1.1 INTRODUCTION
Over-the-top (OTT) platforms have rapidly transformed the entertainment industry in recent years. These platforms provide on-demand content via the internet, bypassing traditional cable or satellite services. Popular OTT services like Netflix, Amazon Prime Video, Disney+, and Hulu have gained a significant market share, offering a wide range of television shows, movies, documentaries, and even live events. As of today, these platforms have become an essential part of people's daily lives, altering the way we consume entertainment.
The explosion of OTT platforms can be attributed to several key factors. First, the advent of high-speed internet, the availability of smart devices like smartphones, tablets, and smart TVs, and the growing ease of accessing on-demand content have significantly altered consumer behaviour. Additionally, the variety and convenience of content available on these platforms, often with the ability to watch anywhere, anytime, have made OTT services an attractive alternative to traditional cable or satellite television. Another significant factor is the competitive pricing and subscription models, which have made OTT platforms more affordable and flexible for users.
In the fast-evolving OTT market, customer satisfaction plays a pivotal role in determining a platform’s success. With increasing competition, consumer choices have grown, and companies must continually adapt to meet customers' evolving expectations. Customer satisfaction, in the context of OTT platforms, is influenced by various factors such as content variety, quality of streaming, user interface, subscription cost, personalization, customer support, and more. Understanding how these elements impact the satisfaction levels of viewers is critical for platforms to maintain and grow their customer base.
The ability of OTT platforms to provide a personalized viewing experience is one of the key differentiators. Most platforms use sophisticated algorithms to recommend content based on viewing history, genres of interest, and user ratings. This customization not only enhances the viewing experience but also contributes to higher satisfaction levels. Moreover, the accessibility and convenience of streaming on multiple devices have elevated the importance of usability, as consumers expect seamless streaming experiences across various platforms and devices.
Pricing models are another crucial factor that impacts customer satisfaction. While OTT services are generally more affordable than traditional cable subscriptions, pricing flexibility and transparent billing practices are important considerations for users. Some platforms offer tiered pricing based on the number of screens, resolution quality (HD, 4K), or additional services, which provide users with the flexibility to select options that suit their needs and budgets.
Despite the many advantages, OTT platforms face several challenges that may affect customer satisfaction. Issues such as buffering, low streaming quality, subscription cancellations, content availability, and lack of localized content are common concerns among consumers. Furthermore, the rise of password sharing and piracy also poses significant challenges in terms of content protection and subscription model sustainability.
This study aims to explore and analyse the factors that contribute to customer satisfaction on OTT platforms. By examining aspects such as content offerings, pricing strategies, streaming quality, user experience, and customer support, the study seeks to provide insights into the key drivers of satisfaction for OTT platform subscribers. Understanding customer satisfaction will allow OTT platforms to enhance their services, improve retention rates, and offer better value to their users.
1.2  SIGNIFICANCE OF THE STUDY
The rapid growth and popularity of Over-The-Top (OTT) platforms in recent years have drastically reshaped the media and entertainment landscape. With the increasing shift from traditional cable television to on-demand streaming services, understanding customer satisfaction within this industry has become critical for the sustained growth and success of OTT providers. This study aims to examine customer satisfaction on OTT platforms, exploring the factors that influence viewers' experiences and how platforms can optimize their services to enhance user loyalty and retention. The significance of this study lies in its potential to offer valuable insights that could benefit both OTT service providers and consumers.
1.3 STATEMENT OF THE PROBLEM
The rise of Over-The-Top (OTT) platforms has revolutionized the entertainment industry, providing users with unprecedented access to a wide range of on-demand content via the internet. As consumer preferences shift towards more flexible, personalized, and affordable entertainment options, OTT platforms have emerged as the primary choice for many viewers, surpassing traditional cable and satellite services. While OTT platforms have seen substantial growth in terms of subscriber numbers and content offerings, there remains a significant challenge in ensuring sustained customer satisfaction.
The problem arises from the increasing competition in the OTT market, with numerous platforms offering similar content and services. As more players enter the market, platforms must differentiate themselves by focusing on consumer satisfaction. However, OTT platforms often face challenges in balancing factors such as content quality, streaming performance, pricing models, customer support, and the overall user experience. Moreover, issues such as subscription cancellations, customer churn, and increasing subscriber demands for higher quality and personalized content have added to the complexity of maintaining satisfaction.
1.4 OBJECTIVES OF THE STUDY
· To study investigate how content quality effects customer satisfaction OTT platform users.,
· To examine the relationship between pricing and customer satisfaction with OTT platforms.
· To analyze the effect of streaming quality on customer satisfaction with OTT platform.
· To identify the role of customer support in influencing customer satisfaction with OTT platforms.
· To compare the customer satisfaction levels of different OTT platforms in terms of content quality, pricing, streaming quality and customer support.


1.5 SCOPE OF THE STUDY
The scope of this study is multi-dimensional, encompassing a wide range of factors that affect satisfaction levels among OTT users. It will explore content quality and diversity, user interface design, technical performance, pricing models, and customer service, among other key elements. Additionally, the study will examine how demographic variables such as age, gender, income level, and geographic location influence satisfaction levels, providing insights into the varying preferences of different consumer groups. Moreover, the study will also investigate the role of social influence and word-of-mouth in shaping user satisfaction. It will explore how recommendations from friends, family, and online communities affect perceptions of OTT platforms, and whether these factors contribute to a higher or lower level of satisfaction. Additionally, the study will analyse the impact of marketing strategies, such as promotions, advertisements, and brand reputation, on consumer attitudes and loyalty towards OTT services. This comprehensive approach aims to uncover the complex interplay between various internal and external factors that drive user engagement and contentment.
1.6 RESEARCH METHODOLOGY
1.6.1 Research design 
Research design is the framework for conducting a study, outlining the procedures for data collection, analysis, and interpretation. The study will adopt a descriptive research design to explore customer satisfaction on OTT platforms, focusing on factors like content quality, pricing, and user experience. This design will help gather both qualitative and quantitative data, providing insights into customer perceptions, preferences, and pain points. Surveys, interviews, and feedback forms will be used to collect data from diverse users, offering a comprehensive understanding of customer satisfaction and identifying areas for improvement.
1.6.2 Sampling
Sampling refers to the process of selecting a subset (sample) from a larger population in order to conduct research. Since it is often impractical or impossible to study an entire population, researchers use sampling to make inferences about the population based on the sample. The sample should ideally represent the population as closely as possible to ensure the accuracy and validity of the research findings. The total population size is indefinite. The researcher selected 100 sample size for the study. 
1.6.3 Sampling Design & Sampling Technique 
Sampling design outlines how a sample will be selected from a population to ensure it is representative, minimizing bias and improving generalizability. It includes decisions on target population, sample size, method, and precision. Sampling techniques refer to specific methods used to select the sample, such as random sampling (equal chance for all members) or convenience sampling (based on availability). The choice of technique depends on the research objectives, resources, and required accuracy.
Sample Size
Sample size refers to the number of individuals, items, or data points selected from a population for a study or experiment. It is a critical factor in research design, as the sample size affects the accuracy and reliability of the results. The study was conducted on a sample of 100 OTT customers.
1.6.4   Sources of Data
A source of data refers to the origin or provider of the information used in a research study. Data can come from various sources, and identifying the correct source is crucial for ensuring the quality and reliability of the research findings. The sources of data can be broadly classified into primary and secondary sources.
· Primary Data 
Primary data is original data collected directly by the researcher for the specific purpose of the study. This data is gathered first hand and is typically more reliable for answering specific research questions, as it is collected directly from the source. Primary data is often considered more accurate and relevant since it is specifically tailored to address the research objectives of a study. The methods of collecting primary data, such as surveys, experiments, and interviews, offer researchers greater control over the data collection process, ensuring that it aligns with the study’s scope and goals. 
· Secondary Data
Secondary data refers to data that has already been collected and analysed by other researchers or organizations. This data is not originally gathered for the current research but can be repurposed for a new study. Secondary data is often used when primary data collection is impractical, costly, or time-consuming. Secondary data can offer significant advantages, such as cost-effectiveness and accessibility, as it is often readily available from various sources like government publications, academic journals, and company reports. Researchers can save time by leveraging existing datasets, which may already cover large populations or long time periods. 
1.6.4 Tools for data analysis
Data analysis tools are software applications and programs used to process, analyse, and interpret data. They help researchers and analysts organize large volumes of data, identify patterns, and derive meaningful insights to make informed decisions. The choice of tool depends on the type of data (quantitative or qualitative), the complexity of the analysis, and the research objectives.  In this study, percentage analysis will be the primary methods used for analysing the collected data.
1.6.5 Period of the Study 
The period of the study was conducted by 21 days.
1.7 LIMITATIONS OF THE STUDY
· Sample size may not fully capture the diversity of OTT platform users.
· Rapid changes in the OTT market may affect the relevance of findings.
· Limited representation of non-subscribers or niche OTT platform users.
· Potential bias in self-reported data from surveys and interviews.




1.8 CHAPTER SCHEME
The study has been arranged into 5 chapters.
The first chapter deals with introduction, statement of the problem, objectives, scope, research methodology and limitations of the study and Chapter scheme.
The second chapter deals with Review of literature. 
The third chapter deals with Theoretical framework of the study.
The forth chapter deals with data analysis and interpretation.
Fifth chapter deals with findings, suggestions and conclusion.



















