survey, we find that 71.4% of the 

viewers have no regular income in their hands, only 28.6% have their 

regular income in their hands this shows that only a few viewers have 

their income.  As both viewers have a major stake in increasing the 

viewership of any medium because of different factors like time, 

money, resources, status, etc.

 

 
Figure 3. Represent choice of consumer of watching OTT Platforms  

Sitting together and watching movies or any other  video content or 

spending time on the pretext is the foundation of our family also. After 

the innovation of mobile or internet and then OTT platforms, the 

biggest impact is going to be on this foundation. We asked this 

questions to viewers That Do you use OTT Platforms like (Amazon 

Prime, Netflix, Voot, etc) or not. 98.2% viewers says Yes and only 

1.8% select no because they don’t use any OTT platforms. This means 

there is an rise in demand of OTT platforms.
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Figure 4. Represent amount spent by the consumer on OTT platforms on monthly basis   

 

 

Cost are an important factor behind using and viewing any video 

content and the graphics indicating that viewers found that OTT 

Application is cheaper and specially in lockdown period that OTT 

distributers provides offers and it’s easy to spend on OTT platforms. 

That’s why 50.5% viewers spend upto Rs 500 and 39.5% says they 

only spend Rs 500 – 800 on OTT platforms and remaining 10% spend 

more than Rs 800 on OTT platforms as they think it is cheaper and 

convenient as compare to other traditional medium. 

 

 
Figure 5. Represnts various plans adopted by the consumers based on price of the plans  

 

As you can see in the above graph 41.4% viewers strongly agree with 

the lower-priced plan while opting for OTT services. 44.5% only agree 

and 10% are neutral with the above statement remaining 3.2% and 

0.9% are not agree and strongly disagree respectively this means they 

want low priced plan for OTT services. 

Next graphics chart clearly shows that viewers habit of watching OTT 

based video content has increased during the lockdown period as 

93.2% viewers accepting this truth remaining 6.8% either do not 

believe this or they have not answer of this question. During this period 

viewers have only two choices of watching video content either 

television or digital content and because quality content is always on 

demand by viewers and hence OTT applications remains the first 

choice of viewers. 

 

 



 

                
Suraj Parkash & Mayank Kumar /Journal of Business Management and Accounts Studies (JBMAS) 

21 | Page                                                                                30 December 2020                                                        www.jbmas.jarap.org 

 
 

Figure 6. Represnts preferred entertainment source during the lockdown  

 

 

 
 

Figure 7. Represnts Sources of their awareness about OTT platforms 

 

 

Things are not as they were before the lockdown and the same can 

happen in the case of OTT services. When we asked the viewers that 

how do you come to know about OTT services (Netflix, Amazon 

Prime, Youtube, Voot, etc)  55.5% viewers says that they come to 

know about OTT services through Friends/Family members/ Relatives 

(WOM) and 30.5% viewers says that they know about OTT services 

from Social media sites (Instagram, Facebook, Whatsapp,etc) 10.5% 

viewers come to know about OTT services through advertisement and 

only 3.6% viewers come to know about through Discounts/referrals 

and other. 

Now a days OTT  services Cost and comfort are an important factor 

behind using and watching any video content and the graphics 

indicating that viewers found that OTT applications is cheaper and 

convenient and easy to operate as we can see in the above graph that 

46.4% are strongly agree with the statement and 41.8% select agree 

only and only 11.4% are neutral with the statement and 0.5% are 

disagree so this means that everyone thinks that it is easy to operate 

and convenient than other traditional medium like DTH and Cinema 

Hall. 
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Figure 8. Represnts Ease of use of OTT platforms 

 

 

Figure 9. Represnts Number of hours OTT platforms in a day 

 

OTT (Over the Top) applications and Television is the most preferred 

option for viewers to watch new content during this lockdown period. 

So how much time they spend to watch OTT applications is the first 

question. In responding this question 59.1% viewers says they spend 2-

4 hours to watching the OTT applications and 34.1% viewer’s 

spending less than 2 hours and 6.8% respondents says they spending 

more than 4 hours to watch OTT applications in a day and this 6.8% of 

viewers will affect the other traditional mediums as they may change 

their watching habits. 

