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A B S T R A C T   

Recently, the advent of over-the-top (OTT) platforms had disrupted users’ viewing behaviour 
through technological advancement and personal adaptations impacting conventional TV 
viewing. Therefore, this study investigates the users’ indulgence level towards the OTT platforms 
and Conventional TV. It will also discuss how the socio-demographics of the users correlate with 
the seven components of the niche and gratification approach. 329 valid responses were 
administered utilising an online survey instrument using convenience and snowball sampling 
methods. Results of Multiple Hierarchical Regression reveal that all the Components of conven-
tional TV have no significant correlation with the users’ socio-demographics. For OTT platforms, 
users’ family income shows a substantial correlation with the relaxation and convenience 
component. Except for the convenience component, the scores of niche breadth for all compo-
nents of Conventional TV were found to be higher than those of OTT platforms. The competitive 
superiority of Conventional TV was found to be higher than OTT platforms in all the gratification 
components except the convenience component. Results show that the financial benefit and 
relaxation are the strongest niches for Conventional TV, while the convenience component 
exposed the strongest niche for OTT platforms. Though previous studies have focused on studying 
the user’s perceptions of the OTT platform’s picture quality and content specifications, this will be 
the first attempt to measure the indulgence of users towards OTT platforms and Conventional TV.   

1. Introduction 

With the swift advancement in digital technology, media consumption in digital formats has increased significantly across the 
world. Digital users now have the freedom to consume media content of their choice at any time and from any place (Rake and Baul, 
2017; Nieborg and Poell, 2018). The most visible manifestation of this globalisation is TV market dynamics. Over-the-top (OTT) 
platforms such as Netflix, Disney + HotStar, Amazon Prime Video, YouTube Premium and Zee5 have shattered the pillars of con-
ventional viewing habits in India and across the world. OTT platforms are digital streaming platforms that provide customers with 
curated content through the web. According to Allied Market Research, the worldwide OTT market was valued at USD97.43 billion in 
2017 and is projected to be worth USD 332.52 billion by 2025 (Sadana and Sharma, 2021). These streaming services have led to the 
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emergence of television broadcast as a critical segment posing a challenge to conventional television’s dominance in the market (Shon 
et al., 2021). Although there was some scepticism about these services at first, a combination of factors such as technology, a change in 
consumer behaviour, an increase in smartphone users, affordable data packs, and increased penetration of the internet in rural areas 
(Singh et al., 2020) prepared the path for OTTs which will be discussed in detail in this study. 

With the emergence of 4G mobile communication services and widespread dispersion of smartphones (Kim et al., 2017), the OTT 
market offers a powerful platform for the entertainment of users at an affordable price offering, better accessibility, and convenience as 
compared to the traditional television viewing spectrum (Chen, 2019; Kim et al., 2017). The continuous usage and widespread 
popularity of OTT platforms have gradually decreased movies’ reliance on dramatic performance and viewing of video content 
through conventional television mediums (Koul et al., 2021). Conventional TV’s diminishing popularity, reputation, and low-worth 
content in India have led to the arrival of a transnational OTT product that would fundamentally transform the viewers of conven-
tional TV to adopting OTT services and considered as a significant force that can rationalise the competition in the television market 
(Mukherjee, 2019) which is the prime reason for the operationalisation of this research. 

Conventional TV consumers in India have been highly dynamic in their viewing preferences which had shifted from regional to 
glocal content due to internationalisation. This can be seen in the success of programs from certain countries in places with very diverse 
cultures (Lu et al., 2019). Now they want to dwell on receptive and evocative content instead of watching the old, long dragged 
daily soaps (Sadana and Sharma, 2021). Many European and American shows streamed on OTT platforms, including Breaking Bad, 
Never I have Ever, Dark, Money Heist, and Narcos, performed remarkably well in consumer preferences, not only in India but 
worldwide. These shows are becoming extremely popular amongst Indian OTT users, mainly youngsters and millennium users, as the 
provided content is fresh, appealing, and offers a variety of engaging experiences (Handa and Ahuja, 2020). Content reigns supreme, 
and imagination knows no boundaries. The success of the Indian films in the foreign market attests to this. Online streaming services 
have succeeded in bridging these cultural divides, allowing them to establish a foothold in viewers’ minds (Dastidar and Elliott, 2020). 

In India, OTT content amongst the millennials had emerged as the novel impartial digital platform ecosystem providing con-
sumption freedom to both media and users (Bossen and Kottasz, 2020). These OTT platforms provide their audience with complete 
freedom of personalisation and selection of subscription plans, considering a specific type and quantity of content they dearth to watch. 
The upsurge of OTT platforms had observed a steady and positive increase in the users who want and demand both Created-for-TV and 
originally curated fresh content on request whenever they want, making it one of the significant sectors for the entertainment industry 
(Gan, 2017). There are 15 prominent OTT platforms in India, including Netflix, Amazon Prime Video, Disney + Hotstar, Voot, and 
YouTube Premium (Sen, 2020). Conferring to the recent study of Biswas (2021), Disney + Hotstar registered 18.69 million subscribers 
by December 2020, which is a tremendous leap from 5.36 million subscribers in 2019 (excluding bundled package subscriptions). The 
immense growth in the subscription of other OTT platforms like Amazon Prime Video (up by 1.49 million in 2019) and Netflix (up by 
1.02 million in 2020) is evident in the past few years. Moreover, the user subscriptions of Zee5 (up by 0.8 million) and SonyLIV (up by 
1.16 million) had also upsurged significantly in 2020 (Biswas, 2021). 

Though studies on the OTT platforms and relevant user adoption factors have been carried out in the past, they were directed 
towards the OTT platform environment survival strategy (Kim et al., 2017) and the competition between traditional TV and OTT 
platforms (Chen, 2018). In addition, few studies (Sukwadi et al., 2019) discussed competition within the video platform market and 
various TV media analyses (). However, no study had analysed and evaluated the indulgence of users towards the different OTT 
platforms, creating a significant gap to be explored. Moreover, with the growing ecosystem of OTT platforms in India and the 
behavioural & lifestyle shifts of the users due to the Covid-19 pandemic, the average user time and degree of indulgence through OTT 
platforms and Conventional TV requires critical comparison. This study will also present a preferential scale based on the components 
developed through uses and gratification theory, showing the preferred platforms and content genre preference amongst the OTT 
platform users in India. The purpose of this study is to assess the competitive subtleties by identifying the demographical charac-
teristics of users and exploring the links between viewer requirements and indulgence behaviour by applying multiple regression 
analysis and Dimmick’s niche theory. 

