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Abstract

The advent of Over-the-Top (OTT) platforms has revolutionized the entertainment industry
worldwide, and the Indian film industry is no exception. This research paper aims to investigate
the impact of OTT platforms on the Indian film industry. The study explores the changes
brought about by OTT platforms in terms of content distribution, revenue models, audience
preferences, and the overall dynamics of the industry. Through an analysis of key factors such
as market trends, consumer behavior, and industry responses, this research provides insights
into the opportunities and challenges faced by the Indian film industry in the era of OTT. This
study aims to discover how these OTT platforms threaten cinema theatres and how the
pandemic has affected both industries. This research also studies the shift in dynamics of the
film industry after arriving at the OTT concept in India and the various causes for the change.
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Introduction

The Indian film industry, also known as Bollywood, has always been a significant part of the
country's cultural identity and entertainment landscape. However, the emergence of Over-the-
Top (OTT) platforms has brought about a paradigm shift in the way films are produced,
distributed, and consumed. OTT platforms, such as Netflix, Amazon Prime Video, and
Disney+, have gained immense popularity and have become a preferred choice for viewers
seeking diverse content across genres and languages. This research paper aims to explore the
impact of OTT platforms on the Indian film industry, delving into the changes they have
brought about in terms of content distribution, revenue models, audience preferences, and the
overall dynamics of the industry.

The traditional model of film distribution in India relied heavily on theatrical releases and the
box office as the primary source of revenue. However, with the entry of OTT platforms, the
landscape has undergone a dramatic transformation. Content distribution has shifted from
traditional channels to digital platforms, providing filmmakers with alternative avenues for
showcasing their work directly to the audience. The direct-to-OTT release model has gained
momentum, challenging the long-standing dominance of theatrical releases and impacting box
office collections. This research aims to analyze the extent to which OTT platforms have
disrupted the traditional distribution channels and the implications of this disruption on the film
industry.

Moreover, the revenue models in the film industry have also witnessed significant changes with
the rise of OTT platforms. While the traditional box office revenue model relied heavily on
ticket sales, OTT platforms have introduced subscription-based and advertising-based revenue
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models. This shift has enabled filmmakers to monetize their content through different means
and has presented new opportunities for revenue generation. Understanding these new revenue
models and their financial implications is crucial in evaluating the impact of OTT platforms on
the Indian film industry.

Additionally, the preferences and consumption patterns of the audience have experienced a
substantial shift in the OTT era. Viewers now have the freedom to choose from a wide range
of content, including regional films, independent cinema, and international productions. The
demand for diverse and niche content has increased, challenging the dominance of mainstream
Bollywood films. This research seeks to analyze how OTT platforms have influenced audience
preferences and consumption patterns and how filmmakers and production houses are adapting
to cater to this evolving demand.

While OTT platforms have brought several opportunities for the Indian film industry, they have
also presented unique challenges. The industry now faces intense competition and market
fragmentation, with numerous platforms vying for viewership and subscriptions. Additionally,
factors such as budget constraints, production quality, talent pool, and creative freedom come
into play in the new digital landscape. Understanding these challenges is essential for industry
stakeholders to devise effective strategies and sustain growth in the era of OTT platforms.

By analyzing the impact of OTT platforms on the Indian film industry, this research aims to
provide valuable insights into the ongoing transformations in the industry and their
implications for various stakeholders. Filmmakers, production houses, distributors,
policymakers, and other industry players can benefit from this research in understanding the
opportunities and challenges presented by the OTT revolution and devising strategies to thrive
in the evolving entertainment ecosystem.

Overview of OTT Platforms

OTT platforms, also known as Over-the-Top platforms, have emerged as a disruptive force in
the global entertainment industry, and their impact on the Indian film industry has been
particularly profound. OTT platforms refer to digital content distribution platforms that provide
video streaming services directly to consumers over the internet, bypassing traditional
broadcast or cable television networks. These platforms, including popular names like Netflix,
Amazon Prime Video, Disney+, and Hotstar, have gained significant traction in India, offering
a wide range of content choices across various genres and languages.

OTT platforms have transformed the way films are accessed, consumed, and distributed. They
have provided filmmakers with an alternative medium to showcase their work directly to the
audience, bypassing the traditional theatrical release model. With the direct-to-OTT release
model gaining prominence, films can now reach a global audience instantaneously, eliminating
the limitations of physical distribution and expanding the scope of viewership beyond
traditional geographical boundaries. This shift has enabled Indian filmmakers to explore
diverse narratives and experiment with content that may not have found a place in the
mainstream theatrical circuit.

Furthermore, the convenience and accessibility offered by OTT platforms have revolutionized
the consumption patterns of viewers. Audiences now have the flexibility to watch movies and
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TV shows at their convenience, on various devices, and from any location with an internet
connection. OTT platforms have also introduced personalized recommendations and content
discovery algorithms, tailoring the viewing experience to individual preferences. This
customization has further enhanced user engagement and contributed to the popularity of these
platforms.

In India, where regional cinema holds immense significance, OTT platforms have played a
crucial role in promoting and showcasing content beyond the mainstream Bollywood movies.
Regional films, independent cinema, and niche genres have found a platform to reach a wider
audience base, eliminating the constraints imposed by limited theatrical releases. This has not
only expanded the reach of regional cinema but has also encouraged the production of high-
quality content in various languages, catering to the diverse tastes and preferences of viewers.

From a revenue standpoint, the introduction of OTT platforms has disrupted the traditional box
office-centric revenue model. While theatrical releases have traditionally been the primary
source of revenue for films, OTT platforms have introduced alternative revenue models.
Subscription-based models, where viewers pay a monthly or annual fee to access a vast library
of content, have gained popularity. Additionally, advertising-based models, where revenue is
generated through advertisements shown during streaming, have provided an additional
revenue stream for content creators. This diversification of revenue models has opened up new
avenues for monetization and has offered financial stability to filmmakers.

OTT platforms have also contributed to the globalization of Indian cinema. With the
availability of Indian films on international platforms, there has been a surge in the popularity
of Indian cinema on a global scale. Films and series produced in India have found a substantial
international audience, leading to collaborations and co-productions with international players.
This cross-border collaboration has not only expanded the market for Indian films but has also
facilitated the exchange of ideas and talent, enriching the cinematic landscape.

