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STUDY OF OVER THE TOP (OTT) PLATFORM ON THE 
MARKETING OF LOCAL CABLE SERVICE PROVIDER AND 
ITS IMPACT ON CONSUMER BEHAVIOUR CONCERNING 

BADLAPUR, THANE DISTRICT 

ABSTRACT 

Dr. VINAYAK KAMLAKAR RAJE 
HOD of Commerce and Accounts Department 

K. B. College of Arts & Commerce for women, Thane (E) 

The primary goal of this study is to 
determine whether OTT has a favourable or bad 

influence on local cable service providers, as 
well as whether it has a positive or negative 
impact on the number of subscribers. In the 
sphere of television entertainment, these OTT 
platforms have developed as a disruptive 
strategy. The OTT platforms were first thought 
to be a low-cost alternative to cable networks 
regular subscriptions, but due to the widespread 
interest in these services, they have grown to 
become the market leaders in providing 
entertainment to clients. This research could be 

significant in establishing whether OTT 
platforms can replace consumer choice, as well 
as determining consumer viewing habits and 
streaming service preferences. The study's goal 
is to figure out what elements influence a 
consumer's decision to watch over-the-top 
(OTT) content. 

Key words :- 0TT, Disruptive Strategy, Consumer Choice 

Introduction: 

In today's hurried world, everyone is looking for ways to unwind and unwind from their stressful schedules. One of the sources is the cable network. There will be a variety of 

options available, each with its own set of 
channels. As a result, everyone chooses a 
bundle based on their needs and costs. Now, 
though, things are changing slowly and 
steadily. Cable network service is being 
replaced with an over-the-top (OTT) platform. 
An over-the- top media service is delivered to 
viewers directly over the internet. Cable, 
broadcast, and satellite television systems are all 
bypassed by OTT. The term OTT (Through 
the-Top) refers to a method of delivering 
television and cinema material over the internet 
at the request of and tailored to the needs of 
individual consumers. In India, there are more 
than 40 OTT services that offer original media 
content via the internet. Following are some of 
the best OTT platforms : 

2 

3. 

4 

5 

6 

7 

8. 

Netflix Platform 

Disney + Hotstar OTT Platform 

Amazon Prime Video 

Sony Liv 

Zee5 

Voot 

MX Player 

BIGFL0K 

718 
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9. Ullu App 
10. Sun NXT 

The OTT platforms were first thought to be a low-cost alternative to cable networks 
regular subscriptions, but due to the widespread 
interest in these services, they have grown to 
become the market leaders in providing 
entertainment to clients. This research could be 
significant in establishing whether OTT 
platforms can replace consumer choice, as well 
as determining consumer online behaviour and 

streaming service preferences. The study's goal 
is to figure out what elements influence a 
consumer's decision to watch over- the-top 
(OTT) content. 

Review of Literature: 

Ms. Kaneenika Jainl (2021) it states that the 
entertainment business is doing well with OTT 
services, thanks to a rise in the technical 
characteristics of smartphones and increased 
internet usage. Due to sufficient free time and a 

need for edutainment, the epidemic Covid 19 
the has contributed significantly to 

subscription of popular OTT shows. A source 

of amusement during the lockdown Because the 

production of TV serials and movies was halted 

owing to the lockdown, the consumer moved to 

OTT and demand off shooted at a rapid rate. 

Because of the convenience and diversity 

accessible without commercials, people are 

becoming more comfortable using OTT services. 

According to current trends, the OTT market 

will continue to grow fast in the future years. 

Companies will now have to contend with 

changing consumer preferences for OTT 

platforms rather than offline entertainment. 

719 

Sundaravel E. and Elangovan N(2020) as the 
researcher said the emergence of over- the-top 
(OTT) services will impede the penetration of 
cable television in India. As a result, traditional 
television stations should prepare for OTT 
platforms to usher in a paradigm shift. More 
significantly. they should strive to create high 
quality content that can compete with what is 
offered on OTT platforms (Shin et al. 2016). 
Marketers are adjusting their budgets in 
response to the shift in viewer preference 
toward digital media. They now have a huge 
chance to reach out to consumers in both urban 

and rural India via digital platforms. In addition 
to streaming. India's online gaming business is 
expected to grow to a billion-dollar industry by 
2020. There's more to video streaming than that 
Smartphone gaming is highly popular among 
Indian youths. 

Reshma Chaithra (2020) According to the 
research, YouTube was one of the most 

important turning points in the world of 
entertainment this century. Streaming apps have 
become increasingly popular, particularly among 
students. The pupils have been use the OTT 

platform for quite some time now. They use it 

for both personal and scholarly goals. Students 

have developed a culture of watching movies 

and shows online, according to the research. 

And everything else. These factors are based 

on the services supplied to customers and the 

increasing number of subscribers. As 

competition has grown, so has the necessity to 

understand people's psychology in order to 

draw their attention. They should pay attention 

to their streaming apps. Streaming apps will 

provide a fantastic experience. 