This study provides significant contributions that will be helpful for the OTT content creators and branding and marketing policy 
marketers to think about their futurist approach towards customer engagement and their indulgence to further develop more indulging 
content for their users. It will also help the stakeholders align their OTT content as per the user preference and develop strategies to 
provide their users with more engrossing and novel content that may be delivered from a platform that is easy to operate and provides a 
forum to interact with the other users. This study will also help the stakeholders of Conventional TV service providers work upon the 
significant areas primarily related to their content and its delivery where they presently lack compared to OTT platforms based on the 
competitive superiority parameters. 

The rest of this paper is ordered as follows. The literature review section will elucidate the global emergence of OTT platforms and 
their rise in India by linking the components of the Uses and Gratifications theory with the Niche theory. The following section will 
address the research methodology where the sampling universe, operationalisation of survey instrument, and information about the 
bias handling techniques will be put forward. This section will discuss all three aspects of niche theory, namely niche breadth, niche 
overlap, and competitive superiority. The analysis of data from the AHP model and multiple hierarchical regression will be discussed in 
detail in the following section. Furthermore, niche analysis will be used to examine the users’ indulgence towards the seven com-
ponents of niche and gratification theory. Finally, there will be a brief discussion of the study’s implications and limitations. 
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2. Background literature 

2.1. Global evolution of OTT platforms and their revolution in India 

The evolution of online viewing began in the 1990s, with the introduction of the World Wide Web, when computers became widely 
available and affordable in North America and Europe. Bury and Li (2013) elucidated that the affluence of digital video viewing was 
started first by Sony Corporation with their ephemeral product- Betamax VCR (video cassette recorder) in the 1970s (Bury and Li, 
2013). The digital video viewing propensity was disseminated and gradually propagated in the digital US market in the late 1990s, and 
DVR (Digital Video Recording) emerged as a trend amongst their users (Greenberg, 2010; Chen, 2018). Furthermore, downloading 
services like iTunes of Apple, RealPlayer, QuickTime, and others emerged and became prevalent video streaming service providers in 
the late 2000s (Chen, 2018). 

Since the 21st century, online video streaming and download services became prominent and transformed web users’ viewing 
behaviours, and their journey may be defined into three stages (Pavlik, 2000). In the first stage, the internet was merely used as a 
promotional tool for content significant to Conventional TV, which encouraged web users to watch Conventional TV broadcasts 
(Carey, 2004). In the second stage, media producers started to temporarily create original content in live feedback through webcams, 
short movies, and webisodes (Park, 2017). This stage provided the users with a medium that is much more than just a place for program 
promotion for Conventional TV. Finally, in the third stage, the online content created in the previous steps became popular amongst 
the internet users, which significantly expanded the audience base. Due to this increased potential of the online content, the media 
producers started investing in full-scale businesses leading to the production of complete movies, web dramas, and documentaries that 
were vivid and unconventional than the Conventional TV broadcast and may be easily streamed and downloaded through the Internet 
(Pilipets, 2019). 

Eventually, the internet developed as a central arena for streaming Conventional TV content and original online content, similar to 
new OTT platforms like Netflix and Amazon Prime Video (Gardner, 2020). In this stage, the OTT platforms provided their users with 
the self-governed mediums of personalised and customised online content suitable to their preferences and choices. Moreover, media 
producers were provided with the complete liberty for the content production and streaming of their cosmopolitan and classy pro-
grams, personalised to meet consumer expectations (Steiner and Xu, 2020). Furthermore, to make the content exclusive and provide a 
personalised and customisable OTT experience to their users, membership and subscription schemes were also introduced in this 
segment (Chen, 2018). 

India’s video streaming journey started with the launch of Bigflix in 2008 by Reliance Entertainment Private Limited, which allows 
the platform subscribers to stream and download the content anywhere and anytime (Dangwal, 2020). OTT players in India mainly 
utilise three different models. The first one is an entirely ad-supported model, the second is a “freemium” model where most content is 
unrestricted, but premium content includes some charge. The third is a subscription-based model (Sadana and Sharma, 2021). The free 
model depends on advertising to make money. Most OTT players, like YouTube, MX Player, Ditto TV, and others, rely on this revenue 
model to survive. Other OTT service providers, such as Disney + Hotstar, and Zee5, prefer the freemium model, enabling them to give 
away free content while charging for premium content. However, subscription-based models such as Netflix and Amazon Prime Video 
had captured a significant chunk of the OTT market (McKenzie et al., 2019) in India by providing the latest consumer-engaging 
content. According to records, Netflix posted revenues of Rs. 46.6 m from India in 2019, representing a 700 per cent increase in a -
year (Chanda, 2019). Thus, it is evident that new OTT contents and the media associated with it became significant sources of 
communication and revenue streams for corporate organisations, making it a large field to study for researchers. 

According to the BBC (2019) report, the Indian mobile data cost ($0.26) for one gigabyte of data is much cheaper than the global 
average of $8.53. Therefore, OTT service providers introduced affordable subscription plans to penetrate the middle-class segment of 
India’s population to encash the opportunity to expand. Further, the entrance of global OTT players like Amazon Prime Video and 
Netflix in 2016 brought the revolution in the Indian OTT market by the subsequent rapid increase in India’s content consumption rates 
(Nasscom, 2020). The prime factor for this tremendous growth was the bundled packages offered by these OTT platforms in collab-
oration with prominent telecom service providers at highly affordable prices (Joy and Bahl, 2018). 

As per the recent study conducted by the Telecom Regulatory Authority of India, India’s data consumption rates per user are the 
highest worldwide, projected to approximately 7.69 gigabytes per month (Joy and Bahl, 2018). It might be due to the disruption 
created by Reliance Jio in the Indian telecom industry in 2017 by providing data at significantly cheaper rates to attract more con-
sumers to broaden their subscriber database (Joy and Bahl, 2018). Jio’s telecom network offers more than 55% of all OTT traffic in 
India and more than 65% of OTT platform content consumption on mobile devices (Keshavdev, 2019). Moreover, the users’ screen 
time in rural areas increased considerably due to enhanced bandwidth and a more than 98% reduction in the data price (Nasscom, 
2020). Corresponding to this, other telecom operators like Airtel and Vodafone had also introduced reduced tariffs for their existing 
data plans (Sadana and Sharma, 2021). This had become an essential parameter in the growth and rise of subscription-based video-on- 
demand services (SVOD) or OTT platforms as consumers are now accessible to broaden data speeds at affordable prices (Mukherjee, 
2019). 

