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ABSTRACT  

This study examines if OTT TV is a complement or a substitute for traditional TV. 

By categorizing satisfaction into seven dimensions, this study adopts niche 

theory to look at the aspects of gratification toward OTT TV’s complementarity of 

or replacement of cable TV. Following an online survey conducted during March 

2016, 620 qualified responses were collected. The results show that the giant 

western OTT platforms overshadow the local OTT players. In terms of niche 

breadth, our findings present that OTT TV scores higher than traditional TV for 

all seven dimensions, with the greatest difference manifested on the dimension 

of convenience. For the niche overlap, our findings show that OTT and traditional 

TV share a high level of similarity on amusement and ease of use. Overall, OTT 

TV’s competitive superiority surpasses that of traditional TV in all dimensions. 

Implications for research and practices are discussed herein.  
 

Keywords: OTT, niche theory, viewing behavior, TV, streaming industry 
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Introduction 

As the globally famous OTT (over-the-top) content brand, Netflix declared its 

plans to enter the Asian markets in 2016, first targeting Japan, because it has a vigorous 

and well-regulated market, and then Taiwan. By the time Netflix entered their market 

later in 2016, many Taiwanese people had already accessed and become very familiar 

with several international OTT platforms, such as YouTube and Dailymotion. Due to 

investments in the market from local OTT brands, the Taiwanese audience also had 

become accustomed to MOD (movies on demand) or VOD (videos on demand), but in 

terms of the overall progress of OTT research, development, and promotion, Taiwan 

has barely kept abreast with other nations. 

Netflix’s decision to enter the Taiwan market signalled that the firm noticed its 

potential, and that that the market had grown mature. At the same time, it also prompted 

local governmental regulators, TV channel owners, and Internet companies to wonder 

what impact the OTT platform was going to have on local cable TV: whether as a 

substitute or complement. They all wanted to determine if this move was anything other 

than a surprise, considering the long-term efforts that are now being poured into the 

improvement of legal regulations and the great deal of investments in digitalization; 

nonetheless, while the sweet fruits of their hard work have yet to ripen, this global OTT 

brand marched strongly into the market. Furthermore, local Taiwanese TV programs 

have been seriously criticized for their fast deteriorating quality and low-value 

investments. Hence, it is not hard to see why all players in Taiwan are worrying about 

the impact of Netflix, the OTT market, and the conversion of local audiences who 

demand the quality programs that OTT offers. 

The following five factors provide favourable conditions to the surge of the OTT 

market (Mitomo et al., 2015). The first is the technological basis, according to Gupta 

and Parida (2013). The mobile broadband traffic in Taiwan in recent years has gone 

exponentially popular. On account of Taiwan’s technology industries manufacturing 

mobile devices for international corporations like Apple, Samsung, and Sony, 

Taiwanese people are very familiar with and willing to accept mobile devices and 

cutting-edge mobile broadband technologies. Second, the popularity of high-speed 

Internet and multi-screen use are now more common. According to Taiwan’s National 

Communications Commission (NCC), the average 4G download rate in 2016 was 38.58 

Mbps versus the average fixed network download rate in 2015 of 39.1Mbps, ranking 

Taiwan among the upper half of all countries. In Taiwan, the Internet’s reach frequency 
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is 71.2%, which means that in any given month over 15 million people have accessed 

the Internet via whatever devices they are using, of which smartphones occupy 55%. In 

fact, up to 11.30 million people in Taiwan are multi-screen users, of whom over 40% 

use a second screen and 30% use a third screen. These conditions are beneficial to the 

development of OTT with its high mobility and flexibility for continual watching. Third, 

a large share of the Taiwan market demands high-quality programs produced overseas. 

For example, quite a few popular western dramas such as The Crown and House of 

Cards made by Netflix, despite being unavailable on local cable TV, received huge 

attention from the Taiwanese audience. Fourth, unlike the BBC in the UK and ABC in 

the U.S., which started investing tremendously into their program production and 

online streaming a long time ago (Greer & Ferguson, 2015), Taiwanese TV channel 

owners are extremely conservative (Li & Chiang, 2001), which results in infamously 

regressive program quality and plights of investment shortages, further giving rise to 

the Taiwanese audience’s low confidence and interest in local programs. Fifth and 

finally, changes in life styles might affect people’s TV viewing behaviors as well 

(Medina et al., 2015). Because the average working hours in Taiwan have grown longer 

and longer, the time Taiwanese people spend on watching TV is quite fragmented; 

consequently, they would rather turn to OTT with much fewer commercials and more 

scheduling flexibility. 

With the timing of Netflix’s entry into the Taiwanese market as a benchmark, this 

study shall assess Taiwan’s overall OTT industry by delineating its users’ 

demographical characteristics. Next, we discuss the correlations among the audience’s 

needs and viewing behaviors through regression analyses. Finally, this study inspects 

the dynamics of the competition among OTT and cable TV through Dimmick’s theory 

of niches.  

 

Literature Review 

The global development of OTT TV 

The Federal Communications Commission of the U.S. defines an OTT as an 

online deliverer of video content via the Internet (FCC, 2013). Bury and Li (2013) 

offered a big picture about the prosperity of online streaming services; digital video 

viewing dates back to the 1970s when Sony Corporation tried hard to promote its short-

lived product, Betamax VCR (Greenberg, 2008). However, the subsequent emergence 
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of digital video recording (DVR) around 1999 gradually earned a place in the U.S. 

market and popularized the trend of digital video watching.  

The evolution from digital viewing into online viewing had everything to do with 

the breakthrough of computer technologies. Computers became highly accessible in the 

1990s in Europe and North America and commenced with the arrival of the World Wide 

Web (Bury, 2005). Later in the 2000s, some of the most iconic video streaming and 

downloading services mushroomed like Quick Time, RealPlayer, iTunes of Apple, etc. 

Due to the nascence of online streaming, copyrights turned into a disputable issue 

(Schiesel, 2004), and how to charge reasonable royalties or fees for the sake of adjusting 

to the rise of online streaming became a significant topic in the media industries.  

