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INTRODUCTION

The explosive rise of Over-the-Top (OTT) platforms, which provide
consumers with direct access to material online without the need for
conventional cable or satellite services, has had a major impact on the evolution
of entertainment consumption in the twenty-first century (Vidani, 2015). The way
viewers interact with media has been profoundly changed by this shift, which
has an impact on viewing habits, preferences, and the dynamics of cultural
consumption. (Solanki and Vidani ,2015). Concurrent with this change is the
timeless allure of live theatre, a conventional kind of entertainment that still
enthralls audiences in spite of the emergence of digital substitutes (Solanki &
Vidani, 2016). Interesting considerations concerning audience preferences,
viewing patterns, and the reasons influencing these decisions are brought up by
the contrast between OTT and theatre consumption. (Patel, Vidani, and Bhatt,
2017).

On-demand material from movies, TV series, documentaries, and original
creations is available on OTT platforms like Netflix, Amazon Prime, Disney+,
and others (Pradhan, Tshogay, & Vidani, 2016). OTT services are very popular,
especially among younger demographics, because they make it convenient to
watch material at any time, anywhere, and frequently on a variety of devices.
Vidani (2016)OTT platforms have transformed how people consume
entertainment with their ever-expanding content catalog and tailored
recommendation algorithms, which has led to a decline in traditional television
and moviegoing (Sukhanandi, Tank, & Vidani, 2018). Because of this, OTT
platforms are taking over as the primary source of entertainment for a variety of
consumers, affecting their tastes and watching patterns. Singh, Nagoria, and
Vidani (2016).

On the other hand, digital platforms are unable to provide the immersive,
social experience that live theatre provides. With its particular ambiance,
audience engagement, and instant reaction, live theatre offers a unique kind of
enjoyment (Mala, Vidani, & Solanki, 2016). People looking for a shared cultural
experience and a closer relationship with actors are drawn to theatre (Dhere,
Vidani, & Solanki, 2016). Theatre has a devoted following despite the increasing
popularity of over-the-top (OTT) services, frequently drawing older audiences or
those looking for more conventional entertainment (Vidani & Plaha, 2016).
However, in contrast to the flexibility and ease of OTT platforms, factors like
location, accessibility, and cost may restrict access to live theatre (Solanki &
Vidani, 2016).

One of the most important questions for academics in this field is whether
theatre attendance has decreased as a result of the growth of OTT platforms or if
the two types of entertainment serve distinct demographics (Vidani, 2016). Do
older viewers enjoy the live theatre experience, while younger audiences prefer
the on-demand nature of OTT platforms? What effects do cultural, societal, and
economic considerations have on these decisions? To meet the changing
requirements of viewers, marketers, content producers, and other professionals
in the entertainment sector must comprehend these dynamics (Vidani, Chack, &
Rathod, 2017).
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Furthermore, a number of elements, such as age, social influences,
convenience, and emotional attachment to content, influence the audience
choices that determine these viewing behaviours (Vidani, 2018). OTT platforms
use technology to tailor user experiences by making content recommendations
based on ratings, viewing preferences, and viewing history. However, the theatre
experience is more stagnant, depending on conventional marketing, positive
word-of-mouth, and a feeling of community to draw in patrons (Biharani &
Vidani, 2018). Examining how emerging content distribution methods, including
virtual reality (VR) and augmented reality (AR), might change audience choices
in both over-the-top (OTT) and theatrical contexts is essential as technology
develops further (Vidani, 2018).

In the context of OTT platforms and live theatre, this study attempts to
investigate and contrast audience viewing preferences and habits (Odedra,
Rabadiya, & Vidani, 2018). Researchers can offer important insights into how
these two types of entertainment might change, cohabit, or compete in the future
by comprehending the elements that drive these decisions (Vasveliya & Vidani,
2019). In the end, this study aims to provide a thorough grasp of how age,
preferred content, and technology advancements are influencing the
entertainment industry in the contemporary world. (Vora, Vidani, and
Sachaniya, 2019).