2.2. Integrating components of Uses-and-gratifications theory with the theory of Niche: A niche and gratification approach 

2.2.1. Uses and gratification theory and its seven components 
Uses and gratifications theory (UGT) is a significant social theory that describes how and why people deliberately choose particular 

media platforms to meet their requirements (Katz et al., 1974). It suggests that people are conscious of their necessities and are 
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ambitious in their broadcasting platform usage. Moreover, they are competent in measuring the value decisions of the media content 
and inventiveness to associate needs and gratifications to a particular medium preference (Katz et al., 1974; West and Turner, 2007). 
Conventionally, the use of UGT has been performed widely concerning media platforms like newspapers, television, and radio (Luo 
et al., 2011; Pai and Arnott, 2013; West and Turner, 2007), though, recently this theory is applied to study the competitions between 
various OTT platforms and traditional television (Chen, 2019), niches of interpersonal media (Dimmick et al., 2011) and competitive 
dynamics of Pay-TV platforms vs OTT platforms (Kim et al., 2017). As this study focuses on revealing the users’ indulgence towards the 
OTT platforms and Conventional TV, this theory’s theoretical framework may be applied to study the users’ gratification and fulfil-
ment of their needs by these platforms. 

A review of previous literature suggests that UGT includes the following components including information, relaxation, conve-
nience, and entertainment, ease of use, social interaction, and financial benefits (Katz et al., 1974; Luo et al., 2011; Papacharissi and 
Rubin 2000; Seol et al. 2012) which suggests the individual’s or users’ requirements choose or prefer a specific media platform. In-
formation refers to how the individuals gain acquaintances about society or various sociological dimensions to self-educate themselves 
through the broadcasting platforms (Katz et al., 1974). Relaxation suggests the users’ propensity towards gratifying themselves with 
the media platforms as a medium to pass the time or getting a pleasant rest when doing nothing. 

Convenience refers to the accessibility and suitability of viewing the broadcasting platform’s content from anywhere and anytime. 
It also includes considering the broadcast from different media devices (tablet, laptop, smartphone, etc.) and the ease of saving the 
previously watched programs (Kim et al., 2017). Entertainment refers to deriving amusement from the users through different 
broadcast mediums (Luo et al., 2011). Ease of use implies how comfortable the users are with the various broadcast mediums. This 
includes how easy it is to understand the functioning to view the broadcast and the procedure of handling the broadcast devices (Kaur 
et al.,2020). Social interaction refers to how users view the media that presents their propensity to involve with other people or groups. 
It also suggests the social groups where the user belongs to society through the broadcast viewing pattern. Finally, financial benefit 
refers to selecting a specific broadcast medium by the user as it is affordable, offered in a discounted bundled package, and cheaper 
than other Media (Kaur et al., 2020). 

2.2.2. The theory of niche 
Incorporating uses and gratification perspectives into the niche theory partially addressed the limitation of considering available 

media independent from the others and expending trends arising at different levels of populations (Ha and Fang, 2012). Within the 
niche theory, media are thought to compete to provide gratifications and obtain limited resources. As Feaster (2009) indicated, the 
niche theory has demonstrated a valuable contribution to the uses and gratifications approach. It explains how media compete and 
coexist in their provision to the populations that use them. It allowed gratifications and media use to be examined within the context of 
intense inter-medium competition. The niche theory was initially developed in bio-ecology to explain how organisms that consume 
similar resources and perform similar functions compete and coexist in the environment (Ha and Fang, 2012). 

The niche theory utilised three key concepts to explain the relationships between media and the user population (Dimmick, 2003; 
Dimmick et al., 2007): (1) niche breadth: from the outlook of a user population, the niche breadth of a medium is the range of resources 
it provides. The niche breadth of a medium refers to the variety and degree of gratifications provided to a focal population through its 
use. For instance, radio encompasses a specific and slim niche breadth in native advertising, whereas national broadcast TV includes a 
general and overall worth in advertising (Dimmick and Rothenbuhler, 1984; Dimmick, 1985). (2) Niche overlap: as a measure of 
competition, niche overlap is a measurement of the extent to which consumers view two media to provide the same gratifications. In 
high competition or overlap, two media are attempting to fulfil the same role or niche for users. (3) Competitive superiority denotes the 
degree to which a medium more greatly gratifies a focus group’s needs than a competitor within a gratification component. It may 
serve as an indicator of potential displacement in situations of competition (Feaster, 2009). 

Based on the literature review discussed above, OTTs have significantly influenced the media, entertainment, telecommunications, 
and information technology industries. While various factors have aided its development thus far, players have only begun to scratch 
the surface of the Indian market’s potential. The study will address the following research questions: 

RQ1. What are the most preferred OTT platforms in India? 
RQ2. How do the socio-demographics of the users correlate with the seven components of the niche and gratification approach? 
RQ3. What is the indulgence level of users towards OTT and Conventional TV? 
RQ4. On what gratification components do OTT platforms possess competitive superiorities over Conventional TV? 

3. Methodology 

3.1. Participants and data collection 

An online survey of 950 individuals was conducted to collect data for this research. Data were obtained using a combination of 
convenience and snowball sampling. This sampling is simple, inexpensive, and usable, and it is also helpful in determining the re-
lationships between various events/situations. Further, due to the snowball effect through participants referrals higher number of 
responses were obtained. Before this, the principal author got the necessary ethical clearances. Participants’ contribution to this 
research was entirely voluntary, and their confidentiality and anonymity (as stated in the survey form) were also adequately protected. 
Filter questions were included initially, and only those who said yes for participation were directed to a platform where they could 
complete the questionnaire. With 30 respondents, a pilot test was conducted using a convenience sampling approach. The data ob-
tained during pilot testing was not included in the following phase to avoid skewness. 
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Dillman’s online questionnaire method (Dillman et al., 2009) was used to increase the response rates, including the distribution of 
reminder communications and texts to the participants. Filled-in questionnaires were methodically examined for data continuity and 
accuracy, revealing that some survey forms (N = 53) were incomplete or inconsistent, and few had missing values (N = 17). Thus, they 
were rejected for further evaluation. It took seven weeks to collect the responses from the participants. Since the data collection 
method was based on the self-reported frequency of respondents’ data, it may have some inherent bias (most possibly the Common 
method variance [CMV]). Thus, the factors were changed to avoid unfamiliar phrasings to reduce this bias in the survey instrument. 

Finally, a total of 329 filled-in and worthy survey forms were received with a 42% response rate. The majority of respondents were 
found to be males (58%), unmarried (68.7%), and the majority belonging to the age groups between 18 and 25 years (44.80%). It was 
also found that most of them were students (38.7%), primarily graduates (40.7%), and having an evenly distributed annual income. 
The majority of the participants were users of OTT platforms and Conventional TV (88.3%). Therefore, it was possible to reveal their 
indulgence level towards these broadcast mediums. 