Changes in Content Distribution

The emergence of Over-the-Top (OTT) platforms has brought about significant changes in
content distribution within the Indian film industry. Traditionally, the distribution of films
relied heavily on theatrical releases through cinema chains and distributors. However, the rise
of OTT platforms has disrupted this traditional model, offering filmmakers and content creators
an alternative avenue for reaching their audience directly.

One of the notable changes in content distribution is the growing trend of direct-to-OTT
releases. Filmmakers now have the option to bypass traditional theatrical distribution and
release their films directly on OTT platforms. This shift has allowed for greater flexibility and
control over release strategies, enabling films to be made available to audiences across the
globe simultaneously. By eliminating the need for physical prints and extensive marketing
campaigns associated with theatrical releases, direct-to-OTT releases have streamlined the
distribution process and reduced costs for filmmakers.

The direct-to-OTT release model has also challenged the dominance of box office collections
as the primary metric of a film's success. While box office numbers have traditionally been a
significant measure of a film's performance, OTT platforms offer a different metric —
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viewership numbers and audience engagement. With the advent of streaming platforms, the
success of a film is determined by the number of views, subscriptions, and positive reviews
generated on these platforms. This shift in measurement has altered the dynamics of success in
the industry and has provided opportunities for films that may have struggled to find a wide
theatrical release or gain traction at the box office.

The OTT platforms have also enabled the democratization of content distribution, allowing for
a wider range of films to find an audience. In the traditional model, limited theatrical screens
and distribution networks often favored mainstream Bollywood films, leaving little room for
regional cinema, independent films, and niche genres. However, OTT platforms have leveled
the playing field, providing a platform for regional films and independent cinema to gain
visibility and reach a global audience. This has led to a surge in the production and availability
of diverse content, catering to the varied tastes and preferences of viewers.

Another aspect of content distribution affected by OTT platforms is the concept of content
curation and recommendation algorithms. OTT platforms leverage user data and preferences
to provide personalized content recommendations, enhancing the viewing experience for users.
Through data analytics and machine learning algorithms, these platforms offer tailored
suggestions based on individual viewing habits and preferences. This has contributed to
increased engagement and viewer satisfaction, as users can easily discover new films and
shows that align with their interests.

Revenue Models and Financial Implications

The advent of Over-the-Top (OTT) platforms in the Indian film industry has not only
transformed content distribution but has also brought about significant changes in revenue
models and financial implications. Traditionally, the primary revenue model in the industry
was based on box office collections from theatrical releases. However, the rise of OTT
platforms has introduced new avenues for monetization and has diversified the sources of
revenue for filmmakers and content creators.

One of the prominent revenue models in the OTT era is the subscription-based model. OTT
platforms offer subscription plans where viewers pay a monthly or annual fee to access a wide
range of content. This model has gained popularity due to its convenience and value for money,
offering viewers unlimited access to a vast library of movies, series, and other forms of
entertainment. For filmmakers, the subscription-based model provides a consistent revenue
stream based on the number of subscribers and their subscription fees. This offers financial
stability and allows for better financial planning, as revenue is not solely dependent on box
office performance.

Additionally, advertising-based revenue models have become prevalent on OTT platforms.
Alongside subscription fees, platforms generate revenue through advertisements shown during
streaming. Ad-supported models provide an additional revenue stream for content creators, as
advertisers pay for ad placements within the content. The effectiveness of targeted advertising
on OTT platforms, driven by user data and preferences, attracts advertisers seeking to reach
specific demographics or niche audiences. This revenue model can be particularly beneficial
for free or ad-supported platforms, where users can access content without a subscription fee.
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Moreover, the coexistence of multiple revenue models on OTT platforms has allowed for
greater flexibility and customization. Some platforms offer a hybrid approach, combining both
subscription-based and advertising-based models. This enables viewers to choose between a
subscription plan for an ad-free experience or a free plan with intermittent advertisements. By
providing options, OTT platforms cater to different user preferences and consumption habits,
leading to a diversified revenue stream for content creators.

The introduction of OTT platforms has also opened up opportunities for monetizing older films
or catalog content. In the traditional model, films had a limited theatrical run, followed by home
video releases. However, with OTT platforms, films can have a longer lifespan and generate
revenue through licensing and streaming of catalog content. Older films and previously
released content can find new audiences on OTT platforms, generating additional revenue
through licensing deals with the platform or through revenue-sharing models.

While OTT platforms have provided new revenue opportunities, they have also presented
challenges related to monetization. One of the challenges is ensuring fair compensation for
filmmakers and content creators. Negotiating licensing deals and revenue-sharing agreements
with platforms requires careful consideration to ensure that content creators receive adequate
compensation for their work. Additionally, the dynamics of revenue distribution among
stakeholders in the OTT ecosystem, including production houses, distributors, and talent, need
to be carefully managed to maintain a sustainable and equitable financial ecosystem.

Audience Preferences and Consumption Patterns

The advent of Over-the-Top (OTT) platforms has brought about significant changes in audience
preferences and consumption patterns within the Indian film industry. OTT platforms have
provided viewers with a wide array of content choices, giving them the flexibility to watch
movies and TV shows at their convenience, on various devices, and from any location with an
internet connection. This convenience has led to a shift in viewing habits and has reshaped the
way audiences consume films.

One notable change in audience preferences is the demand for diverse content. OTT platforms
offer a vast library of movies and shows across genres, catering to a wide range of tastes and
preferences. Viewers now have the opportunity to explore regional films, independent cinema,
and niche genres that may not have found widespread distribution in traditional theaters. This
has led to an increased appreciation and consumption of content beyond mainstream
Bollywood films. The availability of regional language content, in particular, has seen a surge
in popularity, allowing viewers to connect with their cultural roots and explore stories from
different regions of India.