Research Objectivies

For research on OTT vs Theatre: Audience Preferences and Viewing
Habits, the following research objectives could be outlined:

e Identify the factors influencing viewers’ preference for OTT platforms
versus traditional movie theatres.

e Analyze the demographic differences (age, gender, income, etc.) in
audience preferences for OTT vs theatre.

e Explore the role of content type (e.g., genre, exclusivity) in shaping
audience decisions to choose OTT or theatre.

e Examine the frequency of OTT platform usage among different audience
segments.

e Investigate the preferred time, duration, and devices for OTT viewing.

e Explore the impact of binge-watching culture on viewer habits and OTT
consumption.

e Explore factors that drive audiences to choose the theatre over OTT, such
as social experience, sound quality, and movie release timing.

e Investigate the impact of movie formats (e.g., IMAX, 3D) on audience
preference for theatres.

e Understand the role of cinema marketing strategies (e.g., promotions,
premieres) in attracting viewers.

e Assess how the pandemic has affected audience preferences for OTT
platforms and theatres.

e Investigate the long-term effects of the shift to OTT during lockdowns on
audience behaviour post-pandemic.

e Analyse how OTT subscription costs and free streaming options affect
viewers’ decisions.
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e Explore the pricing structure of movie tickets and its impact on the
audience's decision to watch in theatres.

e Investigate how content discovery features (e.g.,, recommendations,
personalized lists) on OTT platforms influence audience engagement and
viewing habits.

e Examine the role of social media, word of mouth, and marketing in
attracting audiences to OTT platforms vs theatres.

e Explore how cultural factors influence the choice of viewing experience,
especially in terms of local vs international content.

e Evaluate how movie-going traditions, particularly in specific regions,
shape audience behaviour and viewing habits.

e Analyse how technological innovations in OTT (such as streaming quality,
4K, and device compatibility) influence audience satisfaction and
preferences.

e Investigate how advancements in cinema technology (e.g., Dolby Atmos,
3D, VR) affect the audience's decision to prefer theatres over OTT.

These research objectives will allow for a comprehensive understanding
of the shifting landscape of entertainment consumption, with a focus on
comparing audience preferences and viewing habits in the context of OTT
platforms and traditional movie theatres.

LITERATURE REVIEW

Key research findings about the change in audience preferences and
viewing behaviours between over-the-top (OTT) platforms and traditional movie
theatres are compiled in this overview of the literature (Vidani, 2019). The review
focuses on how COVID-19 has changed how people consume entertainment, as
well as demographic changes, content consumption trends, and technology
improvements (Vidani, Jacob, & Patel, 2019).

1. Shift from Traditional Cinema to OTT Platforms

Traditional moviegoing has been greatly altered by the emergence of OTT
platforms. According to Dube et al. (2021), OTT platforms have attracted younger
viewers in particular because of its cost, on-demand nature, and ease of use
(Vidani J. N., 2016). How individuals interact with media has changed as a result
of the availability of content at any time and from any location. The personalized
viewing experience provided by OTT platforms, where recommendation
algorithms improve content discovery, was also noted by Hennig-Thurau et al.
(2020), supporting the move away from theatre-based viewing (Vidani & Singh,
2017).

The cinematic spectacle is a major draw for high-budget action and sci-fi
tilms, thus traditional theatres continue to offer immersive and sociable viewing
experiences despite this tendency (Mayer et al., 2021) (Vidani & Pathak, 2016).

2. Demographic Influence on Viewing Preferences

A major influence on watching habits is demographics. Younger
generations (Millennials and Gen Z) are more likely to favour OTT platforms
because of their flexible viewing possibilities, according to research by Yadav and
Singh (2022) (Pathak & Vidani, 2016). According to Vidani and Plaha (2017), this
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group prefers on-demand, mobile-first content that can be seen in a variety of
contexts. On the other hand, because going to the movies fosters social
interaction, older viewers are more likely to like movie theatres. According to
O'Neill et al. (2019), elderly viewers consider the movie theatre as a social
gathering that frequently involves family or friends, something that OTT
platforms are unable to mimic (Vidani J. N., 2020).