3.2. Operationalisation 

The study variables were defined utilising the earlier studies on the domains. Trivial modifications were incorporated to make the 
survey instrument more precise and relevant to gauge the users’ indulgence towards the broadcast media under investigation. This 
study applied the seven components of uses and gratification theory to study the users’ indulgence towards the OTT platforms and 
Conventional TV (i.e., information, relaxation, convenience, entertainment, ease of use, social interaction, and financial benefit). 
Variable measurements of these components, for example, information (three statements are taken from Papacharissi and Rubin, 2000; 
Rubin, 1979 ), relaxation (three contentions were taken from Rubin, 1979 and Sun et al., 2006), convenience (three statements taken 
from Kim et al., 2017), entertainment (two statements taken from Seol et al., 2012), ease of use (two statements are taken from Seol 
et al., 2012), social interaction (3 statements taken from Rubin, 1979) and financial benefit (two statements taken from Seol et al., 
2012) was performed on a five-point Likert scale ranging from 1 = Strongly Disagree to 5 = Strongly Agree. 

For niche analysis, users’ preference regarding the OTT platforms and Conventional TV was assessed, and users’ were asked about 
their broadcast medium preference options for viewing the TV shows, movies, and other content. The survey instrument also included 
questions on the average time respondents devote to OTT and Conventional TV. Further, to understand the users’ most preferred 
content genre for both OTT and Conventional TV, they were provided with a list of 12 popular content genre options (Latha Srinivasan, 
2020), from which they have to select responses for the most preferred genre options in the decreasing order of their preference. 
Finally, to understand the most preferred and widely used OTT platforms amongst the respondents, they were provided with a list of 
major OTT service providers. Their relative choices for the five most used OTT platforms were taken in the decreasing order of their 
preference. Respondent’s socio-demographic profiles were gathered on the parameters of their age, gender, educational attainment, 
annual disposal income, marital status, and occupation. This study will apply Multiple Regression Analysis on these dependent socio- 
demographic variables to determine how they are correlated with the seven components of the Uses and gratification theory. 
Competitive superiority between the OTT platforms and Conventional TV over the researched dimensions will be examined using the 
paired t-test. 

3.3. Applying the niche theory 

The theory of niches consists of three aspects: breadth, overlap, and competitive superiority. This study applied the niche theory 
given by Dimmick (1985) grounded upon the seven components of users’ gratification: information, relaxation, convenience, enter-
tainment, ease of use, social interaction, and financial benefit. The Exploratory Factor analysis results on these seven components 
confirmed statistically significant (α > 0.7). The sampling adequacy measure, i.e., Kaiser–Meyer–Olkin (KMO), was identified as 0.826, 
which was well over the required 0.60. Bartlett’s test of sphericity was also found significant with X2 (335) = 5014; p < 0.001 which 
confirms the appropriateness, dependability, and suitability of data. 

3.3.1. Niche breadth 
The formula of Niche breath signifies the users’ indulgence on each sub-components on the scale. 

B =

∑ N
n = 1

[
∑K

k=1
GOn]− K1

K(U− 1)

N 

N defines the net respondents; n denotes the first respondent, and u and l are the upper and lower limits of a scale. Gratification 
Obtained (GO) is the Gratification score attained from the survey on a scale; K is the scale number on a factor; k is the first gratification 
scale; the niche breadth values vary between its lower bound 0 and upper bound 1. The closest this number is to 1, the more indulgence 
it indicates. 

3.3.2. Niche overlap 
The formula of Niche overlap signifies the level of resemblance among the medium “A high degree of niche overlap indicates a high 

degree of resemblance between the perceptions of gratification obtained from media i and j” (Kim, et al., 2016). 
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Oi, j =

∑N
n=1

̅̅̅̅̅̅̅̅̅̅̅̅̅̅̅̅̅̅̅̅̅̅̅̅
∑K

k=1

(GOi− GOj)2

K

√

N  

where i and j stand for media i and media j, respectively, GO stands for gratification as measured by a scale for media i and media j. n is 
the first respondent, and N is the number of respondents who used both i and j. The number of scales on a component is denoted by K, 
and k is the first satisfaction scale. 

3.3.3. Competitive superiority 
The formula of Competitive superiority determines the degree of supremacy, i.e., how superior one medium is to another in a given 

component. The paired t-test is performed to measure the difference between the two media in one dimension. If the data’s significance 
is established, the following formulae may be used to calculate Competitive superiority. 

S i > j=

∑ N
n = 1

∑ K
k = 1 (m=i>j)

N 

S j > I =

∑ N
n = 1

∑ K
k = 1 (m=j>i)

N 
Here, i and j denote two selected media; and “m i > j shows the value of a respondent’s rating for those scale items on which i is 

rated greater than j (the sum of the actual values); however, m i < j means the value of a respondent’s rating for those scale items on 
which j is rated greater than i” (Kim et al., 2016). 

4. Data interpretation and results 

4.1. Most preferred OTT platforms amongst the users 

To justify our RQ1 and assess the OTT platforms’ preference among the users, the AHP model was used, considering their average 
screen time (in hours) as the criteria for evaluation. A users’ preferential scale was developed to list down the frequency distribution of 
the most preferred OTT platforms, as presented in Table 1. A methodical procedure was performed to assess the relative preferences for 
the most preferred OTT platforms amongst the users regarding their average screen time. It contained a 7 × 7 pair wise comparison 
matrix (presented in Table 2) which was separated diagonally into two halves in which the scores beneath the diagonal represented the 
reciprocals. In contrast, those which were above represented the principal valuation scores. 

A pair-wise comparison matrix evaluates the users’ relative preference significance for each OTT platform. The listed frequency 
distribution (presented in Table 1) was used to confirm the users’ preference sequence for India’s most favoured OTT platforms. By 
adding the scores of each column in the pair-wise comparison matrix and then dividing the scores of individual columns with the sum 
of each column, a normalised matrix for the users’ OTT platform preference was generated (Table 2). Finally, the average of each row 
for the normalised matrix was obtained by adding the scores in rows and then dividing them by the figure of items in a row. The 
average of each row represents the estimate of the users’ comprehensive significance for the OTT platforms on the criteria of users’ 
average screen time (Table 3). 

This research found that most of OTT platform users preferred Netflix (84.80%) trailed by Amazon Prime Video (76.29%), Disney 
+ Hotstar (72.03%), Zee5 (59.0.87%), YouTube Premium (55.92%), SonyLIV (43.46%), Voot (37.08%), MX Player (33.13%), ALT-
Balaji (29.48%), Eros Now (23.70%), iTunes(19.15%), BigFlix (16.41%), Ditto TV (11.85%), Arre (7.29%) and Viu (5.77%) in the 

Table 1 
Frequency distribution of the users’ OTT platform preference.  

