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Abstract This study empirically analyzed the users’ experiences with the Netflix thumbnail curation
based on the Technology Acceptance Model(TAM). According to the correlation analysis results, the
higher the dependence on the thumbnails, the higher the satisfaction with the thumbnail curation. Both
Perceived Informational Usefulness(PIU) and Perceived Ease of Use(PEOU) had correlations with the
degree of satisfaction with the thumbnail curation. In particular, the factors of relevance in PEOU had
the greatest impact on the degree of satisfaction and this result proved that the suitability factors of
the thumbnails had significant correlations with the degree of satisfaction. The degree of satisfaction
with the thumbnail curation also positively correlated with Netflix's overall degree of satisfaction and
behavioral intention to use the Netflix. This study demonstrated the suitability of the TAM as a UX

evaluation tool for the Netflix thumbnail curation.
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1 Visibility appropriate information to p
(2017)
U guess the content?

Impressions .
press Does thumbnail make users
& Click . . -
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Do different types of
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U selection?
Relevance Does thumbnail properly Jung, Seoyoun

reflect user preferences? (2019)
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Fig. 2. Research Model
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Table 4. The Demographic information of the population
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Fig. 3. Satisfaction with Curation Service.
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Fig. 4. Dependence on Thumbnail.
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