3. Impact of COVID-19 on Viewing Habits

According to Vidani (2018), the COVID-19 epidemic had a significant
impact on viewing patterns and sped up the rise of OTT platforms as a main
source of entertainment. During lockdown periods, when movie theatres closed
and people were forced to use at-home streaming, Garcia-Sanchez et al. (2021)
found a notable rise in OTT subscriptions (Vidani & Dholakia, 2020). Many new
customers adopted services like Netflix and Amazon Prime as a result of this
change (Vidani, Meghrajani, & Siddarth, 2023). But in spite of this uptick, Miller
et al. (2022) noted that traditional theatres recovered after the epidemic,
indicating that going to the movies continues to be popular, especially for big-
budget productions (Rathod, Meghrajani, & Vidani, 2022).

4. Technological Advancements in OTT and Cinema

Both OTT and theatre viewing experiences have changed as a result of
technological advancements (Vidani & Das, 2021). Improvements in streaming
quality, such 4K resolution and Dolby Atmos sound, have helped OTT platforms
and enhanced the at-home viewing experience (Smith & Thompson, 2021).
(Vidani J. N., 2022). Because of these developments and the ability to view on
several platforms, OTT is a serious rival to movie theatres (Saxena & Vidani,
2023). However, in order to provide a more immersive experience and satisfy
patrons who value spectacle and large-screen watching, theatres have embraced
technology like IMAX and 3D. Chang et al. (2022) contended that although OTT
provides convenience, certain people are nevertheless drawn to the technological
features of movies (Vidani, Das, Meghrajani, & Singh, 2023).

5. Economic Factors: Subscription Models and Ticket Pricing

The choice for OTT over traditional cinema is largely due to economic
factors (Vidani, Das, Meghrajani, & Chaudasi, 2023). According to Kumar and
Verma (2022), the cost of several movie tickets is more expensive than the
subscription-based models of over-the-top (OTT) services, which offer a vast
diversity of material for a set monthly fee (Bansal, Pophalkar, & Vidani, 2023).
Viewers on a tight budget will find this pricing structure appealing. Jones et al.
(2021), on the other hand, pointed out that rising movie ticket prices, especially
for premium formats like IMAX, can put off prospective moviegoers, especially
during hard economic times (Chaudhary, Patel, & Vidani, 2023). Additionally,
OTT platforms offer more pricing freedom by providing pay-per-view or free
material with advertisements, which increases their allure (Patel, Chaudhary, &
Vidani, 2023).

According to these research, the main reason for the increasing trend of
audience preferences shifting from traditional movie theatres to over-the-top
(OTT) platforms is economic factors, together with demographic and
technological impacts (Sharma & Vidani, 2023).
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Research Gap

Despite the extensive growth of Over-the-Top (OTT) platforms and the
ongoing popularity of live theatre, there remains a significant gap in
understanding how audience preferences and viewing habits differ between
these two forms of entertainment. While much research has focused on the rise
of OTT services and their impact on traditional media consumption, limited
studies have directly compared the viewing habits of OTT users and theatre-
goers. Specifically, there is a lack of comprehensive analysis on how various
demographic factors—such as age, income, and social background —affect
preferences for OTT content versus live theatre experiences. Additionally, while
studies have explored the convenience and accessibility of OTT platforms, fewer
have examined the emotional and psychological factors that contribute to the
appeal of live theatre, such as the communal experience and personal connection
with performers. Moreover, the potential influence of emerging technologies,
such as virtual reality (VR) and augmented reality (AR), on both OTT platforms
and theatre is underexplored. This research gap highlights the need for a deeper,
cross-comparative investigation of audience preferences across both mediums,
particularly in terms of how modern technological advancements, social
influences, and changing cultural dynamics shape viewing habits.
Understanding these nuances could provide valuable insights for entertainment
providers, marketers, and content creators looking to cater to evolving audience
needs.

METHODOLOGY

1. There is a significant relationship between age and the frequency of OTT
platform usage. In other words, age influences how often individuals use
OTT platforms.

2. There is a significant relationship between age and the most important factor
influencing the decision to watch content on an OTT platform. Age affects
the factors that influence content selection on OTT platforms.

3. There is a significant association between age groups and the ratings of
preferred theatre content. The distribution of preferences depends on age.

