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Hyderabad is growing & how! It's becoming highly attractive for brands both

national & global to be a part of this story. Investments across different

sectors is seeing the job sector booming & lot of Indians deciding to make

Hyderabad their home. 

As a marketing consultancy with Biryani in our genes, we thought it was

imperative for us to understand the consumer deeper, understand their

behaviors + attitude to help our partners communicate better with them. 

We made this report to understand the paid subscribers (Or SVOD) audience in

Hyderabad. We found some amazing insights & I hope that these will help you

connect with the audience better. 

thanks!

Srikant, CEOSrikant, CEO  

ONWARDS & UPWARDSONWARDS & UPWARDS



PLAY ON, FOLKS!PLAY ON, FOLKS!

In a 1946 interview, Daryl Zanuck, executive producer at 20th Century Fox said,

“Television won’t be able to hold on to any market it captures after the first

six months. People will soon get tired of staring at a plywood box every

night.”

 

Clearly, the common people did not agree with him, and we all know how TV

continues to shape the entire world even today. We are in a similar place now,

where OTT is precipitating a paradigm shift in the entertainment industry and

is expected to become a much stronger force with each passing day. 

 

Through this research we wanted to peek into this new world of

‘personal(ised) TV’ and provide an understanding of how the industry is

evolving. By getting the voice of people into the boardrooms, the marketeers

can align their offerings to what people are looking for, thereby benefiting

the industry and the people.

 

 

 

Play on \m/

AMAN. HEAD OF INSIGHTSAMAN. HEAD OF INSIGHTS



KEY AUDIENCEKEY AUDIENCE
Is quite active on the internet and
spends on Internet subscriptions. 

Is primarily working. 77% of our audience is
either in a job or in their own work

On an average has ~INR 60k/month
total household income



FUN FACTFUN FACT

HYDERABADHYDERABAD

LOVES TOLOVES TO 62%62%  
GROOVE!GROOVE!

of our audience had an active
Music Streaming service as well

ahead of cable which was at
58% usership.



RESEARCHRESEARCH
FINDINGSFINDINGS

Let's do this!



Hyderabadis Prefer

English OTT content

most

*6% other languages Base (Overall): 491

Hyderabadis Prefer

Telugu OTT content

most14%14%Hyderabadis Prefer Hindi

OTT content most52%52% 28%28%

to gain prominence in its
to gain prominence in its

own turfown turf

Telugu contentTelugu content
failsfails  HINDI HAS A CLEARHINDI HAS A CLEAR

PREFERENCEPREFERENCE

English being aEnglish being a
distant seconddistant second



29%
27%

43%
60%

23%
6%

MALEMALEFEMALEFEMALE

English
English

Hindi
Hindi

Telugu
Telugu

Most preferredMost preferred
languagelanguage

CRITICAL NEED GAPCRITICAL NEED GAP
Female users prefer Hindi & English

content over Telugu 

Base (Female): 247
Base (Male): 244



70%

32%

17%

66%

31%

11%

56%

20%

5%

5%

Regional players are struggling to gainRegional players are struggling to gain
penetration and affinity among thepenetration and affinity among the
people.people.

BIG TECHBIG TECH

BROADCASTBROADCAST
COMPANIESCOMPANIES

REGIONALREGIONAL
AND OTHERSAND OTHERS

Among the OTT providers,

there are 3 segments of

preferred platforms

Base (Overall): 491



Weekday or weekendWeekday or weekend
HYDERABAD DOESN't CARE if it's AHYDERABAD DOESN't CARE if it's A

Hyderabadis are indulging in 3+ hours of

watching OTTs everyday with weekends

showing 10% higher viewership than weekdays

Hours spent on OTT per day Hours spent on OTT per day 
3.37 on Weekdayson Weekdays on WeekENDson WeekENDs3.70

Base (Overall): 491



HYDERABADIS LOVE THEIRHYDERABADIS LOVE THEIR
PHONES!PHONES!

51%51% 32%32% 14%14%
MOBILE PHONEMOBILE PHONE TV SCREENTV SCREEN PC/LAPTOPPC/LAPTOP

OTT viewing predominantly a

mobile experience with more

than 50% preferring to

watch on-the-go!

*3% Tablets

Base (Overall): 491



18-35 YRS 36+ YRS

60 

40 

20 

0 

MOBILEMOBILE LAPTOP/PCLAPTOP/PC TVTV TABLETSTABLETS

COZ VIEWINGCOZ VIEWING
EXPERIENCE MATTERSEXPERIENCE MATTERS

Older age groups above 35+ years show

stronger preference to TV compared to

younger

54%

16%

26%

43%

10%

46%

4% 1%

Base (18-35): 330 Base (36+): 161



GENZ LOVESGENZ LOVES
TO WATCHTO WATCH

ALONEALONE

While overall, OTT watching in Hyderabad is
done more with family, the under 26 age
group prefer watching OTT shows alone.