2.1 REVIEW OF LITERATURE
1. Menon (2020) states that limitations forced in the wake of Covid-19 pandemic significantly changed the consumption pattern for media and entertainment too. As lockdowns kept individuals from wandering out, either or recreation or work, public activity progressively moved to online stages. Web-based social networking furnished the chance to remain associated with families, companions, partners, neighbours and others. With external channels of entertainment (Out of Home based entertainment) shut by government request, the home based entertainment modes showed consistent growth and development.
2. Gangwar et al., (2020) studied the preference of OTT platforms in India. Technological advancement and content quality is the major preference that influences the Indian customers to adopt the OTT platform. The  study concluded that  the millennium is attracted towards the OTT platforms due to foreign content and video on demand facilities.
3. Sharma & Chakraborti, (2020) COVID-19 is a virus that affects the respiratory system and creates serious complications in the human body. To check the community spread of this virus many countries like China, Italy, Spain, the USA, and India resorted to complete lockdown thus leading to a standstill in business operations. This has hit the Service Sector hard and there is a fear of job loss and loss in profitability. This study identified the economic impact of lockdown due to COVID-19 on the Service Sector in India and its economic impact.
4. Sujith et al., (2019) analysed the customer perception towards mobile wallets the study reveals that the majority of the respondents are aware and prefer the mobile wallet and prefer for digital payment.
5. Arora et al., (2018) examined the impact of social media advertising on millennials' preferences.  The study concluded that the respondents’ preferences for using social media websites as they regularly read blogs, used social media platforms for comparison of different products, sought opinions of experts before buying a product, and the number of likes and dislikes had a significant impact on their choices.   
6. Amin et al., (2017) studied attitude and preference of customers in the Islamic mortgage sector. The study concluded that the service quality produces the strongest predictor for the Islamic home financing preference.  
7. S. Rana & Lichened, (2015) examined  the  consumer Preferences  &Attitude  towards Passenger cars. Factors such as after-sales service, resale value, and fuel efficiency along with customer preferences while buying Maruti & Hyundai brands. The study concluded that proper customer care strategy plays an important role in satisfying & delighting the customers.     
8. Khattab & Alhadid,  (2015)  studied  the  students'  satisfaction  through  Technology Acceptance Model (TAM)and seeks to understand the relationship between perceptions such as perceived usefulness, perceived ease  of  use, security and privacy, convenience, and  students' usage. The study shows that there is a significant and positive relationship between electronic banking services and students' satisfaction.
9. Deloitte (2017) report on “Digital Media: Rise of On-demand Content” stated that the availability of affordable smartphones and better internet 4G connectivity has given rise to the demand for video on demand entertainment services. More people are now spending time on digital media compared to the cable or dish network.
10. ICFAI (2019) report on “Transition of Consumer towards Video Streaming Industry: A comparative analysis of Netflix and Amazon Prime.” mentioned that Content is said to be the king when it comes to on-demand video streaming channels and Netflix has slight edge over others in terms of content.hotstar seems to be considerable choice because of the content it offers at affordable prices.
11. Mann et al., (2015) in report “Digital Video & the connected consumer” notified that with 50% of smartphone app users aged between 18-24 years, the OTT media platforms are targeting a younger demographic.
12. Khanna (2016) in his report “A study on factors Affecting Subscription rates of Netflix in India: An Empirical Approach” stated that Indian consumers are more inclined to watch free content online rather pay a fee for the same. Low subscription of Netflix is due to the no availability of regional and local TV shows and movies.

THEORETICAL FRAME WORK
MEANING  OF OTT PLATFORM
An OTT (Over-the-Top) platform is a digital service that delivers media content, such as videos, movies, TV shows, and music, directly to consumers over the internet. This form of media distribution bypasses traditional methods like cable, satellite, or broadcast television, offering a more flexible and user-cantered approach to content consumption. Unlike conventional television, where viewers must adhere to scheduled programming or expensive cable packages, OTT platforms allow users to watch or listen to content on-demand, at their convenience.
The key distinction of OTT platforms is that they operate through internet connectivity, meaning they can be accessed on a wide range of devices, such as smartphones, smart TVs, computers, and tablets. This gives users the freedom to enjoy content anytime and anywhere, as long as they have an internet connection. OTT platforms are available through various business models, including subscription-based (SVOD), ad-supported (AVOD), or transactional models (TVOD), providing diverse options for users and content creators alike.
The rise of OTT platforms has reshaped the entertainment landscape, making it more accessible, affordable, and customizable. They have become an essential part of modern media consumption, offering not just entertainment, but also news, live events, and educational content, all accessible with just a few clicks. With global reach, on-demand availability, and a growing variety of content, OTT platforms continue to thrive as a primary source of entertainment in the digital age.

An OTT (Over-the-Top) platform is a service that delivers media content, such as videos, movies, TV shows, and music, directly to users over the internet, bypassing traditional distribution methods like cable, satellite, or broadcast television. Users can access these platforms via internet-enabled devices, such as smartphones, smart TVs, and computers, typically through subscription, rental, or ad-supported models. Examples of OTT platforms include Netflix, YouTube, and Spotify.

EARLY HISTORY OF OTT PLATFORMS
While Gen Z may believe that streaming has existed all their life or the millennials who have seen the transition from a single TV channel on that one TV in the neighbourhood to the plethora of cable channels to the advent of streaming, we are now at the trajectory of the growth of streaming services.
The initial credit could perhaps be given to two organizations, TiVo and Netflix, and the year 1999. Just as the world was about to enter the new millennium, these two independent organizations launched services that would go on to change the face of audio-visual entertainment. TiVo’s DVR (Digital Video Recorder) for the first time, gave the audience a choice of content at their convenience. The same year Netflix started an online subscription DVD mailing service.
Over the next few years, the technological advancements in the internet, devices, and telecommunication services were expeditious. By 2007, with technological advancements, Netflix started a movie streaming service. By then the world had Web 2.0, the first iPhone was launched and television services were being digitized, thus bringing an increased amount of content online and on personal devices like the mobile phone. By 2010, Netflix began to expand internationally, and streaming services have never looked back.
Unlike most other technological advancements, the Indian OTT space started almost at the same time as the USA, though the Indian market was slower on the uptake. It all started in India with Reliance Entertainment’s BigFlix, a movie streaming service launched way back in 2008, in 2010, another company, Digivive launched NexGTV which allowed a user to stream television content in addition to movies (Suhani, 2022). They even streamed India’s largest media property Indian Premier League (IPL) on their platform in 2013 and 2014, post which the rights for live streaming were sold to Hotstar, upon its launch. While Bigflix and NexGTV were the pioneers of OTT services in India, the market caught momentum with the launch of Ditto TV (later merged with Zee5 in 2018) from the Zee entertainment group in 2012 (Nair,2012) and of Sony Liv from the Sony entertainment group a few months later in 2013 (BestMediaInfo Bureau, 2013). While Sony Liv streamed content from its group channels, Ditto TV was an aggregator that streamed not only content from the Zee channels but from a total of 21 TV channels across media groups, it also had live streaming as well as video on demand on freemium business model. This allowed Indians, initially in the metros, to stream and watch TV content on devices, places, and times of their choice. This was then followed by the current market leader Hotstar from the Star TV Network (later renamed Disney+Hotstar after the merger between Walt Disney and Fox Star Network in 2020). In 2013, Netflix launched House of Cards, their first production, thus starting the trend of content production by streaming platforms while Permanent Roommates from TVF (The Viral Fever) was India’s first web series in 2014.
EMERGENCE AND FUTURE OF OTT PLATFORM IN INDIA
Introduction traditionally, the consumption of movies and other audio and video content has always been in the form of mediums like theatre and television. As the technology developed, it was easily accessible at home and whenever required with the introduction of VHS, DVDs, Blu-rays and disc rental services. Further, cable television brought the content through Co-axial cables and  fibre  optic  cables. Another better service emerged as Direct-to-home  (DTH)  technology  through  satellite  and  dish  connectivity  that brought  high-quality  broadcast  and  on-demand  content  directly  to  the  consumer.  Recently, technological advancements have made the movie  or  TV watching  more  convenient  through online streaming  or Video  on  Demand  (VoD)  services.  VoD  refers  to  streaming  of video  content  over  the Internet, through applications typically referred to  as Over-The-Top (OTT). Viewers can access video content through OTT apps in any Internet-connected device like a Smartphone, smart TV, tablet, desktop computer, laptop, etc.  Unlike traditional media, streaming services tell  varied  stories  that  are  not restricted by censors, box office or demographic. It gives a viewing experience with greatly improved sound and visual quality, provided the consumers have a stable Internet.
490 OTT bypasses cable, broadcast, satellite television and other platforms that generally act as a controller or distributor and enables disintermediation. The sole gateway to consumers’, in the age of traditional media, was through  film  distributors,  theatre  runners,  television  networks  or  Multiple  System Operators (MSOs). With OTT, the content creators can interact with their audience directly through a web page or Smartphone app. This offers the comfort of viewing movie and other entertainment at one’s convenient time and place.
Once considered a luxury, an increasingly growing number of Indians are shifting towards cord-cutting or online streaming. While the figures show that the VoD industry is still at its nascent stage, the entry of almost 40 VoD companies in a span of just three years indicates the massive potential of the industry. Out of five Smartphone owners in India, at least four people  watch content  in at  least one  OTT app (New18.com, 2019).  The OTT apps have become the most downloaded app category ahead of social networking apps like Facebook, messaging apps like WhatsApp, and e-commerce apps like Amazon and Flipkart. The streaming market will collectively account for 46% of the overall growth in the Indian entertainment  and  media  industry from  2017 to  2022 (PwC  India,  2018).  This paper presents the emergence, growth, major streaming services in India, content  typically consumed in  OTT, audience characteristics, problems and future of OTT services in India. 
REASONS FOR RISE OF STREAMING SERVICE  
As the American OTT market is moving closer to maturity, many global players are shifting their focus to other international markets like India to drive their next cycle of subscriber growth. Rajib Basu of Entertainment & Media, PwC India reported that “India is the fastest-growing entertainment and media market globally and is expected to keep that momentum” (PwC India, 2019). Significant factors driving the growth of the VoD market in India are rising Internet & broadband penetration and declining data charges, the proliferation of internet-enabled mobile phones, personalization of content and pricing. Currently, Internet is being actively used by more than half of the world’s population. 
Though India is only second to China in terms of Internet users. At the end of 2019, India had 451 million monthly active Internet users, which is projected at 6664 million by  2023. The majority of them are mobile phone Internet users, who  take advantage  of  the cheap  alternative over  the expensive  landline connection (IAMAI, 2019). However, a large segment of rural India is devoid of Internet access. Therefore, there is still enormous opportunity  for growth,  which will contribute  to an  increase in  the overall  Internet population. In a country where nearly 70% of the population resides in rural regions, no service meant for the masses can afford to overlook this market.
Online video consumption is heavily reliant on the availability of devices that are compatible with online video viewing.  The Smartphone is the preferred  video streaming  device in  India.  In February 2019, nearly 144 million people spent a total of 362 million hours on an OTT platform. In which, 87% of time spent occurred in a Smartphone environment and 13% in a desktop environment (Gevers, 2019).With China failing as a manufacturing hub because of its environmental and labour laws getting stricter, India advanced to fill that spot. India is one of the most promising Original Equipment Manufacturers (OEMs) market. So, the Smartphone penetration is  expected to double to 859  million by  2022. The ‘Make in India’  strategy  introduced  by  the  Government  of  India  simplified  taxation,  labour  regulations  and encouraged infrastructure development, which made it easier for foreign companies to invest in India. Moreover, it made the Smartphone market more competitive and led to the easy availability of more affordable Smartphone.
Many studies have found  that pricing is one of the critical factors in people cord-cutting and moving towards  online  streaming.  Players like  Netflix  and  Prime  Video  are  Subscription-based  Video  on Demand (SVoD) services, where consumers have to make a regular payment, typically monthly, and gain access to their library of video content. Most viewers prefer free services, and only a small amount of people is ready to pay for the subscription.  According to a market study conducted by Brightcove in partnership with YouGov, 29% of consumers mentioned that they prefer to watch movies in the free online streaming sites. 23% said that they would rather pay a  lower fee and watch one to three ads (Brightcove, 2018).Therefore, the most common type of monetization model used in OTT platforms is advertising,  and  it  is  considered  a successful  one, as  evidenced  by the  overwhelming  revenue  and subscribers (Jirakasem and  Mitomo, 2019). Ad-based Video on Demand (AVoD) services like Hotstar and Viu allow consumers to access their library for free and gains its revenue through advertising. The market remains highly focused on AVOD services. Among the top eight video streaming services, except for Netflix and Amazon Prime Video, all other services offer ad-supported content. Also, some platforms like YouTube and iTunes are Transaction-based Video on Demand (TVOD) services, in which viewers pay according to what they choose to access.
The second-most important factor for  Indians opting to  the streaming  services  is the  availability  of personalized content. Research by IHS Markit reported that 76% of those surveyed gave their opinion that availability localized content, and 74% opted the quality of dubbing and subtitles of international content as the critical decision-making factors (Begum, 2018).    In today’s marketing scenario, it requires efforts beyond just advertising in acquiring customers and tailoring the business objectives towards the needs and wants of the consumers. With advancements in data analytics, companies are now able to gather information about their users and implement plans to create a personalized experience for each user or a demographic. Also, in the future, developments in technologies such as machine learning and artificial intelligence will enable OTT players to analyse the data and offer insights to understand user’s viewing patterns. Other factors like ease of use and social trends have an impact on the decision to adopt online streaming over cable TV.
ADVANTAGES OF OTT PLATFORMS
1. Reduction in the cost 
Quality content is available to everyone holding a subscription and a strong internet connection. OTT platforms and their increasing competition is the reason for the low-cost content we consume today.
2. Improved sound and video quality 
The tough competition with the increase in the number of OTT platforms has made the improved sound and video quality.
3. Instant access 
Users can instantly access any content they wish to and whenever they want to. Additionally, it also provides the benefit of watching content as many times as the user. People do not need to stand in long queues to take a ticket for the show.