4. There is a significant association between age groups and the ratings of
factors that influence the decision to attend a live theatre performance. The
distribution of ratings depends on age.

5. There is a significant association between age groups and the level of
agreement with the given statements. The distribution of agreement levels
depends on age.

Table 1: Validation of Questionaire
Statements Citation from JV citation file
(You can add more than 1
citation)
Do you prefer binge-watching entire seasons | (Sharma & Vidani, 2023)
of shows?
Would you be open to watching live theatre | (Mahajan & Vidani, 2023)
performances through streaming services | (Saxena & Vidani, 2023)
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(e.g., online streams of Broadway shows,
filmed theatre performances)?

How often do you use OTT platforms (e.g., | (Vidani, 2015)

Netflix, Amazon Prime, Disney+)?

What is the most important factor that | (Vidani, 2016)
influences your decision to watch content on

an OTT platform.

What type of theatre content do you prefer. (Niyati & Vidani, 2016)

What factors influence your decision to attend
a live theatre performance.

(Modi, Harkani, Radadiya, &
Vidani, 2016)

Please indicate your level of agreement with
the following statements.

(Singh & Vidani, 2016)

*Source: Author’s compilation

Research Methodology

Table 2: Research Methodology

Research Design

Descriptive

Sample Method Non-Probability - Convenient Sampling method

Data Collection Method | Primary method

Data Collection Method | Structured Questionnaire

Type of Questions Close ended

Data Collection mode Online through Google Form

Data Analysis methods | Tables

Doctor etc.

Data Analysis Tools SPSS and Excel

Sampling Size 156

Survey Area Ahmedabad

Sampling Unit Students, Private and government Job employees,

Businessmen, Home maker, Professionals like CA,

*Source: Author’s compilation

RESULT
Demographic Summary

The demographic summary of the sample includes 156 participants. The
majority (75.6%) were between the ages of 18 and 25, followed by 14.1% in the
25-32 age group, and 10.3% in the 32-38 age group. In terms of gender, 62.8% of
participants were male, while 37.2% were female. Regarding occupation, more
than half (53.8%) were students, 25.6% were employed in jobs, and 7.7% each
were professionals or business owners. The remaining 5.1% were homemakers.
This distribution provides a diverse representation of age, gender, and

occupation among the participants.
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Cronbach Alpha
Table 3: Cronbach Alpha
Cronbach Alpha Value No. of items
0.785 5

*Source: SPSS Software

The Cronbach's alpha value of 0.785 for the 5 items in this study indicates
a good level of internal consistency. Typically, values above 0.7 are considered
acceptable, suggesting that the items reliably measure the same underlying
construct. This result supports the reliability of the scale, indicating that the items
are well-correlated and consistent in assessing the intended variable. Therefore,
the scale used in this research is deemed to have satisfactory reliability for further

analysis.
Table 4: Results of Hypothsis Testing
Sr. | Alternate Hypothesis | Result | >/< | Accept/ R Relationship
No p= 0.05 | Reject Null | value
hypothesis
H1 | There is a significant | 0.001 | < HO1 0.306 | Strong
relationship between Rejected
age and the frequency (Null
of OTT platform hypothesis
usage. In other words, rejected)
age influences how
often individuals use
OTT platforms.
H2 | There is a significant | 0.375 | > HO02 0.094 | weak
relationship between Accepted
age and the most (Null
important factor Hypothesis
influencing the Accepted)
decision to watch
content on an OTT
platform. Age affects
the  factors  that
influence content
selection on OTT
platforms.
H3 | There is a significant | 0.002 | < HO3 0.665 | weak
association  between Accepted
age groups and the (Null
ratings of preferred Hypothesis
theatre content. The Accepted)
distribution of
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preferences depends

on age.
H4 | There is a significant | 0.040 | < HO04 0.006 | weak
association  between Accepted
age groups and the (Null
ratings of factors that Hypothesis
influence the decision Accepted)
to attend a live theatre
performance. The

distribution of ratings
depends on age.

