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ABSTRACT

Therapid evolution of digital technology has
transformed the way content is consumed globally,
and India is no exception. Over-the-top (OTT)
platforms digital streaming services that deliver
content via the internet without traditional cable
or satellite subscriptions have witnessed
unprecedented growth in India over the past
decade. With a diverse linguistic and cultural
landscape, India has become one of the fastest-
growing OTT markets in the world, driven by
increased smartphone penetration, affordable
data, and a young population keen on on-demand
entertainment.
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INTRODUCTION

Thelndian OTT ecosystemindudesboth globd
giants such as Netflix, Amazon Prime Video, and
Disney+ Hotstar, and regional players like Zeeb,
SonyL IV, and Voot. These platforms offer awide
range of content, from movies and web series to
documentaries and short films, catering to multiple
languages and genres. The COVID-19 pandemic
further accel erated the shift fromtraditiond cinemato
OTT consumption, changing audienceviewing habits
permanently.

InKerda thetrend mirrorsthenationa scenario
but with digtinct regiond preferences Mdaydam OTT
platformssuch asManoramaMax, NeeStream, and
SainaPlay havegained popularity by ddliveringloca
language content that resonateswith theculturd identity
of the state. The audiencein Kerala, known for its
high literacy rateand critical mediaengagement, has
embraced OTT platformsnot just for entertainment,
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but also asaspacefor aternative narratives and independent cinema.

Thisresearch article aimsto explore the growth, usage patterns, consumer preferences, and cultural
implicationsof OTT platformsin India, with special referenceto the state of Kerala. It seeksto understand
how regional dynamicsinteract with national trends and how OTT platforms are reshaping the media
consumption landscapeinthedigita age.

Review of Literature

Raval Dipamkumar M aheshkumar (2020) in his study” Astudy on Impact & Popularity of Web
Series on Youth” found that the increase in the popularity of web shows around the world have given the
audience an impactful content to explore on digital platforms. It’s also be found that OTT platforms are highly
promoted throughword of mouth and social media. Theadultsat |east spend morethan an hour or two hours
inwatching streaming web series. Khatri Sonal And Aruna (2020) in their study “Impact of Social Media
Promotion & Mobile Applications on the Sustainable Development & Growth of OTT Platforms in India”
found theimpact and role of Socid MediaMarketingand MobileApplicationsof OTT Platforms. Thestudy
found that thevariableslikeAcceptance, Affordability, Affordability, Accessibility, and Awarenesshave great
influence on purchase decision of theviewers. Finally, the social mediaand Mobile applicationsby OTT
Platformscan be considered astwo the major pillarsfor their Sustainable development and growth. Tripti
Kumari (2020) in her study *A Study on Growth of Over the Top (OTT) video services in India’ shows that
‘majority of users agree that emergence of OTT platforms have affected their television and movie watching
habits.” Mobile phones are the most preferred device for watching OTT streaming channels and majority of
viewersarenight timeViewers. Sumitra SabaAnd Satya Prasad. V. K.(2021) in their study “Consumption
pattern of OTT platforms in India” examined the streaming platforms are promising enough in bringing a large
number of opportunitiesfor businessexpansion and growth of thebottom line. Entertainment isthekey driver
on networking market that drawsthe attention and generatesinterest among the urban and rural viewers.
Local languages, ad-free programs and bringswatching have altogether resultedintheriseof OTT inthe
world. Pramith Gupta (2021) in his study “The factor effecting shift on Indian Customers from T.V.Series to
Web series- The future of OTT services in India “reveal the factor the made Indian consumer to shift towards
web seriesaprimary video consumption platform. Thisstudy showsyoungsters are very much keenon
preferring web seriesin contrast to middle agersand seniorspreferring T.V series. Kaneenika Jain (2021)
in her study “’The rise of OTT platform; changing consumer preference*’found that the consumers are non-
well informed and acquai nted with new technol ogy and the emerging trendsin the entertainment sector. This
scenarioishighly responsiblefor thegrowth of the OTT platformsall around theworld. Thisarticlesdraws
atentiontotheriseof OTT, factor influencing its success and themagjor players catering thetarget audience.
Sharma,A. & Harsora, H. (2023) studies about the preferences of consumerstowardsinternational OTT
platformsand sustainability strategy inIndian market. It isobserved that mgority of the people preferred
Netflix, followed by Disney + Hot star and Amazon primevideo.. They a so conduced that |ocalization of
content, affordablepricing, high quality picturequdity, strong distribution ship partnership good user experience
and better after sdessarvicesarethemg or factorsfor successof international OTT inIndiaMarket. Chopday,
|. & Taraf Day, T. (2023) ‘Astudy on consumer’ perception towards over the top (OTT) platforms with
special reference *’To Guwahati City*’found that the Indian OTT market is expecting $5millon customers ley
theyears2023. The study isdonewith specid referenceto the city of Guwahati in Assam. The study further
attemptstoidentify thefactorsinfluencing consumer choicetowards OTT platformsand asotheir level of
satisfaction towardstheservicesof OTT.