 
Figure 10. Represnts Number of hours OTT platforms in a week 

 



 

                
Suraj Parkash & Mayank Kumar /Journal of Business Management and Accounts Studies (JBMAS) 

23 | Page                                                                                30 December 2020                                                        www.jbmas.jarap.org 

 

OTT (Over the Top) applications and Television is the most preferred 

option for viewers to watch new content during this lockdown period. 

So how much time they spend to watch OTT applications is the second 

question. In responding this question 47.7% viewers says they spend 

14 - 28 hours to watching the OTT applications and 47.3% viewer’s 

spending less than 14 hours and 5% respondents says they spending 

more than 28 hours to watch OTT applications in a Week and this 5% 

of viewers will affect the other traditional mediums as they may 

change their watching habits.

 

 
Figure 11. Represnts Number of OTT platforms consumed by the user 

 

 

Figure 12. Represnts multiple OTT platforms consumed by the user 

 

Subscription of an OTT application is another important factor as 

subscription is proportional to viewership of any OTT application. 

Therefore, the third question we asked that how many OTT channels 

you currently subscribed to. 31.8% viewers are satisfied with to 0 to 1 

OTT channels subscription whereas 50% viewers subscribed to 2 

channels and 10.5% viewers subscribed to 3 channels and remaining 

7.7% viewers subscribed to more than 3 OTT channels who spent most 

of their time to watching it. According to the  above bar graph Which 

clearly indicate the viewers want see variety of content like 32.7% and 

45% viewers are strongly agree and  agree respectively and only 18.6% 

viewers says there are neutral on the statement we ask and only 2.3% 

and 1.4% are Strongly disagree and Disagree respectively.  

 

Cost and comfort are an important factor behind using and watching 

any video content and the graphics indicating that viewers found that 

OTT applications is cheaper and convenient than other traditional 

medium like DTH and Cinema Hall. Specially in Lockdown period 

many OTT distributers provide different lucrative offers which is 

definitely looks very good at the moment and also you can watch this 

content on smart phone which is very comfortable to watch at any time 

anywhere. That’s why 35% viewers say Strongly Agree, they found 

OTT based video content cheaper and also convenient than other 

traditional medium and 28.2% says they are not able to answer this 

question so that mark neutral. Also 2.7% viewers do not consider the 

OTT video content cheaper and convenient as compare to other 

traditional medium. 
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Figure 13. Represnts Reasons of shifting from Traditional media to OTT Platforms 

 

 

The above graph show that the reasons behind to shift from the 

traditional platform (Television) to OTT Platforms (Hotstar, Netflix, 

Amazon Prime, etc.) approx 78.2% think that content is the most 

important reason behind shifting towards OTT and only 63.2% says 

that is also depends upon Price which they charged for providing their 

services also people think that ease of access (65.9% viewers) also the 

factor behind this to shift from the traditional platform to OTT 

Platforms and there are also other factors behind to shift from 

traditional platform to OTT platforms such as Netflix, Hotstar, 

Amazon Prime, etc. 

 

 
 

Figure 14. Represnts the time at which consumer start using OTT Platforms 

 

Next graphics chart clearly shows that viewers habit of watching OTT 

based video content has increased during the lockdown period as 

73.6% viewers accepting this truth remaining 26.4% either do not 

believe this or they have not answer of this question. During this period 

viewers have only two choices of watching video content either 

television or digital content and because quality content is always on 

demand by viewers and hence OTT applications remains the first 

choice of viewers. 
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Figure 15. Represnts increase in consumption of content after subscribing OTT Platforms 

 

Sitting together and watching movies or any other video content or 

spending time on the Pretext is the foundation of our family. After the 

arrival of Mobile and internet and then OTT platforms, the biggest 

impact is going to be on this foundation. We asked this question to 

viewers that OTT platforms allow me to binge watch more content in 

comparison to Television 36.8% viewers Strongly agree with the 

statement. Whereas, 40.9% viewers agree with the statement, 20.5% 

mark as neutral with the statement and 0.9% did not agree and 0.9% 

viewers Strongly disagree with the above statement.