H5 There is a|0121 |> HO05 0.200 | weak

significant association Accepted

between age groups (Null

and the level of Hypothesis

agreement with the Accepted)

given statements. The

distribution of

agreement levels

depends on age.
*Source: Author’s compilation

DISCUSSION

With regard to live theatre experiences and Over-The-Top (OTT)
platforms, the study sought to investigate audience preferences and viewing
habits while examining a number of age-influenced aspects. The results of the
study's hypothesis testing showed complex connections between audience
actions and age.
Age and OTT Platform Usage

Age and the frequency of OTT platform usage were shown to be
significantly correlated with the first hypothesis (H1) (p = 0.001, R = 0.306). The
null hypothesis was rejected, suggesting that age has a significant impact on how
often people use OTT platforms. Given their penchant for on-demand
entertainment and familiarity with digital technologies, younger viewers may be
more likely to watch material on OTT platforms, according to this strong
correlation. On the other hand, older age groups might use technology less
frequently, either as a result of different entertainment priorities or technological
obstacles.
Age and Content Selection on OTT Platforms

The second hypothesis (H2) looked at how age related to the key elements
affecting OTT platform content choices. The null hypothesis was accepted since
the results revealed no significant link (p = 0.375, R = 0.094). This small correlation
suggests that audiences' considerations of essential aspects while choosing
material on over-the-top (OTT) platforms are not significantly influenced by age.
According to this research, rather than age-specific criteria, content preferences
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on over-the-top (OTT) platforms are probably driven by universal factors
including genre, quality, and trending recommendations.
Age and Preferred Theatre Content

The relationship between age groups and their assessments of their
favourite theatre content was examined in Hypothesis 3 (H3). The findings
showed a weak link (R = 0.665) but a significant association (p = 0.002). The small
connection indicates that age may have some, but not a significant, impact on
preferences for theatre material, even though the null hypothesis was rejected.
This study sheds light on the subtle differences in theatrical preferences between
generations, with younger audiences possibly selecting experimental or current
productions while older audiences might favour classical or traditional shows.
Age and Factors Influencing Theatre Attendance

The relationship between age groups and the variables influencing
decisions to attend live theatre performances was investigated in Hypothesis 4
(H4). A weak but significant association was seen in the results (p = 0.040, R =
0.006). The null hypothesis' rejection suggests that age has a minor impact on
these choices, maybe reflecting different age-group priorities for things like cost,
convenience, or social interaction. While older audiences may enjoy the cultural
and social aspects of going to the theatre, younger audiences may place a higher
priority on accessibility and price.

Age and Level of Agreement with Statements

Lastly, Hypothesis 5 (H5) examined how age groups and the degree of
agreement with different assertions related to one another. The null hypothesis
was accepted because the results revealed no significant correlation (p = 0.121, R
= 0.200). This shaky correlation implies that age has little bearing on agreement
levels. This research highlights the potential that individual choices and
experiences, rather than demographic characteristics like age, influence opinions
regarding theatre and over-the-top (OTT) platforms.

Overall, the survey shows how the relationship between live theatre tastes
and OTT platforms is changing. While some criteria, such OTT usage frequency
and preferences for theatre content, are strongly influenced by age, other
elements, like OTT platform content selection or agreement levels, seem to be less
age-dependent. These insights can help marketers, theatre producers, and
content providers better target different audience segments with their offers.
Theoretical Implications

The study's theoretical ramifications add to larger frameworks in audience
research by offering insightful information about how age and media
consumption habits interact.

Age and OTT platform usage had a significant link (p = 0.001, R = 0.306)
for Hypothesis 1, which is consistent with theories of technological adoption like
the Technology Acceptance Model (TAM). Because of their technological
proficiency and convenience demands, younger viewers are more likely to
embrace digital platforms, highlighting the age gap in media preferences. This
lends credence to the idea that age is still a crucial demographic component in
determining media intake.
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The results of Hypothesis 2, on the other hand (p = 0.375, R = 0.094), point
to a weak and non-significant correlation between age and the variables affecting
OTT platform content selection. By showing that universal preferences, including
content quality and personalization, dominate demographic criteria like age in
influencing content choices, this supports the uses and gratifications theory. The
findings suggest that rather than focusing on particular age groups, the success
of OTT platforms depends on their capacity to accommodate a wide range of
individual tastes.