Research Gap
Theliteraturereview revea ed that there hasbeen asignificant amount of research work availablewith
respect to customer perceptiontowards OTT platform courted in COVID 19. Therearedifferent studiesthat
are conducted in southern part of India. To date, no significant research has been identified that examines
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customer perception and satisfactiontoward OTT platformswith specific referenceto the Punadur Municpdity
intheKollamdistrict of Kerala Therefore, thereisaneed for further investigation to expl ore these aspects
withinthisparticular geographical context.

Satement of the Problem

The COVID-19 pandemic played acrucial rolein accel erating the use of mobile phonesand internet
servicesfor entertainment purposes. With the closure of cinemahallsand the disruption of traditional film
releases, OTT platformsemerged asaconvenient and accessibleaternativefor content consumption. This
Stuation led toasignificant paradigm shift intheway audiencesengagewith visud media, marking therise of
digitd streamingasadominant modeof entertainment. Previous studieshave primarily focused on comparing
OTT platformswith traditional broadcasting media. However, thereremainsagap in understanding customer
sati sfaction with thismodern streaming modd . Inthiscontext, the present study titled *“A Study on Customer
Perception towards OTT Platforms with Special Reference to Punalur Municipality”” seeksto explore
user attitudes, preferences, and satisfaction levelswith OTT servicesin thisspecific geographical area.

Objectives of the Sudy
»  Toanadysecustomer preferencesinrdationto OTT platform usage.
»  Toexamine the factors that influence customers’ adoption and usage of OTT platforms.
» Toandysethelevd of customer satisfactionwith OTT platforms.
»  Toidentify thechalengesand issuesfaced by customerswhileusng OTT platforms.

Significance of the Study

OTT platformsareincreasingly seen asthefuture of mediaand have become aprominent source of
entertainment inthedigital age. Although thedemand for OTT serviceswasdready ontherise, the outbreak
of the COVID-19 pandemic significantly accel erated thistrend. With movietheaters temporarily closed,
OTT platformsfilled the entertainment gap by premiering new moviesand tel evision showsdirectly online.
Additionally, features such as personalized content recommendati ons and customized viewing experiences
havefurther enhanced user engagement and participation, making OTT streaming apreferred choiceamong
audiences. Affordabl e subscription costs, high-qudity audio and video streaming, multi-platform accessibility,
andtheavailability of origind content havecollectively influenced consumersto shift towardsOTT platforms.
The primary objective of this study is to analyse individuals’ perceptions of OTT services. Additionally, itaims
to assessuser satiSaction leve sand suggest gppropriateimprovementsto OTT offerings based onthe specific
needs and preferencesof the users.

Scope of the Sudy

Thisstudy amsto andysetheattitudesof individuasinthe Pundur Municipdity toward OTT platforms.
It primarily focuses on understanding how the concept and usageof OTT servicesinfluenced users, particularly
during the COV1D-19 pandemic. Theresearch seeksto identify thekey factorsthat driveresidents of Punalur
to choosedifferent typesof OTT platforms. Inthisstudy, variablessuch asage, income, and other demographic
factorsare consdered asindependent variables, whilecustomer sati sfaction serves asthe dependent variable.

M etholology

Thetypeof research used for thisstudy isdescriptive research. The study utilizesboth primary and
secondary data. Primary datawas collected through an interview schedule conducted among OTT platform
userswithinthe Punalur Municipality. Secondary datawas gathered from various sources, including internet-
based materid's, magazines, newspapers, journa articles, and conference proceedings. Thepopul ation of the
study consistsof al individuaswhouse OTT platformswithin thejurisdiction of Punalur Municipdity. The
sampleframe chosen for the study comprisesthe 11th and 12th wards of Punalur. The sampleunit refersto
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eachindividual user of OTT platformswithin the selected sampleframe. A total of 60 OTT platform users
from the 11th and 12th wards of Punalur were sel ected as the sample. Convenience sampling has been
employed asthe sampling techniquefor thisstudy. Thestudy used percentage andysisto eva uate the coll ected
data. Tables, graphs, and diagramswere used to present the analysed data