OTT Platforms Rank Frequency Percentage 

Netflix 1 279  84.80 
Amazon Prime 2 251  76.29 
Video 3 237  72.03 
Disney + Hotstar 4 197  59.87 
Zee5 5 184  55.92 
YouTube Premium 6 143  43.46 
SonyLIV 7 122  37.08 
Voot 8 109  33.13 
MX Player 9 97  29.48 
ALTBalaji 10 78  23.70 
Eros Now 11 63  19.15 
iTunes 12 54  16.41 
Bigflix 13 39  11.85 
Ditto TV 14 24  07.29 
Arre 15 19  05.77 
Viu    

Source: Authors 
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Table 2 
Pair-wise comparison Matrix showing the users’ relative preferences for OTT platforms.  

OTT Platforms OTT -1 OTT -2 OTT -3 OTT -4 OTT -5 OTT -6 OTT -7 
OTT-1: Netflix  –  1.12  1.23  1.79  1.87  2.48  2.89 
OTT -2: Amazon Prime Video  0.89  –  1.14  1.61  1.78  2.31  2.76 
OTT -3: Disney + Hotstar  0.81  0.91  –  1.42  1.61  2.14  2.52 
OTT -4: Zee5  0.73  0.80  0.87  –  1.39  1.94  2.37 
OTT -5: YouTube premium  0.68  0.76  0.81  1.19  –  1.79  2.17 
OTT -6: SonyLIV  0.59  0.67  0.72  1.03  1.17  –  2.01 
OTT -7: Voot  0.48  0.53  0.61  0.89  1.02  1.54  – 
Total  5.18  5.79  6.38  8.93  9.84  13.20  15.72 

Note: OTT-1: Netflix, OTT-2: Amazon Prime Video, OTT-3: Disney + Hotstar, OTT-4:Zee5, OTT-5: YouTube Premium, OTT-6: SonyLIV, OTT-7: Voot. 
Source: Authors. 

Table 3 
Normalized Matrix showing the users’ OTT platform preference in India.  

OTT platforms T-1 T-2 T-3 T-4 T-5 T-6 T-7 Average 
OTT-1: Netflix  0.193  0.193  0.193  0.200  0.190  0.188  0.184  0.192 
OTT -2: Amazon Prime Video  0.171  0.173  0.179  0.180  0.181  0.175  0.176  0.176 
OTT -3: Disney + Hotstar  0.159  0.157  0.157  0.159  0.164  0.162  0.160  0.160 
OTT -4: Zee5  0.141  0.138  0.136  0.112  0.141  0.147  0.151  0.138 
OTT -5: YouTube premium  0.131  0.131  0.127  0.133  0.102  0.136  0.138  0.128 
OTT -6: SonyLIV  0.113  0.116  0.113  0.115  0.119  0.076  0.128  0.111 
OTT -7: Voot  0.092  0.092  0.096  0.100  0.104  0.117  0.064  0.095 
Total  1.00  1.00  1.00  1.00  1.00  1.00  1.00  1.00 

Note: OTT-1: Netflix, OTT-2: Amazon Prime Video, OTT-3: Disney + Hotstar, OTT-4:Zee5, OTT-5: YouTube premium, OTT-6: SonyLIV, OTT-7:Voot. 
Source: Authors. 

Table 4 
Results of multiple hierarchical regression on the Conventional TV dimensions.  

Variables Information Relaxation Convenience Entertainment Ease of use Social Interaction Financial benefit 

Step I: Socio-demographics 
Age − 0.065  0.056 − 0.078 − 0.000  0.021 − 0.036  0.084 
Gender (m = 0, f = 1) 0.023  0.092 0.093 0.045  − 0.065 0.121*  0.021 
Education − 0.038  − 0.038 − 0.073 − 0.023  0.034 − 0.063  − 0.043 
Family Income 0.046  − 0.043 − 0.223** − 0.036  − 0.023 − 0.074  − 0.012 
Marital Status − 0.21*  − 0.089 − 0.061 − 0.087  − 0.036 − 0.054  − 0.093 
Occupation 0.032  − 0.068 − 0.032 − 0.012  − 0.043 − 0.021  0.032 
R2 0.046  0.023 0.042 0.032  0.021 0.043  0.031  

Step II: Average screen time for Conventional TV in a day 
<1 hr 0.032  0.084 0.061 0.051  0.043 0.054  − 0.045 
1–2 hrs − 0.112  0.173*** 0.178*** 0.132**  0.129** − 0.101*  − 0.032 
3–4 hrs 0.021  0.162*** 0.052 0.049  0.041 0.011  − 0.022 
More than 4 hrs 0.012  0.023 0.031 0.012  0.030 0.013  0.021 
R2 Increase 0.032  0.031 0.031 0.022  0.031 0.012  0.011  

Step III: Average screen time for OTT platforms in a day 
<1 hr 0.065  0.072 0.061 0.091*  0.109* − 0.021  0.084 
1–2 hrs − 0.032  0.156* − 0.119* − 0.179**  0.165** 0.065  0.121** 

3–4 hrs 0.043  0.084 0.103** 0.074  0.065 0.032  0.074 
More than 4 hrs 0.022  0.045 0.068 0.064  0.051 0.012  0.051 
R2 Increase 0.021  0.022 0.011 0.012  0.011 0.011  0.021  

Step IV: Preferred content genre 
Movies 0.124***  0.178*** 0.103* 0.154**  0.143* 0.062  0.110*** 

News 0.113***  0.101*** 0.131* 0.068  0.109* 0.051  0.108*** 

Sports − 0.012  − 0.087 0.079 0.052  0.065 0.055  − 0.051 
Comedy 0.056  0.051 0.062 0.045  0.042 0.032  0.021 
Food and Travel 0.048  0.035 0.031 0.032  0.038 0.021  0.032 
R2 Increase 0.032  0.041 0.032 0.021  0.022 0.031  0.021 
Adjusted R2 0.071  0.072 0.103 0.061  0.042 0.071  0.041 

Note: *P < 0.05, **P < 0.01, ***P < 0.001. 
Source: Authors. 
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decreasing order of their preference. To reveal the comparative rankings for every OTT platform as stated by the OTT platform users 
during the survey, a second stage assessment was performed to create a pair-wise comparison matrix (presented in Table 2). It revealed 
some interesting findings with relevance to the users’ relative preference for the OTT platforms. It was found that the users’ preference 
for Netflix was 2.89 times more than Voot (shown in Table 2). Similarly, the users’ preference for Voot was found to be 0.48 times 
lesser than Netflix. Consequently, the pair-wise comparison matrix presented a comprehensive list of relative preference tallies for each 
OTT platform compared to the other. This matrix may also help determine the ranking for users’ OTT platform preference and rec-
ognising their subscription choice judgments. 