The rise of OTT platforms has also fueled a demand for original and exclusive content.
Platforms like Netflix, Amazon Prime Video, and Disney+ Hotstar have invested heavily in
producing high-quality original content, including films, series, documentaries, and reality
shows. This has provided opportunities for filmmakers and content creators to explore
unconventional narratives, experiment with storytelling techniques, and push creative
boundaries. Audiences, in turn, have shown a growing interest in consuming fresh and
innovative content that offers unique perspectives and storytelling styles.
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Data analytics and personalization have played a significant role in shaping audience
preferences on OTT platforms. These platforms leverage user data, viewing history, and
preferences to offer personalized content recommendations. Through machine learning
algorithms, viewers are presented with tailored suggestions based on their interests and viewing
habits. This level of customization has enhanced the viewing experience, allowing audiences
to discover new content aligned with their preferences and providing them with a curated
selection of films and shows that match their interests.

Furthermore, OTT platforms have contributed to the rise of binge-watching culture. With the
availability of entire seasons or series at once, viewers can consume content in a binge format,
watching multiple episodes or even an entire series in one sitting. This binge-watching behavior
has become a common trend, as viewers immerse themselves in a captivating storyline or
become engrossed in a particular show. The ability to watch multiple episodes consecutively
has reshaped storytelling techniques, with filmmakers and content creators adapting their
narratives to engage viewers for longer durations.

Additionally, OTT platforms have provided a platform for international content to reach Indian
audiences. Viewers now have access to a wide range of international films and series, enabling
them to explore different cultures, storytelling traditions, and perspectives from around the
world. This exposure to global content has expanded the horizons of Indian audiences and
contributed to a more cosmopolitan viewing experience.

OTT Platform Vs. Theatres- Challenges and Benefits

There are advantages and disadvantages to the competition between OTT platforms and
traditional movie theaters. While OTT platforms offer convenience and the ability to enjoy
content from the comfort of home, the cinematic experience of watching a movie in a theater
is unmatched. Both platforms provide high-quality content and enjoyable viewing experiences,
but they also complement and compete with each other in various ways.

In the past, people were excited about watching new movies on the big screen. However,
nowadays, many are willing to wait until OTT platforms acquire or distribute these movies on
their platforms. Major streaming apps like Netflix and Amazon Prime have been acquiring
digital rights to highly successful movies at an unprecedented rate. The younger generation
heavily influences the success of OTT platforms as they seek intriguing, engaging, and relevant
content. These platforms offer the convenience of watching content anytime, anywhere, and
without limitations compared to the traditional movie theater experience.

In recent times, several producers have chosen to release their low-budget films directly on
OTT platforms. Distributing low-budget films with lesser-known actors on the big screen can
be challenging. Moreover, the limited number of movie theaters in India makes it difficult to
track precise release dates. Therefore, distributing these films on streaming apps helps save
money on printing and advertising costs while avoiding the hassle of coordinating release dates.

While ticket sales during theater screenings still contribute significantly to a film's profits, it
benefits both OTT platforms and producers when movies are released on the platforms after
their theatrical debuts. OTT platforms can expand their subscriber base, and producers can
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increase their revenue by reaching a wider audience and capitalizing on the platform's
popularity.

Thus, the competition between OTT platforms and traditional movie theaters presents
advantages and challenges. OTT platforms offer convenience and a wide range of content,
while movie theaters provide a unique cinematic experience. The two platforms complement
each other in terms of content distribution, and both sides can benefit financially by leveraging
their respective strengths. As the industry continues to evolve, finding a balance between these
platforms and adapting to changing audience preferences will be crucial for sustained success.

OTT Platform Vs. Theatres- USPs

OTT platforms and movie theaters offer distinct advantages in India's streaming industry. The
theater experience provides the opportunity to enjoy movies in 3D with high-quality audio and
visuals. In contrast, OTT platforms offer language flexibility, providing content in various
languages and offering subtitles in multiple languages, including local dialects. OTT platforms
also utilize personalized recommendations based on viewers' previous viewing history,
tailoring content suggestions to individual preferences.

Movie theaters typically charge ticket fees based on factors such as the movie, showtime, and
seating location. In contrast, OTT platforms require users to pay a recurring membership fee,
either on a monthly or annual basis, granting access to a diverse range of content and services.
Non-premium users can also access a selection of content on streaming apps, making OTT
platforms a more affordable option for many viewers. While watching movies at home offers
greater comfort, it may involve interruptions and breaks. In contrast, movie theater screenings
provide uninterrupted enjoyment of the film.

The choice between movie theaters and OTT platforms ultimately depends on personal
preferences. Viewers who value the immersive experience of watching movies on a large screen
and appreciate the traditional cinema-going experience may prefer movie theaters. On the other
hand, OTT platforms are ideal for individuals who prioritize convenience and comfort. It is
worth noting that some viewers become enthusiastic about watching new movies in theaters
after they have already seen earlier parts of the films on OTT platforms. This suggests that both
OTT platforms and movie theaters mutually benefit each other. They provide healthy
competition while also directing viewers interested in consuming more content towards each
other.

Thus, the distinct selling points of OTT platforms and movie theaters offer viewers different
experiences in the streaming industry. Theaters provide immersive visuals and audio, while
OTT platforms offer language flexibility and personalized recommendations. Pricing options
differ between the two, with movie theaters charging per ticket and OTT platforms offering
subscription-based access. The choice between the two depends on individual preferences for
comfort, convenience, and the desire for a traditional cinematic experience. Both platforms
have their advantages and contribute to healthy competition and audience engagement in the
streaming landscape.

Movie Theatres in India
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Movie theaters have undergone significant changes over time, with a decline in single-screen
theaters and an increase in multi-screen theaters. Many single-screen theaters have closed due
to rising operational costs. PVR and INOX have been leading competitors in the entertainment
industry, each holding a significant market share. To stay competitive, theaters must
continuously offer fresh and interesting content. PVR was the first company in India to
introduce a 4D screen, while INOX pioneered automated kiosks, both of which had a
significant impact on the industry.

However, traditional movie theaters face obstacles due to the competition from OTT platforms.
To remain relevant and compete with OTT platforms, theaters must provide unique experiences
to attract viewers. Special effects technologies like IMAX and 4DX can enhance the theater
experience and draw more people to theaters. The presence of food courts in theaters has also
become an appealing feature for viewers, allowing them to dine while watching a movie.
Additionally, theaters need to find ways to reduce expenses in order to stay competitive as OTT
platforms offer a wide range of content at a lower cost.

