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Abstract This research multilaterally analyzed the frequency of use of OTT service and its effect on life
satisfaction for office workers of the MZ generation using the survey data of the Korean Media Panel.
Recently, the OTT service market has grown rapidly, but there is a lack of research on what changes
these changes have brought to the lives of the MZ generation. In this research, the frequency of OTT
service use was investigated according to the characteristics of workers in the MZ generation, and a
research model was set up to test whether the frequency of use affects life satisfaction. In fact, the
frequency of use varied according to the gender and age group of the MZ generation, and it was found
that the frequency of use also affected life satisfaction. It has an academic contribution in that it was
the first to study the relationship between media content use patterns and life satisfaction. In the future,
additional research is possible not only on the frequency of use, but also on the type of OTT content
and the time of use of OTT service.
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Flg 1. Research Model and Hypothesis
4, AFZ

ZAAALY] LubA EAL Table 13 Zth 94
6738(46.9%), ©14 760%8(53.1%), 10t} 59F(0.3%),
209 6057(0.3%), 10th 5%8(0.3%), 109 57(0.3%)=
et OTT ARE: ool theh -SE2 A8 13947
(97.2%), WIA(39H(2.8%) 2 HHE ARE Follom,
OTTAMHEAL & ARl tiet -§H2 otFox o7
H ARSSHE SEAE 39%2 7P okl £7]/97 1
3] AHgoE SHEI SEAE 080%WE 7P AA |
Bt

Table 1. General characteristics of surveillance subjects

Variable Division frequency (percentage)
Male 673(46.9)
Gender
Female 760(53.1
10's 5(0.3)
20's 605(42.2)
Age Group -
30's 724(50.5)
40's 99(6.9)
Whether to use OTT | Used 1394(97.2)
service Unused 39(2.7)

Table 29} Zo] MZAIH| 4] TEre E1l 49
A S ok T ERl 4] ¥AIA S o
S RS, Eelo] &3t o Oidt ¢ B 74 A
71% 5% oldo& yeptow, £ ARt 9 A7t
Al HEE] FHPE 58 olHG.18)E e

Table 2. General characteristics of surveillance subjects

Mean Mean
Division (Standard Division (Standard
Deviation) Deviation)
Satisfaction
With The
5.21(0.98)
Personal
Aspect
Satisfaction .
. Life
With The ) ) 5.18(0.90)
. 5.21(1.01) Satisfaction
Relational
Aspect
Satisfaction
With The 5.13(1.01)
Group

OTT AF§ oj%e] T2 49| YSEL Table 334

2t} OTTS AMgSH: $uA9| 4o wame] By
(5.19)% vIAFg SEAS 4ol HEE BEHATIS
U ESHEE 1 OTTE AU S8 a4l 4
of w7t T B/ Uehdeh OTTAME Wlo] w2
so) MEwo] B 71454 ABE (Table H9F 2
th 139 18] v]9 At SRV VY e 4
o HEEE ehith. 1 0Bt 1590 5+69
1390] 1~23] $:02 49 WHEE} A Ueto

OTT A $54 % S0l ofel Wl AMgTITE &
BT S HY e Al UEEg e

Table 3. Satisfaction with life according to OTT use

Life Satisfaction

Variable Division Mean (Standard
Deviation)
Whether Or Not Use 5.19(0.89)
To Use Unused 4.73(1.29)

Table 4. Satisfaction with life according to OTT use

Life
satisfaction
. o Frequency
Variable Division ® tag6) Mean
ercentage (Standard
deviation)
Several
Times A 559(39) 5.11(0.90)
Day
1 Time
Per Day 195(13.6) 5.14(0.90)
(Daily)
5-6 Times
149(10.4) 5.32(0.78)
Frequency of | A Week
Use 3-4 Times
209(14.6) 5.22(0.82)
A Week
1-2 Times
238(16.6) 5.30(0.89)
A Week
Less Than
Once A 44(3.1) 5.43(0.95)
Week
Unused 39(2.7) 7.73(1.29)

OTT AR RIEQ] Apo7} 4f9] RISk fom|dt &
e Uehfi=A gelsty] fls) ZAREA(ANOVAYE
AA YL} F=4.26, p{0.05 o2 ARG Hlof mE 4
o] = o] o7t Fofu|sit= AoR UEy
onj LA HORE off FoflA Ao|7} U=A& AFSt
7] 98l AZAH O R Tukey HSD TestS AA|SH A}
Table 59} Zo] 1590 5~63], 15Y0| 3~43], 15
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Qo] 1~23], 17900 13] wl5te] 39 AGDHA e
A 49l WS B RYUIT Holrt G A
2 391 & % 9I9iek. o= OTT At o7} el @
Zwo] Y F1 UL YT 9108, OTT A4
BT A Ae] BEES REdkA gk ¥ 4 9.

Table 5. Post hoc test of comparison between
frequency of OTT use and average life
satisfaction(Tukey HSD)

Group1 Group?2 p-adj
576 Times A Unused 0.0052
Week
3-4 Times A

Unused 0.0309
Week
1-2 Times A

Unused 0.0056
Week
Less Than Once

Unused 0.0066
A Week

AT Ax}, Adof| W& OTT ol ®HlEE: 94 673
3(46.9%), 94 76078(53.1%) 2.8 oJA49] OTT o&
W7 o E=9Th Aol W OTT o8¥l=x 10
o 5%8(0.3%), 20t 6057(0.3%), 109 5%8(0.3%), 10
o 598(0.3%)Z YEt 20~30tHe] OTT ©o]-go] 713
et Ag & 5 Atk OTT ARE oo oigt &
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u}%— .
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