Fast growing OTT platforms such as YouTube have traversed roughly three 

phases since 2000 (Steinkamp, 2010). First, the Internet was included into TV program 

promotions; that is, promos were circulated online to seek and convince Internet users 

to watch programs airing on TV. In this phase, the Internet was used mainly to drive 

viewers to watch the TV programs the traditional way. Next, short shows and plays 

with a small budget were streamed online; this was seen as a critical twist where the 

Internet started to play more than just an auxiliary role for TV program promotions. 

Investors gradually uploaded original creations (of shows, scripts, dramas, etc.) that 

were experimental and bolder than regular TV programs, in terms of the selection of 

topics and the way they were presented, despite the quite limited resources, budgets, 

and casts (Stelter, 2008). Eventually, the Internet became another major battlefield for 

full streaming of TV and online programs, or pretty close to how YouTube and Netflix 

operate. Investors not only have their TV programs and movies streamed online, but 

also have produced well-budgeted and sophisticated programs customized for online 

platforms. At the same time, membership has been integrated into the operations of 

online streaming platforms, enabling only members to access the online programs. 

During this phase, online streaming platforms were almost an outright independent 

medium with their own audience and customized contents (Steinkamp, 2010).  

 

Viewing behavior on mobile devices 

The most recent innovation that has tremendously affected the development of 

OTT is mobile viewing. The emergence of mobile devices such as smartphones, tablets, 

and ultrabooks has inexorably challenged the boundary between new media and 

conventional television, reshaping the ways in which programs are both produced and 
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viewers watch them (Ghadialy, 2011). This groundbreaking technological revolution 

has prompted global academics to find those factors whereby the audience is inclined 

to choose one medium over another, as well as the relationships among media types.  

Södergård (2003) executed an experiment to examine the audience’s view 

behavior on TV and tablets and found that participants tended to watch short videos on 

mobile devices, but they did not really watch them all they way through; sometimes 

they just listened to them in lieu of watching. Moreover, findings reveal that they had 

preferential places for viewing. For example, participants watched videos via tablets at 

bus stops during their waiting time. Repo, Hyvonen, Pantzar and Timonen (2004) 

proposed that what participants are concerned the most about in mobile phones for 

video viewing is the context. In other words, when watching videos on phones, they 

constantly think about whether their behavior is pertinent in the social or environmental 

context (i.e. whether people in the same context felt annoyed or offended). Moreover, 

they pointed out that the mobile phone audience tends to create the chance of bonding 

with people through their phone usage, in addition to the purpose of killing time. 

O’Hara, Mitchell, and Vorbau (2007) paid attention to what role mobile devices 

play in the family and concluded that their role is highly associated with the foremost 

goal to facilitate social relationships when users actually long for solitude. They 

simplified the video viewing process by making it easier for users to save, pause, and 

resume what they were watching, and this feature allowed users to multitask; they could 

pull out of their solitude from their mobile device use and quickly get ready to interact 

with people around them. This feature is vital in family interaction; it enables family 

members to have some personal space while still keeping each other company.  

Multi-screen use has been a fundamental topic in audience behavior research as 

well. Some studies have wondered what issues users consider when they choose a 

specific device. According to Banerjee et al. (2013) and Müller et al. (2012), portability 

and screen size are the two core concerns of users. Among mobile devices, PCs are not 

as portable as tablets, because they are heavier, bigger, and have a smaller battery. 

Moreover, phones can barely compete with tablets due to their smaller screen size. 

Online streaming platforms also often target tablet users and roll out customized 

applications for them. As a result, all in all, these studies believed that tablets will 

become the greatest rival of TVs and the dominant device for future audiences.  

Scholars have also been curious about where the smartphone stood in the markets 

of online streaming and mobile devices. According to Tang, Venolia, and Inkpen (2016) 
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and Banerjee et al. (2013), connectivity and high portability are the most striking 

features where smartphones stand out. While PCs and tablets still demand exterior 

assistance such as Ethernet or wifi to connect to the Internet, smartphones can easily 

connect to it through any fairly accessible 3G or 4G network. On top of that, research 

has shown that audiences who visited online streaming platforms care about related 

information (e.g. Facebook’s most viewed or YouTube’s most rated, comments, critics, 

etc.) more than the video content itself; consequently, the role of smartphones among 

mobile devices is in fact more for information gathering than for long-hour video 

viewing (Tang et al., 2016). Based on the literature discussed above, we pose our first 

research question as follows. 

RQ1: What are the OTT audience’s most used devices? 

 

The use and gratification theory  

Two explanatory points of view have been developed so as to measure how one 

medium might supersede another:  symmetrical displacement and functional 

displacement. The former is defined by comparing the amount of time that viewers 

spend on different media, while the latter is based on the quantification of viewers’ 

satisfaction with specific goals attained by the media they select (Greer & Ferguson, 

2015). 

Kayana and Yelsma (2000)) noted that the symmetricalist perspective is closer to 

a zero-sum situation; in other words, one medium’s emergence would for sure either 

replace or be replaced by an existing one in terms of time spent (2000). For example, 

when TV was introduced into a Canadian town it was found (Schramm, 1961) that kids 

in the town cut down on the time they had previously used for listening to the radio, 

and instead they spent more time watching TV. After the VCR came onto the market, a 

similar phenomenon took place whereby people shifted a certain proportion of time that 

would have been spent on TV to the VCR (Henke and Donohue, 1989). When MP3 

devices became popular, people scale back even more on listening to the radio 

(Ferguson et al., 2007). 

It is also believed that one medium supersedes another not completely, but 

conditionally. As Newell et al. put it (2008), people might alternate between two or 

several media; they pick one medium over another on the condition that they believe it 

is more likely to satisfy some specific need(s) of theirs than the another one does, yet 

people have multifarious needs. As a result, the fact that they use a variety of media 
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simultaneously out of manifold concerns should not be neglected.  

