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Abstract Authors

This research examines the influend®@r. Abhinandan N
of an over-the-top platform on the well-beingssistant Professor
of the younger generation as a result dfaharani Lakshmi Ammanni College for
Covid-19. The study investigates if the use ¥omen, Autonomous
OTT platforms has a beneficial or detrimentaBengaluru, Karnataka, India
influence on the young generation. The study
also intends to determine the long-terils. Hema R T
consequences of OTT platforms on teenaBesearch Student
well-being. This study employs quantitativéaharani Lakshmi Ammanni College for
research methods, namely the questionna®men, Autonomous
research method. OTT platforms have boBengaluru, Karnataka, India
advantages and cons. The internet
entertainment sector in India has growkls. Padma Priya V
significantly in recent years. The emergend®esearch Student
of the numerous OTT platforms on which th&laharani Lakshmi Ammanni College for
material is delivered to Indian viewers, theMWWomen, Autonomous
changing lifestyle, and the major shift in thBengaluru, Karnataka, India
types of content they consume have all made
this feasible. This study aids in analysing the
effects of OTT Platforms on the mental
health, productivity, and physical health of the
younger generation.
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|. INTRODUCTION

Any streaming service that provides material owerinternet is referred to as "OTT,"
which stands for "Over the Top." The nhame comesiftbe fact that the service is provided
"over the top" of another platform. In the past, ewha customer purchased a cable
subscription, their cable TV provider oversaw pdivg and making programmes accessible.
Nowadays, customers may subscribe to servicesN&dlix or Spotify and consume their
online content. The cable company no longer comtndlat you consume; they merely supply
the internet connection. This division has sigwifit effects on advertising. Since the 4G
drive, many Western-style internet streaming sewitave drawn interest from Indiaimlia
had a few OTT platforms before then, but they weralh that well-known some of these
examples include nexGTv and Sony Liv. However, aasilndian internet streaming video
services are now fiercely challenging well-knownemeas services like Netflix. Movie
theatres were closed due to lockdown beginning iarddl 2020, which led to most
entertainment programmes and films using thesengiario entice viewers. Additionally,
when confined to their houses, individuals did m@te much entertainment options.

1. Netflix in india: According to the top 10 OTT platforms in India 2021, Netflix is on
the list. To compete with other OTT platforms, Ngtivas first introduced in America in
2016 before making its way to India in late 2018.

2. The OTT platform Disney+ Hotstar: In India, Disney+ Hotstar has the highest
subscriber count. Among all OTT services, Disneyetdthr has the most diverse
selection of categories. The app contains oldesoglgis of TV shows, live TV stations,
and every movie genre.

3. Amazon prime video: Only Prime customers of Amazon's online shoppiragramme
have access to Prime Video. This business is ssitdgscompeting with all well-known
OTT platforms in India. In addition, it boasts ast/éibrary of films from many different
genres, reality programmes, stand-up comedy sgea@ald web series. In addition, it
offers podcast services.

4. Sony liv: In India, the Sony Liv app is an extremely welld&k OTT platform. They have
all of the 18 years' worth of Sony network charmprelgramming in this application.

5. Zeeb: After the debut of the original web series "Sca®92," this Zee5 OTT platform
experienced significant growth. The Zee5 OTT platfas currently being used by many
Indian movies to debut, and the Zee5 app has @so mtegrated with AltBalaji, whose
original material, programmes, and music videosadge available in this app.