While OTT platforms pose a threat to movie theaters, theaters are still an integral part of the
Indian movie entertainment industry. Despite the availability of home entertainment
technologies like televisions, videocassette recorders, and DVD players, movie theaters have
maintained their popularity. It is challenging to replace the movie theater experience in India,
even with the various possibilities and advantages provided by OTT platforms. Looking ahead,
it is likely that traditional movie theaters and OTT platforms will coexist in the future of movies
and entertainment in India.

Challenges and Opportunities for the Indian Film Industry

The emergence of Over-the-Top (OTT) platforms in the Indian film industry has presented both
challenges and opportunities for industry stakeholders. Understanding these challenges and
opportunities is crucial for filmmakers, production houses, distributors, and other industry
players to navigate the evolving landscape and maximize their potential for growth.

One of the primary challenges faced by the Indian film industry in the OTT era is increased
competition and market fragmentation. With the proliferation of streaming platforms, there is
an abundance of content available to viewers. This saturation of options creates a highly
competitive environment where filmmakers and content creators need to strive for uniqueness
and quality to stand out from the crowd. Differentiating their content and finding the right target
audience amidst the vast sea of choices becomes a significant challenge.

Budget and production quality are also significant considerations in the OTT landscape. While
the traditional theatrical model provided a clear revenue stream through box office collections,
the revenue dynamics in the OTT era are different. Filmmakers need to strike a balance between
budget constraints and delivering high-quality content that can attract and engage viewers.
Meeting the production standards and expectations set by OTT platforms while working within
budget limitations can be a challenging task.

The availability of talent and creative freedom are additional factors that pose challenges and
opportunities in the OTT era. While OTT platforms provide a platform for new and emerging
talent to showcase their work, they also require a consistent supply of high-quality content.
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Filmmakers and production houses must find the right talent pool that can deliver compelling
content across genres and cater to the diverse preferences of viewers. Moreover, creative
freedom becomes a critical consideration, as filmmakers may need to strike a balance between
catering to audience demands and expressing their artistic vision.

Expanding into global markets is both a challenge and an opportunity for the Indian film
industry. OTT platforms have provided a platform for Indian films and series to reach
international audiences. This has opened up opportunities for collaborations, co-productions,
and distribution in foreign markets. However, breaking into these markets requires a deep
understanding of local preferences, cultural nuances, and effective marketing strategies.
Adapting content for global audiences while retaining its Indian essence poses both challenges
and opportunities for filmmakers seeking international recognition and success.

Furthermore, regulatory challenges and content moderation issues come to the forefront in the
OTT landscape. As content distribution moves beyond traditional censorship regulations
imposed on theatrical releases, OTT platforms face increased scrutiny and calls for stricter
content moderation. Balancing creative freedom with responsible content creation becomes
essential to navigate these regulatory challenges. Industry stakeholders must adapt to evolving
regulatory frameworks and work towards establishing guidelines and standards that address the
concerns of various stakeholders, including audiences, regulators, and content creators.

Industry Responses and Adaptation Strategies

The rise of Over-the-Top (OTT) platforms in the Indian film industry has prompted industry
stakeholders to develop various responses and adaptation strategies to capitalize on the
changing landscape and maximize their potential for success. These strategies include
collaboration with OTT platforms, co-production efforts, windowing strategies, and regulation
and content moderation.

Collaboration with OTT platforms has become a prevalent response among filmmakers and
production houses. Recognizing the reach and resources of OTT platforms, industry players
have forged partnerships and licensing deals to showcase their content on these platforms.
Collaboration allows filmmakers to tap into a vast and diverse audience base, enabling their
work to reach viewers globally. By leveraging the distribution and promotional capabilities of
OTT platforms, filmmakers can expand their reach, gain visibility, and increase revenue
potential.

Co-production has emerged as another adaptation strategy in response to the growth of OTT
platforms. Indian production houses are collaborating with international partners to create
original content that appeals to a global audience. These co-production efforts bring together
diverse talents, perspectives, and resources to produce content that transcends geographical
boundaries. By tapping into the expertise and market access of international partners, Indian
filmmakers can create high-quality content that resonates with both domestic and international
viewers.

Windowing strategies have also gained traction as a response to the OTT revolution.
Windowing refers to the practice of releasing a film or series in sequential stages across
different platforms or mediums. Filmmakers and distributors strategically release their content
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in theaters, followed by a subsequent release on OTT platforms. This sequential release
approach allows filmmakers to tap into the revenue potential of both traditional theatrical
releases and the growing OTT market. By carefully planning the timing and duration of each
release window, industry players can optimize their revenue streams and cater to different
audience segments.

Regulation and content moderation have become important aspects of industry responses to the
OTT era. As OTT platforms operate beyond the traditional regulatory frameworks imposed on
theatrical releases, there is a growing need to establish guidelines and standards for content
moderation. Industry stakeholders, including filmmakers, production houses, and OTT
platforms themselves, are working towards self-regulation and creating content moderation
mechanisms that balance creative freedom with responsible content creation. By establishing
standards and addressing concerns related to content appropriateness and societal impact,
industry players aim to maintain the trust and confidence of both audiences and regulators.

Also, the adaptation strategies also include exploring the potential of original content
production. OTT platforms are investing heavily in producing original content, and Indian
filmmakers are leveraging this opportunity to create unique and compelling stories. By
developing original content exclusively for OTT platforms, industry players can tap into the
platforms' wide reach and engage with the growing digital audience. Original content
production allows filmmakers to explore diverse narratives, experiment with storytelling
formats, and cater to the changing preferences of viewers in the OTT landscape.

Research Objective

This research aims to conduct an in-depth investigation into the OTT and movie theater
industries. The main focus of this study is to determine the impact of the proliferation of over-
the-top (OTT) platforms, such as Amazon, Netflix, and Hotstar, on the motion picture theater
industry, and how these platforms influence end users.

The study has the following primary objectives:
1. To analyze the Indian movie theater industry and the OTT industry comprehensively.
2. To assess the relevance of the OTT industry to the movie theater industry.