This study applied the AHP model to establish the order sequence for the seven most preferred OTT platforms by the users. The row 
averages presented in the Normalised matrix exhibited the users’ preference for the best seven OTT platforms (displayed in Table 3), 
and they were revealed to be 0.192, 0.176, 0.160, 0.138, 0128, 0.111, and 0.095, which specifies the likelihood of streaming an OTT 
platform over the remaining others. Further, the user’s probability of streaming Netflix was found to be 0.192 (19.2%) while that of 
Amazon Prime Video and Disney + Hotstar is 0.176 (17.6%) and 0.160 (16.00%), respectively. 

4.2. How do the socio-demographics of the users correlate with the seven components of the niche and gratification approach? 

In line with our RQ2, this study applied multiple hierarchical regression to determine how the users’ socio-demographics, their 
average screen time on both Conventional TV and OTT platforms, and their preferred content genre correlated with the seven com-
ponents of niche and gratification theory. In the first and subsequent steps, the socio-demographic and screen time measurement 
variables followed by the preferred content genre were considered independent variables. Seven components of conventional TV were 
taken correspondingly as the dependent variable (Table 4). Results revealed that all the Components of Conventional TV provide no 
significant correlation with the users’ gender, age, occupation, and education. Moreover, the dimension of family income is inversely 
correlated with the convenience component, which suggests that high family income shows low indulgence with the conventional TV. 

The results for users’ average screen time for conventional TV in a day revealed that users’ indulgence in Conventional TV for 1–2 h 
was significantly correlated with relaxation, convenience, entertainment, and ease of use but negatively correlated with the social 
interaction component. It means that users watch Conventional TV for 1–2 h per day for relaxation, entertainment, and convenience. 
The results also indicated a stronger positive correlation with the relaxation dimension for users who watched Conventional TV for 3–4 
h. 

The users’ preferred content genre results revealed a significantly positive correlation for movies on all components for Con-
ventional TV, except social interaction. It means that users of Conventional TV who watch movies engage in all gratification 

Table 5 
Results of multiple hierarchical regression on the OTT dimensions.  

Variables Information Relaxation Convenience Entertainment Ease of use Social Interaction Financial benefit 

Step I: Socio-demographics 
Age − 0.085 0.012 − 0.088* − 0.022 − 0.076  0.056 − 0.021 
Gender (m = 0, f = 1) 0.021 − 0.063 − 0.063 0.012 0.012  − 0.091 0.084 
Education − 0.053 − 0.045 0.043 0.028 − 0.023  − 0.021 − 0.031 
Family Income 0.066 0.142** 0.223** 0.086 − 0.035  0.051 − 0.040 
Marital Status − 0.151* − 0.037 0.031 − 0.077 − 0.020  − 0.073 − 0.033 
Occupation 0.057 − 0.068 − 0.079 − 0.023 − 0.019  0.044 − 0.021 
R2 0.032 0.033 0.022 0.010 0.011  0.002 0.010  

Step II: Average screen time for Conventional TV in a day 
<1 hr 0.045 − 0.043 − 0.072 − 0.065 − 0.053  − 0.089 0.049 
1–2 hrs − 0.045 − 0.s074 − 0.064 − 0.051 0.041  − 0.078 − 0.022 
3–4 hrs 0.032 0.078 0.071 0.058 0.073  0.074 0.038 
More than 4 hrs 0.021 0.021 0.063 0.054 0.032  0.011 0.010 
R2 Increase 0.012 0.021 0.011 0.010 0.011  0.010 0.010  

Step III: Average screen time for OTT platforms in a day 
<1 hr 0.075 0.066 0.051 0.098* 0.123*  − 0.029 0.044 
1–2 hrs 0.132* 0.146* 0.108* 0.143** 0.103**  0.065 0.138** 

3–4 hrs 0.032 0.091 0.109** 0.051 0.071  0.012 0.064 
More than 4 hrs 0.021 0.054 0.075 0.042 0.061  0.019 0.067 
R2 Increase 0.010 0.011 0.010 0.011 0.012  0.010 0.019  

Step IV: Preferred content genre 
Web series 0.103*** 0.193*** 0.123* 0.171** 0.111*  0.052 0.100*** 

Movies 0.109*** 0.120*** 0.103* 0.168** 0.081  0.068 0.113*** 

Comedy 0.014 − 0.062 0.087 0.012 0.056  0.043 − 0.021 
Crime and Thriller 0.042 0.047 0.057 0.036 0.047  0.033 0.034 
Romance 0.039 0.038 0.029 0.027 0.031  0.019 0.027 
R2 Increase 0.062 0.031 0.073 0.012 0.018  0.043 0.012 
Adjusted R2 0.093 0.023 0.063 0.161 0.031  0.063 0.020 

Note: *P < 0.05, **P < 0.01, ***P < 0.001. 
Source: Authors. 
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component other than social interaction. The findings also revealed a significantly positive correlation between news and all com-
ponents except entertainment and social interaction, implying that most users do not watch Conventional TV for Entertainment or 
social interaction. 

Similarly, multiple hierarchical regression was applied for the components of the OTT platforms. The seven components of niche 
and gratification theory were taken as dependent variables, and in a step-wise manner, the independent variables of users’ socio- 
demographics, their average screen time on both Conventional TV and OTT platforms, and their preferred content genre were 
added into the regression model. Results revealed that users’ family income was significantly correlated with the relaxation and 
convenience component for the OTT platforms (Table 5). This suggests that users with affluent families prefer to use OTT platforms for 
relaxation and the convenience it provides. Furthermore, the age of users was found to be inversely correlated to the convenience 
component. Thus, as the age of users’ increases, they find OTT platforms more inconvenient to use. Besides this, it was discovered that 
the marital status of OTT platform users was inversely correlated to the information Component. 

Results for the average user screen time in a day for the OTT platforms demonstrate that users engage in OTT platforms for 1–2 h 
across all the components of niche and gratification, excluding the social interaction. Further, it was found that users watch OTT 
platforms for <1 h a day due to their ease of use and 3–4 h per day for their convenience components. The most popular content genre 
for OTT platforms was found to be web series and movies, which shows a significant correlation to all components except social 
interaction. (Table 5). 