 

 

 
Figure 16. Represnts any Change found by consumer using OTT Platforms content during lockdown 

 

 

Yes it was observed that there was huge leap of increase in number of 

user watching these OTT platforms after lock down. 90.5% of the 

respondents said they have increased their viewership in these OTT 

platforms.  
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Figure 17. Represnts various devices through which OTT content is consumed 

 

After the arrival of Mobile and internet and then OTT platforms, the 

biggest impact is going to be on this foundation. We asked this 

question to viewers that How do you consume OTT services most of 

the time. 51.4% viewers agree with the statement and say that they 

prefer to watch on phone and 42.3% prefer to watch on Laptop 

Whereas, remaining 6.45 viewers prefer to watch it on Tablets and TV.  

 

 
Figure 18. Represnts type of programs mostly watched on OTT Platforms 

 

As we asked our next question what do you prefer most on the OTT 

Platform so approx. 42.7% viewers think that they prefer all the thing 

such as Movies, webseries, Youtube originals, Documentaries, etc and 

only 33.6% and 17.7% prefer Webseries and Movies respectively 

which means that on the OTT platform viewers prefer webseries most 

of the time. 

 

 

 
Figure 19. Represnts timing of programs mostly watched on OTT Platforms 
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As we asked our next question When do you watch content on OTT 

platforms so approx. 76.8% viewers think that they prefer all the thing 

when feel free and 60% prefer when they feel bored and remaining 

viewers prefer when they are stressed (40.9%) when they want to relax 

(43.2%) and when new series or movie is streaming than only they 

prefer. 

 

 
                                   Figure 20. Represnts comparison of watching movies on OTT Platforms and cinemas 

 

Things are not as they were before the lockdown and the same can 

happen in the case of cinema halls. When we asked the viewers that 

they prefer watching movies on OTT platforms rather than go to 

cinema hall to watch films with their friends and family as frequently 

as before. Surprisingly, 76.4% viewers say yes, they still want to go to 

watch movies on OTT platforms. One of the reasons can also be the 

spending quality time and comfort. 23.6% rejected the earlier method 

and they want to go to the cinema halls. 

 

 

 
 

                                  Figure 21. Represnts comparison of watching movies on OTT Platforms and cinemas 

 

As OTT channels has increased their viewership during this lockdown 

period, the very important question arises as to whether the habit of 

watching OTT video streaming services and its convenient factors can 

reduce cinema hall footfalls in future. Here we got the very interesting 

data in which 90.5% viewers except the threat for cinema hall owners 

whereas 9.5%  viewers deny this. 

Next question we have asked regarding rating of the services received 

from different OTT service Providers. Services are categories as on the 

basis of cost, Quality of services, customer care, Data protection and 

privacy. According to the cost most of them says that they are neutral 

and only few are like agree and for quality of services they are agree 

and only few are neutral in comparison with agree viewers, For 

customer care many of them are neutral and remaining are Agree and 

strongly agree. For the data protection and privacy maximum viewers 

go with neutral rating and some of them go with agree and strongly 

agree. It shows that many of them go with neutral rating in according 

to categories.  



 

                
Suraj Parkash & Mayank Kumar /Journal of Business Management and Accounts Studies (JBMAS) 

28 | Page                                                                                30 December 2020                                                        www.jbmas.jarap.org 

 
Figure 22. Represnts comparison of quality of services od various OTT Platforms  

 

 

 
 

Figure 23. Represnts choice of streaming service from OTT Platforms  

 

Now a days OTT platforms become very popular so there are many 

service providers or we can say distributers who provide streaming 

services such as Netflix, Hulu, Amazon Prime Video., Disney, etc. As 

we asked a question from viewers which streaming service provider do 

you choose so approx 72.7% viewers choose Netflix as a priority and 

205 choose only Amazon Prime Video and remaining 7.3%v choose 

only Disney+ this means that Netflix capture the highest market and it 

seems like that it provides you a good and relevant content that’s why 

viewers prefer Netflix most. 

