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ABSTRACT: The Direct-to-Home (DTH) television industry in India has witnessed rapid growth over the past two 

decades, transforming the way television content is delivered and consumed. With several major players such as Tata 

Play, Airtel Digital TV, Dish TV, and Sun Direct operating in a competitive environment, customer satisfaction has 

become a critical factor in determining market success and consumer loyalty. This study aims to examine the level of 

customer satisfaction towards DTH services and identify the key factors that influence it.The research is descriptive in 

nature and is based on both primary and secondary data. A structured questionnaire was used to collect primary data 

from a sample of DTH users across different demographic groups. This study provides actionable suggestions for DTH 

providers to enhance customer satisfaction, such as improving technical support, offering customizable channel packs, 

bundling OTT content, and simplifying pricing structures. The insights from this research will be valuable to service 

providers aiming to retain existing customers, attract new subscribers, and stay competitive in an evolving digital 

entertainment landscape. 
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I. INTRODUCTION 

 

The Direct-to-Home (DTH) television industry in India has undergone a significant transformation over the last two 

decades, redefining how consumers access and engage with television content. Enabled by satellite transmission 

technology, DTH services offer direct broadcast access to subscribers, eliminating the need for traditional cable 

infrastructure. This innovation has made it possible to deliver high-quality digital content even in remote and 

underserved areas where terrestrial and cable transmission face logistical challenges. DTH technology operates through 

a sophisticated network involving broadcasting centers, satellites, encoders, multiplexers, and consumer-end equipment 

such as dish antennas and set-top boxes. This infrastructure ensures the seamless transmission of audio, video, and data 

signals directly to individual households, enhancing content delivery through features like High Definition (HD), 4K 

resolution, interactive services, and digital customization. The evolution of the Indian television landscape—from the 

state-run Doordarshan in the 1950s to the explosion of cable TV in the 1990s—paved the way for DTH as a response to 

inefficiencies in analog cable networks. Issues such as non-addressability, limited channel access, and lack of pricing 

transparency made traditional cable unsustainable in the long run. With the rise of Over-The-Top (OTT) platforms 

offering on-demand, flexible content, DTH providers are increasingly compelled to reimagine their service delivery, 

pricing models, and technical infrastructure. This study explores the dynamics of customer satisfaction in the DTH 

industry by examining key factors such as service quality, pricing transparency, channel diversity, customer support, 

and signal reliability. By analyzing consumer preferences and pain points, the research aims to provide actionable 

insights for DTH providers to enhance service delivery, integrate modern digital trends, and sustain relevance in a 

rapidly evolving entertainment ecosystem. 

 

STRATEGIES USED BY DTH SERVICE PROVIDERS 

Bundling of Channels and OTT Integration Dynamic Pricing and Seasonal Offers Regional Content Personalization 

Technology Enhancement Multi-Platform Access and Digital Apps 
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II. REVIEW OF LITERATURE 

 

Sharma & Iqbal (2024) conducted a study focusing on post-pandemic shifts in consumer behavior in the DTH 

industry. They found that consumers increasingly prioritize “value for money” and expect greater personalization, 

similar to the OTT experience. The demand for on-demand content and flexible channel selection was significantly 

higher among younger demographics. The study emphasized the growing pressure on DTH providers to adopt OTT-

like features to stay relevant. 

 

Nielsen Survey (2024) reported that 60% of users considered migrating from DTH to OTT platforms, primarily due to 

lower costs and the availability of flexible content. However, 40% of users still preferred DTH for live broadcasts, 

regional programming, and uninterrupted sports coverage. This indicates that while OTT content has grown, DTH 

retains a loyal base for its unique broadcasting strengths. The survey suggested a future where hybrid models may 

become the norm. 

 

Deshmukh & Patel (2023) conducted a comparative analysis between traditional DTH and hybrid DTH-OTT models. 

Their findings indicated that customers increasingly favor services that combine DTH with OTT platforms, offering 

convenience and flexibility. Traditional DTH providers face the risk of losing market share unless they evolve 

technologically and partner with OTT content distributors. The study reinforced the necessity for innovation in service 

packaging. 