4. Multi-platform service 
Multi-platform service provides people to binge-watch the content anytime, from anywhere, and using any platform. From the desktop, laptop to smartphones, one can watch content according to their convenience.
5. Original Content 
With the subscription, users have access to the original content. People can control the OTT platform account on their own. Additionally, they can manage other family members on a single account by separating the content of each member.
DISADVANTAGES OF OTT PLATFORMS
1. Necessary internet connection -
The content can be accessed only in online mode. Hence internet connection availability is one of the major drawbacks of the OTT platforms.
2. The connection can affect the quality of the content -
Even after paying for the subscription, which is a fee charged for the content and its quality. The internet bandwidth largely governs quality. A poor connection will give poor video quality despite the premium subscription.
3. Threat to Security -
Despite the many advantages of online platforms, these are not always safe to use. Many platforms may steal user's confidential information as not all the platforms are monitored by the authorities. Although some platforms take security seriously and abide by the laws, many require changes in their policies.
4. No Censorship -
As the government does not regulate the OTT platforms, these are completely independent. Thus, there is no age restriction, and anyone can watch the content.


5. Time wastage 
Users tend to spend a lot of time on the OTT platforms. Binge-watching never ends, one after the other, and the cycle continues. OTT platforms have made people addicted to entertainment, which is so easily available that they forget their important tasks.
EFFECT OF OTT PLATFORMS ON THE THEATRES
Demand for movies is constantly increasing, and the domain of movies is widening with the increasing demand. There is much content available for people to watch. Over the years, theatres have contributed significantly to the entertainment industry. With the rise in streaming apps and accessible internet, the introduction of OTT has initiated tough competition. OTTs and theatres are trying to serve users with quality content at affordable prices.
· Benefits
Movie theatres and OTT platforms both have their pros and cons. OTT platforms have proved to be more convenient and flexible. However, movie theatres give a unique experience of movie watching. Both OTT platforms and movie theatres seem promising for the future, but OTT platforms have gained added advantage due to the covid-19 pandemic. Moreover, OTT platforms have benefitted the young generation, which is craving for relatable and original content.
· Challenges
The Increasing OTT craze has posed a major challenge for the theatres. Although theatres are an entirely unique way of watching movies, they now face tougher competition. The lifestyles of people are changing, which has increased the number of people who can buy a subscription, rather than waiting for the tickets and going to the theatres people now prefer paying and consuming content from their home. Additionally, the rise in OTT platforms and streaming apps has challenged these platforms to present better content.


· Consequences
The rise in the number of options has largely benefitted users. Theatres are finding ways to attract more audiences by providing a comfortable environment. Also, OTT platforms are buying rights on digital content to stream it. The increase in user expectations has led to an increase in the cost that the platforms have to balance along with production costs. Now, OTT platforms have to cater to the overall cost. The rising competition has brought a change by giving talent and quality the highest priority.
· The downfall of Television Viewership
Televisions have been an important part of our childhood. Be it cartoon shows or the popular childhood movies we still remember; we have consumed most content on television. However, today the reduced cost of the internet has increased its accessibility. Internet service is not only confined to the urban parts of India but also covers rural India. Consequently, nowadays, viewers generally prefer watching content on OTT platforms as they provide a wide variety of options for viewers. Additionally, most television shows have fixed time and advertisements, which doesn't go hand in hand with the current lifestyle of people. Hence the television viewership has suffered.
WHAT OTT PLATFORMS HAVE OFFERED US
· Convenience
OTT platforms have given us the most convenient source of our entertainment in the digital world. It has brought to us the technology that promises to offer us the content of our choice without hassles. Moreover, it has also supported the television industry by streaming the shows on its platforms. Technological developments like cloud-based storage and data management have accelerated the growth of the OTT platforms by providing the means to operate them effectively.
· Easy Accessibility
With the rise in internet usage and its easy accessibility, more people can watch quality content using OTT platforms. Before the covid-19 pandemic, it was limited to the cities, but now the service has been widely spread across India. Thus, even the users who live in remote places could access the content provided they have internet access and a subscription.
· Variety of Content
OTT platforms have widened the content. Unlike conventional TVs, it also broadcasts stand-up comedy, web series, and short films. OTT platforms have motivated new content creators, innovative producers, and many others to pursue a career in quality content creation.
The diversity and quality of OTT platforms are what keeps its users hooked to the content. OTT platforms have shaped the perspectives of people with their creative content. Subsequently, it has made people think about new ideas and create new projects. Through their content, OTT platforms have created an impact on the people who consume their content. The future of the OTT platform seems promising, and people can rely on it for convenient consumption of the content.
EMERGING TECHNOLOGIES SHAPING OTT PLATFORM DEVELOPMENT
Emerging technologies are significantly influencing the development and evolution of OTT platforms, driving innovation and shaping the future of the streaming media industry. These technologies not only enhance the viewing experience but also streamline content delivery and operations, enabling platforms to meet the ever-growing expectations of their audiences.
1. Artificial Intelligence (AI) and Machine Learning (ML)
AI and ML are at the forefront of transforming OTT platforms, offering advanced content personalization, recommendation engines, and predictive analytics. These technologies analyse viewer preferences and behaviours to deliver customized content recommendations, improving user engagement and satisfaction. Additionally, AI is used for optimizing streaming quality through adaptive bitrate streaming, ensuring viewers receive the best possible quality based on their internet speed.
Netflix uses AI to personalize content recommendations for its users based on their viewing history, significantly enhancing user engagement. YouTube utilizes ML algorithms to optimize video encoding, ensuring videos stream efficiently across different devices and bandwidth conditions.
2. Blockchain Technology
Blockchain is emerging as a powerful tool for enhancing transparency, security, and rights management in OTT platforms. It can facilitate secure, transparent transactions and contracts between creators, platforms, and viewers. Blockchain also offers potential solutions for combating piracy and ensuring content creators are fairly compensated through smart contracts and content encryption.
Theta Network is a decentralized video delivery network that leverages blockchain to improve video streaming quality and reduce costs. Livepeer uses blockchain for decentralized video encoding, ensuring transparent and efficient processing of video streams.
3. Cloud Computing
Cloud computing allows OTT platforms to scale rapidly, handling vast amounts of data and streaming to a global audience with ease. It supports flexible, on-demand resource allocation, reducing the need for significant upfront investment in infrastructure. Cloud-based solutions also facilitate faster content delivery networks (CDNs), enhancing streaming quality and reducing latency. 
Amazon Prime Video relies on Amazon Web Services (AWS) for scalable cloud infrastructure, facilitating global content delivery and storage. Disney+ uses the cloud for hosting and distributing its vast library of films and shows, ensuring scalability and reliability.
4. 5G Technology
The rollout of 5G networks promises to revolutionize OTT services by offering ultra-high-speed internet connectivity and lower latency. This improvement enables higher quality video streaming (including 4K and 8K content) with minimal buffering, creating opportunities for more immersive and interactive content experiences, such as augmented reality (AR) and virtual reality (VR) streaming.
Verizon partnered with the NFL to offer 5G-powered experiences, including high-definition streaming and augmented reality features during football games. AT&T is exploring 5G's potential to deliver high-bandwidth, low-latency OTT services, enhancing live sports and entertainment streaming.
5. Augmented Reality (AR) and Virtual Reality (VR)
AR and VR technologies are beginning to make their mark on OTT platforms, offering immersive and interactive viewing experiences. They enable viewers to engage with content in new and exciting ways, from exploring virtual environments to interacting with three-dimensional content, enhancing the overall entertainment experience.
NextVR (acquired by Apple) provided live and on-demand VR sports and entertainment content, offering immersive viewing experiences. Disney+ experimented with AR through its "The Mandalorian" AR Experience app, allowing fans to interact with characters and scenes from the series.
6. Internet of Things (IoT)
IoT technology integrates OTT content across various devices and platforms, from smartphones and smart TVs to wearables and home automation systems. This integration allows for seamless content experiences and new interaction models, enabling users to access content anytime, anywhere, on any device.
Netflix and Spotify have integrated their services with various IoT devices, including smart speakers (like Amazon Echo) and smart TVs, for seamless content access across devices. HBO Max has developed apps for connected devices such as game consoles and smart TVs, ensuring viewers can access content from anywhere.
7. Voice and Natural Language Processing (NLP)
Voice recognition and NLP technologies are making content discovery easier and more intuitive on OTT platforms. Viewers can use voice commands to search for titles, control playback, and interact with the platform, improving accessibility and user experience.