4.3. Findings related to niche analysis 

4.3.1. Users’ indulgence towards Conventional TV and OTT platforms 
Niche Breadth analysis was applied on the seven gratification components of Conventional TV and OTT platforms to substantiate 

our RQ3, and it revealed some intriguing findings (Presented in Table 6). Except for the convenience component, the scores of niche 
breadth for all components of Conventional TV were found to be higher than those of OTT platforms. Their niche breadth scores 
represent the users’ indulgence in each sub-component of the scale. The closer this score is to one, the more indulgence it indicates on 
the respective component. The results showed the most significant difference in niche breadth scores between the convenience 
component (0.420) and the social interaction component (0.302). The findings also revealed that traditional TV has a similar highest 
niche breath value for two components: relaxation and financial benefit (0.682). The convenience component, on the other hand, 
received the lowest rating (0.365). The highest scores were assigned to the convenience component (0.785) in terms of OTT platforms, 
indicating that OTT platform users have a higher acceptance for the convenience component (even higher than Conventional TV). The 
social interaction component, on the other hand, received the lowest ratings (0.272). 

A niche overlap analysis was applied to each gratification component to determine the similarities between the media. Higher niche 
overlap scores indicate a low degree of similarity in users’ gratification perceptions across these mediums. The results revealed an 
inverse correlation between the scores of niche overlap and the level of overlap. The results show that, of all the gratification com-
ponents, information has the lowest score (1.01), implying that Conventional TV and OTT platforms have a high degree of similarity in 
this area. These findings were also similar in terms of other gratification components, such as relaxation, entertainment, ease of use, 
and financial benefit (presented in Table 7). Furthermore, the components of convenience (3.901) and social interaction (2.472) 
showed a lower degree of similarity between Conventional TV and the OTT platform. 

4.3.2. Gratification components on which OTT platforms shows competitive superiority over Conventional TV. 
In further Niche analysis, a Competitive superiority evaluation was performed in accordance with our RQ4 to determine the degree 

of supremacy, i.e., how superior one medium is to another in a given component. The competitive superiority of Conventional TV was 
found to be higher than OTT platforms in all the gratification components except the convenience component (3.431). Results revealed 
that the financial benefit (2.16) and relaxation (2.097) were the strongest niches for Conventional TV, while the convenience 
component exposed the strongest niche for OTT platforms (Table 8). Minimal difference of competitive superiority was found on the 
component of social interaction 1.25 as compared to 0.354, and these results suggest that Conventional TV is superior to OTT plat-
forms. The paired sample t-test was applied to the competitive superiority findings to validate these results, demonstrating the sig-
nificant dissimilarities between the Conventional TV and OTT on all the seven gratification components (Table 9). 

Results suggest that convenience (Mean = 1.32928) and social interaction showed the maximum difference amongst the com-
ponents, while financial benefit (Mean = 0.13526) represented the minimum difference. 

5. Discussions and future implications 

This study addressed the research questions and revealed the most popular OTT platforms among users based on their average 

Table 6 
Niche breadth.  

Niche Breadth Information Relaxation Convenience Entertainment Ease of use Social Interaction Financial benefit 

Conventional TV  0.579  0.682  0.365  0.507  0.520  0.574  0.682 
OTT platforms  0.443  0.586  0.785  0.455  0.459  0.272  0.429 

Source: Authors. 
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screen time. It also used multiple hierarchical regression to determine users’ socio-demographics, average screen time on both Con-
ventional TV and OTT platforms, and preferred content genre, all of which were correlated with the seven components of niche and 
gratification theory. Niche analysis (niche breadth, niche overlap) was performed on the seven gratification components of both 
Conventional TV and OTT platforms to understand the level of indulgence of users towards OTT and Conventional TV platforms. 
Finally, competitive superiority between the Conventional TV and OTT platforms was also measured based upon the gratification 
components. 

The most preferred OTT platforms amongst the users were Netflix, Amazon Prime Video, Disney + Hotstar, and Zee5. This result 
denies the findings of similar studies conducted in Taiwan (Chen, 2018) and South Korea (Kim et al., 2016), where international OTT 
players do not outperform local OTT platforms and users have similar preferences. This finding has significant practical implications 
for India’s OTT service providers. As India is a diverse country, the ability to provide content in multiple languages, focusing on 
regional content, could be a lucrative opportunity for OTT providers to increase their OTT market share. Furthermore, regional content 
participation on OTT platforms may pave the way for mass-market adoption rather than niche market offerings. As the popularity of 
over-the-top local platforms in India grows, the demand for local content production will increase. 

Furthermore, this is one of the first studies that applied the Analytical Hierarchical Process (AHP) model to evaluate the users’ 
preference for the OTT platforms. The study results found that most OTT platform users were unmarried, primarily graduates, and 
belonged to the age group between 18 and 25 years (64.80%). This result is similar to the findings of Chen’s (2018). Thus, OTT service 
providers should try to keep the content more focused on the viewing demands of the young consumers and must constantly seek new 
ways to create and deliver more appealing and indulgent content that is not available elsewhere. Moreover, academic researchers may 
also come up with some new and innovative frameworks to find out the user indulgence level and their preferences amongst the other 
generational cohorts by applying a mix-method approach to accommodate inclusive findings and provide a broad representation of the 
sample. 

Corresponding to the results of multiple hierarchical regression, it was revealed that all the components of Conventional TV provide 

Table 7 
Niche overlap.  

Niche Overlap Information Relaxation Convenience Entertainment Ease of use Social Interaction Financial benefit 

Conventional TV- OTT platforms  1.011  1.470  3.901  1.041  1.061  2.472  1.440 

Source: Authors. 

Table 8 
Competitive Superiority.  

Competitive Superiority Information Relaxation Convenience Entertainment Ease of use Social Interaction Financial benefit 

Conventional TV > OTT platforms  1.990  2.097  0.566  1.128  1.25  1.230  2.16 
OTT platforms > Conventional TV  0.210  0.530  3.431  0.151  0.354  0.943  0.801 

Source: Authors. 

Table 9 
Results of Paired Sample t-test.  

Paired Samples Test  

Paired Differences t df Sig. (2- 
tailed) 

Mean Std. 
Deviation 

Std. Error 
Mean 

95% Confidence 
Interval of the 
Difference 

Lower Upper 

Pair 
1 

Information-CTV -Information-OTT − 0.50666 0.93131 0.05134 − 0.15167 0.05035 − 6.987 328 0.000 

Pair 
2 

Relaxation-CTV -Relaxation-OTT − 0.36778 1.10959 0.06117 − 0.48812 − 0.24744 − 6.012 328 0.000 

Pair 
3 

Convenience-CTV -Convenience-OTT − 1.32928 0.94817 0.05227 − 0.43212 − 0.22644 − 13.299 328 0.000 

Pair 
4 

Entertainment-CTV -Entertainment- 
OTT 

− 0.35106 0.88552 0.04882 − 0.4471 − 0.25502 − 5.191 328 0.000 

Pair 
5 

Ease of use-CTV -Ease of use-OTT − 0.29179 0.90221 0.04974 − 0.38964 − 0.19394 − 4.866 328 0.000 