 

Banerjee (2023) studied consumer satisfaction in urban and rural markets. Urban customers were found to demand 

advanced features such as HD and interactive content, while rural users prioritized basic access and affordable pricing. 

Customizable channel packs played a vital role in influencing customer satisfaction across both segments. The study 

underlined the need for differentiated marketing strategies based on location and income groups. 

 

Mishra & Agarwal (2022) focused on the impact of customer service on satisfaction levels in DTH services. They 

found that prompt problem-solving, 24/7 customer care, and quick response times significantly boosted user 

satisfaction. Customers appreciated services that offered flexibility in recharges and bundled content packages. The 

study advised DTH providers to treat customer support as a strategic priority rather than a cost center. 

 

Alpesh A. Sonil & Dr. Anurag Mehta (2020) analyzed the role of digitalization in transforming the Indian television 

industry through DTH. Their findings revealed that the shift from analog to digital broadcasting improved content 

delivery and accessibility. DTH enabled real-time access to diverse programming without dependency on cable 

infrastructure. They concluded that DTH services played a revolutionary role in India's digital entertainment transition. 

 

Dr. N. Manivannan & Mr. R. Bharathi Rajan (2019) studied the relationship between service quality, trust, and 

customer satisfaction. Their research showed that trust in the provider, clarity in billing, and content customization 

were strongly correlated with higher satisfaction.  

 

Need for the Study 

1. Growing Competition from OTT Platforms 

2. Changing Consumer Expectations 

3. Service Quality and Technical Issues 

4. Importance of Customer Retention 

5. Lack of Recent Consumer-Centric Research 

 

Primary Objective 

● To analyze the overall level of customer satisfaction towards Direct-to-Home (DTH) services in India. 

 

Secondary Objective 

● To study the demographic profile of DTH service users.  

● To identify the key factors that influence customer satisfaction in the DTH sector.  

● To evaluate customer perceptions about service quality, pricing, and value-added features.  

 

http://www.ijirset.com/


 

|www.ijirset.com |A Monthly, Peer Reviewed & Refereed Journal| e-ISSN: 2319-8753| p-ISSN: 2347-6710| 

                                         Volume 14, Issue 7, July 2025 

                                  |DOI: 10.15680/IJIRSET.2025.1407052| 

IJIRSET©2025                                       |     An ISO 9001:2008 Certified Journal   |                                       17526 

III. RESEARCH METHODOLOGY 

 

Research 

Research is defined as a systematic process of collecting, analyzing, and interpreting information to enhance 

understanding of a particular subject. In this study, the research aims to explore customer satisfaction towards Direct-

to-Home (DTH) services, focusing on understanding the perceptions, behaviors, and satisfaction levels of DTH users. 

The study uses both primary and secondary data to gather relevant insights. 

 

Research Design 

The research design serves as the blueprint for the study, outlining how data will be collected and analyzed. This 

research follows a descriptive research design, which is ideal for studying the characteristics, opinions, and 

satisfaction levels of DTH users. The primary objective is to systematically describe customer satisfaction levels, 

identifying key factors influencing satisfaction and the areas that require improvement. 

 

Types of Data 

The research uses both primary and secondary data for comprehensive analysis: 

 

● Primary Data 

Primary data refers to the data collected directly from DTH service users through structured tools like questionnaires 

and surveys. This data is essential for capturing current consumer attitudes, behaviors, and satisfaction levels regarding 

DTH services. 

● Secondary Data 

Secondary data includes information previously collected and documented by other sources, such as industry reports, 

research papers, articles, and online sources. Secondary data helps build a theoretical framework for the study and 

provides a contextual background for primary data analysis. 

 

Data Collection 

Data collection involves systematic methods to gather relevant information from the target audience: 

● Primary Data Collection 

Primary data was collected using structured questionnaires. These questionnaires were designed to gather insights about 

customer satisfaction, focusing on factors like service quality, pricing, customer support, and overall user experience. 