Amazon Prime Video integrates with Alexa, allowing users to search for movies, control playback, and manage their viewing experience using voice commands. Google Play Movies & TV works with Google Assistant for voice-powered search and navigation, enhancing content accessibility.
8. Data Analytics and Big Data
Data analytics and big data technologies are crucial for OTT platforms to understand viewer behaviour, preferences, and trends. These insights drive content strategy, marketing efforts, and platform improvements, ensuring content remains relevant and engaging to the target audience.
Hulu uses big data analytics to understand viewer preferences and tailor its content and advertising strategies, improving user satisfaction and ad effectiveness. Disney+ leverages data analytics to optimize its content library and user interface, ensuring a personalized and engaging viewer experience.
9. Edge Computing
Edge computing is designed to bring computation and data storage closer to the location where it is needed, improving response times and saving bandwidth. For OTT platforms, this means enhanced streaming performance, reduced latency, and a better quality of service (QoS) for end-users, especially in regions with limited central data center access.
Akamai, a leading content delivery network, uses edge computing to optimize content delivery for OTT platforms, reducing latency and improving streaming quality. Cloudflare offers edge computing solutions that enhance security and performance for OTT services, ensuring a smooth viewing experience for users worldwide.
10. Content Delivery Networks (CDNs)
While not new, CDNs are continuously evolving to meet the demands of OTT platforms. Modern CDNs are becoming more intelligent and efficient, optimizing content delivery paths in real-time based on network conditions, viewer location, and device type. This optimization ensures high-quality streaming experiences for a global audience.
Netflix has developed its own CDN, called Open Connect, to efficiently distribute its content globally, ensuring high-quality streaming experiences. Disney+ utilizes CDNs to manage the distribution of its extensive content library, supporting its rapid global expansion and handling peak viewership demands.
These emerging technologies are not only enhancing the viewer experience but also addressing operational challenges, enabling OTT platforms to deliver content more efficiently, securely, and at scale. As these technologies continue to evolve, they will undoubtedly unveil new opportunities and business models within the OTT industry.
GLOBAL OTT PLATFORM INDUSTRY 
The global OTT (Over-The-Top) platforms industry has experienced significant growth over the past decade, driven by the increasing demand for digital content and the proliferation of internet-enabled devices. OTT services, which provide streaming content such as movies, TV shows, and music directly to consumers over the internet, bypassing traditional broadcast, cable, or satellite TV services, have gained immense popularity due to their convenience, flexibility, and accessibility. Major global players such as Netflix, Amazon Prime Video, Disney+, and Hulu have reshaped the entertainment landscape, offering on-demand content at competitive subscription prices.
One of the key factors behind the OTT industry's success is the widespread adoption of smartphones, tablets, smart TVs, and other connected devices, which enable consumers to access streaming platforms anytime and anywhere. This shift in consumer behavior has also contributed to the rise of original content production by OTT platforms. Companies like Netflix, Amazon Prime, and Apple TV+ have invested heavily in creating high-quality, exclusive shows and movies, leading to a surge in demand for streaming content. This focus on original content has allowed OTT platforms to differentiate themselves in a crowded marketplace.
Another driving force for the OTT industry’s growth is the increasing demand for localized content across various regions. As OTT platforms expand globally, they are catering to diverse audiences by offering content in multiple languages, cultural contexts, and genres. Local content production has also gained traction, with platforms investing in regional talent to create content that resonates with local audiences. This trend has helped OTT platforms establish a strong presence in markets like India, Southeast Asia, and Latin America, where traditional cable and satellite TV have lower penetration.
Despite the rapid growth, the OTT industry faces challenges such as intense competition, rising content production costs, and changing consumer expectations. New entrants are continuously emerging in the market, and traditional media companies are launching their own streaming services, leading to fragmentation and subscription fatigue among consumers. Additionally, as the market becomes saturated, OTT platforms must innovate and differentiate through unique content offerings, better user experience, and personalized recommendations. This has led to significant investment in AI-driven technology to enhance content discovery and user engagement.
Looking ahead, the OTT platforms industry is expected to continue evolving with the integration of emerging technologies like artificial intelligence, virtual reality, and 5G connectivity. These innovations will enable more immersive and interactive viewing experiences, making it possible for platforms to deliver even higher-quality content. Furthermore, the increasing emphasis on data analytics will help platforms better understand user preferences, optimize content offerings, and expand their subscriber bases. The future of the OTT industry looks promising, as it continues to redefine how audiences consume entertainment globally.
MAJOR STREAMING SERVICES IN INDIA 
Just like the Smartphone segment, the OTT space in the country is also witnessing a tussle between the indigenous and global payers. There are nearly 40 VoD providers in India, and at the rate in which new players are springing up, the number is expected to reach 100 by 2023. While local players like Hotstar and Jio Cinema has gained a stronger footing in the domestic market, global platforms like Netflix and Amazon Prime  have also steadily  grown their  market share.  The major  streaming services  that  are available in India are:
1.Prime Video   
Amazon Prime Video is a video streaming service that is only available to Amazon Prime subscribers. It is a paid subscription service founded, owned, and operated by Amazon.com Inc. It is a business division of Amazon Prime. The business launched an amazon unbox video streaming service in the United States on September 7, 2006. The service was renamed Amazon Video on Demand on September 4, 2008. The company's service was rebranded as Amazon Instant Video on February 22, 2011, and over 5000 TV shows and movies were introduced for Amazon Prime members to watch. Amazon Prime Video provides worldwide unlimited ad-free viewing of Amazon originals, premium movies, and TV shows. Customers with an Amazon Prime membership have free access to thousands of prime video titles. With prime video channel subscriptions, consumers can rent or purchase movies and TV shows, as well as subscribe to over 100 premium channels. In addition, consumers can sign up for add-on channels via Prime Video's service. On a compatible smart TV, Fire TV, cell phone or tablet, game console, or streaming media player, Amazon Prime Video streams unlimited TV episodes and movies from the prime video application.
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Customers can get video and music content through licencing agreements that include a variety of licencing conditions, such as fixed and variable payment schedules. Customers of Amazon Video can watch movies and TV shows on the internet. Amazon Prime Video supports up to High Dynamic Range (HDR) streaming and 4k (UHD), with its original content rolled out in UHD/HDR depending on the platform. Prime Video has placed a greater emphasis on introducing new, award-winning prime originals to the channel, including Oscar-nominated films. India has one of the world's wealthiest and most thriving film industries. Amazon is energised by India's film industry's creativity and enthusiasm, and is producing several Indian original shows, with more to come. Amazon Prime Video has a growing library of original content as well as a good selection of movies and TV shows to watch. Subscribers can download content for offline streaming, as well as stream 4K movies. Furthermore, Amazon offers a large selection of TV shows and movies for rent or buy. However, it does not have as many high-quality shows as the top services, and third-party content tends to disappear.
2.Hotstar 
[image: ]
Novi Digital Entertainment Private Limited, a wholly-owned subsidiary of Star India Private Limited, owns Disney+Hotstar, an online video streaming website. Disney+Hotstar currently provides over a million hours of TV and movie content in nine languages, as well as live coverage of every major sport. Disney+hostar is the most comprehensive video destination for OTT video users, due to advanced video streaming technologies and a focus on quality of service across devices and platforms. Based on the available bandwidth, adaptive video streaming technology ensures that the highest possible video output is automatically played back. Video is designed to play on mobile networks with variable throughout, so that consumers don't have to sacrifice quality on the low end of bandwidth capacity and can watch HD quality video on the high end. Additionally, users can choose the video quality that best fits their preferences.
The content search on Disney+hotstar has been improved to reduce the amount of time it takes to find what you're looking for. Users are directed to video with minimal navigation friction and ease of use due to accurate search results and lightning-fast autocomplete suggestions. With content in 8 languages spanning 15 TV channels, Disney+Hotstar provides the most recent and influential TV, movies, and kledge-based content from India and around the world. Disney+Hotstar is home to some of the country's most successful, long-running, and highly rated television shows. Disney+Hostar is the chosen destination for the latest blockbusters from Bollywood and regional cinema. In order to encourage constructive interaction with the audience Disney+Hostar invests in creating content that reflects their customers' feelings and attitudes, and has had great success with original programming such as on Air with AIB.
3.Netflix 
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Netflix is one of the most popular entertainment services in the world, with 204 million paying subscribers in over 190 countries watching TV shows, documentaries, and feature films in a range of genres and languages. Members can watch as much as they want on any internet-connected device at any time. Members can watch without advertisements or obligations and can play, pause, and resume viewing at any time. Netflix is an OTT video channel and production company based in the United States. It is a subscription service that makes award-winning TV shows, movies, anime, documentaries, and other content available on thousands of internet-connected computers. Read Hastings and Marc Randolph came up with the concept of renting DVDs by mail in 1997. They tested the concept by mailing themselves a DVD, which arrived in perfect condition in 1998, and the Netflix concept was born.
Netflix is granted a patent by the United States Patent and Trademark Office in 2003 to protect its subscription rental services when the number of subscribers reaches one million. The profile features were launched in 2005, allowing members to watch series and films instantly. In 2008, Netflix partnered with consumer electronics companies to make streaming available on Xbox 360, Blu-ray players, and TV set-top boxes. The 11 million Netflix prize is awarded to the team Bellkor's Pragmatic chaos in 2009, after nearly three years and 40,000 submissions, for improving the accuracy of recommendations. Streaming collaborations extend to internet-connected TVs, and the Netflix culture deck is released. 
The membership hits 25 million in 2012, with expansion into the United Kingdom, Ireland, and the Nordic countries. “Bill burs: You people are all the same” is Netflix's first stand-up special. Housag cards, Hamlock arove, "Arrested Growth," and "Orange is the New Block" ushered in the first wave of original series programming in 2013. “House of Cards” went on to win three primetime Emmy awards, including the first for a streaming service. The profiles and ‘my list’ make their streaming debut. Netflix also offers 4K ultra HD streaming. First original feature film (Beasts of No Nation), first non-English original series (Club de Cuervos), and first Asian original (Terrace House) all premiered in 2015. Australia, Cuba, Italy, Japan, Spain, and New Zealand are all members. With the launch of "Daredevil," there will be an audio explanation for the visually impaired. Netflix extends to 130 additional countries in 2016, taking the total number of countries and languages served to more than 190. For offline and on-the-go browsing, a download feature has been added.
In 2017, the global membership reaches 100 million people. For "The White Helmets," Netflix receives its first Academy Award nomination. Members currently have more options to customise their viewing experience with the addition of immersive storytelling and a skip intro button. Netflix earned the most Emmy nominations this year, with 23 wins for shows including "Glow," "Godlegs," and "Queen Eye." Pin security is being rolled out as part of a slew of new parental control features. Top ten lists were introduced in 2020, which allowed members to see what's big for the first time. Netflix has earned the most Emmy and Academy Award nominations. The hardship fund is established to assist innovative community workers who have been affected by Covid 19, and 2% of their cash reserves are transferred to financial institutions that help black communities.


