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ABSTRACT

Over-the-top (OTT) is the name of media entertainment services delivered over the internet, bypassing 
traditional mediums. The consumer preference for OTT entertainment platforms is increasing at a 
fast rate and is showing promising signs for the future, so it is important to understand the extent 
of existing literature. This study is a thematic literature review undertaken to identify and highlight 
key themes related to the adoption and usage of OTT entertainment services. It includes a thorough 
literature review of 94 research articles sampled systematically. This study will highlight the widely 
researched themes and the lesser-focused areas of study within the realm of over-the-top entertainment 
adoption and usage. Adoption and usage of OTT entertainment services, the shift in the medium of 
consumption, and the impact of OTT entertainment services on related technologies are some of the 
primary themes identified in the study. This study will provide critical insights and valuable knowledge 
to industry players and guide academicians for future research opportunities.
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INTRODUCTION

OTT is the name given to media entertainment services delivered over the internet. It is a premium 
content service typically offered by traditional broadcasters and production houses in addition to the 
content they provide to their regular television subscribers (Kokaram Anil, Crinon Regis, 2015). OTT 
bypasses traditional broadcast mediums such as television and is provided over the internet through 
a mobile app or other internet-backed electronic devices such as laptops, tablets, or even smart TVs 
(Chatterjee, 2020).

OTT entertainment began taking root in 2007 when Netflix started streaming movies and other 
shows over the internet for its subscribers in the US (Dhar, 2021). Since then, OTT entertainment 
has slowly and steadily grown to be a popular entertainment medium. Almost every major national 
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broadcaster in the US and Europe is supplying OTT services as an additional service to their traditional 
TV offering (Kokaram Anil, Crinon Regis, 2015). Netflix, followed by Amazon Prime, has emerged 
as the most popular SVOD platform. In contrast, Hotstar appears to be the clear leader in the hybrid 
model category of OTT platforms, followed by Voot, Zee5, and Sony Liv (Saha & Prasad, 2021).

Over 300 OTT service providers are in just the United States of America itself (Dasic, 2021). 
In January 2016, Netflix opened its operations in 130 new countries in addition to the 60 countries 
it has already serviced, taking its operations into over 190 countries (Russell, 2016).

The world went through the COVID-19 pandemic since December 2019, which significantly 
boosted the OTT segment globally (Research Dive, 2021). The total global OTT market was worth 
121.69 billion dollars in 2019 and is expected to become a trillion-dollar segment by 2027 growing 
at a CAGR of 29.4% from 2020 to 2027 (Rachita Rake, 2020). The adoption of OTT platforms has 
increased, as suggested by the fact that 45% more people are watching OTT services in quarter 1 of 
2021 compared to the previous year, with the global average viewing time rising 36% compared to 
last year (Conviva, 2021).

This rapid rise in the OTT segment could be attributed to increased penetration of broadband 
services, smartphones, and fast-paced mobile internet, advances in the media streaming technology, 
personalization in OTT apps, innovative pricing models offered by the service providers, and the 
growing demand for high-quality exclusive content (Hughes, 2020).

The consumer preference for OTT entertainment platforms is increasing at a fast rate and is 
showing promising signs for the future. However, a thorough literature review would help to get 
a real grasp of the situation. It still needs to be seen as what drives the consumers to opt for OTT 
platforms over traditional mediums or in addition to the traditional mediums of entertainment and 
which factors motivate them to continue using these services. Hence, the primary objective of this 
study is to identify the gaps and lacunae in the literature about the adoption and usage of over-the-top 
entertainment, which future researchers could exploit to produce quality academic work. This study 
is expected to highlight the widely researched themes and, subsequently, bring out the lesser-focused 
areas of study within the realm of over-the-top entertainment adoption and usage.

As the study progresses, it will bring out various factors influencing the adoption and usage of 
OTT entertainment services explored in the literature. Subsequently, the consumer preference shift 
from traditional mediums to OTT and VOD services will be analyzed. Related phenomena like cord-
cutting and binge-watching would be examined too. The interaction of OTT with related technology 
and regulatory concerns, along with the business aspects of OTT entertainment services, will also be 
discussed in the paper. Willingness to pay for OTT entertainment services, the impact of demographic 
variables on the adoption of OTT entertainment services and the phenomenon of cord-cutting could 
be some of the research areas to be studied in the future as per the study.

