
Asian Research consortium 

www.aijsh .com 

 

Asian Journal of Research in Marketing 
ISSN: 2277-6621     Vol. 11, Issue 4, August 2022     SJIF 2022 = 8.061 

A peer reviewed journal 

 

CUSTOMER PERCEPTION TOWARDS THE OVER THE TOP (OTT) 

PLATFORMS 

Sowmiya S*; Suprajaa Sri S**; Subhiksha S*** 

*Student, 

GRG School of Management Studies, 

PSGR Krishnammal College for Women, 

Coimbatore, Tamil Nadu, INDIA 

Email id: 21mba049sowmiyas@grgsms.ac.in 

**Student, 

GRG School of Management Studies, 

PSGR Krishnammal College for Women, 

Coimbatore, Tamil Nadu, INDIA 

Email id: 21mba053suprajaasris@grgsms.ac.in 

***Student, 

GRG School of Management Studies, 

PSGR Krishnammal College for Women, 

Coimbatore, Tamil Nadu, INDIA 

Email id: 21mba052subhikshas@grgsms.ac.in 

DOI: 10.5958/2277-6621.2022.00013.5  

ABSTRACT 

The research was conducted to examine the perception of customers about the Online video 

content streaming platforms also known as Over the Top (OTT) platforms. Online users are 

increasingly accessing live broadcasts, as well as recorded video content and digital music 

services through the internet and mobile devices. Therefore, media and entertainment businesses 

may consider other variables when they explore their viewers profiles and their consumption 

behaviors. This research explores the consumers’ perceptions toward online streaming 

technologies and sheds light on their motivations to use them. Most OTT providers have a specific 

application, website, or page where a user can sign up for a subscription to access the particular 

benefits. All media content is transmitted via the Internet during the broadcast through OTT, 

without the operator's involvement. India has seen a massive increase in video content 

consumption on various platforms in recent years. This article examines the perception of 

consumers and the factors affecting people's preferences to use OTT platforms. By providing a 

well-furnished questionnaire, our respondents filled them and with the details different analyses 

are done. After considering the analysis results, the conclusion is drawn according to value. This 

study provides an apparent research knowledge to the readers. By and large, the examination 

gives important bits of knowledge for working on web sustenance-requesting administrations 

effectively. 

 

KEYWORDS: Increasingly, Sustenance-Requesting, Consumption. 

BIBLIOGRAPHY 

Raj Priya1, Pias Mondal2, Dr. Trinley Paldon3. (2021). Understanding the intentions of Students 

to use OTT Platforms, International Journal of Innovative Research in Technology, June2021, 



Asian Research consortium 

www.aijsh .com 

 

Asian Journal of Research in Marketing 
ISSN: 2277-6621     Vol. 11, Issue 4, August 2022     SJIF 2022 = 8.061 

A peer reviewed journal 

 

IJIRT, Volume 8 Issue1, ISSN: 2349-6002. 

Camilleri & Falzon, (2020). Understanding motivations to use online streaming services: 

integrating the technology acceptance model (TAM) and the uses and gratifications theory (UGT). 

Veer P Gangwar, Vinay Sai Sudhagoni, Natraj Adepu & Sai Teja Bellamkonda, (2020).Profiles 

and Preferences of OTT users in Indian Perspective, European Journal of Molecular & Clinical 

Medicine, Volume 7, Issue 8, and ISSN 2515-8260. 

Bhattacharyya, Mausumi. (2020). 21 A.-Article-Mausumi-Bhattacharyya-Growth-of-OTT-in-

IndiaThe-Covid-Factor. 

Cebeci, Ince & Turkcan. (2019). Understanding the Intention to Use Netflix: An 

ExtendedTechnologyAcceptanceModelApproach.InternationalReviewofManagementandMarketin

g.Vol. 9(6), p. 152-157. 

Venkatesh V., & Davis,F.D. (2000).A Theoretical Extension of the Technology Acceptance 

Model: Four Longitudinal Field Studies. Management Science. Vol. 46 (2), p.186-204. 

Ernst & Young LLP. (2016). Future of Digital Data Consumption in India. EY Publications, India. 

Susanno, Phedra & Murwani. (2019). The determinant factors of the intention to spend more time 

binge-watching for Netflix Subscriber in Jakarta. Journal of Research in Marketing. Vol. 10(3), 

p.807-812. 

Panda & Pandey. (2017). Binge watching and college students: motivations and outcomes. Young 

Consumers. Vol. 18(4),p. 425-438. 

Alec Tefertiller. (2020). Cable cord-cutting and streaming adoption: Advertising avoid acne and 

technology acceptance in television innovation. Telematics and Informatics. Vol. 51(101416),p.1-

9. 

Danping, Lee, Lau, &Yang. (2018).StrategicresponsetoIndustry4.0: an empirical investigation on 

the Chinese automotive industry. Industrial Management & Data Systems. Vol. 118 (3), p.589-

605. 

Dasgupta & Grover. (2019). Understanding adoption factors of over-the-top video services among 

millennial consumers. International Journal of Computer Engineering & 

Technology.Vol.10(1),p.61-71. 

Hong & Yu. (2018). Identification of external variables for the Technology Acceptance Model 

(TAM) in the assessment of BIM application for mobile devices. IOP Conf. Series: Materials 

Science and Engineering, 401, p. 1-5. 

 

 

 

 

 


