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Abstract The purpose of this study is to analyze personalized contents and previews of OTT service
based on user experience and to suggest the improvements of the preview viewing experience. Current
domestic OTT mobile applications were researched to find out how services are offering content. Plus,
the 20s—30s were recruited to analyze user experience. An online survey and in—depth interview were
conducted by using Stephen P. Anderson’s Creating Pleasurable Interface Model. As a result, preview
help users to select content but it doesn’t suit their taste. Also, the preview is hard to watch however
they want. Therefore, it can be inferred that the preview requires the function for improving efficiency,

preference, and accessibility. This study is expected to be used as research material on user experience
or preview experience of OTT content.
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Table 1. Ratio of OTT multiple usage with Netflix

Netflix

Wavve 40.7%
Tving 43.8%
Watcha 65.5%
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Table 2. OTT service and content

Service User rate (Month) Content

Netflix 10.01 million Overseas series, Netflix
originals

Wavve 3.94 million Live streaming

terrestrial contents

. . CJ, JTBC

Tving 2.64 million channel contents

Watcha 1.38 million Curation movies by
user taste

2.4.1 Y& ~(Netflix)

S0 waetn glen, A3
ES ¢ B FdxE a}g 1—)61—?‘51— 2= 919
o] AFAZE folut TVol A w2l n

Fo 7 AT = 7]To] ZEx PSS Hlalsle] B &)

X

o
r—;—‘ E

rm

dlojH= Fel= A Al gl 13 M 7]5-S A hste,

g g2 A 7t Soz Al HA

EA ZH2E 2kS = Q%) gx 1‘?} Zel= Fo]R] 4|

E‘r—f(Drop down)
Jo] Wkt



=
o
s
it
oft
@)
ﬁ
;%

Zel= wens)e) A 4d Uagl a7 285

]ﬂ [e) = Z__ o 0 - :)(;L
st B ZHlze FUEL wolu YA A
20-30M1E FAHo= An7} %—7}6}51_ AE =E

=
= 49
= 7 AlFSHA ol 2 ZRl= Ho]A = o]Ea}Y]

ol HATH 14].

2.4.4 S¥xk(Watcha)

S Zul= §fd o] A (Content Curation)ol H%
d AR} _[J\L AR = q.oks} Zx A

=0k |

A "ojx= AS & 7 dT

TRl = AF A3 24 AHE o} Table 322 4
23Tt AR gifate] urEd =g Algehs W
2o g s 9AES 5207 &-838ka S
of gk FRl=o] HdS %o A AjH| 9]
735 ZRI= Ao ) 7hsAd o] vtk A
Aol YAt

Table 3. OTT service and content analysis

Service Feature
'Watch it now' button after preview.
Netflix . K .
Negative experience of autoplay preview.
Easy to search content by keyword.
Wavve
Hard to find content information.
) VOD recommendations with live stream.
Tving A - -
Hard to find VOD with short clips.
User comments for content curation.
Watcha - S -
Low readability of curation information.
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Table 4. Survey questionnaire topics

Element Questions
Use preview feature.
Functional Preview plays as expected.
Use preview autoplay feature.
Preview quality is reliable.
Reliable Able to see a content preview.
Experienced error while watching.
Able to see anytime and anywhere.
Usable Easy to move to a preview page.
Easy to see while searching.
Convenient to find the preview clip.
Convenient Text in the app is understandable.
Easy to see content after preview.
It raises curiosity about content.
Pleasurable It helps to choose content.
Preview suits my taste.
It affects maintaining a subscription.
Meaninful Able to know preference by preview.

Able to share with other users.
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Table 5. Device usage of OTT service

Device Usage
Smartphone 83.1%
Tablet PC 50.8%
Laptop 46.2%
TV 44.6%
Desktop 26.2%
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Pleasurable Usable

Convenient

Fig. 1. Radial chart comparing user experience

Table 6. User experience satisfaction analysis

Element M (SD)
Functional 5.57 (2.25)
Reliable 7.02 (1.82)

Usable 6.50 (2.05)
Convenient 7.04 (1.90)
Pleasurable 6.50 (2.01)
Meaninful 5.77 (2.12)
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Fig. 2. Integrated analysis of user experience
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