3. To examine whether the movie theater industry is benefiting from the presence of OTT
platforms.

4. To evaluate the perception of consumers towards movie theaters after the introduction of
OTT platforms into the market.

The purpose of this research is to gain a comprehensive understanding of the relationship
between OTT platforms and the movie theater industry, and to investigate the implications for
both industries. By examining these objectives, this study aims to contribute to the existing
knowledge regarding the impact of OTT platforms on traditional movie theaters and the
preferences of consumers in light of these developments.

Significance of Study
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This study aims to provide insights into the future of both the OTT and movie industries.
Conducting research on the Indian market is particularly relevant for the OTT and movie
theater businesses. According to Statista, the number of internet users watching streaming
videos or downloading videos on a monthly basis surpassed three billion in 2022. This number
is projected to steadily increase and reach approximately 3.5 billion by 2023. With regards to
online content streaming viewership, India is expected to become the second-largest nation
globally.

The owners of movie theaters express concerns about the impact of digital platforms on the
traditional movie-watching experience. The closure of theaters and the postponement of movie
releases due to government-imposed shutdowns have intensified these concerns. Theater
owners fear a potential decline in attendance once theaters reopen, as digital platforms offer
alternatives for entertainment. Therefore, investigating the relationship between OTT platforms
and movie theaters during the lockdown and immediately following the reopening of theaters
presents an optimal opportunity to understand how people perceive this connection.

By conducting this research, we can gain valuable insights into the changing dynamics between
OTT platforms and movie theaters, providing valuable knowledge for both industries. The
findings will contribute to understanding the preferences and behaviors of viewers in the
evolving digital landscape, helping stakeholders make informed decisions about the future of
their businesses.

Research Methodology

The collection and analysis of primary and secondary data serve as essential research tools for
acquiring knowledge, drawing conclusions, and making informed decisions. Through in-depth
research, the underlying causes of issues can be identified, and appropriate remedies can be
formulated. The effectiveness of this approach is currently under investigation.

Questionnaires and interviews are employed as research instruments to gather data during the
data collection process. These instruments aid in the construction of a research framework and
its associations, and facilitate the selection of variables, research methodologies, and sampling
techniques. Phone interviews were conducted with theater owners, distributors, and producers
to understand their perspectives on OTT platforms. Additionally, a questionnaire was
distributed, resulting in the collection of 200 responses as primary data. This primary data
assists in identifying patterns of video consumption, consumer behavior towards movie
theaters, and their perceptions of the evolving Media and Entertainment industry, particularly
with the prevalence of OTT platforms.

Secondary data sources such as journals, books, periodicals, websites, official websites of
multiplexes, and OTT companies' websites were also utilized in this research. These sources
provide valuable insights and background information. Descriptive statistics were employed to
analyze the gathered data, considering the samples, statistical relationships, and variables
identified throughout the research process. This approach allows for a comprehensive
evaluation of the research outcomes.

Hence, the collection and analysis of primary and secondary data form the foundation of this
research endeavor. The utilization of questionnaires, interviews, and various secondary sources
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enables a comprehensive understanding of the research topic. The descriptive statistics
approach aids in evaluating the data collected and drawing meaningful conclusions.

Data Analysis & Interpretation

A. Demographic Analysis and Primary Data Analysis and Interpretation:

Table 1: Gender of the Respondents

Gender Frequency Percentage
Male 128 51.2%
Female 121 48.4%
Other 1 0.4%

Total 250 100.0%

Source: SPSS Output.
Interpretation:

The information requested about the gender category of respondents has been provided in Table
1. A total of 250 respondents participated in the survey, and male respondents made up 51.2%
of the number, while female respondents made up 48.4%. The remaining 0.4% of the
participant is belongs to other catagories.

Table 2: Age of the Respondents

Age Frequency Percentage
Under 20 43 17.2%
21to 30 65 26.0%
31to 40 39 15.6%

41 to 50 41 16.4%

51 to 60 28 11.2%
Over 60 34 13.6%
Total 250 100.0%

Source: SPSS Output.
Interpretation:

The frequency distribution table is shown in Table 2, and it includes information on the
respondents’ ages in several categories. From the data shown in Table 2, it is possible to
conclude that out of 250 respondents, 17.2% fall into the age category of being younger than
20 years old, while 13.6% are older than 60 years old. Whereas 26% of respondents fall into
the age category of being between the ages of 21 and 30, and 15.6% fall into the age category
of being between the ages of 31 and 40. Although 16.4% of respondents fell into the age
category of 41 to 50 years, & the remaining 11.2% fell into the age category of 51-60 years.

Table 3: Marital Status of the Respondents

Marital Status Frequency Percentage
Married 137 54.8%
Unmarried 84 33.6%
Other 29 11.6%
Total 250 100.0%
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Source: SPSS Output.
Interpretation:

Table 3 depicts the descriptive statistics table providing information about the marital status of
respondents. The total number of respondents is 250, of which 54.8% are married, and 33.6%
are unmarried. Others 11.6% of the total respondents are divorced or deserted.

Table 4: Education Levels of the Respondents

Education Frequency Percentage
Below Metric 6 2.4%
Metric 18 7.2%

12t 34 13.6%
Graduation 77 30.8%
Post-Graduation 83 33.2%

PhD 32 12.8%
Total 250 100.0%

Source: SPSS Output.
Interpretation:

Table 4 throws light on the education level of respondents. It can be observed that 33.2% of
respondents are Post Graduates, 30.8% are Graduates, and 12.8% are Ph.D. holders. While
7.2% of respondents studied up to Matric and 13.6% of respondents studied up to Secondary
level, the remaining 2.4% are either metric or below metric pass out.

Table 5: Profession of the Respondents

Profession Frequency Percentage
Government Employee 33 13.2%

Self Employed 53 21.2%
Businessman 51 20.4%
Professional 41 16.4%

Any other 72 28.8%
Total 250 100.0%

Source: SPSS Output.
Interpretation:

It is evident from Table 5 that 13.2% of respondents are government employees, and 21.2%
of respondents are self-employed. However, 20.4% of respondents are businessmen, and 16.4%
are professionals. The remaining 28.8% of respondents are involved in some other profession.