To evaluate how people derive satisfaction from TV, Rubin (1981) methodically 

categorized human needs into a few dimensions of gratifications:  emotional release, 

reality exploration, information acquisition, value reinforcement, and companionship; 

and the results point out that companionship matters to TV viewers more than the other 

factors. In addition to these five dimensions, Ferguson and Perse (2000) added social 

interaction, relaxation, entertainment, and so on to the existing dimension categories 

that are utilized by our research as well. With the literature review above, we present 

our second research question. 

RQ2: How do the audience’s viewing behaviors correlate to users’ 

gratification with TV and OTT? 

 

Gratification and the niche theory 

Considering the intricate and mutable dynamics of media industries, Dimmick 

and Rothenbuhler (1984) borrowed the niche theory from ecology to thoroughly inspect 

how a number of factors can lead to partial or complete displacement. In the context of 

ecology, a natural environment maintains coexistent populations that are also called 

communities. However, a natural environment provides only limited resources, and 

hence communities must compete for these limited resources. A community does not 

compete for all sorts of resources for fear that their odds weaken, and instead they 

compete selectively; that is, they concentrate their resources at hand to compete for just 

specific types of resources that can augment their innate strengths or for those in which 

they stand a greater chance to procure by defeating other communities (Dimmick et al., 

1992). In the context of media studies, the niche theory refers to the whole media 

industry as a capricious eco-system where different types of media co-exist and contend 

with each other for limited resources, such as users’ satisfaction, attention, financial 

investments, etc., by taking full advantage of their own inherent strengths (Dimmick et 

al. 2007).  

The niche theory is analyzed by the following three indices:  niche breadth, 

niche overlap, and competitive superiority. A wider niche breadth means that one 

medium is capable of satisfying a user’s wider range of needs within a dimension and 

denotes how much the environment and the community mutually suit each other. When 

the environmental conditions change, a local community with a wide niche breadth is 

more able to adjust and more unlikely to be extinguished, because it relies very little on 
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one single type of resources. By contrast, a community with a narrow niche breadth 

uses and is sustained on a few types of resources efficiently, but when the environmental 

conditions change, it is at risk of being less able to live on other resources in lieu of the 

old ones it had previously been dependent upon. 

Niche overlap is a notion used to assess the similarity level of resource use by 

two species, and yet this index cannot tell who is more likely to win the competition. 

Another index, competitive superiority, examines who makes better use of the resources 

at hand. The value is inversely associated with its meaning; a bigger value stands for 

milder competition, while a smaller one signals more intense competition. 

Dimmick et al. (2004) foresaw the chance of the Internet replacing conventional 

media. In developing the niche theory, they decided to evaluate users’ time spent on 

online news and conventional media news (e.g. radio, TV, and newspapers), and they 

concluded three possible outcomes. One is exclusion; either emerging media or old 

media disappear from the market, because their function is no longer needed. Another 

one is replacement; there are still needs in the market for the function, but one’s 

functions expand and replace all its rivals in the market. The other is partial replacement; 

neither one can entirely displace the other; as a result, they both co-exist with their own 

particular segments of users developed.  

Complete replacement and partial replacement arise with two conditions satisfied. 

First, old media and new media compete for the same segments of users, which can be 

seen from the niche overlap index. Second, one is superior to the other in some aspects 

(Dimmick et al., 2004). Their results suggest signs of online news superseding 

conventional media. However, the three major rivals (radio, TV, and newspapers) only 

show somewhat stronger competitive superiority versus cable TV. Their speculation 

for this was that users at work access the latest news online, but also watch TV news at 

home.  

Dimmick, Feaster, and Hoplamazian (2010) investigated the competitive 

dynamics between mobile devices and conventional media, arguing that developing 

niches are not merely about differentiated services, but also the abilities to satisfy 

specific needs users have on the time-space location. Previous studies largely focused 

on users’ gratification and the sum of time spent alone, yet their research took into 

account “location” and the special traits of each medium (e.g. portability). The research 

categorized variables into “news types” and “time-space” (e.g. during commutation, at 

home, and at work) for niche analyses, and they concluded that mobile devices and 
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conventional media each possess their own niches “under particular circumstances.” 

Findings demonstrate that TV news is competitive and popular when it comes to 

weather forecasts and general news, whereas online news is competitive for sport news.  

One of conventional media’s niches is that users consume their news regularly. 

For example, users read newspapers at home before heading out to work; the listen to 

the radio on the way to work and back home; they watch TV news at home at night. On 

the other hand, they read online news when transitting between connections (e.g. from 

a bus to the subway). These findings support Dimmick’s previous research in 2004 and 

explain why conventional media has not been extinguished despite the conspicuous 

increase of time people are spending on the Internet, because users’ demands are in fact 

extraordinarily subject to the time-space location. Mobile devices are indeed so handy 

that people bring them outdoors anytime, but the demand for high portability instantly 

drops as soon as they are home, where conventional media’s augmented niche resides.  

Another study conducted to assess competitions between new media and 

conventional media contended that the rise of the Internet unnecessarily will result into 

the extinguishment of newspapers and TV (Gaskins & Jerit, 2012). Although many 

pieces of research have proven the overwhelming potential of the Internet, the fact 

remains that the Internet appeals to certain segments of users alone (those aged between 

18 and 37), while other segments of users still have different levels of attachment to old 

media. When considering the progress of time, even if the Internet does eventually take 

the place of old media completely, it will proceed more slowly than expected, because 

the outright replacement is being driven by an age group (between 18 and 37) that is a 

limited segment of users out of the whole market.  

Gaskins and Jerit (2012) also proposed that new media might not be the most 

crucial factor eroding old media’s chance of survival. Their study demonstrated that 

those who claimed they had ditched newspapers and TV news expressed very stiff 

political preferences and often complained that those old media were under the sway of 

parties they were against; it was not the Internet, but their political beliefs that pushed 

them to reject old media. Ha and Fang (2012) agreed with that argument that a complete 

replacement would not take place soon, in spite of the surging influence of the Internet, 

because users will find it difficult to change their long-term habits and preferences 

within a short period of time. Grounded on the literature discussed above, our third 

research question follows.  