4.SUN NXT
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Sun Nxt is an online video streaming platform owned and operated by Sun Tv Network Limited, with over 50,000 hours of live TV, movies, originals, kid's content, and music available in five Indian languages: Tamil, Telugu, Kannada, Malayalam, and Bengali. Sun Nxt is the most complete entertainment destination for the OTT audio/video viewers. It is and high-level audio/video streaming technology and focuses on consistency of the user experience across devices and platforms. Intelligent search has been designed to reduce the difficulty and time it takes to access content for any content search. With superfast autocomplete recommendations, users can navigate to audio/video with minimal friction and ease. Harmonious audio/video playback delivers the best audio/video experience. Based on the available bandwidth, their technology ensures that the highest possible audio/video output is automatically played back. The audio/video has been designed to play on mobile networks with consistent performance, so viewers would not have to sacrifice their experience due to low bandwidth. Users may also manually pick the audio/video quality that best fits their needs. User friendly interface discover content and see their experience grow with their interaction patterns. Sun Nxt's content composition is the product of a thoughtful user interface approach and sound design guidelines that ensure the user is not frustrated by the amount of information available. Content directory is the best place to watch biggest blockbusters from Kollywood, Tollywood, Mollywood. Sun Nxt provides content in five languages from South India, including the most recent and popular TV shows, movies, and music. Sun Nxt is a home to some of the country's longest-running and highest-rated television programming.
It provides a free trial for any length of time. The user's eligibility for a free trial, as well as the duration of the free trial and the content available for viewing during the free trial, is entirely up to them. Certain features and content available on the site are only accessible after signing up for a subscription plan. Any of the subscription plans available on the platforms will be priced differently and come with different limitations and restrictions. Apple iTunes will send an e-mail with a link to administer the subscription plan to Apple users. If the user subscribes to Apple iTunes, they will be able to access the subscription plan from any device that's connected to their Apple ID.
5.Jio Cinema and Jio TV
Reliance  Jio mobile  data  service  comes  bundled  with  various  OTT  apps  like  JioTV,  JioCinema  and JioSaavn catering  to different needs  of the  customers. The  content  offered by  the service  is  mostly dedicated to the Indian audience. JioTV offers 647 Live TV channels which are nearly double the channel count provided by its competitors. Whereas, the JioCinema hosts over 10,000 movies and TV shows. Jio has signed a long-term content deal with Disney India to host a dedicated Disney branded section on their homepage with content spanning Disney’s movies and animation series. Jio has also announced the  launch  of  Jio  Fibre’s  ‘First-Day-First-Show’  plan  which  is  set  to  launch  in  2020.  Premium  Jio customers would be able to watch new movies on their release date, on-demand in the comfort of their house.
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6.ZEE 5
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Zee5- the online video streaming OTT platforms comes in with the benefit of users preferred language. Original features, LiveTV, catchup TV, lifestyle shows, children's programming, unique short series, and acclaimed play are all available in 12 different languages. Its limitless entertainment sounds familiar in the language. Zee 5 has a huge library of programming. It is a full video destination with 90+ live TV channels and 1.25 lac+ hours of streaming in English, Hindi, Bengali, Malayalam, Tamil, Telugu, Kannada, Marathi, Oriya, Bhojpuri, Gujarati, and Punjabi. It is the chosen destination for cinephiles due to its extensive collection of Bollywood and foreign language films.
With advanced video streaming technology, incredible speed, and crystal-clear sound, Zee5 provides a relaxed and welcoming user experience. A video experience unlike any other is created through language navigation, smooth video playbacks, smart control search and recommendation, the ability to select video quality, and much more. All that is needed is a connected computer that is compatible. The website for Zee 5 is www.zee5.com, and the application for smartphone, laptop, tablets, desktop and other devices can be downloaded from the Google Play Store and Apple App Store. Any of the content is only available to those who subscribe to the various subscription plans. The subscription service is available to all registered users. Users are asked to apply for subscription packages made available by ZeeL from time to time as a subscription user. Subscribers can avail additional terms by applying to the subscription-to-subscription package. 


7.SonyLiv 
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SonyLiv is a VoD streaming service operated by Sony Pictures Networks. It has more than 40,000 hours of content from a wide variety of genres. SonyLiv had a higher growth rate in non-metropolitan cities like Lucknow, Indore, Patna and Jaipur, as compared to the metropolitan cities (KPMG, 2019). Similar to Hotstar, it is available as a freemium service with content which viewers can see without signing-up or subscribing. The premium service starts at Rs.199 per month and offers access to English movies and TV shows. The platform recorded 70 million viewers during the FIFA World Cup in 2018, and 50 million viewers during India’s cricket tour of Australia and England in 2019.
8.VOOT
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Voot is a video-on-demand platform that is part of Viacom 18 digital projects, the digital arm of Viacom 18 which is one of the country's fastest-growing media networks, with over 35,000 hours of exciting content for viewers of all ages and tastes including colours, MTV, Nickelodeon, Viacom 18 motion pictures, colours Kannada, Marathi, Bangla, colours mega, and colours Gujarat. Voot provides the most famous TV shows, blockbuster movies, toons, and Voot originals Customers of Voot who have subscribed to devices branded as Voot have access to a variety of digital content, including movies, originals, and TV shows, through Viacom 18. Viacom 18 can also provide Voot customers who have subscribed to service content by combining services and applications of other audio-video streaming sites, content, and partner content, which will be referred to as Voot content. Viacom 18 will bundle the service in various ways to promote viewership and access, such as Voot content or services that are available. It provides unrestricted access to information, which may include advertisements or commercials and also by paying a subscription fee, a pay-per-view model with or without advertisements ads are also included.
Some of the Voot content mode available on the service is free, and there are no subscription fees associated with using the service. The company does, however, reserve the right to change the form of monetization through the service as it sees fit in the future. The quality of the display of Voot content varies by device and is influenced by a number of factors, including location, bandwidth available via and/or speed of the internet link, HD, Ultra HD, and HDR or any other high-resolution. Content availability has relied on internet service and device capabilities. Users can subscribe to an all-access premium subscription package from Viacom 18, and the company can offer different subscription packages with full access to specific Voot content in the future. On some compatible platforms, the majority of the content is available for temporary download and offline browsing.
Other OTT players  
Eros now  launched by  Eros International  has the  most amount  of  content compared  to other  OTT services in India. It hosts over 11,000 movies, 100,000 albums, and 100 TV shows. Eros now was titled the ‘Best OTT Platform of  the Year 2019’ at the British Asian Media Awards. Hooq is  a lesser-known competitor in the market even though it was launched in India much before other services. Hooq offers more than 10,000 titles, which include movies and renowned DC superhero television shows. Voot is a streaming service owned by Viacom 18. It hosts programmes that are already aired on their television channels such as Colors, MTV, Nickelodeon, etc. Voot also started producing original series under the brand name Voot Originals. ALTBalaji is a VoD platform operated by Balaji Telefilms Ltd. At Rs. 25 per month or Rs. 300 per year, ALTBalaji is the cheapest of all OTT players in India. The platform has over 250 hours of original content with a new show releasing every month. Their library also includes more than 100 hours of kids’ content and many shows in regional languages.  
MX Player, a mobile video player app was acquired by Times Internet (TIL) group for 1,000 crores in July 2018. TIL has built a digital-first streaming service atop of MX Player to leverage its 350 million user bases in India. Karan Bedi, CEO of MX Player player, said that their OTT service would revolutionize digital entertainment in India (BW Online Bureau, 2019). Currently, MX Player hosts 14 original shows.
Content typically consumed in OTT 
Every VoD platform is striving for higher engagement, and hook the viewer through unique, addictive and binge-worthy contents. Binge-watching has become the new typical weekend plan among young people. Teenagers are mostly agnostic about the medium, but  they  are very  selective about quality programming. They are also very active and articulate on social platforms about their favourite shows and binge-viewing practices. So, binge-watching is not just about convenience and customization, but also about cultural unification, connection and community as it bonds people through their  shared experience.
Problems 
After its massive impact on market and culture, OTT became the centre of debate in various aspects, such as  its  impact  on  traditional  services,  threat  or  opportunity  to  investors  in  the  industry,  and regulatory  framework.  Copyright owners of contents  fear  that  OTT  increases  chances  of  piracy (Crandall, 2014). Ever since content could be stored in digital formats, illegal downloading of movies and TV shows has a significant impact on the market. It is projected to cost the TV and film industry US$ 51.6 billion globally by 2022.The  market power of  digital media platforms  has  had  massive growth because the OTT platforms have been very lightly regulated in terms of public interest responsibilities and anti-monopolistic behaviour, unlike the legacy media and telecommunications firms. Content with extreme violence, nudity and strong language find their home in OTT platforms because the OTT sector in India  is less  regulated than  its  offline  counterparts  like film  and television.
Telecoms Regulatory Authority of India (TRAI) has stated concerns over disturbances to the country’s social fabric caused by content carried by OTT platforms. The Government of India reaffirmed that, as VoD services are available over the Internet, which is a public medium, OTT platform operators do not require any license to operate. Moreover, TRAI, believe that the Information Technology Act, 2000, offer enough safeguards. The Information Technology Act, 2000 allows the government or the court to either block or take-down content that they consider objectionable.
Domestic or local broadcasting industries are considered vital to cultural expression and democratic practice. For that reason, they receive government support and are regulated in the public interest. Even though the OTT platforms portrayed as complementary to traditional media, their consumerist approach is disruptive to the values and principles of legacy broadcasting (Zboralska and Davis, 2017). Also, their venture into content distribution is indistinguishably connected to  their  capacity  to accumulate and  sell data  about  their users.  Therefore, there is an immediate need to regulate OTT platforms in the public interest.  
The inconsistency in OTT regulation is based on the disparity between one-sided and two-sided content markets (Bilbil, 2018). The telco industry embraces the one-sided business model for offering internet service. In contrast, many other OTT service providers, such as YouTube support the two-sided business model and therefore becoming a separate technological business faction.
Future of OTT 
· Always On, Always Connected
The proliferation of smartphones and reliable internet access has enabled an “always on” mindset among consumers. People expect to be able to watch their favorite shows and movies anytime, anywhere. For example, India now has over 650 million internet users, presenting a massive addressable market for OTT providers.
Even in more mature streaming markets like the United States, OTT continues to steadily gain market share through new subscriber growth and revenue. The cloud-based nature of these services allows for easy scalability to reach new geographic regions and support growing user bases.
· Embracing Innovation
OTT has unlocked new possibilities for how content is created, distributed and consumed. Production companies no longer have to pitch cable networks to get their content in front of audiences. Creators have more opportunities to experiment with episodic and short form content tailored to digital viewing habits.
· The Content Gold Rush
As more media enterprises launch streaming services, the fight for premium content continues to intensify. Licensing popular older TV shows and movies remains incredibly expensive. Major studios are also keeping their tentpole film releases to use as exclusives for their own platforms.
· Built for the Future
To stand out in this crowded field, new entrants need to build a flexible tech stack that takes advantage of cloud infrastructure and modern development practices. Partnering with experienced streaming development firms can help launch and iterate your platform quickly and cost-effectively.
The future of television is OTT. With smart technology choices and winning content strategies, there’s still time for new players to stake their claim in this booming market. The living room screen remains incredibly valuable real estate will your streaming service be what captures the next generation of viewers?
Role 5G and telecom service providers 
There is a global race to take the lead in 5G cellular network technology. The government of India has established a dedicated committee for creating an efficient pathway for the roll-out of 5G and develop the next generation of broadband infrastructure. As consumers are seen to be increasingly preferring high-definition and immersive content, the 5G is expected to create an opportunity for new product and services offerings in the media and entertainment industry (Deloitte, 2019). Apart from OTT, the other fast-growing segments that are benefited by 5G are online gaming and Internet advertising. Along with 5G,the government’s  Digital  India Initiative is  helping urban and  even the most  remote villages  to  stay  connected. The telecom industry  in  India  faced  significant  convergence  in  2018. Vodafone, the second-largest operator in  India,  and  Idea, the  third-largest  operator  has merged  to emerge as the biggest telecom operator in  India in terms of subscriber base. With Vodafone’s urban-focused network and Idea’s rural-focused network, this merger is expected to diminish the urban-rural bandwidth disparity in India and promote OTT.
Sports streaming 
Streaming live sports, especially cricket, has turned out to be the critical differentiator in India’s OTT space, as shown by Hotstar.  Even though Hotstar does not reveal category-specific viewership data, industry experts estimate that its rich sports programming  give a  distinct advantage  over  the rest. Hotstar showcases the following sporting events:  Pro Kabaddi League, Indian Premier League (IPL), English Premier League (EPL), Indian Super League (ISL), Formula One, German Bundesliga, and Grand Slams. Cricket also provided a significant push to SonyLIV in 2018, when they acquired the streaming rights for India’s cricket tours to South Africa, England, and Australia. It is estimated that users spend on average 30-35 minutes on watching sports on OTT platforms (Ernst and Young, 2019). Even though many users do not watch the entire event or match, growing viewership indicates the sense of comfort that viewers experience with the digital medium.  There are six defining characteristics to OTT live sports streaming: The privileging of liveliness, a mix of mass and niche services, changing rights territories, multiplying screens and spaces of consumption, datafication of consumption and viewing habits, and improving the technical infrastructure (Hutchins et al. 2019). A few years ago, the digital rights for streaming on OTT  platforms  were sold  along with traditional broadcasting rights, and often to the same company. However, now, digital rights are sold separately as their value has increased rapidly. The Board of Control for Cricket in India (BCCI), who owns the IPL, expects the value of digital rights to multiply in the coming years, and thus does not want to make any long-term deals. Prime Video, Jio, Twitter and Facebook have reportedly started  showing interest in sports. Facebook’s failed bid for IPL’s digital rights in 2017 stood at Rs 3,900 crore, indicating its intent to enter India’s fast-growing OTT market.
Difference between OTT platform and theatre