Table 6: Income Levels of the Respondents

Income Frequency Percentage
Below 1 Lakh 11 4.4%

1 Lakh - 1.5 Lakhs 9 3.6%

1.5 Lakhs - 2.5 Lakhs 34 13.6%

2.5 Lakhs - 5 Lakhs 92 36.8%

5 Lakhs - 10 Lakhs 62 24.8%
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More than 10 Lakhs 42 16.8%
Total 250 100.0%
Source: SPSS Output.

Interpretation:

Table 6 exhibits the frequency distribution table giving information about the income of
respondents. The table shows that 36.8% of respondents have INR 2.5 to 5 lakhs yearly income.
Whereas the yearly income of 24.8% of respondents is INR 5 lakhs to 10 lakhs, and 13.6% of
respondents’ income is INR 1.5 to 2.5 lakhs per year. While the income of 16.8% of
respondents is more than INR 10 lakhs per year, and 3.6% of respondents have INR 1 to 1.5
lakhs per year income. The remaining 4.4% of respondents’ income is below one lakh INR
annually.

Table 7: Reason for Watching Movies in Theater / OTT

Strongly | Disagree | Neutral Agree Strongly
Disagree Agree
Like the | Frequency |1 1 53 105 90
actors and | Percentage | 0.4% 0.4% 21.2% 42.0% 36.0%
actresses
Interested | Frequency | 1 1 54 95 99
intheplot | Percentage | 0.4% 0.4% 21.6% 38.0% 39.6%
Interested | Frequency |1 15 19 68 147
in Percentage | 0.4% 6.0% 7.6% 27.2% 58.8%
particular
movies
Hang out | Frequency |1 30 130 64 24
with Percentage | 0.4% 12.0% 52.0% 25.6% 9.6%
friends
I’'m Bored | Frequency |20 117 99 12 2
Percentage | 8.0% 46.8% 39.6% 4.8% 0.8%

Source: SPSS Output.
Interpretation:

Table 7 shows that 42% of respondents agree they watch movies because they like actors and
actresses. However, 39.6% of respondents strongly agree that they watch movies asthey are
interested in the plot. Similarly, 58.8% of respondents strongly agree that they watch movies
as they are interested in particular movies. 52.0% of respondents are neutral to the statement
that they watch movies to hang out with friends. Likewise, 39.6% of respondents are neutral to
the statement that they watch movies as they are bored.

Table 8: Most Important Aspect for a Good Movie

Strongly Disagree | Neutral | Agree | Strongly
Disagree Agree
Cast Frequency | 1 7 25 103 64
Percentage | 0.5% 3.5% 12.5% | 51.5% | 32.0%
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Writing Frequency | O 0 37 58 105
(screenplay, story, | Percentage | 0.0% 0.0% 18.5% | 29.0% | 52.5%
lyrics, dialogues)

Direction Frequency | 1 24 106 52 17
Percentage | 0.5% 12.0% 53.0% | 26.0% | 8.5%

Special effects Frequency | 2 69 97 19 13
Percentage | 1.0% 34.5% 485% |9.5% |6.5%

Source: SPSS Output.
Interpretation:

From Table 8, it can interpret that the majority 51.5% of respondents agree that cast is the most
important aspect of a good movie, and 52.5% of respondents strongly agree with the statement
that writing aspects such as screenplay, story, lyrics, and dialogues of a movie is most important
for a good movie. Although the majority of 53% of respondents are neutral to the statement
that direction is a most important aspect of a good movie, 48.5% of respondents are neutral to
the statement that special effects are most important for a good movie.

Table 9: Media Sources or Methods for Seeking or Sharing the Experience related to

Films
Never | Rarely | Occasionally | Sometimes | Often

Social networking | Frequency | 39 75 31 44 11
sites Percentage | 19.5% | 37.5% | 15.5% 22.0% 5.5%
Word of Mouth Frequency | 7 21 79 75 18

Percentage | 3.5% | 10.5% | 39.5% 37.5% 9%
Read movie | Frequency | 93 36 27 43 1
magazines and related | Percentage | 46.5% | 18% 13.5% 21.5% 0.5%
content available on
the net
Keep a blog / visit a | Frequency | 176 3 13 8 0
blog Percentage | 88.0% | 1.5% | 6.5% 4.0% 0.0%
Visit the official | Frequency | 173 4 1 15 7
websites ofthe movies | Percentage | 86.5% | 2% 0.5% 7.5% 3.5%
or production houses

Source: SPSS Output.
Interpretation:

Table 9 exhibits that 37.5% of respondents rarely depend on social networking sites to seek or
share film-related experiences. While 39.5% of respondents occasionally depend on word of
mouth for sharing experiences related to films. However, 46.5% of respondents never depend
on movie magazines, 88% of respondents never depend on the blog, and 86.5% of respondents
never depend upon official websites of production houses for seeking or sharing experiences
related to films.

Table 10: Interest in watching movies in the OTT compared to Movie Theatres
Watching Movies in OTT | Frequency | Percentage |
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Low 28 11.2%
Moderate 119 47.6%
High 103 41.2%
Total 250 100.0%

Source: SPSS Output.
Interpretation:

Table 10 depicts that compared to movie theatres, 47.6% of respondents moderately like to
watch movies in the OTT, and 41.2% are highly interested in watching movies on Over-The-
Top Streaming Platforms. Only 11.2% of respondents are not interested in watching movies on
Over-The-Top Streaming Platforms.

Table 11: Interest in watching movies in the Movie Theatres compared to OTT

Watching Movies in Movie Theatres Frequency Percentage
Low 52 20.8%
Moderate 127 50.8%
High 71 28.4%
Total 250 100.0%

Source: SPSS Output.
Interpretation:

Table 11 depicts that, compared to OTT, 50.8% of respondents moderately like to watch
movies in Movie Theatres, and 28.4% of respondents are highly interested in watching movies
in Movie Theatres. Only 20.8% of respondents are not interested in watching movies in Movie
Theatres.