RQ3: Do TV and OTT possess their own niches? What are their 
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respective niches? 

 

Methods 

Sample and procedures 

This study conducted an online survey made up of 137 questions. The survey was 

circulated through Taiwan’s principal drama-themed forums and Facebook pages on 

the Internet such as PTT, European and American TV show fan pages, and Japanese 

drama forums. In the end, 620 qualified samples in total were collected. 

People who regularly watched TV or online programs were viewed as suitable 

samples. Thus, to reach them effectively, three questions were placed at the beginning 

of the survey as filters to screen out undesired samples, asking if respondents had heard 

of Netflix, watched TV regularly, and used smartphones. For niche analysis, the survey 

was roughly constituted by four parts:  users’ frequency of watching videos on TV and 

OTT, favorite TV/OTT programs as well as most used OTT sites, users’ demographics, 

and finally OTT/TV gratification investigation.  

 

Frequency variables 

Participants were asked to answer how much time on average they spent per day 

in the last week watching TV and using OTT sites via mobile devices and also to rank 

their top three most often visited OTT sites. In terms of users’ favorite program types, 

a list including movies, dramas, sport games, news, reality shows, and talk shows was 

provided to respondents to choose. Moreover, they were given a list of regions 

(Europe/America, Japan, Taiwan, South Korea, and China) to select and to answer 

which programs from which region they liked the most.  

 

Demographic variables 

Demographic variables such as gender, age, education, employment, marital 

status, monthly family income, and place of domicile were included. Via statistical 

regression analysis, these demographic variables were used as independent variables to 

test if they were significantly correlated with the dependent variables (the seven 

dimensions of gratification).  

 

The niche theory 

This study uses Dimmick’s niche theory (1984) based on users’ gratification in 
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seven dimensions:  information, relaxation, amusement, social interaction, financial 

benefit, ease of use, and convenience (Steinkamp, 2010). The seven factors were 

confirmed through the EFA and reliability test with statistical significance proven (α

>0.7). 

 

Niche breadth 

The niche theory is composed of three aspects:  breadth, overlap, and 

competitive superiority. Niche breath looks at users’ satisfaction by means of the 

following formula.  

 

 

 

Here, GO is the satisfaction score acquired from the survey on a scale; K is the scale 

number on a factor; k is the first gratification scale; N is the entire number of 

respondents; n stands for the first respondent; and u and l respectively are the upper and 

lower limits of a scale. The niche breadth value fluctuates between its upper bound, 1, 

and lower bound, 0. The closer this value is to 1, the higher the level of gratification is 

on a dimension.  

 

Niche overlap 

Niche overlap means the level of similarity in a field. “A high degree of niche 

overlap indicates a high degree of similarity between the perceptions of gratification 

obtained from media “i” and “j” (Kim, Kim, & Nam, 2016).  

 

 

 

Competitive superiority 

Competitive superiority measures how superior one medium is over the other in 

a certain dimension. The first step is to calculate the difference between the two media 

in one dimension by the paired t-test. If the significance is proven, then the following 
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formulae could be applied to computing the level of superiority.  

 

 

 

 

 

Here, i and j are two selected media; and “mi>j shows the value of a respondent’s rating 

for those scale items on which i is rated greater than j (the sum of the actual values), 

however mi<j means value of a respondent’s rating for those scale items on which j is 

rated greater than i” (Kim et al. 2016). 

 

Results  

Demographic analysis and OTT site preference investigation 

This survey originally had 3799 people take part, but up to 1826 of them (48.07%) 

were screened out for never having heard of Netflix; 776 (20.43%) were screened out 

for no habit of watching TV; and 57 (1.5%) were filtered out for not using smartphones. 

In the end, 620 qualified samples were collected. 

Of the 620 qualified samples, 432 (69.7%) were female, and 188 (30.3%) were 

male. Over one half of the total respondents are ages between 20 and 27. Around 70% 

of the respondents reside in Taiwan’s main cities; 23.1% from New Taipei City, 15.5% 

from Taipei City, 12.1% from Kaohsiung City, 10.8% from Taichung City, and 7.6% 

from Tainan City. About 63% of the 620 have a bachelor’s degree, 21.9% have with a 

master’s degree, and 12.9% have a senior high school diploma; the three groups make 

up 97.9% of the total respondents. Of the 620, 50% work full time, 35.3% are students, 

and 7.9% are job-seekers.  

Only 33 out of the 620 stressed that they did not watch traditional TV at all during 

the last week. Their average age is about 23. About 70% of them are students, while 

around 20% work full time. Other than these datapoints, there are barely salient 

demographical differences between these non-TV users and the rest of the sample.  

On OTT, the most often watched program types are dramas (mean=3.90), movies 

(mean=3.58), European/American TV series (mean=3.32), entertainment shows 
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(mean=3.23), news (mean=2.57), reality shows (mean=2.54), sport games (mean=2.16), 

and talk shows (mean=2.11). As to the most favorite program types, the findings 

indicate that when respondents decided not to go to the cinema, 554 out of the 620 

(89.3%) would choose online streaming services in lieu of cinemas; 294 (47.4%) would 

wait for the movies to air on TV; and 160 (25.8%) would turn to DVDs/VCDs.  

Out of the 620, 567 (91.4%) stated that they had watched dramas during the last 

month; 393 out of the 567 (69.3%) preferred Korean dramas, 320 (56.4%) preferred 

European/American TV series; and 274 (48.3%) favored Japanese dramas. Among the 

567 respondents, only 20 (3.5%) watched Taiwanese country dramas, and 61 (10.7%) 

watched Taiwanese modern dramas. Lastly, 471 out of the 620 (76%) stated that OTT 

is their foremost way to access videos; 84 (13.5%) relied on cable TV; and 28 (4.5%) 

used set-top boxes.  

