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Abstract: Media content providers, through video streaming services have revolutionized the
way of providing entertainment to its viewers. They have not only changed time, date and
venue of our content consumption but has also upsurged new media watching habits. The study
was conducted to study the preference and reasons of preferring one video streaming service
provider over others electronic platforms during the spread of Covid-19. 286 youth within the
age group of 15-24 formed the sample of the study and online survey was conducted to gather
their responses due to the Covid restrictions. The data was further tabulated and analysed with
the help of t-test through SPSS. The research concluded Hotstar and Netflix to be the preferred
medium for the males whereas Voot was the most popular application amongst females.
Pricing was found to be the least satisfying criterion among both the categories whereas
quality, language and variety showed varied response.
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Introduction:

Digitalization and Globalisation has led to the use of Internet for the limitless access of
information, entertainment, leisure and social interconnectedness among the global citizen.
The upsurge of smartphones equipped with multimedia and advanced communication
technology has revolutionized the way media content is being consumed. This convergence has
led to new media termed as over the top media that has made way for video streaming
platforms and services. Video streaming provides a provision to play TV shows, movies, serial
and other formats of one’s own choice. It is a type of format in which the video content is
directly delivered to the end user. In such streaming service the users can watch their preferred
programmes directly online without downloading them on any device.

Media is the major source of infotainment in our country. Nobody ever thought that this

pandemic will affect everyone so badly that they have to spend their life within four walls for
years or more. The biggest challenge was to engage the youngsters as there was low options for
youth’s entertainment and OTT players created special content for the youngsters that kept
them engaged and entertainment while being at home (Negi, 2022).
The Covid wave changed the whole market scenarios as the companies, movie theatres, malls
were shut and people had to stay up at homes. Therefore, people had to switch towards home
based entertainment channels. Where television programmes were providing repetition content
due to the halt of the entertainment business and non occurrence of shooting, OTT platforms
emerged as the saviour for the people. Films were struggling as the theatre were closed
temporarily, web series kept the audience hooked with the new content formats.
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Video streaming services such as Netflix, Prime Video, Disney+ Hotstar, Zee5, etc., have

turned the tables with the way consumers used to consume content. The Covid pandemic has
seen an increase in viewership and subscriptions towards these streaming platforms, with
people of different age groups adapting to changing viewership trends (Sridhar & Phadtare, P.
(2022).

India is on brim of being the fastest growing market for video streaming platforms.
In one of the recent reports, India is set to enter the top ten OTT video markets by 2022 with a
growth rate of 22.6% CAGR. OTT video revenue in India is expected to touch 5,595 crores by
2022 (PWC, 2017).

Another reason for the upsurge of this new media technology is inexpensive data and the
increased data consumption. Bharti Airtel spokesman in an interview said, “The increase in
video streaming activities is the result of the dipping data cost that has led to increase in
average data consumption by 100% over the past years”.

This change has enabled the consumers to consume content as per their preference in
context of information, entertainment and social activities. Whether it is Netflix, Amazon, ATL
Balaji, Hotstar, etc. these video streaming services are expanding in a big way. They are not
only changing media gallery but also way it is consumed technologically. Viewers gratify their
needs of information, entertainment or mood management through directly engaging and
interacting with content and sharing it with like minded people present on social platforms. The
adolescents create their own content as a self expression and self actualization. Facebook is the
most popular social networking forum among adolescents for gratifying their needs for
integration, interacting and adjusting to the social environment (Shao, 2008).

As per the latest BARC report, Youth are amongst the top target group for the content
consumption on the OTT platforms and constitute of total 32% of total viewership and is
growing tremendously over the years. In addition, the engagement of Youth with the
Television has increased since the last year and currently stands at 3 hours and 34 minutes
which is at par with the entire TV viewing universe. On the contrary, it was found that there is
no relationship between the time spent on OTT platforms with the respect to the devices used
for streaming on OTT platforms (Bellamkonda, 2021). The effect of OTT players on DTH
players has also started showing. Anil Dua, CEO Dish TV opined that though there has been
few difficulties in connections due to the advent of OTT platforms like Netflix, Hotstar and
Amazon Prime Video especially in metro region but due to our net additions being on higher
side, there is no need to worry for the DTH players.