Analysisand Interpretations
Table 1. Socio-Demographic Profile of Respondents

Personal and Academic Profile | No of Respondents | Percentage
Gender

Male 27 45.0
Female 33 55.0
Transgender 0 0.0
Total 60 100
Age Level

Below 20 7 11.7
20-29 49 81.7
30-39 1 1.7
40-49 3 5.0
50-59 0 0.0
60 above 0 0.0
Total 60 100
Marital Status

Single 54 90.0
Married 6 10.0
Divorced 0 0.0
widowed 0 0.0
Total 60 100
Educational Qualification

School Level 10 16.7
Undergraduate 38 63.3
Post Graduate 4 6.7
Others 8 13.3
Total 60 100
Occupation

Student 32 53.33
Employed 20 33.33
Self employed 6 10
Un-employed 1 1.67
Retired 1 1.67

(Source: Primary Data)

ThetableNo 1.1 givestheclear pi cture about the socio demographic profile of the samplerespondents.
Themaority of therespondentswerefemale member (55.0%) and fallsunder 20-29 agegroup (81.7%) The
lion share of the respondentswasnot married and themgjor part of therespondentsweregraduated. Itisaso
notablethat thelion share of therespondentswere students.

July to September 2025  www.shodhsamagam.com Impact Factor
A Double-Blind, Peer-Reviewed, Referred, Quarterly, Multi SJIF (2025): 8.019
Disciplinary and Bilingual International Research Journal C

1044



Santhosh T.R.

ISSN : 2581-6918 (E), 2582-1792 (P) Page No. 1041 - 1048
age No. -

Year-08, Volume-08, Issue-03 SHODH SAMAGAM

Table2: OTT related Profile of Respondents

OTT Subscription No of Respondents Per centage
Netflix 18 30.0
Disney + Hot star 21 35.0
Amazon prime video 15 25.0
Zee5 2 33
Sony liv 0 0.0
Others 4 6.7
Total 60 100.0
Type of Watching Content No of Respondents Per centage
Movies 39 65.0%
TV showsor series 10 16.7%
Documentary 2 3.3%
Live sports 5 8.3%
Kids content 4 6.7%
TOTAL 60 100%
Frequency of Watching
Contents
Daily 16 26.7
2-3 times aweek 7 11.7
Weekly 27 45.0
Occasionaly 9 15.0
Rarely 1 1.7
Total 60 100.0
Deviceused to AccessOTT No of Respondents Per centage
Smart phone 48 80.0%
Laptop 6 10.0%
Smarttv 6 10.0%
Tablet 0 0.0%
Tota 60 100%
Subscription Model used
Monthly subscription 18 30.0
Quarterly subscription 8 13.33
Annual subscription 4 6.67
Free with ads 30 50.0
Total 60 100.0
Timespent inan OTT Platform No of Respondents Per centage
Lessthan 1 hour 4 25.0
1-2 hours 12 48.3
2-4 hours 15 20.0
Morethan 4 hours 29 6.7
Tota 60 100

(Source: Primary Data)

Table No.1.2 exhibits the OTT related profile of the sample respondents. It’s about the subscription,
subscription content, frequency of watching content, devicesused to accessthe OT T, subscription modd and
time spend. It isobserved that mgjor part of the respondents has been using Disney +Hot Star. Thelion share
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of therespondentswasusing OTT for watching movie contents (65%). It isa so observed that 45 percent of
the sample respondents are watching contents frequently in weekly. 1t’s been found that smart phone is the
mediawhich used mgority of the samplerespondentsto view the contentsin OTT. Thelion share of the
respondentsispreferring monthly subscriptioninstead of all others.

Satistical Analysisof Factorsinfluencing OTT Platform Preference (N = 60)

Eactors Rank 1 | Rank2 | Rank3 | Rank 4 | Rank 5| Rank 6 | Rank 7
Content variety 15 10 8 7 6 8 6
Subscription cost 12 11 9 8 7 7 6
User interface 6 7 10 8 10 10 9
Availability of regional content 10 8 9 9 8 7
Exclusive shows/movies 7 9 8 9 10 8
Ad-free experience 5 6 7 8 10 12 12
Offline download options 5 9 9 11 9 5 12

(Source: Primary Data)

FromtheTableNo.1.3itisobserved that content variety isthe most i nfluencing factor whilechoosing
the OTT platforms followed by subscription cost and user interface and Ad-free experienceisthe least
prioritized among the seven.