Table 12: Time Spent on OTT Platforms

Duration Frequency Percentage
Less than 1 hour 27 10.8%

1-2 hours 91 36.4%

2-3 hours 79 31.6%

3-4 hours 22 8.8%

More than 4 hours 31 12.4%
Total 250 100.0%

Source: SPSS Output.
Interpretation:

Table 12 shows that out of 250 respondents, the majority, 36.4%, spent 1-2 hours per day on
OTT platforms, followed by 31.6% of respondents who spent 2-3 hours per day and 8.8% who
spent 3-4 hours per day on OTT platforms. At the same time, 12.4% of respondents confessed
that they used to spend more than 4 hours on OTT almost every day, while 10.8% of such
respondents also spent hardly 1 hours on OTT daily.

Table 13: Average visits to the cinema hall
visit  to | Frequency Percentage

The average
Cinema
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More than once a week 8 3.2%
Once a week 67 26.8%
Once in two weeks 84 33.6%
Once a month 65 26.0%
Once every 2-3 months 14 5.6%
Once every six months 6 2.4%
Once a year 4 1.6%
Not even once a year 2 0.8%
Total 250 100.0%

Source: SPSS Output.
Interpretation:

Table 13 throws light on the average visit to the cinema by respondents. It can be observed that
33.6% of respondents watch movies once in two weeks, and 26.8% of respondents watch
movies once a week in the cinema hall. While 26% of respondents went to the cinema once a
month to watch a movie, 5.6% of respondents watched a movie once in 2-3 months.2.4%
of respondents went cinema after six months to watch a movie, and 2% ofrespondents visited
the cinema once a year for a movie. Only 0.8% of respondents never went to the cinema to
watch a movie.

Table 14: Time Preference for Watching OTT Platforms

Time Preference Frequency Percentage
6 AM—12 PM 41 16.4

12PM -6 PM 57 22.8

6 PM-12 AM 94 37.6

After 12 AM 58 23.2

Total 250 100.0%

Source: SPSS Output.
Interpretation:

When asked about their time preference for watching OTT platforms, the majority, 37.6%, said
they prefer to watch OTT in the evening between 6 PM-12 AM, while 23.2% watched OTT at
midnight after 12 AM. Of the remaining, 22.8% of respondents prefer to watch OTT in the
afternoon between 12 PM-6 PM and 16.4% prefer to watch it early in the morning between 6
AM - 12 PM.

Table 15: Preference of Show Timings in Theater’s

Time Preference Frequency Percentage
Morning Show 40 16.0%
Afternoon Show 57 22.8%
Evening Show 99 39.6%
Night Show 54 21.6%
Total 250 100.0%

Source: SPSS Output.

Interpretation:
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When asked about their time preference for watching movies in the theater, 39.6% said they
prefer to watch movies in the evening, while 22.8% prefer to watch movies in the afternoon.
Out of the remaining, 21.6% of respondents prefer to watch movies in the theater during the
night show, and 16% prefer to watch them early in the morning show.

Table 16: Monthly Cost Spent on OTT Platforms

Monthly Cost Frequency Percentage
Free of Cost 43 17.2%

Less than 100 Rs 46 18.4%
100-200 Rs 32 12.8%
200-300 Rs 35 14.0%
300-500 Rs 39 15.6%
More than 500 Rs 55 22.0%
Total 250 100.0%

Source: SPSS Output.
Interpretation:

When asked about the monthly cost spent on OTT Platforms, the majority 22.0% of
respondents said they used to spend more than 500 Rs a month to watch all the premium content
of OTT,; on the contrary, 17.2% of respondents preferred to watch only those OTT contents
which are available free of cost. Out of the remaining respondents, 18.4% used to spend less
than 100 Rs per month, 15.6% used to spend between 300-500 Rs per month, 14% spent money
between 200-300, and 12.8% respondents used to spend between 100-200 Rs per month to
watch OTT content.

Table 17: Monthly Cost Spent on purchasing movie Tickets in the theater

Monthly Cost Frequency Percentage
Less than 100 Rs 30 12%
100-200 Rs 88 35.2%
200-300 Rs 78 31.2%
300-500 Rs 24 9.6%

More than 500 Rs 30 12%

Total 250 100.0%

Source: SPSS Output.
Interpretation:

When asked about the monthly cost spent on purchasing movie tickets in theaters, only 12%
of respondents said they used to spend more than 500 rs in a month to buy a movie ticket in a
theater; on the contrary, another 12% of respondents prefer not to spend more than 100 rs in a
month for the same. Out of the remaining respondents, the majority, 35.2%, used to spend
between 100-200 rs per month, 31.2% used to spend between 200-300 rs per month, and 9.6%
respondents used to spend between 300-500 rs per month on purchasing movie ticket in
theaters.

Table 18: Top Preferred Video Content on OTT Platforms
\ Preferred Video Content \ Frequency Percentage
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Movies 88 35.2%
Web Series 78 31.2%
Regional TV Shows 27 10.8%
Reality Shows 17 6.8%
Documentaries 11 4.4%
Live Sports Events 19 7.6%
News 7 2.8%
Others 3 1.2%
Total 250 100.0%

Source: SPSS Output.

Interpretation:

When asked about the top preferred video content on OTT Platforms, the majority 35.2% said
they prefer to watch movies in OTT, followed by 31.2% who prefer to watch web series, 10.8%
who prefer regional TV shows, 7.6% who prefer live sports events, 4.4% who prefer to watch
documentaries and 4.4% respondents who prefer to watch the news in OTT. The remaining
1.2% of respondents prefer to watch other contents available in different OTT streaming

platforms.

Table 19: Top Preferred movie genre peoples prefer to watch in theater’s
Preferred movie genre Frequency Percentage
Commercial / Big Star| 97 38.8%
Movie
Content Driven 51 20.4%
Animated / 3D 31 12.4%
Comedy 29 11.6%
Documentaries 3 1.2%
Horror 7 2.8%
Thriller 27 10.8%
Others 5 2.0%

Total 250 100.0%

Source: SPSS Output.

Interpretation:

When asked about the top preferred movie genre people prefer to watch in theaters, the majority
38.8% said they prefer to watch Commercial / Big Star Movie in the theater followed by 20.4%
who prefer to Content Driven movies, 12.4% who prefer Animated / 3D movies, 11.6% who
prefer Comedy movies, 1.2% who prefer to watch documentaries, 10.8% prefer Thriller movies
and 2.8% respondents who prefer to watch Horror movies in the theaters. The remaining 2.0%
of respondents prefer to watch other movie genres peoples prefer to watch in theaters.