Il. REVIEW OF LITERATURE

Laghate (2017),0TT platforms made use of a sizable audiencehthathecome used
to watching entertainment material on smartphomésse platforms have since swooped in
to capture a portion of the market. It is diffictdt determine how traditional media theories
and methodology may contribute to study on thetislgifaudience and their viewing habits
since the characteristics, contents, and contextki® online video streaming significantly
diverge from traditional TVJoglekar (2018) Hotstar, which was introduced in 2015 and is
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owned by Star TV (India's largest private broadedsis the most well-liked OTT platform
in India, with a total of 75 million loyal usersrass urban and rural areas, followed by
Amazon Prime Video with 11 million subscribers (&atlya,2018). Netflix only ranks third
with about 5 million members, but due to its vadotariations from other players and the
more specialised groups it caters to—niche, Engistaking, wealthy, urban youth-it still
presents a more fascinating area of investigagamgh (2019) the emergence of the Internet
is drastically altering Indian cinematic trends.dReed internet service costs have paved the
way for a growth in over-the-top (OTT) serviceseliletflix, Hotstar, Zee5, and Amazon
Prime. Numerous businesses are creating video rospecifically for these OTT platforms.
The direction of Indian television and cinema isngechanged by these new endeavours. The
OTT providers analyse the video material that corexs view and continue to offer them
content from genres that are comparable. Peoptettikuse the services for nothing. As a
result, OTT services like Hotter offer virtuallyttle content for free. Additionally, these
services have relatively cheap subscription coBte mix of international and domestic
material is appealing to users. The most populariengenres are action and comedy. Users
watch OTT services for an average of two hoursedeary, according to the polDevika
(2020), the COVID-19 has had a negative influence on siliiescability and consumption
on OTT services. According to a recent InMobi pdl§% of users are consuming more
material online. Experts predict that OTT serviaéls expand in the next years as traditional
networks run out of programming. These networksa@iag dated programming since they
were unable to shoot owing to the lockout. Peomald/turn to OTT in this situation to view
new material, predicts Paritosh Joshi, principatl media consultant at Provocateur Advisor.
A few series on platforms like Zee5 and Amazon Brifideo are now free to view to
capitalise on the spike in demand. As a resultbZeeently saw an increase in subscription
of 80% and time spent of over 50%. The three gethrat perform best on the site are
thrillers, urban drama, and youthful love storidgross all mediums, there has been a
noticeable rise in movie watching. Viewership or tllatform of movie streaming provider
MIBI increased by 28% in March over February. Itisar fromRia, Reema, and Upendra
(2021) that since their introduction, OTT platforms harmdy seen an increase in popularity
and usage. However, due to the pandemic, therbdesan exponential rise in its popularity
as a result of the shift in people's entertainneamtsumption habits across various media
platforms. This study examines consumer attitudsgatd OTT platforms, how they are
used, and how they compare to movies to deterrhi@@ T platforms are gradually replacing
the most widely used traditional form of entertagmn It was discovered that consumers
preferred using OTT to TV and YouTube to passitne or find enjoyment.

. STATEMENT OF THE PROBLEM

Today's OTT services just emphasise "binge vieWiAg. a result, we can observe
that these platforms host hundreds of web sermspées, and films, with new ones being
added on a regular basis. The youth may simplyssctteem via cell phones or computers
because they are available online. Most of thermétion offered here is unregulated, and
there are many other elements that increase th@ogion of young, in school or attending
college audience members. It deals with uniqueaeassinnovation, but it also has a great
chance of grabbing the interest of young peoplethm end, it introduces a variety of
concepts, ideas, and topics that the Indian yoengefy not be familiar with or may be
inspired byA typical student's day should be packed with savativities including playing
outside with friends, interacting with them, leaqifor themselves, and engaging in physical
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activity. Today, OTT platforms and web series h#aleen the place of all of these. They
spend less time engaging in social interaction tduleir addiction to web series and OTT
platforms. As a result, the wellness of studentwadays experiences several behavioural
and psychological changes. This leads to the emlelopment of various bad behaviours,
which is not a good sign for a student's welfarerd-are some considerations that we should
give careful thought to:

1. Indian teenagers watch internet videos on averageifiht hours and 29 minutes, which
is significantly longer than the worldwide averagesix hours and 45 minutes.

2. Arrise in incidence of eye disorders, obesity, hedlth conditions like sleeplessness and
depression among young people.

IV. OBJECTIVES OF THE STUDY

1. To find out the impact of OTT platforms on the wadling of younger generation.

2. To find out the usage of OTT platforms by youngeneyation

3. To understand the future scope of OTT platformgfesent younger generation

V. HYPOTHESIS

HO- There is no significant relationship betwees éige group and impact of OTT platforms

H1- There is a significant relationship betweendbe group and impact of OTT platforms

HO- There is no significant relationship betweea délge group and usage (time spent) of OTT
Platforms.

H2- There is a significant relationship between dige group and usage (time spent) of the
OTT Platforms.