Review of Literature:

Bulky Television sets have been replaced by smart phones & smartphones by the
individuals for the online streaming of videos and surfing the internet. OTT platforms generally
stream their video content in two ways, firstly by on demand streaming and the secondly by
programmed or scheduled streaming. The difference between the both lie on time of playing
the content where on demand videos can be played any time but programmed videos are played
as per the scheduled time. (FMI: Future Market insights, 2018).

In one of the recent study (Patnaik, 2022) User behaviour, Technological flexibility and
customer centric were found to be the prime factors that influenced the OTT content.
Lockdown during Covid and people being asked to work from home has been the major reason
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for boasting the viewership of the OTT platforms. Tracking the scenario, the researcher found
that an age, city, occupation and income group has played a major role in gauging the use of
OTT platforms. The researcher also studied the viewership duration during lockdown that has
increased from 0-2 hours to 2-5 hours along with the spending power increasing from 100300
per month (Fernandes, S., & Madnani, N, 2020).

Smartphones are the most preferred device for personal video consumption, while PC/
laptops are used more for video viewing with family and friends in India. Daily engagement
time hovering around the 4-hour mark; mobile screens attract more engagement than any other
media including television (Culture Machine and IMRB, 2017). With only 40 OTT stages and
restricted territorial substance, this medium has made another specialty for itself in
metropolitan India. Corona virus has played a very critical job in mass appropriation of the
medium in metropolitan areas where individuals have preferred paying control over semi-
metropolitan or country India (Nijhawan, 2020).

Due to digitalization, traditional television has lost their monopoly. Yi-Ning Katherine Chen

(2016)19 - inspected how OTT administrations can fill in as a substitute for TV in Taiwan. As
various organizations keep on contributing to the online video web based market, the need for
internet fairness laws or suggestions about how to manage were examined. OTT services are
providing new screens and content to consumers and faster network technology is an additional
factor in it. With a platform to experiment, OTT has given way to directly reach out to the
consumers with producers and broadcasters to experiment with new content formats.
Availability of the OTT content in a reasonable price is one of the major factor of the success
of OTT platforms. They create content according to the consumers need which changes timely.
The researcher mainly specified four target groups’ users for OTT TV service i.e. Students,
Expats, Content Seeker and Tech Savvy (Baccarne, 2018). According to this research paper,
higher data usage is required for using OTT services, hence its generating revenue for telecom
operators and creating revenue for service providers due to App purchasing and subscription
charges. Various factors like cost, content, availability, high speed internet, smart phones are
leading to OTT players (Sujata, 2015). Users like to watch streams, to chat while watching, and
to reward performers by using emoticons (Scheibe, 2016).
In a study, it was found that placing western content along with Bollywood content on the top
of the OTT platforms doesn’t attract the online audience towards the video streaming service.
Indians spend 93% of their time on watching online content in Hindi and other regional
languages. Also it was found that Netflix’s more than two —third content was in English
language and only Bollywood movies were available in Hindi. Amazon Prime holds a larger
market share as 65% of their content is in English followed by 25% content in Hindi and more
than 10% in other regional languages (IHS Markit with Quartz, 2018).

Problem Statement:

From the literature, it is analyzed that the research on video streaming service providers has
been restricted to its market share along with its technical aspect and media devices used for its
services but not much attention has been paid to preferences of different demographics using
these services.

Though there is a lot of potential for OTT platforms, pain points related to streaming video
services are aplenty too. Consumers are still frustrated by technical difficulties. Inspite of
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Video streaming services providing variety in content and formats, consumers are not satisfied
with the types of content available on the streaming platforms. Therefore, there is an urgent
need for streaming services with ad-supported models to rework their strategies (IBM Cloud,
2018).

The video streaming landscape in India is being radically transformed, but data regarding
video viewership remains hard to come by. The above studies shows that India has been a
potential market for the global video streaming platforms but much content displayed on these
service providers is yet to be studied in details with context to its audience. In this context, our
study intends to understand the preferences as regards choice of streaming services and their
division on the basis of gender.

Objectives of the study:

To understand the importance of advertising towards creating preference for particular video
streaming providers.

To evaluate the video streaming providers preferred by males and females.

