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Introduction
• Background
- Consumers can use the technologies to enjoy unlimited content
anywhere and at anytime
- Over-the-top(OTT) media take a role of a video platform changing
the market.
- The number of OTT subscribers In the U.S is expected to surpass
81.2 million by 2017.

• Research Question
Q1: what is the extent of the niche overlap between the OTT platforms
and traditional pay TV platforms?
Q2: Which patterns of competitive superiority are presented between the
OTT platforms and traditional pay TV platforms?
Q3: How do the niche values (niche breadth and niche overlap) of ‘‘time
spent using media’’ resources differ from those of gratification
resources?
3

Theoretical Background
• Media competition: displacement effect
- New media can succeed only by diverting resources from the
older media (Dimmick, 1997)
- Displacement occurs when the emergence of new media reduces a
consumer’s time allocation toward existing, older media (Bergman, 2004;
Kim et al., 2013)

• The concept of niche theory
- To understand how populations adapt to environments with limited
resources.
- Niche theory has been adapted to explore the competition between new
and older media for limited resources such as consumer satisfaction
(Dimmick, 2003)
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Research Method
• Data collection
-

Method : Survey (data : May 9 to May 14,2014)
Usage scale : 7-point scale ranging
Used Resources : gratification, time spent
Media type : Cable TV, IPTV, satellite TV(sTV), NaverTV(NTV), pooq, tving
Motivation : passing time(PT), entertainment(ET), information(IF), social interaction(SI)
Financial benefit (FB), convenience (CV), and ease of use (EU)

• Used Measures
-

Niche breadth (for gratification) : the range of consumers’ gratification (0≤ B ≤ 1)
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Research Method
- Niche Overlap (for gratification) extent of the similarity between two media
( 0=Max , 6=Min)

- Competitive superiority : superiority between two media
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Research Method
-

Niche breadth (for time spent with media) : the range of the time durations of
consumers’ media usage.
𝑘 = 𝑚𝑒𝑑𝑖𝑎 𝑡𝑦𝑝𝑒 𝑐𝑎𝑡𝑒𝑔𝑜𝑟𝑦
𝑐 = 𝑛𝑢𝑚𝑏𝑒𝑟 𝑜𝑓 𝑚𝑒𝑑𝑖𝑎 𝑡𝑦𝑝𝑒 𝑐𝑎𝑡𝑒𝑔𝑜𝑟𝑖𝑒𝑠
𝑝𝑖 = 𝑡ℎ𝑒 𝑝𝑟𝑜𝑝𝑜𝑟𝑡𝑖𝑜𝑛 𝑜𝑓 𝑎 𝑔𝑖𝑣𝑒𝑛 𝑚𝑒𝑑𝑖𝑎 𝑡𝑦𝑝𝑒

-

Niche Overlap (for time spent with media) : Niche overlap measures the extent
of the similarity between two media in terms of resource consumption.
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Research Results
-

Niche breath (for gratification)

-

Niche overlap (for gratification)
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Research Results
Competitive superiority
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Research Results
-

Niche breadth (for time spent with media)

-

Niche Overlap (for time spent with media)
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Conclusion
•

YouTube was a generalist platform that may satisfy the needs of consumers in
almost all dimensions, while Naver TV was a specialist platform.

•

The niche breadth values of traditional pay TV are bigger than those of OTT
media except for YouTube, and a fair proportion of participants reported that
they accessed YouTube rather than thetraditional TV platforms.

•

overlap between traditional pay TV and OTT is not very high. instead, the
niche overlap among the traditional pay TV services is relatively high.

•

YouTube was excluded, traditional pay TV services have competitive superiority
over the remaining OTT.

•

as the analysis focused entirely on the concept of displacement, any form of
complementary relationship between the two media could not be covered in this
study.
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