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Abstract – India is leading the way in the growing global OTT industry, thanks to the addition of new players. Smaller OTT 
platforms are getting support from international investors, making a significant impact. To reach more young people, it's 
important to advertise and promote OTT content on social networks, as these platforms strongly influence the viewing choices 
of the youth. This paper has present a survey on OTT platforms users and their influence towards the products shown as an 
advertisement. A secondary data was collect by various online medium to collect responses from OTT users. Data was analysed 
by finding the patterns using markov model. It was found that OTT platfroms are good marketing place for the advertisement, 
as most of young audience spend their spare time on it. Further it was found that brand building by placing ads on OTT 
platform. First, second and third order markov patterns were find from the analysis for learning of advertisement effects. 
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I. INTRODUCTION 
 

The conventional landscape of media consumption, 
characterized by cinema and television, has seen a 
historical evolution with the advent of rental services for 
physical formats such as VHS, DVD, Blu-ray, and discs. 
These rental businesses facilitated the accessibility of 
technology for home use, allowing on-demand viewing [1]. 
Simultaneously, cable television transmitted content 
through coaxial and fiber optic cables, while the Direct-to-
Home (DTH) technology utilized satellite connections 
through dishes, providing users with high-quality 
streaming and on-demand television. 

 
A significant leap in recent years has been the 

emergence of Video-on-Demand (VOD) and streaming 
services, driven by technological advancements. The 
transition is propelled by the rapid progress of mobile 
phone technology, the influx of new devices like smart 
TVs and tablets, cost-effective high-speed internet, and the 
evolving preferences of consumers seeking diverse and 
fresh content [2]. This transformative shift is not only 
influencing the video-viewing behavior of Indians but also 
accelerating the global distribution of diverse and 
innovative content to Indian audiences through OTT 
platforms. 

 
VOD, a term denoting the distribution of video content 

over the internet via Over-The-Top (OTT) apps, has 
reshaped viewing habits across various internet-connected 
devices such as smartphones, smart TVs, tablets, desktops, 
laptops, and other computers. In contrast to traditional 
media streaming services, OTT platforms provide a 
broader range of narratives unrestricted by censorship, box 
office limitations, or demographic constraints, offering 
significantly enhanced viewing, sound, and image quality, 
contingent upon a stable internet connection. 

 

The media and entertainment industry is currently 
witnessing a paradigm shift as Over-The-Top (OTT) 
platforms like Netflix, Amazon Prime, Hulu, Hotstar, 
AppleTV+, Pluto, Paramount+, and Disney+ challenge the 
dominance of traditional television providers. Consumers 
now have unprecedented access to an extensive array of 
content that can be consumed on their own terms, at any 
time, and on any internet-enabled device. The 
overwhelming popularity of OTT platforms is expected to 
undergo rapid evolution, propelled by ongoing 
technological advancements. Consequently, this 
transformation presents both opportunities and challenges 
that are poised to shape the trajectory of the OTT industry 
in the coming years. 

 
In the realm of marketing, OTT platforms have become 

integral, with marketers deploying a diverse array of 
strategies to connect with consumers through these 
channels. Notably, studies have highlighted the high 
consumption of OTT content among Indian youth, 
underscoring their responsiveness to targeted marketing 
strategies within this digital realm [3]. The intertwining of 
digital marketing, customer engagement, and purchase 
intention through OTT platforms further accentuates the 
dynamic nature of this medium [4]. 

 
The structure of the ongoing study follows a logical 

sequence, commencing with a comprehensive review of 
prior literature in Section 2. Section 3 delineates the study 
methodology, providing insights into the research 
approach. The ensuing section, Section 4, meticulously 
details the results garnered from the study. The concluding 
segment, Section 5, encompasses discussions on the 
findings, implications drawn, limitations encountered, and 
avenues for future research outlined by the study. 
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II. LITERATURE SURVEY 
 

Singh D.P. et. al. in [5], finds that the internet is rapidly 
changing this help people in India to watch movies. 
Cheaper internet has made services like Netflix, Hotstar, 
Zee5, Amazon Prime, and Alt Balaji more popular. Many 
new companies are making videos just for these services, 
and this is transforming Indian TV and movies. These 
services look at what users watch and give them similar 
content. 

 
Basu et. al. in [6], talks about the connection between 

regular TV and internet-based services in India. India is 
the second-largest market in Asia Pacific for subscription 
television. More TV channels are available because of 
digital growth, and 61% of people in India have access to 
television. 