The data was collected through online surveys and face-to-face interviews to ensure a wide range of responses. 

 

● Secondary Data Collection 

Secondary data was gathered from published reports, articles, books, and research papers related to customer 

satisfaction in the DTH industry. This data was used to supplement the primary findings and support the study's 

theoretical framework. 

 

Questionnaire Design 

The questionnaire was designed to ensure it covered various aspects of customer satisfaction towards DTH services. 

The questionnaire includes: 

● Likert 5-point scale 

● Multiple Choice Questions 

● Dichotomous Questions 

● Open-ended Questions 

 

Sampling Framework 

The study aimed to collect data from a representative sample of DTH users. The sample size was set to 150 respondents 

to ensure that the findings were statistically significant and could be generalized to a broader population. The sampling 

method used was simple random sampling, where participants were selected at random from a pool of DTH service 

users. This method ensures that every individual had an equal chance of being included in the survey. 
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Tools for Analysis 

Various statistical tools and techniques were used to analyze the collected data: 

 

● Percentage Analysis 

Percentage analysis was used to determine the proportion of respondents who expressed satisfaction or dissatisfaction 

with various aspects of the DTH services. This method helped to compare different groups of respondents based on 

demographic factors like age, income, and service provider. 

Chi-Square Test 

● The Chi-square test was used to test the relationship between categorical variables, such as the type of DTH service 

used and customer satisfaction levels. This test helps in identifying whether there is a significant association between 

two or more variables. 

 

1. Chi-Square Test (Association between Gender and Satisfaction with Picture Quality) 

 Result Value 

 Chi-Square Statistic             0.287  

Degrees of Freedom              1 

 P-Value                                  0.592 

 Expected Frequencies            [18.6, 12.4], [11.4, 7.6] 

 

Interpretation: Since the p-value (0.592) is greater than 0.05, we fail to reject the null hypothesis.  

Conclusion: There is no significant association between gender and satisfaction with picture quality in DTH services. 

 

2. Correlation Analysis (Between Pricing Transparency and Customer Satisfaction) 

Result                                            Value 

 Correlation Coefficient             (r) 0.870  

P-Value                                        0.001 

 

Interpretation: 

● The correlation coefficient of 0.87 indicates a strong positive relationship between pricing transparency and 

customer satisfaction. 

● Since the p-value (0.001) is less than 0.05, the result is statistically significant. 

● Conclusion: Higher pricing transparency strongly influences higher customer satisfaction among DTH user 

 

IV. CONCLUSION 

 

The study on customer satisfaction towards DTH (Direct-to-Home) services has provided valuable insights into the 

preferences, expectations, and overall experiences of consumers. Based on the analysis of primary and secondary data, 

it is evident that customer satisfaction is influenced by several key factors, including service quality, picture clarity, 

pricing, customer care support, channel availability, and value-added features. Most respondents expressed moderate to 

high levels of satisfaction with their current DTH service providers, particularly in areas such as picture and sound 

quality, variety of channels, and easy access to services. However, issues such as high subscription costs, poor 

customer support, and lack of regional content in some cases have led to dissatisfaction among a segment of users. The 

study also revealed that consumers expect more flexibility in channel selection, competitive pricing, responsive 

customer service, and regular updates in content offerings. The study on customer satisfaction towards DTH services 

has revealed that while customers are largely satisfied with aspects like picture clarity, channel variety, and ease of use, 

several issues still impact their overall experience. Key concerns include high subscription charges, lack of 

customizable channel packs, and inadequate customer service. These factors influence the perception and loyalty of 

users, indicating that satisfaction is not solely based on service delivery but also on affordability, flexibility, and 

support responsiveness. To enhance customer satisfaction, DTH service providers must focus on offering value-driven 

packages, transparent pricing, and quick grievance redressal mechanisms. Incorporating customer feedback, providing 

more regional content, and upgrading technology will help providers stay relevant in a competitive market. 
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