Table 20: Reasons to Prefer OTT Platforms over Theater

Reason Frequency Percentage
Convenience / Mobility 89 35.6%
Quality of Content 63 25.2%
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Cost Effectiveness 44 17.6%
Entertainment 23 9.2%
Language and User Friendly | 31 12.4%
Total 250 100.0%

Source: SPSS Output.
Interpretation:

When asked about reasons to prefer OTT platforms over theaters, the majority 35.6% said they
prefer OTT because of its Convenience / Mobility, followed by 25.2% who prefer OTT because
of the Quality of Content, 17.6% because of Cost Effectiveness of OTT, and 12.4% respondents
who prefer OTT because the available content over OTT are Language and User Friendly. The
remaining 9.2% of respondents prefer OTT over theaters for entertainment purposes.

Table 21: Reasons Preferred to Watch a Movie in Theatre over OTT

Reason Frequency Percentage
Experience 93 37.2%
Comfort 23 9.2%
Entertainment 33 13.2%
Food 18 7.2%
Screen Size and Sound 52 20.8%
Ambiance 31 12.4%
Total 250 100.0%

Source: SPSS Output.
Interpretation:

When asked about reasons they preferred to watch a movie in a theatre over OTT, the majority
37.2% said they preferred to watch a movie in a theatre over OTT because of the Experience
they get in the theatre, followed by 20.8% who preferred theatre because of Screen Size and
Sound, 13.2% because of Entertainment, 12.4% because of ambiance and 9% respondents who
prefer watching a movie in theatre over OTT because of Food options available at the theatre.
The remaining 9.2% of respondents prefer to watch a movie in a theatre over OTT because of
Comfort they feel at theatres.

Table 22: Preference between Movie Theatre and OTT Platforms

Preference Frequency | Percentage
Always in Movie Theatres 38 15.2%
Always on OTT 56 22.4%
Occasionally in Movie Theatres and Mostly in OTT 91 36.4%
Occasionally in OTT and Mostly in Movie Theatres 27 10.8%

No Specific Preference 38 15.2%
Total 250 100.0%

Source: SPSS Output.
Interpretation:

When asked about their preference between Movie Theatres and OTT Platforms, 22.4% of
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respondents said they would always prefer OTT over theatres; on the contrary, 15.2% of
respondents who always prefer Movie Theatre over OTT Platforms. On the other hand, the
majority 36.4% respondents Occasionally prefer Movie Theatres and Mostly in OTT; while
10.8% respondents Occasionally prefer OTT and Mostly in Movie Theatres. The remaining
15.2% don’t have any specific preference.

Table 23: Willingness to pay Extra Rent to watch a newly released movie in OTT
instead of watching it in a theatre
Willingness to pay Extra Rent to watch a newly released | Frequency | Percentage
movie in OTT instead of watching it in a theatre

Yes 79 31.6%
No 113 45.2%
May be 58 23.2%
Total 250 100.0%

Source: SPSS Output.
Interpretation:

When asked about the willingness of respondents to pay extra rent to watch a newly released
movie in OTT instead of watching it in a theatre, the majority 45.2% decline the option while
31.6% agreed. The remaining 23.2% of respondents are not sure about it.

Table 24: Is OTT a Disruption to Movie Theatres?

Is OTT a Disruption to Movie Theatres? Frequency Percentage
Yes 109 43.6%

No 56 22.4%

May be 85 34.0%
Total 250 100.0%

Source: SPSS Output.
Interpretation:

When asked about whether OTT is a Disruption to Movie Theatres, 43.6% agreed with the
statement, while 22.4% did not agree. The remaining 34.0% of respondents are not sure about
it.

Table 25: Why is OTT a Disruption to Movie Theatres?

Reason Frequency Percentage
Cheap Internet Data Packs 89 35.6%
Choice of Content 66 26.4%
Convenience & Mobility 46 18.4%
Smartphone Penetration 23 9.2%
Digital Quality 9 3.6%
International Collaborations | 17 6.8%

Total 250 100.0%

Source: SPSS Output.

Interpretation:
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When asked about Why OTT is a Disruption to Movie Theatres? the majority 35.6% said it’s
because of the availability of Cheap Internet Data Packs, 26.4% said it’s because of easy and
multiple Choice of Content availability in OTT, 18.4% said it’s because of Convenience &
Mobility, 9.2% said it’s because of Smartphone Penetration, 6.8% said it’s because of
International Collaborations. The remaining 3.6% said the reason for them to agree with OTT
a Disruption to Movie Theatres is the digital quality of the available content of OTT.

Conclusion

The evolving trends in India's media and entertainment industry have been positively received
by the Indian audience. They recognize that over-the-top (OTT) applications are driving
significant changes in the industry, attributing these advancements to new initiatives, efficient
content delivery, and improved media accessibility. Research indicates a promising future for
OTT applications in India, driven by factors such as user-friendly interfaces, mobile
accessibility, a diverse range of content offerings, widespread smartphone adoption, and cost-
effectiveness. However, certain aspects of the theater experience, such as the immersive quality
of large screens, superior sound systems, the ambiance, and the feeling of being in a theater,
cannot be replicated by OTT platforms.

While OTT platforms have disrupted the movie theater industry to some extent, it is anticipated
that both OTT media and movie theaters will coexist and thrive as the industry dynamics
continue to evolve. The return to theaters may occur gradually due to the current situation, but
the availability of OTT platforms will not eliminate the demand for the unique experiences
offered by theaters. There is a recognition that OTT platforms have room for expansion and
growth, but this does not imply that they can completely replace theaters. Both traditional
theaters and OTT platforms will continue to exist and entertain audiences for the foreseeable
future.

In conclusion, the Indian audience embraces the changes brought about by OTT platforms and
recognizes the benefits they provide. However, they also acknowledge the irreplaceable
elements of the theater experience. As the industry progresses, it is expected that both
traditional theaters and OTT platforms will coexist, catering to the diverse preferences of
audiences and contributing to the continued entertainment landscape in India.
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