Table 1 illustrates the ranking of the most used OTT sites. Around 47% of the 620 

respondents rated YouTube as their most often visited site followed by the French OTT 

site, Dailymotion (24.8%); they together occupied at least 71.8%. For the second most 

often visited site, YouTube (28.4%) and Dailymotion (17.7%) are still extraordinarily 

preferred, but they are closely followed by Facebook (15%). For the third most often 

visited site, up to 14.2% of the total respondents chose others, but Facebook (13.4%) 

and YouTube (11.5%) are respectively still in 2nd and 3rd places. Finally, iQIYI made it 

to fifth place for the third most often visited site, but it was supported by not even 10% 

of total respondents - far behind YouTube, Dailymotion, Facebook, and LINE TV. 

Out of the 620, 534 (86.1%) claimed they are regular YouTube users. About 70% 

of the 543 are female, and about 30% are male. The average age is approximately 27; 

89% are unmarried; 47.6% work full time; 37.8% are students; 63.9% have a bachelor’s 

degree, and 20.2% of them have a master’s degree. The average monthly family income 

is NT$78,001 to NT$88,000. Around 70% live in New Taipei City (21.2%), Taipei City 

(14.8%), Kaohsiung City (12.9), Taichung City (11.4%), and Tainan City (8.1%). 

Out of the 620, 318 (51.2%) stated they often visit Dailymotion; 86.8% of the 

318 are female; and 13.2% are male. The average age is around 26. Over 90% are 

unmarried; about 46% work full time; about 40% are students; 62.6% have a bachelor’s 

degree; and 21.1% possess a master’s degree. The average monthly family income is 

NT$78,001 to NT$88,000. Over 70% reside in New Taipei City (19.2%), Taipei City 

(14.5%), Taichung City (13.2%), Kaohsiung City (12.9%), and Tainan City (10.7%). 

Out of the 620, 364 (58.7%) regarded themselves as frequent Facebook users; 
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68.1% are female; and 31.8% are male. The average age is 27. Approximately 90% are 

unmarried; 49.2% work full time; 36.8% are students; 61.5% graduated with a 

bachelor’s degree; and 22.8% own a master’s degree. The average monthly family 

income is NT$78,001 to NT$88,000. Over 69% dwell in New Taipei City (21.7%), 

Taipei City (16.8%), Kaohsiung City (12.1%), Taichung City (9.6%), and Taoyuan City 

(9.1%).  

 

Aside from the three most preferred western OTT platforms, 101 out of the 620 

(16.2%) are regular iQIYI users with an average age of 27. Their mean monthly income 

is NT$78,001 to NT$88,000; 71.3% are female; 28.7% are male; 47.5% work full time; 

40.6% are students; 88.1% are unmarried; 10.9% are married; 62.4% possess a 

bachelor’s degree; and 21.85 have a master’s degree. Over 80 percent are from Taipei  

City (25.7%), New Taipei City (20.8%), Taichung City (14.9%), Kaohsiung City 

(11.9%), and Tainan City (6.9%).    

 
Table 1. Ranking of the most used OTT platforms 

1st most used 2nd most used 3rd most used 
 

 
Count Percent 

% 
Cumulative 
Percent % 

 
Count Percent 

% 
Cumulative 
Percent % 

 
Count Percent 

% 
Cumulative 
Percent % 

YouTube 291 46.9 46.9 YouTube 176 28.4 28.4 Other 88 14.2 14.2 

Dailymotion 154 24.8 71.8 
Dailymotio
n 

110 17.7 46.1 Facebook 83 13.4 27.6 

Other 58 9.4 81.1 Facebook 93 15.0 61.1 YouTube 71 11.5 39.0 
Facebook 38 6.1 87.3 Other 46 7.4 68.5 LINE TV 63 10.2 49.2 
Netflix 20 3.2 90.5 LINE TV 35 5.6 74.2  iQIYI 55 8.9 58.1 

 

Out of the 620, 66 (10.6%) claimed they frequently watch videos on Netflix. 

Their average age is 30; their mean monthly family income is NT$78,001 to NT$88,000; 

53% are female; 47% are male; 62.1% own a bachelor’s degree; 25.8% have a master’s 

degree; 59.1% work full time; 31.8% are students; 78.8% are not married; and 18.2% 

are married. The cities where most of them live are New Taipei City (28.8%), Taipei 

City (18.2%), Taichung City (15.2%), Kaohsiung City (10.6%), and Taoyuan City 

(4.5%).  

Out of the 620, only 15 (2.4%) are regular viewers of the local OTT platform, 

Coture, with an average age of 40. Their mean monthly family income is NT$65,001 

to NT$78,000 NTD; 53.3% are male; 46.7% are female; 53.3% have a bachelor’s 

degree; 20% possess a master’s degree; 13.3% have a senior high school diploma; 
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53.3% work full time; 20% are students; 6.7% work part time; 73.3% are unmarried; 

and 20% are married. The top five cities they reside in are Taipei City (26.7%), New 

Taipei City (20%), Changhua County (13.3%), Keelung City (6.7%), and Hsinchu City 

(6.7%); the latter three are medium-sized cities. 

Out of the 620, 12 (1.9%) often visit EZbuzz, a local OTT platform, with an 

average age of 43. Their mean monthly family income is NT$58,001 to NT$65,000; 

66.7% are female; 33.3% are male; 58.3% have a bachelor’s degree; 16.7% possess a 

senior high school diploma; 16.7% have a master’s degree; 41.7% work full time; 25% 

are students; 16.7% stated their employment status as others; 75% are not married; 

16.7% are married. The top five cities they reside in are Taipei City (25%), New Taipei 

City (16.7%), Taichung City (16.7%), Ilan County (8.3%), and Yunlin County (8.3%). 

 

RQ1: What are OTT audience’s most used devices? 