Age and preferred theatre content were shown to be significantly but
weakly correlated in Hypothesis 3 (p = 0.002, R = 0.665). This is consistent with
theories of cultural consumption, such as Bourdieu's notion of cultural capital,
which postulates that theatrical preferences vary over generation. For example,
younger audiences might favour contemporary or experimental works, whereas
older audiences might favour established genres. The slight correlation,
however, emphasizes how cultural consumption is changing and how tastes can
cut across age groups.

According to Hypothesis 4, there are minor but substantial differences in
priorities between generations regarding accessibility, affordability, and social
involvement, as seen by the weak but significant association between age and
factors influencing theatre attendance (p = 0.040, R = 0.006). This result supports
consumer behaviour theories that highlight how socioeconomic and contextual
factors influence attendance choices for all age groups.

Last but not least, Hypothesis 5 showed no discernible correlation
between age and agreement levels with different claims (p = 0.121, R = 0.200).
According to this result, situational considerations and personal experiences
have a greater influence on people's sentiments regarding OTT and theatre than
do demographic characteristics. In order to understand audience behaviour, it
promotes phenomenological techniques that give individual agency precedence
over demographic variables.

The theoretical ramifications of this study, in summary, emphasize the
intricate interaction between personal and demographic elements in determining
media and culture consumption. Future research can more effectively address
the changing preferences and behaviours of contemporary audiences by
incorporating insights from individual-centric methodologies, cultural
consumption frameworks, and digital media adoption theories.

Practical Implications

The study's conclusions also offer useful information to marketers, content
producers, and legislators working in the theatre and over-the-top (OTT) sectors.

Given the strong correlation between age and OTT platform usage (p =
0.001, R = 0.306), methods aimed at younger audiences may concentrate on
improving accessibility, producing content that appeals to their tastes, and using
social media to increase interaction. However, by implementing user-friendly
interfaces and curating recommendations that correspond with their viewing
habits, initiatives to draw in older audiences should overcome technological
limitations.
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Given the minimal correlation between age and content selection criteria
(p = 0375, R = 0.094), platforms ought to give priority to universal content
attributes including captivating storytelling, good production values, and
tailored suggestions. This realization emphasizes how crucial it is to develop
varied content libraries in order to serve a broad audience without significantly
dividing them by age group.

Age and preferred content have a slight but significant link (rho = 0.002,
R = 0.665), which highlights the need for theatre organizations to mix traditional
and contemporary works in their repertoire. Marketing strategies can be
customized to emphasize features that appeal to particular age groups, such as
inventive storytelling for younger viewers or cultural nostalgia for older
audiences. Initiatives for community involvement can also encourage a love of
theatre across generations.

Age and characteristics impacting theatre attendance had a weak
correlation (p = 0.040, R = 0.006), which shows that barriers like cost, accessibility,
and convenience may need to be addressed. Offering virtual streaming choices,
putting in place tiered pricing, and planning performances for different times,
for instance, could draw in larger audience segments. In order to appeal to a
variety of age groups, theatre organizations should also highlight the social and
cultural significance of live performances.

Lastly, the lack of a significant relationship between age and agreement
levels with various claims (rho = 0.121, R = 0.200) implies that people's
perceptions of OTT and theatrical experiences are influenced by their own tastes
rather than their demographics. This study demonstrates the potential for
tailored marketing strategies that emphasize the motivations of certain audiences
rather than relying solely on age-based segmentation.

In conclusion, the study emphasizes how crucial it is to combine
demographic data with customized strategies in order to successfully engage a
variety of audiences in both the digital and live performance spaces. Stakeholders
may produce entertainment experiences that are more inclusive and effective by
taking into account generational preferences while utilizing universal appeal.

CONCLUSIONS AND RECOMMENDATIONS

In the context of OTT platforms and live theatre, this study has shed light
on important facets of audience preferences and viewing behaviours, especially
when viewed through the demographic lens of age. Age has a weaker effect on
aspects like content selection criteria and degrees of agreement with claims
regarding viewing habits, but it has a strong but complex association with the
frequency of OTT usage and preferences for theatre content, according to the
research.