Rationale of the Study:- This research is 

valuable in learning about the various marketing 
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methods used by cable companies to stay in 

business in the market. The popularity of OTT 

platforms is fast growing among the general 

public, particularly among the youth. 

Objectives of the Study: 

2 

3 

To study the effect of OTT platform on the 

cable service provider. 

To study the choice of the consumers i.e. 

whether they are opting for cable service or 

OTT platform. 
To study and assess the relationship 

between the preference of watching online 
and factors that influence them to choose 

OTT Platform rather that cable network 
service. 

Scope of the study :- The scope of this research 
is limited to Badlapur, Thane district. The study 

Type of Packs 
FTA Base Pack 

Silver Pack 
Gold Pack 

Platinum Pack 
Diamond Pack 
HD Pack 

(Source :-SBVV Pvt. Ltd.) 

No. of channels 
Fixed 100 Channels 

Table Showing Types of Cable Channel Packs 

is primarily based on primary data, which was 
gathered with the assistance of a cable service 
provider as well as respondents from Badlapur. 
This research examines the influence of OTT 
Platform on cable service providers as well as 
consumer preference between cable and OTT 
Platform. 

Year 
2018-2019 
2019-2020 

In Badlapur, Shree Bhairee Bhavani 
Vision Pvt. Ltd. (SBBV) has a monopoly. Mr. 
Sameer Rane, the proprietor, is in charge of the 
company. His cable network's coverage area 
stretches from Badlapur in Thane to Karjat in 
Raigad. The overall number of clients is 
estimated to be around 15000. 

Table No. 1 

100 FTA+ 57 Pay Channels 
100 FTA+ 73 Pay Channels 
100 FTA + 87 Pay Channels 

100FTA+ 118 pay Channels 
100 FTA + 98 Pay Channels 

2020-2021 

Following are the various cable channel 
packs provided by the Shree Bhairee Bhavani 
Vision Pv. Ltd. (SBBV) in Badlapur : 

(Source:- SBVV Pvt. Ltd. ) 

Amount ( Per Month ) 

Table No 2 

Rs. 153.40 

Rs. 355.00 
Rs. 410,00 
Rs. 455.00 

Interpretation :- The above table is showing the number of cable network packs provided by SBBV to 
the customers as per their requirement. 

Rs. 575.00 

Table showing number of customers in Badlapur in the last 3 years 

Rs. 650.00 

120 

Total number of customers 
7500 
6800 
5700 
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Interpretation:- It is evident from the preceding 

table that the number of clients has fallen. It's 

primarily due Covid -19, as many people's 
sources of income have decreased, and the 

youth 's widespread use of the internet due to 

online lectures and as well as watching movies. 

ah series, and other content on OTT 

platforms. 

Research Methodology of the study: 

Sample and sample size :- Two dependent 

variables, such as Cable service providers and 

responders, are used in this study. The cable 

network service provider in Badlapur is Shree 

Bhairee Bhavani Vision Pvt. Ltd. (SBBV). 

The convenience sample approach was used to 

pick 81 respondents. When choosing 81 
specific demographic respondents, 

characteristics such as age, income, and 

education were given special consideration. 

Sources of data:- Most of the data has been 

collected with the help of primary source i.e 

face to face interview with the cable service 

provider owner and 81 respondents. 

Analysis of the data :- Tabular and Graphical 

analysis has been done. 

Limitation of the study:- This research study 

nàd geographical restriction i.e. limited to 

Badlapur town, Thane district. 
Table No. 03 

lable showing number of respondents Gender 

wise 

Gender 

Male 
Female 

Total 

No. of 

Respondents 
46 

35 
81 

43.2% 

56.8% 

Diagram No. 1 

799% 

Table showing number of respondents age 

Age Group 
18-30 

Table No. 04 

31-40 
41-60 

group wise 

60 & Above 
Total 

Diagram No. 2 

HSC 

Table No. 05 

Qualification 

Less than SSC 

Qualification 

No. of Respondents 

Graduation 

Total 

Post-Graduation 

64 
04 

11 
02 

81 

Table showing number of respondents 

01 

27 

721 

Male 

Female 

23 

18-30 

31-40 

41-60 

No. of Respondents 

30 

81 

60& above 
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113N 

81 responres 

Diagram No. 3 

Are you aware about the term Over he Yop (OT) Platform? 

1eeanse 

Diagram No. 4 

network? 
vnones 

How frequently do you uSe the OII platform for entertainment ? 

3.2 

Diagram No. 5 

Diagran No. 06 

HiC 

Pst Oadaehon 

How nuch tne are you spending in a day on OTT Patform? 

44 46 

Diagram No. 07 

Diagram No 08 

According to you who are the frequent users of the QTI entertainment platform fronm the tolow 

Houe Vila 

Aways 
. 

Yes 

O Ves 

Mostly 

Sometines 

Rarely 

Setoal gg chitren 

Collese G 

NA 

O Nover 

ELety Peocle t Hu 

Less ithen 2 houts 
Behween 2 to 4 nous 

Mve ehours 

Do the OT platform givos equivalent sat1sfacton ike to see Movies / Serial on TV through ca 

According to you, which of the folowing O1 platform is very popular 

Nettix Puttom 

Daney Hoista OT Plaitum 

Anan Pee Vte 

61 rerponnos 

Any other Specdv 

Age 

ee! 