VI. RESEARCH METHODOLOGY

1. Primary Data: In order to gather the primary data, a well-streedluquestionnaire titled
"The Impact of OTT Platforms on the Well-Being obuhger Generation Due to Covid-
19" was sent using the quantitative technique.

2. Secondary data:The secondary data was also referred for the parpbesearch article.
The secondary sources of data comprised of jourasisles, and thesis.

3. Sampling technique: A well-structured questionnaire was distributed amothe
respondents who were mainly students and youngegsafnals in Bangalore by the
circulation of google form.

4. Sampling design:For the purpose of research, the students purs@rigus courses in
different colleges and the young professionals weken into consideration. Simple
random sampling technique was adopted to collet@ ftam UG, PG students and the
professionals.
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5. Sampling size: A total of 142 questionnaires were sent for redegmarposes, 107 of
which obtained replies; the remaining 35 responsese insufficient and erroneous.

Consequently, 107 samples were used, which isaimple size.

VII. ANALYSIS AND INTERPRETATION

Table 1: Frequently used OTT platforms

Particulars Number of respondents Percentage
Netflix 15 14.02%
Amazon prime 32 29.91%
Hotstar 11 10.28%
Voot 13 12.15%
YouTube premium 27 25.23%
Others 9 8.41%

Interpretation: From the above table 6.3, it is evident that AmaRome is used by 29.91
percent of respondents, YouTube Premium by 25.28epg Netflix by 14.02 percent, Voot
by 12.15 percent, and Hotstar by 10.28 percenespandents. We may deduce from the

above table that Amazon Prime is the most popular glatform.

Table 2: Time spent on OTT platforms in a day (appox.)

Particulars Number of respondents Percentage
30min to 1 hour 50 46.73%
1-2 hours 37 34.58%
2-3 hours 17 15.89%
More than 3 hours 3 2.80%

Interpretation: From the above table it is clearly evident that outhe 107 respondents,

46.73% spend 30 min to 1 hour on OTT. 34.58% ofréspondents spend 1 to 2 hours on
OTT. 15.89% of the respondents felt that their QiIE&ge were approx. 2 to 3 hours. 2.80%
of the respondents spend more than 3 hours on Di$.implies that OTT users are not too

much addicted to OTT platforms.
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Table 3: Showing Rate of Agreement/ Disagreementwards the Following Statements

Particulars

Stron

gly
Agree

Agree

Neutral

Disagree

Strongly
Disagree

Usage of OTT
platforms
made people
more updated
and
informative

Number of
respondents

24

52

30

Nil

Percentage

22.43
%

48.60%

28.04%

0.93%

Nil

Have you
experienced
health issues

(ex: headache,

stress,
eyestrain etc.)
more
frequently
due to
increased
screen time

Number of
respondents

46

36

17

Nil

Percentage

7.489

D

42.999

0

33.649

o]

15.89%

Nil

Have you
Experienced
sleepless
nights due to
the usage of
oTT

Number of
respondents

13

29

32

26

Percentage

12.15
%

27.10%

29.91%

24.30%

6.54%

Do you feel
that OTT
platforms

Number of
respondents

57

39

10

Nil

Percentage

53.27

36.45%

9.35%

0.93%

Nil

have gained %
more
popularity
due to Covid-
19

Interpretation: From the above table it is evident that 24% @& thspondents strongly
agree that OTT has made them more updated andnafme. 52% of the respondents agree
to the statement. 1% of the respondents disagreéd% strongly disagree to the above-
mentioned statement. While 23% respondents remaieattal. We can conclude that OTT
users are more updated due to its usage. Furtbealthe shows that 45% of the respondents
agree that they have experienced health issuetodnereased screen time and 8% strongly
agree to the statement. 17% respondents felthibgititaven’t experience health issues due to
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increased screen time and 0% strongly disagrebet@lbove-mentioned statement. 30% of
the respondents remained neutral. The graph ssytestpeople experience health issues if
they increase screen time. Out of 107 respondé&Be%, strongly agree and 29% agree that
they had sleepless nights due to OTT usage. 20&grdied and 6% strongly disagreed to the
above-mentioned statement. 32% of the respondentsined neutral. Here too majority
have experienced sleepless nights due to OTT u8dgé.respondents strongly agreed and
39% agreed that OTT platforms have gained more lpdpu due to Covid-19. 4%
respondents remained neutral and 0.93% respondisaigreed with the statement. Majority
agreed that pandemic situation has boosted OTTla@aiyu