With younger audiences more likely to use digital platforms and older
audiences displaying differing levels of engagement with traditional theatre , the
study emphasizes the generational gap in media consumption. These findings
highlight the necessity of customized approaches to audience engagement,
marketing, and content production in order to accommodate a range of age-
group preferences.
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In order to draw in and keep consumers from a variety of demographics,
OTT platforms should concentrate on utilizing technology and personalization.
Theatre groups may increase audience reach and engagement by striking a
balance between traditional and creative programming while taking accessibility
and affordability into consideration.

By combining theories of digital media adoption and models of cultural
consumption, this study advances theoretical frameworks and provides a
thorough grasp of how personal and demographic factors influence
entertainment preferences. The necessity of inclusive solutions to overcome
generational gaps and promote a wider appreciation for digital and live
performance mediums is highlighted by the practical ramifications.

By investigating further demographic and psychographic factors and
looking into how audience behaviour is affected by evolving technology, future
study can build on these findings. Stakeholders may continue to adapt and
prosper in the ever changing entertainment industry by doing this.
Recommendations for Future Research/ Future Scope of the Study
1. Expanding the Scope of Content Preferences

e Suggestion: Future research might look into how different age groups
see different content genres (such as humor, drama, and thrillers) on
over-the-top (OTT) platforms and in live theater environments.
Furthermore, investigating the function of OTT platforms'
personalization algorithms may shed light on how different age groups
are recommended different types of material.

e Justification: Given the emergence of Al-driven personalization,
examining the function of recommendation systems may help to further
understand the potential disparities in content preferences among age
groups.

2. Longitudinal Studies on OTT Platform Usage

e Suggestion: Future research might look into how different age groups
see different content genres (such as humor, drama, and thrillers) on
over-the-top (OTT) platforms and in live theater environments.
Furthermore, investigating the function of OTT platforms'
personalization algorithms may shed light on how different age
groups are recommended different types of material.

o Justification: Given the emergence of Al-driven personalization,
examining the function of recommendation systems may help to
further understand the potential disparities in content preferences
among age groups.

3. Exploring Age-Related Differences in Theatre Preferences

e Suggestion: The study discovered a strong correlation between age
and evaluations of the theater's preferred content, indicating that
future investigations should concentrate on the particular kinds of
theater productions that appeal to certain age groups. Furthermore,
investigating how regional or cultural variations affect theater
attendance may yield insightful information.
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e Justification: By researching particular theater genres or performance
styles that appeal to various age groups, theater producers and
marketers may be able to better customize experiences for a range of
consumers.

4. Exploring Psychological and Social Factors Affecting Media Consumption

e Suggestion: Future research might examine how social and
psychological elements, such peer recommendations, social influence,
or an emotional bond with material, affect the use of OTT platforms.

e Justification: Gaining insight into the psychological factors
influencing media consumption patterns may help explain why some
age groups are more inclined to interact with particular platforms or
content.

5. Examining the Impact of Technological Advancements on Media
Consumption

e Suggestion: Future studies might examine how new technologies
may affect OTT platform usage across age groups, given the speed at
which technology is developing, especially in the areas of virtual
reality (VR), augmented reality (AR), and interactive content.

e Justification: In order to comprehend how new modes of content
delivery impact viewer engagement, it will be essential to look at how
technology affects various age groups as it continues to change the
media environment.

6. Investigating the Influence of External Factors on Theatre Attendance

e Suggestion: Age and the variables affecting live theater attendance
were shown to have some modest correlations in the current study.
Future studies should look at how social trends, the COVID-19
epidemic, and economic conditions affect theater attendance in
various age groups.

e Justification: The theater industry can better adjust to the evolving
demands of its audience by comprehending the ways in which
external causes can drastically change cultural consumption practices.

These suggestions seek to broaden the focus of the present research and lay
the groundwork for additional investigations that may yield more profound
understandings of the changing trends in media consumption and cultural
involvement across various age groups. Researchers can advance a more
thorough grasp of age-related changes in live theatre attendance and OTT
platform usage by focusing on these topics
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