 

 

 
Figure 24. Represnts Type of content preferred by consumer 
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Our next question is related to the content preference. We have asked 

regarding type of content prefer to watch on OTT platforms. 77.7% 

viewers says that they prefer both content i.e. Local and Foreign 

content and 13.2% prefer local content and only 9.1% prefer foreign 

content.

 

 
Figure 25. Represnts Opinion of usage of various languages on  OTT Platforms  

 

Due to lockdown now a days there is an shift in demand of OTT 

content so viewers on OTT platforms think that there are more content 

of different languages in comparison to television so 60.95 viewers 

believe that it is true and agree with the above statement and 32.7% 

viewers believe that they only agree with the statement and only 5% 

are neutral on the statement and 0.9% and 0.5% viewers are not agree 

with that. 

 

 

Figure 26. Represnts weather OTT service will take over cable business in future  

 

As we all know that now a days technology changes drastically and 

due to this it is easy for us to stream online and also I believe that OTT 

services will overtake cable services because of technological 

advancements. 50.5% viewers are strongly agree with the statement 

and only 38.25% agree with the statement and only 10.5% viewers are 

neutral, remaining 0.95% are not agree with the statement. 

 

6. SUGGESTION AND CONCLUSION 
There is no patience in the current generation to wait for a show or 

film to air on a linear platform like television.  Just like Maggi noodles, 

this viewer wants her content - Masaledaar, immediate and on-demand. 

This is what our research shows that, for some of these reasons, the 

Only in India will OTT's growth increase. All the news and papers 

we've read and read about the only thing that is understood is that the 
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OTT video streaming service in India would it will continue to spread 

its feet and have a great influence on our traditional medium. Like 

television and Cinema Hall.  

This fact has further established the strong connection of OTT to the 

audience in the lockdown era. Penetration of Smartphones, 

International Collaboration between media moguls and the medium's 

digital quality. Effectiveness of costs, Equality of access (anywhere at 

any time) is also one of the reasons behind the creation of Media 

Streaming in India. 

 

Dynamic viewing habits can change the collective behavior in other 

findings about the viewers. Experience watching as it also affects the 

potential footfalls of the cinema hall. As the analysis illustrates, 

Viewers have the same way of thinking about the cinema hall's future. 

Decreases or decreases can occur or After this lockout time, it may not 

be in the future footfalls of the cinema hall, it all relies on. The viewers 

who are really in trouble with this. We would recommend that the 

owners of the cinema hall they should think of more convenience and 

deals, and it must be worthy of cost as well. As we find, OTT is 

spreading very rapidly, and its influence on other conventional 

mediums will be very profound. 
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ANNEXURE 

QUESTIONNAIRE 

“The prominence of OTT platforms during the lockdown and its future scope in India” 

Dear Respondent, 

We Mayank Kumar Varshney, Raman Kumar, Akshita Vasisht are pursuing MBA from Lovely Professional University in the field 

of Marketing. This survey is conducted to know “The prominence of OTT platforms during the lockdown and its future scope in 

India”. The popular OTT platforms are Hotstar, Netflix, Amazon Prime, Voot, Zee5 and many more that provide entertainment to 

the viewers on the move. We request you to please spare some of your time and provide your responses to the questions asked in 

this questionnaire. We highly appreciate your support and we assure you that the information provided by you will kept confidential 

and will be used for academic purpose only. 

SECTION-A 

1. Personal Details 

 

Name  

Age 0-10 10-20 20-30 >30 

Gender Male Female Other  

Profession Home Maker Student Working 

Professional 

Self-employed 

Regular Income Yes No   

2. Do you use OTT platforms (Netflix, Amazon Prime, YouTube, Voot, etc)? 

 

Yes No 

3. How much amount do you spend on OTT platform services per month? 

 

< Rs. 500 Rs. 500-800 >Rs. 800 

4. During the lockdown, which entertainment source you preferred more? 

 

Television Online Streaming Subscription 

(Netflix, Amazon Prime, YouTube, Voot, etc) 

Online free website 

(Next Gen, Torrent) 

I never watch it 
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5. How do you come to know about OTT services (Netflix, Amazon Prime, YouTube, Voot, etc.)? 