To study the parameters affecting the choice of video streaming provider by males and females.

Theoretical Framework:

In media, there are many theories that emphasise on the relationship between the media
content and its impact on the audience. As this study focuses on video streaming service
providers and its preference among the different genders in youth, therefore theory of
‘Cognitive Dissonance’ by Leon Festinger is best suited for this study. This theory lays
emphasis on consistency between action, belief and perception. When applied to media, this
theory states that media audience enters in the stage of discomfort if the media doesn’t cater as
per their needs and requirements. It emphasises on the psychological discomfort that arises out
of inconsistency between the action and belief by watching some particular media channels and
programs and rejecting others.

Figure 1: Theory of Cognitive Dissonance
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Source: Festinger (1957)
Festinger through his theory spelled out that when content expectation doesn’t match the

requirement of the audience, they the audience tries to either shift the medium of entertainment
or programmes that match more to their beliefs.
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Research Methodology:

In order to conduct the research on this topic, the researchers planned to adopt the
following methodology-

Sampling: Though the universe for the study constitutes of all netizens but to make the
research feasible, youth in the age group of 15-24 were selected as the sample.

Sample Size: The sample size for the study was 286 respondents.

Research technique: Survey method was used as research technique and online questionnaire
was used as tool for the collection of the data. The questionnaire was designed through Google
forms so as to maintain the accuracy. The data was later tabulated and graphically represented
using Microsoft Excel along with the application of t-test.

Data Analysis:
The study was conducted on a sample of 286 youngsters who fall in the age group of 15-24.
Attempt was made to analyse the preference towards choice of streaming service providers on
the basis of gender. The classification of the responses on the basis of gender and age group is
shown in Table 1 and 2.

Table 1: Gender bifurcation of the sample

Male 161
Female 125
Total 286

Table 2: Age group of the respondents

Age group Frequency
15-18 45
19-21 185
22-24 56
Total 286

Coming to the source of information that affects the choice of streaming service provider, it is
clearly evident that the majority of respondents made the choice of streaming service provider
through internet itself (Table 3). The second highest number is affected by ‘Word of Mouth’
followed by television. The responses may be immensely useful to streaming service providers
to understand the importance of internet advertising over television and other media while
promoting their service.

Table 3: Source of information
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Source Frequency
Internet 204
Magazines 1
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Newspapers 8
Television 35
Word of Mouth 38

The respondents were asked to pick the service provider chosen to stream content. The
responses are tabulated to represent the frequency of different service providers in the study.
The data is also represented gender wise to have clear understanding of the preference of the
males and females.

Table 4: Service provider tuned the most

Streaming Service Frequency Male Female
Provider
Alt Balaji 1 1 0
Amazon Prime Video 30 17 13
Eros Now 2 2 0
Hotstar 46 25 21
Hungama 3 0 3
Jio Cinema 12 5 7
Netflix 149 93 56
Sony LIV 9 8 1
Voot 30 7 23
Zee5 4 3 1
Total 286 161 125

It is evident from Table 4 that Netflix is the undisputed leader in streaming services in India.
More than 50 percent of the sample stream Netflix followed by Hotstar. This is pretty
interesting given the fact that Netflix has only paid mode unlike Hotstar which provides some
content for free (with a rider in some cases). The majority of respondents streaming Netflix and
Hotstar are males. Interestingly, Out of both genders, Voot is a clear favourite of females as 23
respondents out of 30 tune to it. One of the reasons for this skewness could be the type of
content streamed on Voot. Amazon Prime Video is another provider popular with the
youngsters. In spite of huge price differential between Prime Video and Netflix, Netflix has
managed to achieve the top position.

To understand the rating of streaming service providers on the basis of different parameters
such as pricing, content quality, content variety, language and content availability, independent
samples t-test was conducted on SPSS. The results of t-test are shown in Table 5 and Table 6.
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Table 5: Parameters that affect the choice of service provider

| Gender N Maan Sd. Dewaton Si. Error Mesn
o0 160 20583 .£2805 08530
Pricing
z00 128 15444 _T4DEY 08800
r 100 160 n5ige L8185 05391
Qualty
Z200 128 1.7083 6013 0BT
’ 100 160 1.8750 .J4BE8 Kok i
Varigty
200 128 18905 62584 0EET4
100 160 1.5500 &5162 08231
Language
200 128 18190 LT 08157
o0 160 7625 7651 33 00
Avzilzbility
z00 128 8175 &3331 07424

Table 5 shows various parameters (and their corresponding means) that affect the choice of
streaming service. Lower mean signifies higher satisfaction. Gender 1 represents males and
gender 2 signifies females.