The review paper is structured, beginning with an introduction section followed by a description 
of the methodology adopted. Further, the review of the sampled articles will be followed by an analysis 
and discussion of the same. Finally, the paper will be concluded by highlighting the managerial and 
theoretical implications of the study and will provide direction for research to be conducted in the future.

METHODOLOGY

This being a literature review paper, the methodology would elaborate upon how the final sample of 
papers was determined. The article sampling methodology was adapted from (Ghosh & Vk, 2022). 
Databases such as Scopus and Web of Science (WoS) were relied upon primarily to retrieve the desired 
papers. Keywords such as “Over-the-top entertainment”, “online video”, “video on demand”, “OTT 
entertainment”, and “Online Streaming” were used to search relevant literature. The primary aim was 
an analysis of literature about adoption, usage, and related areas of study. The articles were limited to 
the fields of Business Management, Psychology, and Multi-Disciplinary to avoid scoping of unrelated 
research articles. The type of article was restricted to Articles and Reviews only. Additional keywords 



 

 

16 more pages are available in the full version of this

document, which may be purchased using the "Add to Cart"

button on the publisher's webpage: www.igi-

global.com/article/adoption-and-usage-of-over-the-top-

entertainment-services/319718

Related Content

Addressing Waste Management in Fresh Markets in Thailand: A Triad-

Network Model for Improving Waste Systems
Natapol Thongplew, Ratchawut Kotlakomeand Nitima Suttipanta (2022). International

Journal of Social Ecology and Sustainable Development (pp. 1-16).

www.irma-international.org/article/addressing-waste-management-in-fresh-markets-in-

thailand/306261

Investigation of Consumer Behavior: A Study on Organic Wine
Sotiria Bazianaand Eirini Tzimitra-Kalogianni (2016). International Journal of Social

Ecology and Sustainable Development (pp. 50-61).

www.irma-international.org/article/investigation-of-consumer-behavior/146592

Optimal Control Indicators for the Assessment of the Influence of

Approximate Optimal Feedback in the Baseline RBC Model
Iraklis Kollias (2014). International Journal of Sustainable Economies Management

(pp. 1-15).

www.irma-international.org/article/optimal-control-indicators-for-the-assessment-of-the-

influence-of-approximate-optimal-feedback-in-the-baseline-rbc-model/109852

Driving Green Marketing in a Developing Country: Reducing the Attitude-

Behaviour Gap
Shweta Pandeyand Deepak Chawla (2018). Driving Green Consumerism Through

Strategic Sustainability Marketing (pp. 99-121).

www.irma-international.org/chapter/driving-green-marketing-in-a-developing-country/191863

Communicating in Multicultural Firms: Boundary Creation, Fragmentation

and the Social Use of ICT
Jakob Lauringand Anders Klitmøller (2010). Organizational Communication and

Sustainable Development: ICTs for Mobility  (pp. 134-152).

www.irma-international.org/chapter/communicating-multicultural-firms/38555

http://www.igi-global.com/article/adoption-and-usage-of-over-the-top-entertainment-services/319718
http://www.igi-global.com/article/adoption-and-usage-of-over-the-top-entertainment-services/319718
http://www.igi-global.com/article/adoption-and-usage-of-over-the-top-entertainment-services/319718
http://www.irma-international.org/article/addressing-waste-management-in-fresh-markets-in-thailand/306261
http://www.irma-international.org/article/addressing-waste-management-in-fresh-markets-in-thailand/306261
http://www.irma-international.org/article/investigation-of-consumer-behavior/146592
http://www.irma-international.org/article/optimal-control-indicators-for-the-assessment-of-the-influence-of-approximate-optimal-feedback-in-the-baseline-rbc-model/109852
http://www.irma-international.org/article/optimal-control-indicators-for-the-assessment-of-the-influence-of-approximate-optimal-feedback-in-the-baseline-rbc-model/109852
http://www.irma-international.org/chapter/driving-green-marketing-in-a-developing-country/191863
http://www.irma-international.org/chapter/communicating-multicultural-firms/38555