Calculating users’ time spent using mobile devices, the findings disclose that 

during a given week, 29.2% of users (n=181) spend 181 minutes or more using 

computers; 44% of users (n=273) spend 181 minutes or more using smart phones; and 

51.8% of users (n=321) do not use tablets at all (Table 2). On average, the 620 users 

spend 91~120 minutes on computers, 121~150 minutes on smart phones, and 31~60 

minutes on tablets. 

 

Based on users’ time spent watching TV and OTT via mobile devices, the findings 

show that during a given week, 18.5% of users (n=115) spend 31~60 minutes on 

computers; 27.4% of users (n=170) spend 1~30 minutes on smartphones; and 64.2% of 

users (n=398) do not use tablets at all (Table 3). On average, the 620 users spend 61~90 

Table 2: Average time spent using mobile devices over a given week 
 Computer 

n=620 
Smartphone 

n=620 
Tablet 
n=620 

 

None 50（8.1%） 1（.2%） 321（51.8%） 
1~30 mins 75（12.1%） 28（4.5%） 84（13.5%） 
31~60 mins 75（12.1%） 51（8.2%） 72（11.6%） 
61~90 mins 73（11.8%） 78（12.6%） 45（7.3%） 
91~120 mins 66（10.6%） 99（16.0%） 37（6.0%） 
121~150 mins 53（8.5%） 46（7.4%） 10（1.6%） 
151~180 mins 47（7.6%） 44（7.1%） 5（.8%） 

181 mins and over 181（29.2%） 273（44.0%） 46（7.4%） 
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minutes using computers, 31~60 minutes using smartphones, and 1~30 minutes using 

tablets. 

 

To summarize Table 2 and Table 3, when choosing mobile devices, regardless of 

the purposes, users clearly show a strong proclivity for computers and smartphones, 

whereas over 50% of users do not use tablets at all. This result does not correspond 

with previous studies that maintained that tablets would stand out among mobile 

devices (Banerjee et al., 2013; Müller et al., 2012). Instead, as Table 2 and Table 3 

suggest, Taiwanese users prefer smartphones for general use (121~150 mins) and 

computers for OTT use (61~90 mins). 

 

RQ2: How does the audience’s viewing behavior correlate to their gratification 

with TV and OTT? 

When the seven TV dimensions of gratification are set one by one as the 

dependent variable and with the demographic variables and the time measurement of 

TV used as the independent variables, the outcomes (Table 4) reveal that the seven 

dimensions have no distinct correlation to age, education, and place of domicile. 

Monthly family income is alone inversely related to the convenience dimension; higher 

family income denotes a lower level of satisfaction that the convenience dimension has. 

However, the time measurement of TV use is significantly and directly related to all the 

dimensions except financial benefit; respondents who spend a longer time on TV are 

more satisfied with the six dimensions. Among the favorite program types, news is the 

most predictive variable directly associated with six out of the seven dimensions; 

participants who watch more TV news are more gratified with all the dimensions other 

Table 3: Average time spent using mobile devices for OTT over a given week 
 Computer 

n=620 
Smartphone 

n=620 
Tablet 
n=620 

 

None 104（16.8%） 150（24.2%） 398（64.2%） 
1~30 mins 89（14.4%） 170（27.4%） 58（9.4%） 
31~60 mins 115（18.5%） 94（15.2%） 60（9.7%） 
61~90 mins 90（14.5%） 77（12.4%） 38（6.1%） 
91~120 mins 69（11.1%） 47（7.6%） 30（4.8%） 
121~150 mins 42（6.8%） 14（2.3%） 12（1.9%） 
151~180 mins 25（4.0%） 14（2.3%） 5（.8%） 

181 mins and over 86（13.9%） 54（8.7%） 19（3.1%） 
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than ease of use. By contrast, the other program types are mildly predictive for the 

sporadic correlations found.  

 
Table 4: Regression analysis of TV’s seven dimensions 

Variables Info Relax Amuse Social Fin. Benefit Ease of use Convenience 

 

1st block 
Demographics 

       

Gender (male=0; 
female=1)  .01 .07 .03 .09* .02 -.05 .07 

Age -.08 .04 -.00 -.02 .07 .01 -.06 
Edu -.04 -.01 -.01 -.05 -.02 .02 -.06 

Employment .04 -.06 .02 -.01 .02 -.04 -.02 
Marital status -.12* -.07 -.09 -.06 -.09 -.03 -.05 

Monthly family income .04 -.01 -.02 -.03 -.01 -.01 -.11** 
R2  .03 .01 .02 .03 .01 .01 .03 

 
2nd block 
Time consumption of 
devices 

       

TV -.07* .15*** .16*** .09* .07 .14** .14** 
Tablet -.09 -.08 -.06 .07 .02 -.17** -.04 
Phone .04 .06 .07 .05 .02 .00 -.02 

Computer .01 .09 .07 -.02 .10 .15** .04 
R2  .03 .03 .04 .04 .02 .04 .04 

 
3rd block 
Time consumption of 
devices for OTT use 

       

Tablet .06 .05 .05 -.02 -.02 .09 .11 
Computer -.04 -.12* -.14** -.01 -.02 -.13* -.08 

Phone .07 -.07 -.02 .11* .13** -.01 .17*** 
R2  .01 .02 .01 .01 .01 .01 .03 

 
4th block 
Favorite program type 

       

news .11*** .17*** .10* .13** .15*** .04 .14** 
sports -.01 -.04 .09* .09* .03 .05 .02 
drama .01 .11* .08 .03 .06 .09 -.01 
movie .08 .09* .14** .05 .06 .09* .11* 

entertainment .08 .00 .02 .03 -.05 .11* .05 
reality show .04 .03 .03 .00 -.05 -.09 -.02 

series .08 -.09* -.04 .01 -.06 -.04 -.06 
talk show .01 -.09* -.08 -.01 .01 -.03 -.02 

 R2  .049 .052 .05 .03 .03 .03 .03 
 Adjusted R2  .075 .081 .093 .070 .042 .054 .102 
 
*p < 0.05, **p < 0.01, ***p < 0.001. 
 