	Aspect
	OTT Platform
	Theatre

	Mode of Delivery
	Content delivered over the internet (streaming)
	Content presented in a physical location (live or pre-recorded)

	Access and Convenience
	Available anytime, anywhere with an internet connection
	Viewers must attend at a specific time and location

	Content Availability
	Wide variety of on-demand content (movies, shows, etc.)
	Limited to scheduled content (current screenings or performances)

	Experience
	Private and individual viewing (can pause, rewind, etc.)
	Communal and immersive experience in a shared space

	Cost Structure
	Subscription, ad-supported, or pay-per-view model
	Ticket price, often higher, with additional costs for concessions and transportation

	Interactivity
	Users can control viewing experience (pause, skip, etc.)
	Passive viewing; no control over content during the show












Table No. 4.1
GENDER WISE CLASSIFICATION
	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Male 
	64
	64

	Female 
	36
	36

	Prefer not to say
	0
	0

	TOTAL
	100
	100


     Source: Primary Data
Chart No. 4.1
GENDER WISE CLASSIFICATION


INTERPRETATION
Table No.4.1 shows that 64% of the respondents are male. 36% of the respondents are female. 



 



Table No. 4.2
AGE WISE CLASSIFICATION
	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	16-21
	18
	18

	22-27
	35
	35

	27-32
	30
	30

	32+
	17
	17

	TOTAL
	100
	100


     Source: Primary Data
Chart No. 4.2
AGE WISE CLASSIFICATION


INTERPRETATION
Table No.4.2 shows that 35% of the respondents are from the age group of 22 to 27 years. 30% of the respondents belongs to the age group of 27 to 32 years. 18% of the respondents are from the age group of 16 to 21 years. 17% of the respondents are from the age group of 32 and above years. 


Table No. 4.3
MOST USED OTT PLATFORM
	RESPONSES
	NO. OF RESPONDENTS
	PERCENTAGE

	Netflix
	35
	35

	Amazon prime video
	20
	20

	Hot star
	16
	16

	Hulu
	7
	7

	Apple TV
	18
	18

	Other 
	4
	4

	TOTAL
	100
	100


   Source: Primary Data
Chart No. 4.3
MOST USED OTT PLATFORM


INTERPRETATION
Table No.4.3 shows that 35% of the respondents mostly use Netflix. 20% of the respondents use Amazon prime video and 18% use Apple TV the most. 16% of the respondents use Hot star while 7% of the respondents use Hulu. 4% of them use other OTT platforms. 


Table No. 4.4
PERIOD OF USING OTT PLATFORM
	RESPONSES
	NO. OF RESPONDENTS
	PERCENTAGE

	Less than 1 month 
	10
	10

	1-6 Month
	23
	23

	6 Months-1 Year
	30
	30

	Over 1 year 
	37
	37

	TOTAL
	100
	100


    Source: Primary Data
Chart No. 4.4
PERIOD OF USING OTT PLATFORM


INTERPRETATION
Table No.4.4 shows that 37% of the respondents using OTT platform from over 1 year. 30% of the respondents using it from last 6 months to 1 year. 23% of them are using OTT platforms from 1 to 6 months and 10% of the respondents are using it from less than 1 month.  





Table No. 4.5
FREQUENCY OF USING OTT PLATFORMS
	RESPONSES
	NO. OF RESPONDENTS
	PERCENTAGE

	Daily 
	36
	36

	Weekly 
	45
	45

	Monthly 
	14
	14

	Rarely 
	5
	5

	TOTAL
	100
	100


Source: Primary Data
Chart No. 4.5
FREQUENCY OF USING OTT PLATFORMS


INTERPRETATION
Table No.4.5 shows that 45% of the respondents use OTT platforms weekly. 36% of the respondents use OTT platforms daily while 14% of them use it monthly. 5% of the respondents use OTT platform rarely. 



Table No. 4.6
SATISFIED WITH THE VARIETY OF CONTENT AVAILABLE ON THE OTT PLATFORM
	RESPONSES
	NO. OF RESPONDENTS
	PERCENTAGE

	Very satisfied 
	59
	59

	Satisfied 
	36
	36

	Neutral 
	3
	3

	Dissatisfied 
	2
	2

	Very dissatisfied 
	0
	0

	TOTAL
	100
	100


    Source: Primary Data
Chart No. 4.6
SATISFIED WITH THE VARIETY OF CONTENT AVAILABLE ON THE OTT PLATFORM

INTERPRETATION
Table No.4.6 shows that 59% of the respondents very satisfied with the variety of content available on the OTT platform. 36% of the respondents satisfied and 3% have neutral opinion. 2% of the respondents dissatisfied with the variety of content available on the OTT platform. 



Table No. 4.7
VISUAL APPEAL OF THE PLATFORM'S INTERFACE AND DESIGN
	RESPONSES
	NO. OF RESPONDENTS
	PERCENTAGE

	Very appealing 
	14
	14

	Appealing 
	72
	72

	Neutral 
	8
	8

	Unappealing  
	6
	6

	TOTAL
	100
	100


  Source: Primary Data
Chart No. 4.7
VISUAL APPEAL OF THE PLATFORM'S INTERFACE AND DESIGN


INTERPRETATION
Table No.4.7 shows that 72% of the respondents opined that platforms interface and design is appealing. 14% of the respondents opined that platform interface and design is very appealing. 8% have neutral opinion while 6% of the respondents said that platform interface and design is unappealing. 

Table No. 4.8
PLATFORM'S CONTENT LIBRARY UP TO DATE
	RESPONSES
	NO. OF RESPONDENTS
	PERCENTAGE

	Always up to date 
	80
	80

	Monthly up to date 
	11
	11

	Sometimes up to date
	3
	3

	Rarely up to date
	5
	5

	Never up to date
	1
	1

	TOTAL
	100
	100


 Source: Primary Data
Chart No. 4.8
PLATFORM'S CONTENT LIBRARY UP TO DATE

INTERPRETATION
Table No.4.8 shows that 80% of the respondents opined that the content library on the platform is always up to date. 11% of the respondents opined that the content library is monthly up to date. 5% said rarely up to date, 3% said sometimes up to date and 1% of them said that the content library is never up to date. 




Table No. 4.9
LIKELIHOOD OF FINDING CONTENT THAT SUITS YOUR INTERESTS
	RESPONSES
	NO. OF RESPONDENTS
	PERCENTAGE

	Very likely 
	50
	50

	Likely 
	40
	40

	Neutral 
	2
	2

	Unlikely 
	7
	7

	Very unlikely 
	1
	1

	TOTAL
	100
	100


     Source: Primary Data
Chart No. 4.9
LIKELIHOOD OF FINDING CONTENT THAT SUITS YOUR INTERESTS

INTERPRETATION
Table No.4.9 shows that 50% of the respondents very like to find content that suits for their interests. 40% of the respondents like to find content that suits for their interests. 7% unlikely, 2% have neutral opinion and 1% very unlike to find content that suits for their interests.


Table No. 4.10
PERSONALIZATION OF CONTENT RECOMMENDATIONS
	RESPONSES
	NO. OF RESPONDENTS
	PERCENTAGE

	Very personalized
	36
	36

	Somewhat personalized
	38
	38

	Neutral 
	12
	12

	Not personalized
	6
	6

	Not at all personalized 
	8
	8

	TOTAL
	100
	100


     Source: Primary Data
Chart No. 4.10
PERSONALIZATION OF CONTENT RECOMMENDATIONS

INTERPRETATION
Table No.4.10 shows that 38% of the respondents opined that content recommendations are somewhat personalized. 36% of the respondents opined that content recommendations are very personalized. 12% have neutral opinion. 6% said that it is not personalized. 8% of the respondents opined that content recommendations are not at all personalized. 




Table No. 4.11
SATISFACTION WITH THE AVAILABILITY OF NEW RELEASE
	RESPONSES
	NO. OF RESPONDENTS
	PERCENTAGE

	Very satisfied 
	16
	16

	Satisfied 
	10
	10

	Neutral 
	38
	38

	Dissatisfied 
	23
	23

	Very dissatisfied 
	13
	13

	TOTAL
	100
	100


     Source: Primary Data
Chart No. 4.11
SATISFACTION WITH THE AVAILABILITY OF NEW RELEASE

INTERPRETATION
Table No.4.11 shows that 38% of the respondents have neutral opinion that they are satisfied with the available of new release. 23% of the respondents dissatisfied with it. 16% of the respondents very satisfied with the availability of new release. 13% very dissatisfied and 10% satisfied with it. 