Family ste 

Insame 

Gender 

212 6%) 

I there is an option for you in between Cable Netwrok and OTT Platform wthich vou wit soect) 

Quaificalion 

10|12 

12(148 

20 

Do you feel that the demcgraphc foctors such as ogc, family size. income., ctc maters alot whie 
selecting OTT Platform? 

If yes, which demographic factors atfect? 
81 response 

81 respses 

Diagram No. 09 

Diagram No. 10 

Diagram No. 11 

1518.5%) 

-$2(14.6) 

1(13.6%1 

26 (12 1%1 

4424) 

Diagram No. 12 

Diagram No. 13 

Cahe Netuv 

OTT Pfon 

Yes 

722 

61 (75 3% ) 

Do you feel that in futur� Cable Net.vork Service will replace by OTT Platform 
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Hypotheses: 

LHO:-There is no significant trelationship between 

OTT Platform and reducing the number of 
customers. 

HI:- There is significant relationship between 
oTT Platform and reducing the number of 
customers 

Interpretation:- With reference to Table No 2. in 

the last three years number of customers have 

decreased. The owner of SBVV Pvt. Ltd Mr. 

Sameer Rane said that it is mainly because of 

extensive use of internet by the people and 

watching movies or serials on OTT Platform. 

Thus, alternate hypotheses is accepted. 

2.H0:-There is no significant relationship between 
demographic factors such as age, family size, 

income, etc. and using OTTPlatform. 

HI - There is significant relationship between 
demographic factors such as age, family size, 

income, etc. and using OTT Platform. 

Interpretation : 

With reference to Diagram No. 12, out of 

81 respondents, 61 respondents i.e. 75.30 % said 

that age factors matters allot while selecting 

OTT Platform, 26 respondents i.e. 32.10 % said 

that income factor plays an important role while 

taking decision about OTT Platform, 15 

respondents i.e. 18.50 % respondents said 

làmily size matters while selecting OTT Platform. 

So there is a significant relationship between 

demographic factors such as age, income, family 

Size, etc and using of OTT Platform. Therefore, 

alternate hypotheses is accepted. 

Findings:- Following are the various findings 

based on the research study: 

1. 

2 

3 

4 

5 

6. 

7. 

1 

723 

2 

As per the data collected from the cable 

service provider due to OTT Platform users 
in the year 2019-2020 the number of 

customers decreased by 9.34 % and in the 
year 2020-2021, it is decreased by 16.18%. 

Out of 81 responses, 90.10 % i.e 73 
respondents are aware of the OTT PIatform. 

Out of 81 responses, 87.70 % i.e. 71 
respondents belong to college-going 
students who are using OTT Platform. 

Out of 81 responses, 80.20 % i.e. 65 
respondents are said that there is equivalent 
satisfaction to watch any program 0TT 
Platform like Cable network. 

The most popular OTT platform is Netflix, 

secondly Amazon Prime Video, and next 

Disney + Hotstar. 

In the case of giving option between OTT 

Platform and Cable Network, 79 % 

respondents ie. 64 people are happy to go 
with OTT Platform. 

Suggestions:- Following are the various 

suggestions based on the research study: 

Out of 81 responses, 75.30 % i.e. 61 

respondents think that in the near future 

Cable network will get replaced by the OTT 

Platform. 

Cable service provider has to develop 

marketing strategies such as free installation, 

discount on HD Package or Platinum 

package, ifpossible free repairing service or 

to charge the minimum amount 

As the number of OTT Platform users is 

increasing, there should be some control on 

the type of programs. 

pouTS BUlpmiJa (usTTITLGÙ usIT LD5ó 5LlLo sn6on6U G Lal5D) 12&13 ̀ BLTurt 2021 -slpos (SSN. 2321-984X) 

Inamizh Research (A Quartedy Intemaional Multiateral Thamizh Joumal) 12h & 13h October, 2021 -Specal lssue (SSN : 2321-984X) 

International Multidisciplinary Conference : RESEARCH IN HUMANITIES AND SOCIAL 
SCIENCES:FINDINGS AND CHALLENGES 

Department of Humantes and Social Sciences in association with the Research and IP Cel, StFrancisde Sales College, Electronic City, Bengaluru 



STUDY OF OVER THE TOP (OTT) PLATFORM ON THE MARKETING OF LOCAL CABLE 

3. 

4. 

There should be an age limit while watching 
programs through the OTT Platform. 

Need to create awareness about Parental 

control techniques. So that they can keep 
control of their children. 

Conclusion: 

The introduction of over-the-top (0TT) 
services will impede the penetration of cable 
television in India. As a result, traditional TV 
stations and cable networks should prepare for 
OTT platforms to introduce a paradigm shift. 
More significantly, they should strive to create 
high-quality content that can compete with what 
is offered on OTT platforms. 
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