Table 4: Reason for choosing OTT Platforms

Particulars Number of respondents Percentage
Easily accessible 24 22.43%
Access to international 13 12.15%
content

Friend’s recommendation 11 10.28%
Pandemic situation 16 14.95%
Good source of entertainment 43 40.18%

Interpretation: The above table 7.4 clearly shows the reasonhfoosing OTT which are as
follows: good source of entertainment- 40.18%, lgaaccessible - 22.43%, pandemic
situation- 14.95%, access to international contert2.15%, friends' recommendation-
10.28%. Thus, it can be concluded that good soof@ntertainment is the main reason for
OTT usage.

Hypothesis 01
HO- There is no significant relationship betwees élge group and impact of OTT Platforms.
H1-There is a significant relationship between #ge group and impact of the OTT

Platforms.

1. Statistical tool: We have selected chi-square test. We have seldotedge group and
impact of OTT Platforms as two variables in oraestudy the research topic.
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Table 5
OBSERVED FREQUENCY
Age group IMPACT OF OTT PLATFORMS
Positive Negative | Both | Grand Total
19-21 24 1 37 62
22-24 18 17 35
Above 24 3 7 10
Grand Total | 45 1 61 107
EXPECTED FREQUENCY
IMPACT OF OTT PLATFORMS
Age group Positive Negative Both Grand Total
19-21 26.07 0.58 35.35 62
22-24 14.72 0.33 19.95 35
Above 24 4.21 0.09 5.70 10
Grand Total 45 1 61 107
SIGNIFICANCE DEGREE OF CRITICAL CHI-SQUARE
FREEDOM VALUE VALUE
0.05 4 9.49 2.78

Interpretation: From the above table 7.5, it is evident that tHeutated chi-square value of
2.78 is lesser than the critical chi-square valt®.49.This indicates that there is strong
evidence to accept the null hypothesis. It is i&@rthat there is no significant relationship
between the age group and impact of OTT Platfoffin® age group and impact of OTT
Platforms are two independent variables accordirthe Chi-Square test based on the critical
value approach. Hence, it can be concluded thatirtigact of OTT Platforms is not
dependent on the age group and OTT platforms doe$awve a negative impact on the
different age groups.

Hypothesis 2

HO-There is no significant relationship betweendhe group and usage (time spent) of OTT
Platforms.

H2-There is a significant relationship between dige group and usage (time spent) of the
OTT Platforms.
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Table 6
OBSERVED FREQUENCY
30mintolhr| 1-2hrs| 2-3 hrs| More than 3 Total
hrs
19-21 28 23 11 62
22-24 16 11 6 2 35
Above 24 7 3 10
Total 51 37 17 2 107
EXPECTED FREQUENCY
30mintol hr | 1-2 hrs | 2-3 hrs| More than 3 Total
hrs
19-21 29.55 21.44 9.85 1.16 62.00
22-24 16.68 12.10 5.56 0.65 35.00
Above 24 477 3.46 1.59 0.19 10.00
Total 51.00 37.00 17.00 2.00107.00
Significance Degree of freedom Critical value CHI-SQ
0.05 6 12.59 7.30

Interpretation: From the above table 7.6, it is evident that tHeutated chi-square value of
7.30 is lesser than the critical chi-square valti@259. This indicates that there is strong
evidence to accept the null hypothesis. It is i&@rthat there is no significant relationship
between the age group and usage of OTT Platforrhe. @ge group and usage of OTT
Platforms are two independent variables accordirthe Chi-Square test based on the critical
value approach. Hence, it can be concluded thatghge of OTT Platforms is not dependent
on the age group.