Table No. 4.12
EASE OF NAVIGATING THE OTT PLATFORM'S INTERFACE
	RESPONSES
	NO. OF RESPONDENTS
	PERCENTAGE

	Very easy
	68
	68

	Easy
	20
	20

	Neutral 
	10
	10

	Difficult
	2
	2

	Very difficult
	0
	0

	 TOTAL
	100
	100


   Source: Primary Data
Chart No. 4.12
EASE OF NAVIGATING THE OTT PLATFORM'S INTERFACE



INTERPRETATION
Table No.4.12 shows that 68% of the respondents opined that it is very easy to navigate the OTT platform’s interface. 20% of the respondents said it is easy while 10% of the respondents have neutral opinion. 2% of the respondents have different opinion.  


Table No. 4.13
RATE THE STREAMING QUALITY
	RESPONSES
	NO. OF RESPONDENTS
	PERCENTAGE

	Excellent 
	25
	25

	Good
	40
	40

	Average 
	18
	18

	Poor
	10
	10

	Very poor
	7
	7

	TOTAL
	100
	100


    Source: Primary Data
Chart No. 4.13
RATE THE STREAMING QUALITY


INTERPRETATION
Table No.4.13 shows that 40% of the respondents rate good for the streaming quality (video resolution, sound etc.). 25% rate excellent and 18% of the respondents rate average for it. 10% rate poor and 7% of the respondents rate very poor for it. 



Table No. 4.14
BUFFERING OR LOADING ISSUES DURING STREAMING
	RESPONSES
	NO. OF RESPONDENTS
	PERCENTAGE

	Never 
	4
	4

	Rarely 
	3
	3

	Sometimes 
	50
	50

	Often 
	33
	33

	Always 
	10
	10

	TOTAL
	100
	100


     Source: Primary Data
Chart No. 4.14
BUFFERING OR LOADING ISSUES DURING STREAMING

INTERPRETATION
Table No.4.14 shows that 50% of the respondents opined that they sometimes experienced buffering or loading issue during streaming. 33% of the respondents often and 10% of the respondents always experienced buffering or loading issue during streaming. 4% never and 3% of the respondents rarely experienced buffering or loading issue during streaming.




Table No. 4.15
RATE THE APP’S SPEED AND RESPONSIVENESS
	RESPONSES
	NO. OF RESPONDENTS
	PERCENTAGE

	Very fast
	78
	78

	Fast 
	20
	20

	Neutral 
	2
	2

	Slow 
	0
	0

	Very slow 
	0
	0

	TOTAL
	100
	100


    Source: Primary Data
Chart No. 4.15
RATE THE APP’S SPEED AND RESPONSIVENESS


INTERPRETATION
Table No.4.15 shows that 78% of the respondents opined that the app’s speed and responsiveness is very fast. 20% of the respondents opined that the app’s speed and responsiveness is fast while 2% of the respondents have neutral opinion. 






Table No. 4.16
INTUITIVENESS OF THE SEARCH FUNCTION ON THE PLATFORM
	RESPONSES
	NO. OF RESPONDENTS
	PERCENTAGE

	Very intuitive
	36
	36

	Intuitive 
	38
	38

	Neutral 
	20
	20

	Confusing 
	5
	5

	Very confusing 
	1
	1

	TOTAL
	100
	100


   Source: Primary Data
Chart No. 4.16
INTUITIVENESS OF THE SEARCH FUNCTION ON THE PLATFORM


INTERPRETATION
Table No.4.16 shows that 38% of the respondents opined that search function on the platform is intuitive.  36% of the respondents said that search function on the platform is very intuitive while 20% of the respondents have neutral opinion. 5% of the respondents are confused and 1% of the respondents are very confused about it. 


Table No. 4.17
SATISFIED WITH THE PRICING OF THE OTT SUBSCRIPTION
	RESPONSES
	NO. OF RESPONDENTS
	PERCENTAGE

	Very satisfied 
	90
	90

	Satisfied 
	10
	10

	Neutral 
	0
	0

	Dissatisfied 
	0
	0

	Very dissatisfied 
	0
	0

	TOTAL
	100
	100


   Source: Primary Data
Chart No. 4.17
SATISFIED WITH THE PRICING OF THE OTT SUBSCRIPTION

INTERPRETATION
Table No.4.17 shows that 90% of the respondents very satisfied with the pricing of the OTT platform. 10% of the respondents satisfied with it. 






Table No. 4.18
VALUE FOR MONEY OF THE SERVICE
	RESPONSES
	NO. OF RESPONDENTS
	PERCENTAGE

	Excellent value
	20
	20

	Good value
	74
	74

	Fair value
	6
	6

	Poor value
	0
	0

	Very poor value
	0
	0

	TOTAL
	100
	100


   Source: Primary Data
Chart No. 4.18
VALUE FOR MONEY OF THE SERVICE


INTERPRETATION
Table No.4.18 shows that 74% of the respondents opined that the services they offer is good. 20% of the respondents opined that the services they offer is excellent. 6% of the respondents opined that the services they offer is fair. 



Table No. 4.19
SATISFIED WITH THE DIFFERENT SUBSCRIPTION PLANS AVAILABLE
	RESPONSES
	NO. OF RESPONDENTS
	PERCENTAGE

	Very satisfied 
	54
	54

	Satisfied 
	23
	23

	Neutral 
	16
	16

	Dissatisfied 
	5
	5

	Very dissatisfied 
	2
	2

	TOTAL
	100
	100


     Source: Primary Data
Chart No. 4.19
SATISFIED WITH THE DIFFERENT SUBSCRIPTION PLANS AVAILABLE

INTERPRETATION
Table No.4.19 shows that 54% of the respondents very satisfied with the different subscription plans available. 23% of the satisfied with it. 16% of the respondents have neutral opinion with it. 5% dissatisfied and 2% of the respondents very dissatisfied with it.  

 

Table No. 4.20
LIKELIHOOD OF UPGRADING YOUR SUBSCRIPTION PLAN
	RESPONSES
	NO. OF RESPONDENTS
	PERCENTAGE

	Definitely 
	45
	45

	Maybe 
	21
	21

	Neutral 
	23
	23

	Unlikely 
	8
	8

	Definitely not
	3
	3

	TOTAL
	100
	100


     Source: Primary Data
Chart No. 4.20
LIKELIHOOD OF UPGRADING YOUR SUBSCRIPTION PLAN

INTERPRETATION
Table No.4.20 shows that 45% of the respondents definitely upgrade their subscription plan. 23% have neutral opinion and 21% of the respondents maybe upgrade their subscription plan. 8% unlike and 3% of the respondents definitely not upgrade their subscription plan.





Table No. 4.21
EXPERIENCED ANY ISSUE WITH BILLING OR PAYMENT
	RESPONSES
	NO. OF RESPONDENTS
	PERCENTAGE

	Never 
	77
	77

	Rarely 
	13
	13

	Sometimes 
	5
	5

	Often
	4
	4

	Always 
	1
	1

	TOTAL
	100
	100


     Source: Primary Data
Chart No. 4.21
EXPERIENCED ANY ISSUE WITH BILLING OR PAYMENT

INTERPRETATION
Table No.4.21 shows that 77% of the respondents never experienced issue with billing or payment. 13% rarely and 5% sometimes experienced issue with billing or payment. 4% often and 1% always experienced issue with billing or payment. 






Table No. 4.22
SATISFIED WITH THE CUSTOMER SUPPORT PROVIDED BY THE OTT PLATFORM
	RESPONSES
	NO. OF RESPONDENTS
	PERCENTAGE

	Very satisfied 
	98
	98

	Satisfied 
	2
	2

	Neutral
	0
	0

	Dissatisfied 
	0
	0

	Very dissatisfied
	0
	0

	TOTAL
	100
	100


    Source: Primary Data
Chart No. 4.22
SATISFIED WITH THE CUSTOMER SUPPORT PROVIDED BY THE OTT PLATFORM


INTERPRETATION
Table No.4.22 shows that 98% of the respondents very satisfied with the customer support provided by the OTT platform. 2% satisfied with it. 



Table No. 4.23
EASY TO CONTACT CUSTOMER SUPPORT FOR ASSISTANCE
	RESPONSES
	NO. OF RESPONDENTS
	PERCENTAGE

	Very easy
	100
	100

	Easy
	0
	0

	Neutral 
	0
	0

	Difficult 
	0
	0

	Very difficult
	0
	0

	TOTAL
	100
	100


    Source: Primary Data
Chart No. 4.23
EASY TO CONTACT CUSTOMER SUPPORT FOR ASSISTANCE


INTERPRETATION
Table No.4.23 shows that the entire respondents agreed that it is very easy to contact customer support for assistance. 





Table No. 4.24
EXPERIENCE WITH CUSTOMER SUPPORT
	RESPONSES
	NO. OF RESPONDENTS
	PERCENTAGE

	Yes 
	75
	75

	No 
	25
	25

	TOTAL
	100
	100


     Source: Primary Data
Chart No. 4.24
EXPERIENCE WITH CUSTOMER SUPPORT

INTERPRETATION
Table No.4.24 shows that 75% of the respondents experienced with customer support. 25% of the respondents never experienced with customer support. 








Table No. 4.25
SATISFIED WITH THE RESOLUTION PROVIDED BY CUSTOMER SUPPORT
	RESPONSES
	NO. OF RESPONDENTS
	PERCENTAGE

	Very satisfied
	54
	54

	Satisfied 
	14
	14

	Neutral 
	15
	15

	Dissatisfied 
	7
	7

	Very dissatisfied 
	10
	10

	TOTAL
	100
	100


     Source: Primary Data
Chart No. 4.25
SATISFIED WITH THE RESOLUTION PROVIDED BY CUSTOMER SUPPORT

INTERPRETATION
Table No.4.25 shows that 54% of the respondents very satisfied with the resolution provided by customer support. 15% of the respondents have neutral opinion. 14% of the respondents satisfied with it. 10% of the respondents very dissatisfied and 7% of the respondents dissatisfied with it. 



Table No. 4.26
SATISFIED WITH EXPERIENCE ON THIS OTT PLATFORM
	RESPONSES
	NO. OF RESPONDENTS
	PERCENTAGE

	Very satisfied 
	35
	35

	Satisfied 
	25
	25

	Neutral
	20
	20

	Dissatisfied 
	14
	14

	Very dissatisfied 
	6
	6

	TOTAL
	100
	100


     Source: Primary Data
Chart No. 4.26
SATISFIED WITH EXPERIENCE ON THIS OTT PLATFORM

INTERPRETATION
Table No.4.26 shows that 35% of the respondents very satisfied with their experience on OTT platform. 25% of the respondents satisfied and 20% of the respondents have neutral opinion. 14% of the respondents dissatisfied and 6% of the respondents very dissatisfied with it. 