The seven OTT dimensions of gratifications are set one by one as the dependent 

variable with the demographic variables, time measurements (of tablet use, smartphone 

use, and computer use), and frequency variables of favorite OTT program type as the 

independent variables. The results (Table 5) disclose that dramas and movies are the 
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most predictive program types among all. They are both positively related to five 

dimensions respectively, while the other program types are barely predictive. Only a 

few demographic variables and mobile device use variables are found to be 

significantly associated with the seven dimensions. Age is positively related to the 

dimensions of information acquisition and convenience. Time consumption of 

smartphone use is directly correlated to the dimensions of social interaction and 

financial benefit. 

Table 5: Regression analysis of OTT’s seven dimensions 
Variables Info Relax Amuse Social Fin. Benefit Ease of use Convenience 

 

1st block 
Demographics 

       

Gender (male=0; 
female=1)  .01 -.04 .01 .03 .09 .00 -.07 

Age -.08 .00 -.01 -.05 -.03 -.07 -.09* 
Edu -.04 -.04 .01 -.02 -.03 -.01 .04 

Employment .04 -.03 -.01 .03 -.03 -.02 -.04 
Marital status -.11** -.07 -.05 -.07 -.02 -.01 -.07 

Monthly family 
income .04 .11** .06 .05 .01 -.02 .02 

R2  .06 .06 .02 .03 .02 .03 .07 
 
2nd block 
Time consumption of 
devices 

       

TV -.07 -.04 -.04 -.08 -.02 -.05 -.05 
Tablet -.09 -.08 -.04 -.07 .00 -.07 -.09 
Phone .04 .03 .05 .08 .09* .07 .07 

Computer .10 .11* .05 .06 .03 .05 .10 
R2  .02 .01 .02 .03 .02 .01 .01 

 
3rd block 
Time consumption of 
devices for OTT use 

       

Tablet .06 .04 .01 .06 .03 .07 .06 
Computer -.04 -.09 .00 -.01 -.06 -.07 -.12* 

Phone .07 -.01 .06 .09 .04 .01 .00 
R2  .01 .00 .01 .01 .00 .00 .01 

 
4th block 
Favorite program type 

       

news .11** .01 -.01 .00 .03 -.02 .03 
sports -.01 -.03 .04 .04 .00 -.02 -.02 
drama .01 .18*** .15** .10* .06 .16** .10* 
movie .08 .10* .15** .05 .16*** .10* .10* 

entertainment .08 .10* .08 .08 .10 .08 .12* 
reality show .04 .03 .04 .03 .02 .01 .02 

series .08 .02 .05 .03 .00 .03 .08 
talk show .01 .00 -.02 .05 .04 .02 -.03 

 R2  .05 .07 .08 .04 .05 .05 .06 
 Adjusted R2  .09 .11 .10 .07 .06 .07 .11 
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RQ3: Do TV and OTT possess their own niches? What are their respective niches? 

The findings in Table 6 point out that OTT scores higher than TV on all seven 

dimensions. In particular, the greatest difference is in the dimension of convenience; 

OTT has its highest score, 0.84, whereas TV only has 0.49, its lowest on record. By 

contrast, the lowest score of OTT is 0.7 on social interaction as well as financial benefit, 

but this is still much higher than TV’s lowest score. The second highest score of OTT 

goes to relaxation, 0.82, and the third highest to ease of use, 0.79. On the other hand, 

TV scores the highest on ease of use with 0.72, 0.69 on relaxation, and then 0.65 on 

amusement.  

Table 6. Niche breadth 
  Info Relax Amu So Fin Ease of Use CV 

TV 0.64 0.69 0.65 0.55 0.53 0.72 0.49 
OTT 0.74 0.82 0.78 0.70 0.70 0.79 0.84 

 

Table 7. Niche overlap 
  Info Relax Amu So Fin Ease of Use CV 

TV-OTT 1.18 1.35 1.10 1.49 1.64 1.10 4.00 
 

There is an inverse correlation between the niche overlap value and the overlap 

level. The higher the score is, the smaller the overlap is. As can be seen from the results 

in Table 7, the highest score is on convenience, 4.00, which denotes a low level of niche 

overlap. On the other hand, the findings show the lowest score, 1.10, is on amusement 

and ease of use, meaning that OTT and TV share a high level of similarity in these two 

dimensions.  

 

Table 8. Superiority measurements 

  Info Relax Amu So Fin Ease of Use CV 

Result of T-Test P = .00 P = .00 P = .00 P = .00 P = .00 P = .00 P = .00 
OTT > TV 2.03 2.37 1.77 2.88 2.58 1.4 11.65 
TV > OTT 0.5 0.4 0.25 0.43 0.55 0.55 0.65 

 

According to the overall findings in Table 8, OTT’s competitive superiority 

overpowers TV’s on all the dimensions; OTT’s strongest superiority is in the 

 
*p < 0.05, **p < 0.01, ***p < 0.001. 
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convenience dimension at 11.65, while TV only has 0.65. Social interaction is OTT’s 

second strongest niche at 2.88 versus TV’s 0.43. OTT also eclipses TV with its 

competitive performance on financial benefit at 2.58 to TV’s 0.55. The smallest 

difference in levels of superiority between OTT and TV is on ease of use, with 1.4 

versus 0.55, although TV still fails to outperform OTT. 

 

Discussions 

By and large, Taiwan’s TV and OTT audience is mostly people in their 20s and 

unmarried. Over 70% of them live in Taiwan’s primary areas of New Taipei City, Taipei 

City, Taichung City, Kaohsiung City, and Tainan City. The die-hard OTT audience, who 

by no means watch any TV, is on average 23 years; around 70% are students; otherwise, 

there are hardly any obvious demographical differences between them and the other 

types of audiences. The three most often viewed program types are dramas, movies, 

and European/American TV series. The three most preferred OTT platforms are 

YouTube, Dailymotion, and Facebook, and this outcome corresponds to the OTT study 

on South Korea (Kim et al. 2016) in that influential western OTT platforms overshadow 

the local OTT players. Their audiences are demographically quite similar:  on average, 

26 or 27 years old, mostly possess a bachelor’s degree, unmarried, working full time, 

residing in the main cities, etc.  