The distinction is driven by the
content they are watching



45%

32%

47%

55%

36%

53%

31%

24%

19%

15%

22%

22%

WATCH WITHWATCH WITH
FAMILY MOREFAMILY MORE

WATCH EQUALLYWATCH EQUALLY
WITH FAMILY &WITH FAMILY &
ALONEALONE

WATCH ALONEWATCH ALONE
MOREMORE

18-25 YRS

26-35 YRS

36+ YRS

“We have different face in front of our family, in front of
friends, in front of partner or everyone else. So the

content has to match that sort of set-up.”
  -  Male, 25 yrs

Base (Overall): 491 Base (18-25): 165 Base (26-35): 165 Base (36+): 161



AB KYA KARU BROO!AB KYA KARU BROO!
Saturation seems to be kicking in for Hyderabadis. They are

finding it difficult to manage multiple OTT subscriptions and

also feel OTT services are becoming expensive.

0% 10% 20% 30% 40%

It's expensive 

They show ADs on the platform 

You need internet to watch it 

There are too many subscriptions to manage 

It's confusing to know what to watch 

They send too many app notifications 

It's too bold/too much adult content 

They have limited content 

It does not have all kinds of shows 

It lacks relevant content 

31%

29%

27%

24%

23%

20%

19%

16%

14%

13%

TOP 10 ott DISLIKEsTOP 10 ott DISLIKEs

Base (Overall): 491



HYD LACKSHYD LACKS
AWARENESS ofAWARENESS of

OTT BUNDLINGOTT BUNDLING
BENEFITSBENEFITS

“I don’t have any idea about the
bundle but whatever subscription I
have taken, I am using it with my

phone number and logging in.”

“Sometimes we like to change to
other channels. Sometime we like to

change Amazon Prime, Sometimes
Voot. If we take bundle we can’t

change to another channels. That’s
the main reason”

- Female, 32 years

- Female, 37 years



YE BUNDLING se KYAYE BUNDLING se KYA  
MILEGA?MILEGA?

There is a low awareness and adoption of OTT via bundling

services. Most subscribers are paying individually 

LACK CLEARLACK CLEAR
UNDERSTANDING OF OTTUNDERSTANDING OF OTT

BUNDLING BENEFITSBUNDLING BENEFITS

0% 20% 40% 60%

Bought each subscription individually 

Most subscriptions individually, few through bundles 

Some individually, some through bundles 

Mostly through bundles, few individually 

All through bundles 

52%

25%

12%

7%

4%

Base (Overall): 491



CATCH EM'CATCH EM'
ON SOCIALON SOCIAL
MEDIA!MEDIA!

BUT first, YOU GOTTABUT first, YOU GOTTA

OTT viewers are using social
media to discover and

consume snippets & short
videos of OTT content. 

- Female, 23 years

“Every day we are used to scrolling the

content on Instagram reels and shorts.

So, whenever the clip of content was

interesting, I used to discover it.”



YOU HAVE 3s to catchYOU HAVE 3s to catch

my attention!my attention!

0% 20% 40% 60%

Social Media/YouTube/Trailer/Reel 

YouTube/Social Media Clips 

Social Media/YouTube AD 

TV Advertisement 

OTT Recommendations 

Family/Friends Recommendations 

Browsing OTT Platforms 

App Notification 

Favourite Actor/Actress/Director 

News/Magazine/Blog Articles 

Influencer Recommendation 

Outdoor Poster/Hoarding 

58%

55%

55%

53%

52%

48%

42%

35%

30%

25%

22%

18%

They view social media and OTT as a part of the same

entertainment continuum. There is a seamless switching

between both platforms to fulfil their entertainment needs.

sources of OTT content discovery



MARKETERS!MARKETERS!
ATTENTIONATTENTION

Implications for

Implications for

BUSINESSES
BUSINESSES



YOu're Welcome,YOu're Welcome,

my friend!my friend!
With preference strong for Hindi and International content, The OTT

market is skewed towards bigger players in Hyderabad. The regional

players have a an opportunity to hone in the OTT market if they are able to

create compelling regional content

The bundle makers need to educate people on the benefits and freedom

which comes in with them. This is expected to help the entire category to

grow giving the consumers easy way to manage their subscriptions at a

good value

With lines of entertainment blurring, Mobile friendly on the go content

drives OTT viewership in conjunction with social media. Thus, it is

indispensable to integrate the content on both platforms



The study was conducted among the
The study was conducted among the

18+ years paying OTT subscribers in
18+ years paying OTT subscribers in

Hyderabad. The study was conducted
Hyderabad. The study was conducted

in 2 phasesin 2 phases

RESEARCHRESEARCH
METHODOLOGYMETHODOLOGY

Data collection done in Feb’23



3 Online FGDs were conducted each in the age group 18-25

years, 26-35 years and 36+ years to gain initial insights on

the target audience’s interaction, usage and preferences for

the overall OTT category and different platforms

Data from ~500 respondents was collected to understand

the paid OTT market in Hyderabad. To ensure proper

representation, equal representation within the 3 age

groups and both genders was ensured

Qualitative online FGDsQualitative online FGDs Quantitative onlineQuantitative online
self filling surveyself filling survey

Inputs from Qualitative FGDs

Other understanding of the category



THANKTHANK
YOU!YOU! CONTACT

EMAIL: prateek@redmattertech.com

PHN: +91 93917 16151



the figures contained in research results are estimates derived from sample surveys and, as such, may be subject to

statistical error. RMT will endeavour to ensure accuracy of results and estimates provided, but does not accept

responsibility for any loss, damage, or expense, whatsoever arising directly or indirectly from the use of or reliance upon

research results and survey findings and analysis or any conclusions derived from such results or any actions taken by

anyone

DISCLAIMERDISCLAIMER