VIII. FINDINGS & SUGGESTIONS

The study found that the Amazon Prime is the mogufar OTT Platform used by
majority of the respondents followed by YouTube rRiten, Netflix, Voot, Hotstar and
others. Most respondents believe that OTT platfoaffisct them in both good and negative
ways. According to the research, most respondetilised smartphones to access OTT
Platforms. Many respondents used OTT platformsydait 30 to 60 minutes, on average.
Most respondents concurred that using OTT platfdratsimproved their knowledge and up-
to-date ness. Many respondents concurred thatitagynore frequent health problems, such
as headaches and eyestrain, because of their sedrescreen usage. Many respondents
believe that using OTT platforms has reduced tle®iel of stress and/or rage. Most survey
participants don't use any paid OTT platforms. Maespondents choose conventional theatre
releases over OTT platforms. Many survey partidipaireferred OTT platforms because
they are a reliable source of entertainment. Maspondents believe that the Covid-19 has
increased the popularity of OTT Platforms. The gtadso discovered that there is no
connection between age and how OTT platforms afieets or between age and how often
users use OTT platforms.
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Suggestions:To safeguard cultural values among young peoptkfaster a pleasant and
healthy atmosphere, online platforms need apprgprestrictions and should be censored. It
is necessary for OTT platforms to set up a reliatbleee-tier complaints procedure. The OTT
Platform itself will regulate at the first levelrdugh a grievance officer. An institutional self-
regulatory body established by content publisherd their associations will serve as the
second level. This self-regulatory organisation v made up of industry specialists and be
led by a retired Supreme Court or High Court judg®ther notable figure in the area. The
Ministry of Information and Broadcast established iater-department committee at level
three, which will oversee and hear appeals forsiges made at level two or if the MIB
refers a complaint to the committee. The rules dategorising content based on target
audience, themes, content, tone, and impact wereusiced as part of the Code of Ethics.
Along with following government rules and regulai$p every citizen has a duty to refrain
from using any materials that seriously endangétu@l values and corrupt the minds of
young people.

IX. CONCLUSION
Technology is a useful servant but a dangerous neast Christian Lous Lange

The influence of OTT platforms on the wellbeing thle younger generation is
discussed in this research. Understanding howrdiiteOTT platforms affect the health and
wellbeing of the younger generation is essentiale Do a variety of circumstances, OTT
platforms in India are fast expanding in terms abscribership. A significant part of
encouraging the usage of OTT platforms to streawmargety of material from around the
world is played by Digital India. The population msore likely to be young, which has
increased the number of people using OTT servikesNetflix, YouTube, etc. A significant
portion of the population now has access to inteptetforms because to the decline in the
cost of cell phones and cellular data. The newrtntenent platforms have been promoted in
our nation by high-speed Internet, Video-on-Demamdl OTT platforms. It is estimated that
the average Indian youth spends about 8 hours @mar2utes watching online video content,
which is significantly longer than the global trenfl 6 hours and 45 minutes. The most
popular forms of entertainment in India, particlylan urban and semi-urban areas, are films
and television shows. These programmes unquestiohale a great deal of potential and
power to affect people's attitudes, behaviours, rmedtal processes. It is well noticed that
youth, particularly children and teenagers, arenprto learning phrases and songs from
movies or TV shows, and this has a long-lastingachn their minds, both consciously and
subconsciously. As a result, it plays a significane in moulding the personality and
character. However, through these online platfornmnisnarily anti-national or anti-religious
content is offered, causing the masses to respontdiately, and it can therefore be argued
that OTT platforms are spreading toxic culture agtre youth. Youths are more prone to
mimic and acclimatise to one's behaviour becausgd¢hn quickly relate to what is portrayed
on online platforms and other video content. Intikauses numerous behavioural alterations
in young people. On their behaviour and ideas,a$ la significant and lasting effect.
Additionally, it causes the following effects:

1. The entire process of young people's socialisdatambeen impacted.

2. There has been an upsurge in diseases affectin,yiogluding insomnia, depression,
obesity, and eye disorders; ¢ youth academic pmadoce has also been impacted.
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Remember that everything has its own advantageslisadvantages. OTT platforms
have the potential to be a creative, understatedl saccessful channel for influencing young
people's attitudes. The society would profit if tb@ntent broadcast on OTT platforms is
successful in making a beneficial impression onrttieds of the younger generation. The
study suggests that OTT platforms have an influemtehe younger generation in both
positive and negative ways. Many of them believeat the OTT platforms had improved
their knowledge and kept them up to date. Thereforiel' platforms may benefit the younger
generation if they are used properly and increbsg knowledge and capacity to learn new
things.
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