As can be seen from the discrepancy in the intensity of influence in the Taiwanese 

OTT industries, the western OTT powerhouses have marginalized the local Taiwanese 

OTT brands. Another sign from our results is that users in their twenties in Taiwan have 

better media literacy, easily traverse among several influential international platforms 

such as YouTube, Facebook, and Dailymotion, and access information from a vast 

variety of sources. In comparison, middle-age users exhibit an inferior capability of 

accessing diverse platforms and information sources and largely utilize a few and less 

influential local platforms. Furthermore, they are mostly from the non-urban areas of 

Taiwan. This perhaps implies the growing gap between urban and rural areas, the 

intensified asymmetry of information, and the polarized generation gulf of media 

literacy.  

When it comes to the outcomes of the regression analyses, there is an inverse 

correlation between monthly family income and the convenience dimension. Unlike the 

demographic variables, the time measurement of TV use highly correlates to most of 

the gratification dimensions. The longer time one spends on TV, the higher the 
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satisfaction is with TV. On the other hand, as the OTT regression analysis exhibits, age 

is related to the information and convenience dimensions, and the time measurement of 

smartphone use is related to the dimensions of social interaction and financial benefit. 

Furthermore, among all the favorite program types, only dramas and movies are 

strongly related to at least five of the seven dimensions. In line with previous studies, 

our research also demographically shows that OTT platforms attract youngsters.  

With the niche analysis and demographic analysis taken together, although our 

findings exhibit that OTT excels TV in all the seven dimensions, such a phenomenal 

influence is centered on a few western brands alone. The critical challenges for the 

Taiwanese local brands are how to catch up and keep abreast with the international 

powerhouses.  

Some interesting signs can be seen from the niche overlap and competitive 

superiority indices. The niche overlap index explains that OTT and TV compete 

intensely in almost all the dimensions except convenience (the value of which is four, 

or the highest value among all), but the competitive superiority index points out OTT’s 

score of 11.65 on the convenience dimension, or the highest value among all indices, 

which means OTT’s strongest merit is convenience. How do we interpret this paradox 

in which convenience is OTT’s best superiority, and yet it is the least competitive 

dimension? This paradox perhaps is resonant with the conclusion Dimmick made (2010) 

that OTT indeed outperforms TV in the aspect of convenience, which is also attributed 

to the popularization of mobile devices (Tang et al., 2016; Banerjee et al., 2013). 

However, as far as users are concerned, OTT and TV play different roles; under specific 

time-space circumstances, they are able to gratify users’ different needs. Hence, 

absolute superiority does not necessarily guarantee the occurrence of outright 

replacement.  

Can we accordingly conclude that traditional TV is doomed? The answer might 

be negative. OTT scores lower than 2 in amusement and ease of use, where the distance 

of superiority between OTT and TV is the shortest. This result could be taken from the 

ranking of the top 3 most used platforms being YouTube, Dailymotion, and Facebook. 

These platforms are totally UGC-oriented. Taiwanese TV channel owners barely run 

any brand-new or customized programs on these platforms; instead, they only upload 

the programs that have been aired on TV to them. Therefore, the content audience can 

watch the same shows on these platforms that they can on TV (yet without 

commercials). It is also why OTT shows strong superiority in the convenience 
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dimension, but scores just slightly higher than TV in the amusement dimension. 

According to the comparative study done by Ha and Fang (2012), competitive 

superiority could be built through differentiation of costumer segments. This point was 

corroborated by Dimmick et al. (2010) in their findings about users preferring to read 

sport news from newspapers, weather information from TV news, and breaking news 

from online sources. Possible solutions for Taiwan’s TV channel owners to allay this 

predicament could be content differentiation and diversification, such as pouring effort 

into separately producing TV and online programs, running online channels as 

independent rather than purely affiliated businesses to TV channels, and developing 

2nd-screen interaction to enrich the audience’s viewing experience. These strategies 

might at least amplify their chance to stay in the market longer and prevent immediate 

comprehensive loss to new media. 

In addition to the amusement dimension, ease of use is also the weakest of OTT. 

In other words, this is where TV is the most competitive, though it is still not strong 

enough to defeat OTT. While Internet technologies are advancing at an unimaginable 

speed with cutting-edge smart products being intensively upgraded, TV has almost no 

entry barrier, but it still will not regain the top spot. As Gaskins and Jerit (2012) 

predicted, the younger generations are growing more familiar with and adroit at using 

Internet technologies, and these technologies are not simply advancing but also being 

better integrated. This implies lowering down, instead of lifting up, the entry barrier for 

users. In the long run, TV may even lose the slightest chance to compete with online 

platforms and mobile devices. To sum up, TV is still relatively competitive in the 

dimensions of amusement and ease of use for now, but from a long-term perspective, 

amusement is a clearly more manageable and worthier dimension that TV channel 

owners should consider when investing in order to catch up with OTT. 

A major limitation of this study might be the limited demographical heterogeneity. 

As can be seen from the samples, our respondents are mainly young and in their 

twenties, well-educated, living in the most digitally resourceful urban areas of Taiwan, 

and have far better media literacy than other generations. It is thus not surprising that 

statistical significances in the regression analyses are not strong enough to make a broad 

statement. 
The conspicuous demographic homogeneity might have much to do with how 

this survey reached the respondents. As stated above, the survey was circulated largely 
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through popular online drama or movie forums that are full of fervent and responsive 

fans; it is no wonder that such a high proportion of young respondents with decent 

media literacy gravitated towards this survey. It is recommended that future research 

studies design discreet strategies to enrich the demographic diversity of respondents so 

that more fruitful results regarding audience behavior analyses across platforms or 

devices can be procured. 
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