 
Bisoyi et. al. in [8], done study to understand why 

people want to stop using traditional TV cables. The 
research looked at four things: (a) how much people think 
they gain, (b) how much they value it, (c) how well it fits 
with what they want, and (d) if they can find something 
similar. Data came from 186 people who use Subscription 
Video on Demand, and a computer program called Amos 
23.0 helped analyze the data. The results showed that 
people want to stop using traditional TV because they 
think they gain something, value it, find it fits their needs, 
and can find something similar. The study aims to help TV 
providers understand why people want to stop using cables 
and encourage people to keep some TV subscription. 

 
In a survey mentioned by [9], 88% of people said they 

trust online reviews when making decisions about buying 
things. This study checks if people in the industry follow 
similar patterns as international users when it comes to 
using internet-based services. Other authors [10] found a 
close connection between how much people accept 
technology, engage with it, and want to buy things on 
internet services. 

 
Verma et. al in [11], studied about what makes people 

keep using internet-based services. It also highlights the 
importance of trust in making people want to keep 
subscribing. The study uses a unique method to see how 
what people value affects their trust in these services. This 
study gives new information for people who make online 
entertainment services. People who create online content 
and those who plan strategies can learn useful things from 
this study. 

 
Lie wng et. al. in [12], studied for different things that 
affect how much people like internet-based services during 
the COVID-19 crisis in India. The study found that how 
old people are makes a big difference in how much they 
like these services. Also, things like working from home, 
affordability, convenience, and how good the content is, 
affect how satisfied people are with internet-based 
services. 

III. DATA COLLECTION  
 

The study gathered primary data by circulating a Google 
form across various social media platforms such as 
Facebook, Instagram, and LinkedIn. The questionnaire 
employed a mixed format, incorporating both closed-
ended and open-ended questions. The inquiries focused on 
viewers' watching habits, consumption patterns, factors 
influencing their streaming choices, and their interest or 
lack thereof in the accessories, appearance, and technology 
associated with the content. 

 
The format was structured into two parts: the first 

section gathered demographic information about the 
respondents, while the second part delved into the 
understanding of OTT viewers. A diverse group of 100 
respondents, including students, working professionals, 
and non-working individuals from various fields, 
participated in the survey. All completed responses were 
utilized for analysis, and graphs were generated to present 
the findings. 

 

IV. RESULTS AND ANALYSIS 
 
First order: 
Fig. 1, and 2 indicates a significant awareness level, with 
approximately 80% of individuals already familiar with 
OTT platforms. Moreover, an interesting trend emerges, 
revealing that people from both Europe and Asian 
countries are actively spending money on OTT platforms 
for entertainment purposes. This shift in consumer 
behavior towards OTT platforms is attributed to factors 
such as the introduction of new actors/actresses and the 
availability of diverse content from various geographical 
locations. To enhance the focus on the advertising 
segment, advertisers should consider showcasing content-
related apps and clothing items. The rationale behind this 
recommendation lies in the observed high conversion rates 
for such content. By aligning advertisements with the 
interests and preferences of the audience, particularly in 
areas related to apps and clothing, advertisers can 
potentially capitalize on the existing trend and maximize 
the effectiveness of their promotional efforts on OTT 
platforms. 
 

 
Fig. 1. User GO-To OTT platform percentage. 
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Fig. 2. OTT platform selection reasons. 

 

 
Fig. 3. As per user time to watch OTT platform. 

 
 

 
Fig. 4. Gadgets used for watching OTT platforms. 

 

 
Fig. 5. Banner / pop-ups Ads effect on OTT viewers. 

 

 
Fig. 6. Viewer interest towards OTT platforms after 

Covid-19 (work from home scenario). 
 

Fig. 1 shows that user Goto OTT platforms are Amazon 
Prime and Netflix, as these platforms are dominating 
approx 50% audience. Fig. 2, 3 shows the analysis 
different reasons why viewers are switching towards the 
OTT platforms, out of various reasons most of audience 
like new actor/actress performance and these platform 
have less ads. Further study finds that when viewer like to 
watch the OTT platform, it was found that no clear or 
major timing is dominating in the analysis, as all of 
answers have almost same choices. Fig. 4 shows the high 
use of electronic gadget to watch the OTT platform is 
laptop/tablets as it is used by 65% viewers. Fig. 5 shows 
the OTT ads banner on viewers is high to get business. 
Fig. 6 shows that after covid-19 users interest towards 
OTT paid content is high almost 58% users select paid 
content option. 
 

 
Fig. 7. Relation of ads effectiveness to watch ads 

platforms.  
 