5.1 FINDINGS 
· 64% of the respondents are male.
· 35% of the respondents are from the age group of 22 to 27 years. 
· 35% of the respondents mostly use Netflix.
· 37% of the respondents are using OTT platform  over 1 year. 
· 45% of the respondents use OTT platforms weekly. 
· 59% of the respondents very satisfied with the variety of content available on the OTT platform. 
· 72% of the respondents opined that platforms interface and design is appealing.
· 80% of the respondents opined that the content library on the platform is always up to date.
· 50% of the respondents very like to find content that suits for their interests.
· 38% of the respondents opined that content recommendations are somewhat personalized.
· 38% of the respondents have neutral opinion that they are satisfied with the available of new release.
· 68% of the respondents opined that it is very easy to navigate the OTT platform’s interface. 
· 40% of the respondents rate good for the streaming quality (video resolution, sound etc.).
· 50% of the respondents opined that they sometimes experienced buffering or loading issue during streaming.
· 78% of the respondents opined that the app’s speed and responsiveness is very fast. 
· 38% of the respondents opined that search function on the platform is intuitive. 
· 90% of the respondents very satisfied with the pricing of the OTT platform.
· 74% of the respondents opined that the services they offer is good.
· 54% of the respondents very satisfied with the different subscription plans available.
· 45% of the respondents definitely upgrade their subscription plan.
· 77% of the respondents never experienced issue with billing or payment. 
· 98% of the respondents very satisfied with the customer support provided by the OTT platform.
· the entire respondents agreed that it is very easy to contact customer support for assistance.
· 75% of the respondents had experienced with customer support. 
· 54% of the respondents very satisfied with the resolution provided by customer support.
· 35% of the respondents very satisfied with their experience on OTT platform.




















5.2 SUGGESTIONS
· Offer a wide range of genres, languages, and international content to cater to diverse audience preferences.
· Ensure the platform is easy to navigate, with clear menus and intuitive search options for seamless content discovery.
· Implement AI-driven recommendation systems based on viewing history to provide tailored content suggestions.
· Offer flexible and reasonably priced subscription plans, including family and bundled options.
· Ensure smooth streaming with minimal buffering, high resolution (4K if possible), and adaptive bitrate to optimize for various internet speeds.
· Allow users to download content for offline viewing, catering to those with limited or no internet access at times.
· Enable users to watch content across multiple devices (smartphones, tablets, smart TVs, etc.) with seamless synchronization of progress.
· Provide efficient customer service, with quick resolution of technical issues, billing queries, and content-related concerns.
· Regularly update the platform with new movies, TV shows, and exclusive content to keep the user experience fresh and engaging.
· Implement easy-to-use parental controls, allowing parents to restrict access to certain content for children and ensuring a safe viewing experience. 










5.3 CONCLUSION
In conclusion, customer satisfaction on OTT platforms is a multifaceted issue that requires a focus on several key elements, including content variety, ease of use, and personalized experiences. With the increasing competition in the digital streaming industry, platforms must continuously adapt to the changing needs and preferences of their audience. Providing a diverse range of content, from local to international offerings, ensures that users from various backgrounds feel represented and engaged. A simple, intuitive interface can significantly enhance the user experience by making content discovery quick and efficient, which plays a major role in customer retention.
Another important aspect is the accessibility of the service. Customers expect uninterrupted, high-quality streaming, with features like offline viewing and cross-device compatibility, making it easier to access content anywhere and anytime. Personalized recommendations based on user behaviour have become a standard, as they help users discover new content that suits their tastes, thereby improving satisfaction. Moreover, flexible pricing plans and regular updates with fresh content can encourage subscribers to remain loyal to the platform, increasing their overall contentment and willingness to continue their subscriptions.
Finally, exceptional customer service and support are crucial for maintaining a positive relationship with users. Platforms should ensure that any issues related to billing, technical difficulties, or content availability are resolved quickly and effectively. With the right balance of content, functionality, and customer support, OTT platforms can significantly boost customer satisfaction, ensuring they retain subscribers in a competitive market while attracting new ones.
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QUESTIONNAIRE 
1. Name
2. Gender 
a) Male
b) Female
c) Prefer not to say
3. Age
a) 16-21
b) 22-27
c) 27-32
d) 32+
4. Which OTT platform do you use?
a) Netflix
b) Amazon prime video
c) Hot star
d) Hulu
e) Apple TV
f) Other:
5. Subscription type free or paid (if paid please specify "basic, standard ,premium")
6. How long have you use an OTT platform?
a) Less than 1 month
b) 1-6 months
c) 6 months - 1 year
d) Over 1 year
7. How often do you use an OTT platform?
a) Daily
b) Weekly
c) Monthly
d) Rarely


8. How satisfied are you with the variety of content available on the OTT platform?
a) Very satisfied
b) Satisfied
c) Neutral
d) Dissatisfied
e) Very dissatisfied
9. How visually appealing do you find the platforms interface and design?
a) Very appealing
b) Appealing
c) Neutral
d) Unappealing
10. Do you find the content library on the platform to be up to date
a) Always up to date
b) Monthly up to date
c) Sometimes up to date
d) Rarely up to date
e) Never up to date
11. How likely are you to find content that suits your interests on this platform?
a) Very likely
b) Likely
c) Neutral
d) Unlikely
e) Very unlikely
12. Do you feel content recommendations are personalized to your preferences?
a) Very personalized
b) Somewhat personalized
c) Neutral
d) Not personalized
e) Not at all personalized
13. How satisfied are you with the availability of new release (movies, shows, etc)?
a) Very satisfied
b) Satisfied
c) Neutral
d) Dissatisfied
e) Very dissatisfied
14. How easy is to navigate the OTT platorm’s interface?
a) Very easy
b) Easy
c) Neutral
d) Difficult
e) Very difficult
15. How would you rate the streaming quality (video resolution, sound, etc)?
a) Excellent
b) Good
c) Average
d) Poor
e) Very poor
16. Have you experienced buffering or loading issue during streaming?
a) Never
b) Rarely
c) Sometimes
d) Often
e) Always
17. How would you rate the app’s speed and responsiveness?
a) Very fast
b) Fast
c) Neutral
d) Slow
e) Very slow
18. How intuitive is the research function on the platform?
a) Very intuitive
b) Intuitive
c) Neutral
d) Confusing
e) Very confusing
19. How satisfied are you with the pricing of the OTT subscription?
a) Very satisfied
b) Satisfied
c) Neutral
d) Dissatisfied
e) Very dissatisfied
20. Do you feel the service offers good value for money?
a) Excellent value
b) Good value
c) Fair value
d) Poor value
e) Very poor value
21. Are you satisfied with the the different subscription plans available? 
a) Very satisfied
b) Satisfied
c) Neutral
d) Dissatisfied
e) Very dissatisfied
22. Would you consider upgrading your subscription plan in the future?
a) Definitely
b) Maybe
c) Neutral
d) Unlikely
e) Definitely not
23. Have you experienced any issue with billing or payment?
a) Never
b) Rarely
c) Sometimes
d) Often
e) Always

24. How satisfied are you with the customer support provided by the OTT platform?
a) Very satisfied
b) Satisfied
c) Neutral
d) Dissatisfied
e) Very dissatisfied
25. Have you ever had to contact customer support for an issue?
a) Yes
b) No
26. If yes, how satisfied were you with the resolution provided by customer support?
a) Very satisfied
b) Satisfied
c) Neutral
d) Dissatisfied
e) Very dissatisfied
27. Overall, how satisfied are you with your experience on this OTT platform?
a) Very satisfied
b) Satisfied
c) Neutral
d) Dissatisfied
e) Very dissatisfied
28. How easy is it to contact customer support for assistance?
a) Very easy
b) Easy
c) Neutral
d) Difficult
e) Very difficult


Percentage of respondents	
Male 	Female 	Other 	64	36	0	


Gender	
16-21	22-27	27-32	32+	18	35	30	17	


Percentage of respondents	
Netflix	Amazon prime video	Hot star	Hulu	Apple TV	Other 	35	20	16	7	18	4	


Percentage of respondents	
Less than 1 month 	1-6 Month	6 Months-1 Year	Over 1 year 	10	23	30	37	


Percentage of respondents	
Daily 	Weekly 	Monthly 	Rarely 	36	45	14	5	


Percentage of respondents	
Very satisfied 	Satisfied 	Neutral 	Dissatisfied 	Very dissatisfied 	59	36	3	2	0	


Percentage of respondents	
Very appealing 	Appealing 	Neutral 	Unappealing  	14	72	8	6	


Percentage of respondents	
Always up to date 	Monthly up to date 	Sometimes up to date	Rarely up to date	Never up to date	80	11	3	5	1	


Percentage of respondents	
Very likely 	Likely 	Neutral 	Unlikely 	Very unlikely 	50	40	2	7	1	


Percentage of respondents	
Very personalized	Somewhat personalized	Neutral 	Not personalized	Not at all personalized 	36	38	12	6	8	


Percentage of respondents	
Very satisfied 	Satisfied 	Neutral 	Dissatisfied 	Very dissatisfied 	16	10	38	23	13	



Very easy	Easy	Neutral 	Difficult	Very difficult	68	20	10	2	0	


Percentage of respondents	
Excellent 	Good	Average 	Poor	Very poor	25	40	18	10	7	


Percentage of respondents	
Never 	Rarely 	Sometimes 	Often 	Always 	4	3	50	33	10	


Percentage of respondents	
Very fast	Fast 	Neutral 	Slow 	Very slow 	78	20	2	0	0	


Percentage of respondents	
Very intuitive	Intuitive 	Neutral 	Confusing 	Very confusing 	36	38	20	5	1	


Percentage of respondents	
Very satisfied 	Satisfied 	Neutral 	Dissatisfied 	Very dissatisfied 	90	10	0	0	0	


Percentage of respondents	
Excellent value	Good value	Fair value	Poor value	Very poor value	20	74	6	0	0	


Percentage of respondents	
Very satisfied 	Satisfied 	Neutral 	Dissatisfied 	Very dissatisfied 	54	23	16	5	2	


Percentage of respondents	
Definitely 	Maybe 	Neutral 	Unlikely 	Definitely not	45	21	23	8	3	


Percentage of respondents	
Never 	Rarely 	Sometimes 	Often	Always 	77	13	5	4	1	


Percentage of respondents	
Very satisfied 	Satisfied 	Neutral	Dissatisfied 	Very dissatisfied	98	2	0	0	0	


Percentage of respondents	
Very easy	Easy	Neutral 	Difficult 	Very difficult	100	0	0	0	0	


Percentage of respondents	
Yes 	No 	75	25	


Percentage of respondents	
Very satisfied	Satisfied 	Neutral 	Dissatisfied 	Very dissatisfied 	54	14	15	7	10	


Percentage of respondents	
Very satisfied 	Satisfied 	Neutral	Dissatisfied 	Very dissatisfied 	35	25	20	14	6	
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