Males are most satisfied with the quality of service followed by language options. They are
least satisfied with the price at which the services are offered by their service provider. This
result complements the preference given to Netflix in rankings in spite of Netflix being more
expensive than other streaming service providers. Females are most satisfied with the language
options available with the service providers followed by variety. Pricing is again the least
satisfactory criteria. The sample of the study containing only youth could be one of the
compelling factors of this result as most youngsters would be dependent on their parents for
payment of streaming service provider bills.

Further, a two-sample t-test was used to test the hypothesis and assess whether there was a
significant difference in the satisfaction level of the parameters that males and females deem
important (Nargundkar, 2007). The results of the test have been shown in succeeding tables.
Further, since the significance level of ‘Levene’s test for equality of variances’ is greater than
.05 (refer to table 6) for pricing, quality, language and availability, we can assume that group
variances are equal. This establishes that there is a significant difference pricing, quality,
language and availability as perceived by males and females. On the contrary, there isn’t a
significant difference in variety as perceived by males and females.

Table 6: Independent samples test

Lewsne®s Test for
Exgual ity of Wariances
F Sig- T = 3 Sig. (Z-tailed) | Mean DiS=remoe
Eausl wmnimness | goeq 6 1188 T84 z3E A1181
L. !
Pricinsg, Eaud ) _
JUS wariaoec 12704 | 2re 8= z30 ETL:Y
not a=surmed
Egud wariances
I 18653% AT =Z23ET T D21 - 18750
Quslity E=sumes
Equdl wariavces zaiz| zTo.s5 oz0 - 48780
Mot EsLmmed
Equdl warimnses: 58T T 188 . a5z _Dis4E
'\"—[iaw B
i N
Eausl wriances _1s0| ze2 e 845 _nisas
Nt SrssSurmesd
Equsl wariances 85 TTe -=s59 e Az - DE30S
enamage =S
guags .
i Egud weriances -85 | sez8TT T - ES0S
ot Sssurmesd
Fgem e | o =2 =87 28 =71 -pE4ss
Availability .:;, . :E‘I__E_ e
= = -S54 | B2 T4E &3 - RE45S
Nt SrsS4 = s
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Table 7: t test for equality of means

Sd. Emrer 555 Confidence Inter vl ofthe
Cifazme Difareme
Leparr Upper

Pricing Equal wariances assumeed o406 -0 2
e Equsl wrisnces n ot assumed ATEES - OToar 79455
Gual Equal variances ascumed Rz il - 34627 -RzEw
Gty Equsl wxriznces in ot sssumed QB0 dd - 34EGT -OEEE
Vars Equal wriznees ascumed 2304 - ATEER REYETH
ey Equsl wariances not sssumed 08130 -ATEED 4454
B Enusl wriznezs azumed AEaT - IFTCR DE515

Langug= ) _ . ~
Equal wwriances not assumed NE0TS - 27813 o) 6
- Equal wTriances assumeed = ail] - 24330 T
Ewsliabiimy . _ . —
Equal wariances n ot assumed ASrar - 24068 Rk iTfi

Conclusion:

Therefore, it can be concluded that video streaming preferences do differ on the basis of
gender and market situation. Internet advertising is found to be most apt medium for creating
preference of these video streaming platforms among netizens followed by word of mouth.
During Covid wave, Netflix and Hotstar were found to be most preferred Video streaming
providers by males due to their preference towards quality and language whereas Voot was the
preferred provider for female netizens due to content provided on it with context to language
and variety. Price was the found to be parameter with least satisfaction for both the genders.

Further scope:

The study would go a long way to assist the streaming service providers in understanding the
prime target market. This would also help these companies to market their services in a better
fashion. The study provides insight into the choice of content and parameters affecting the
choice of service provider. The companies can use the findings of the study to fine tune their
offerings and increase revenue & profitability.
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