In Fig. 7. Relation of viewer paid/unpaid content choice 
with OTT platform reasons were shown it was fund that in 
all case of paid/unpaid options new actor/actress and 
geographical reasons are highly demanding.  
 
Second Order Markov Model 
 

 
Fig. 8. As per viewer age OTT platform awareness 

relation. 
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The Markov model identified several patterns to enhance 
the comprehension of the impact of OTT platforms on 
viewers and advertisers In Fig 8 it is evident that audiences 
of all age groups are aware of OTT platforms as very few 
people selected the "no" option Likewise Fig 8 indicates 
that audiences of all ages are attracted to OTT platforms 
for entertainment Furthermore Fig 8 illustrates the 
relationship between OTT platforms and paid/unpaid it 
was also found that unpaid customers have a lower 
likelihood of generating business compared to paid 
customers. 
 
Third Order Markov Model 

 
Fig. 9. Third order markov pattern of viewers on relevant 

content and promoters brands of OTT platform.  
 

 
Fig. 10. Third order markov pattern of viewers on 

promotion effects and promoters status with different OTT 
platforms.  

 
To gain a comprehensive understanding of the survey 
results, this study delves into third-order relationships, 
considering three features simultaneously. Figure 9 sheds 
light on the impact of ads on users concerning the reasons 
for selecting an OTT platform. Notably, the data reveals 
that the effect of ads on users is minimal, with less than 5% 
indicating a direct influence, while a significant portion of 
respondents opts for the "Maybe" option. This suggests 
that users might not strongly attribute their choice of an 
OTT platform solely to the impact of ads but instead may 
be influenced by a combination of factors. The diversity in 
responses underscores the complexity of user decision-

making in the context of OTT platform selection. Figure 
10 further explores the effects of promotions carried out by 
established brands and startups on different OTT 
platforms. The data suggests that viewership on Amazon 
and Netflix is high, emphasizing the popularity of these 
platforms. However, an intriguing finding emerges when 
examining the relevance of ads on Netflix, which surpasses 
that of other platforms. This implies that, despite the high 
viewership on Amazon, the ads on Netflix are perceived as 
more relevant by the audience. This may indicate a more 
effective targeting or alignment of advertisements with the 
preferences and interests of Netflix users, contributing to a 
higher perceived relevance. 

 
Fig. 11. Third order markov pattern based on promoters 

and relevant content with its uses (Yes/No).  
 

 
In Figure 11, the data indicates that established brands 

exhibit a higher conversion rate when it comes to viewers 
watching ads, as compared to startups. This suggests that 
viewers are more likely to engage with advertisements 
from well-known and established brands. However, an 
interesting finding emerges in terms of the relevancy of ads 
to the audience, which appears to be high for both 
established brands and startups. This highlights the 
importance of ad relevance in capturing the attention and 
interest of the audience, irrespective of the brand's status. 

 
Examining fig. 10 supports this insight, revealing that 

when ads are deemed relevant, the likelihood of 
conversion increases. Additionally, within the age group of 
22-29, the conversion rate is particularly high when the ads 
are perceived as relevant. This underscores the 
significance of tailoring advertisements to match the 
preferences and interests of the target audience, especially 
among the younger demographic. 

 
    Furthermore, the information presented in Figure 
11underscores that new games and apps hold a 
considerable persuasive influence on OTT platform 
viewers. This finding suggests that viewers on these 
platforms are inclined towards engaging with 
advertisements related to innovative games and 
applications. The high level of conviction implies that such 
content resonates well with the OTT audience, presenting 
an opportunity for advertisers in the gaming and app 
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industry to effectively capture viewer attention and drive 
conversions. 
 

V. CONCLUSION  
 
The success of these platforms lies not only in the volume 
of content but in the quality and relevance of the content 
offered. By investing in technology and employing 
effective branding strategies, these platforms can enhance 
user experiences, fostering deeper connections with their 
audience. This deeper brand connect results in stronger 
affinities, ultimately leading to successful consumer 
engagement. The right content, when aligned with the 
preferences and interests of the audience, becomes a key 
driver in establishing a lasting relationship between the 
platform and its users. As a consequence, online video 
streaming platforms can not only attract a wider audience 
but also cultivate a loyal and engaged user base, 
contributing to the overall growth and sustainability of the 
platform. This paper has study the viewer behavior 
towards the advertisement. It was found that use of markov 
patterns help to understand the interdependencies of the 
viewer thought with content, platform, etc. Finally paper 
concludes that OTT is good platform to promote product 
and services. In future scholars can study the impact on the 
television industry. 
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