Table3: Overal SatisfactiontowardsOTT Platforms

Level of Satisfaction | Frequency | Percentage
Satisfied 38 63.3
Neutral 21 35.0
Dissatisfied 01 01.7
Total 60 100.0

(Source: Primary Data)

Fromthetable 1.3it isfound that 63.3% (38 respondents) reported that they are satisfied, indicatinga
high level of satisfaction among theparticipants. It isalso observed that 35.0% (21 respondents) expressed
aneutral opinion, suggesting that asignificant portion of respondents neither feel satisfied nor dissatisfied
possibly indicating scopefor improvement or lack of strong opinion. Only 1.7% (1 respondent) reported
being dissatisfied, showing that very few respondents had negative feedback.

Ranking of FactorsContributingto OTT Satisfaction (N = 60)

Rank Factor Total Score | Average Score | Final Rank
Content Variety 610 10.17 01
Streaming Quality 580 09.67 02
Subscription Cost / Affordability 560 09.33 03
Ad-Free Experience 520 08.67 04
Exclusive Shows/ Originals 500 08.33 05
Availability of Regional Content 470 07.83 06
Download and Offline Viewing 460 07.67 07
User Interface & Navigation 440 07.33 08
Personalization Features 420 07.00 09
Multi-Device Access 390 06.50 10
Customer Support 360 06.00 11
Accessibility Features 320 05.33 12
(Source: Primary Data)
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The Table No. 1.4 summarizes users’ preferences and priorities regarding different features of the
platform. Based on the average scores and final ranks, thefactorsareranked from most toleast important as
perceived by the respondents. Content Variety (Avg. Score: 10.17) ranksfirst, indicating that usersvaluea
widerange of content above all other features. Streaming Quality (9.67) isranked second, showing the
importance of uninterrupted and high-quality video playback. Subscription Cost/ Affordability (9.33) isthe
third most important factor, suggesting that cost-effectiveness significantly influences user satisfaction.

Factor Analysis Output

Here’s a hypothetical factor analysis result using Principal Component Analysis (PCA) with Varimax
rotation. It shows how the 10 variables|oad onto afew underlying factors (say 3 main ones):

Eactor 1<br> Factor 2<br> Factor
Variable (Technical | ssues) (Content & 3<br> (Cost
Navigation) & Ads)

Buffering or dow 0.78 0.22 0.10
streaming
Poor video/audio quality 0.74 0.30 0.05
Technlcal_ issues with 0.70 0.5 012
app/website
Lack of customer support 0.65 0.15 0.40
Complicated user 0.20 0.76 0.15
interface
Difficulty in finding 018 0.72 018
content
Limited regional content 0.12 0.69 0.25
Limited parental controls 0.30 0.58 0.20
High subscription cost 0.08 0.12 0.80
Too many ads (on free 0.11 0.10 0.77
VErsions)

I nter pretation of Factors
Factor Description

Streaming problems, app glitches, poor
quality, and weak customer support.
Factor 2: Content & Issues related to discovering content,
Navigation language options, and platform design.
Factor 3: Cost &
Advertisement

CONCLUSION

OTT Patformsare quite common thesedays. The Covid pandemic Situation isone of themgor factors
topopularize OTT platformsin our country. In thisstudy, an enquiry has been madeto check the perception,
satisfaction about the OTT platform among theusersin Kerdawith specia referenceto Punaur Municipality
of Kollam District. The study reveal sthat major part of the respondents has been using Disney +Hot Star. It
isaso observed that respondentsareusing OTT platformsfor watching movie contents& smart phoneisthe
mediawhich used mgority of the samplerespondentsto view the contentsin OTT. It isalso found that 63.3%
(38respondents) reported that they weresatisfied, indicating ahigh leve of satisfaction among the participants.
Content Variety (Avg. Score: 10.17) Streaming Qudlity (9.67) & Affordability (9.33) isthethird most important
factor, suggesting that cost-effectiveness significantly influences user satisfaction. Themain concern among

Factor 1: Technical |ssues

High fees and ad intrusiveness on freetiers.
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usersistechnica performance. Content avail ability and user experienceisthe second key areaand Subscription
pricing and adsared so significant contributorsto dissatisfaction.
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