Pair 
6 

Social Interaction-CTV -Social 
Interaction-OTT 

− 1.11543 0.94953 0.05235 − 0.11838 0.08758 − 11.294 328 0.000 

Pair 
7 

Financial Benefit-CTV -Financial 
Benefit-OTT 

− 0.13526 1.09005 0.0601 − 0.25348 − 0.01704 − 2.251 328 0.000 

Source: Authors. 
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no significant correlation with the users’ gender, age, occupation, and education. Moreover, the dimension of family income is 
inversely correlated with the convenience component, which suggests that high family income shows low indulgence with the Con-
ventional TV. This result corresponds to the findings of Ha and Fang (2012) and provides intriguing practical implications for OTT 
service providers and marketers. They should introduce cheaper subscription packages to shift the users’ indulgence from Conven-
tional TV to the OTT platforms and capture the middle and lower-middle classes with a low family income. They should also offer 
loyalty schemes to their users, like providing discounts, vouchers or value coupons, etc., and introducing referral schemes to enhance 
user subscriptions. Moreover, in the present pandemic scenario, OTT platform service providers should decrease their OTT sub-
scription rates and consider providing new content and restoring HD quality. Partnering with local broadband service providers can 
also be a significant way of introducing new users to the OTT ecosystem by offering bundle packages, which may become a course of 
action for future research. 

Results with regards to the users’ average screen time for Conventional TV in a day were found to be interestingly dissimilar with 
the study of Chen’s (2018), who revealed that users’ indulgence in the Conventional TV for 1–2 h was found to be significantly 
correlated with the dimension of relaxation, convenience, entertainment, and ease of use, however, negatively correlated with the 
social interaction dimension. Moreover, users’ family income was found to be significantly correlated with the relaxation and con-
venience dimensions of the OTT platforms. In India, OTT platforms still lack in entertainment, ease of use, and Social Interaction 
component as per our study findings; thus, OTT marketers should develop strategies to provide their users with more engrossing and 
novel content which may be delivered from a platform that is easy to operate and provides a forum to interact with the other users. This 
result also provides important scholarly implications. Academicians and researchers may also come up with studies focussing on how 
the user’s attitude and behavioural intentions are influenced for both OTT and Conventional TV viewings, considering average screen 
time as a significant variable. 

Results corresponding to the preferred content genre amongst the users revealed a significantly positive correlation for movies on 
all the dimensions for Conventional TV except social interaction. It suggests that users who watch Conventional TV for viewing movies 
indulge in all the dimensions apart from social interaction. This is also an interesting finding which is dissimilar from the earlier 
findings of Sadana and Sharma (2021) and Chen’s (2018), where news revealed similar correlations with the dimensions of Con-
ventional TV. This study can help both Conventional TV and OTT platform stakeholders think about their futurist approach towards 
customer engagement and indulgence. Moreover, the outcomes of this study show that there is still hope for Conventional TV to regain 
their lost users if they would improve upon the convenience component and develop novel and more indulging content which is 
exclusive for the TV only. 

The most preferred content genre for the OTT platforms was revealed as web series and movies, which were significantly correlated 
with all the dimensions except social interaction. This is also different from the earlier findings of Kim et al. (2017), where movies and 
drama revealed similar results. Stakeholders must focus their efforts on building a fan base of emotionally invested users in the 
company and its products. To accomplish this, stakeholders should emphasise posting daily information about new content on their 
websites, encouraging users to anticipate new uploads. OTT platforms can also use social media platforms to engage users and form 
user communities to discuss the content. They may also corroborate their OTT applications with some innovative features such as 
forum discussions, video calling, and peer group watching. 

The Niche analysis performed on the seven gratification components of both Conventional TV and OTT platforms revealed some 
interesting findings. It was revealed that the scores of niche breadth for all the components of Conventional TV were found to be higher 
than the OTT platforms except for the convenience component. This means that Conventional TV outperforms OTT platforms in India 
on all indulgence components except convenience. The implication of this outcome cannot be overstated. Because of the increased use 
of smart devices and digital stimulation with each passing day, the future of OTT platforms in India is substantial. Marketers must 
inform users that OTT platforms are a part of their comfort needs that have to develop ingrained in their daily lives and that customers 
have the right to watch whatever content they want, whenever and wherever they want. Despite significant investment in OTT 
platforms, it is difficult to predict that conventional television will ever be replaced as the primary source of the video platform. These 
findings differed from Chen’s (2018) study, in which OTT platforms outperformed traditional TV across all gratification dimensions in 
Taiwan. 

Niche overlap results also represented the lower degree of similarity between Conventional TV and OTT platforms on the com-
ponents of convenience and social interaction, which revealed different results from the study conducted by Sukwadi et al. (2019). 
Regarding competitive superiority, Conventional TV scored higher over the OTT platforms on all the gratification components except 
the convenience. This finding was different from Chen’s (2018) results, where OTT scored higher than Conventional TV in all the 
gratification components. This finding has significant practical implications for the OTT stakeholders in India. OTT players have just 
scratched the surface of the regional Indian market; there is enormous potential for them to expand in future. This medium has carved 
out a new niche in Metro Cities, with only 40 prominent OTT platforms and minimal regional content. Also, COVID 19 has played a 
critical role in the widespread acceptance of the medium in urban areas where people can afford it. Now OTT marketers should also 
focus on innovative strategies to capture India’s tier 2 and tier 3 cities. Future research may further explore the areas where there is an 
imperative need for the OTT platforms’ stakeholders to focus upon to capture the major entertainment market share, considering the 
vast avenues this industry offers. 

6. Limitations 

While conducting this research, we came across few limitations which require further investigations. First, due to the limitation of 
going into the field for data collection, an online survey was conducted, which resulted in the majority of data being skewed more 
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towards the younger age groups (18–25 years), representing the heterogeneity of data. Through the recent studies on the users’ 
adoption towards the OTT platforms, it is evident that these platforms are mostly preferred and liked by young audiences than the 
other age groups. Therefore, young consumers will be the valuable group to study the users’ indulgence towards the OTT platforms. 
Second, as the data collection for this research was based on an online survey questionnaire, it relied entirely on the respondent’s self- 
reported information with its intrinsic bias (though it was removed by applying the Common Method Variance bias approach). Future 
research could look into other survey techniques (such as field surveys) to gauge user indulgence in these platforms. Finally, due to the 
complex nature of the study, additional research may be required to determine whether users’ preference for broadcast mediums is 
influenced by few factors other than the components of niche and gratification theory, such as Demassification, which refers to 
selecting content from a comprehensive offering, and Asynchroneity, which refers to users’ ability to control a message when it is 
received. Related fields like OTT gaming and audio platforms may also be included as research for future investigators. 
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