Recommendation by

 friends/family 

members/ relatives 

(WOM) 

Discounts/referrals Advertisement Social media sites 

(Instagram, Facebook, 

WhatsApp, etc) 

Other 

6. I prefer to subscribe to the lower-priced plan while opting for OTT services. 

 

Strong Agree Agree Neutral Disagree Strongly Disagree 

7. When it comes to ease of use, I believe that OTT services are very easy to operate. 

 

Strong Agree Agree Neutral Disagree Strongly Disagree 

8. For online streaming, I prefer to use multiple OTT Platforms. 

Strong Agree Agree Neutral Disagree Strongly Disagree 

9. I believe that OTT services are cheaper than Dish TV. 

 

Strong Agree Agree Neutral Disagree Strongly Disagree 

10. I feel that OTT platform services are portable. 

 

Strong Agree Agree Neutral Disagree Strongly Disagree 

 

SECTION-B 

11. What are the reasons behind to shift from the traditional platform (Television) to OTT Platforms (Hotstar, Netflix, Amazon 

Prime, etc.)? 

Price Content Privacy Ease of 

Access 

Portability to 

Multiple devices 

Ability to 

download 

Ad free 

Content 

Others 

12. How many hours do you spend in a day? 

 

Less than 2 hours 2 to 4 hours More than 4 hours 

13. How many hours do you spend in a week? 

 

Less than 14 hours 14 to 28 hours More than 28 hours 

14. How many OTT Platforms such as Netflix, Amazon Prime, Voot, etc. you have subscribed? 

 

1 2 3 More than 3 

15. How do you consume OTT services most of the time? 

 

TV Phone Laptop Tablets 

16. I believe that the OTT platform offers a wider range of content compared to Television. 

 

Strong Agree Agree Neutral Disagree Strongly Disagree 
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17. I prefer to subscribe the OTT platforms services to TV channels subscriptions. 

Strong Agree Agree Neutral Disagree Strongly Disagree 

18. I believe that the shows offered by OTT platforms have better ratings than the shows offered by Television. 

Strong Agree Agree Neutral Disagree Strongly Disagree 

19. I believe in OTT platforms there are fewer advertisements in comparison to Television 

 

Strong Agree Agree Neutral Disagree Strongly Disagree 

20. I believe OTT platforms allow me to binge watch more content in comparison to Television. 

Strong Agree Agree Neutral Disagree Strongly Disagree 

 

SECTON-C 

21. Do you think that you started using OTT services during lockdown? 

 

Yes No 

22. What do you watch most on the OTT platforms? 

 

Movies Web Series YouTube 

Originals 

Documentaries All Others 

23. When do you watch content on OTT platforms (Netflix, Voot, Amazon Prime, etc.)? 

 

Free Feel Bored Stressed Want to relax Any new series/movie 

is streaming 

Other 

24. Do you feel that during the lockdown are there any changes in the usage of OTT services (Netflix, Amazon Prime, YouTube, 

Voot, etc.)? 

Increase Same Decrease 

25. Do you ever prefer watching movies on OTT platforms rather than cinema halls before the lockdown? 

Yes No 

26. Do you feel that watching movies on OTT platforms rather than Movies Theaters is better (especially this pandemic)? 

Yes No 

 

SECTION-D 

27. How would you rate the services received from different OTT service providers? 

 

 Strong 

Agree 

Agree Neutral Disagree Strongly Disagree 
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Cost      

Quality of 

Services 

     

Customer Care 

/ Service 

     

Data Protection 

and Privacy 

     

28. If you had to choose one streaming service, which one would it be? 

 

Netflix Hulu Amazon Prime Video Disney+ 

 

SECTION-E 

29. Which type of content do you prefer to watch on OTT platforms? 

 

Local content Foreign content Both 

30. I believe in OTT platforms there is more content of different languages in comparison to Television. 

Strong Agree Agree Neutral Disagree Strongly Disagree 

31. After lockdown, will you prefer to watch new release movies on OTT platforms or Movies Theaters? 

Yes No 

32. Based upon today’s technological advancements, I believe OTT services will overtake cable services. 

Strong Agree Agree Neutral Disagree Strongly Disagree 

 


