Byoung-Jo HWANG, Hee-Young CHO / Journal of Economics Marketing, and Management Vol 11 No 5 (2023) 29-44 29

ISSN: 2288-7709
e JEMM website: https://acoms.kisti.re.kr/jemm
o doi: http://dx.doi.org/10.20482/jemm.2023.11.5.29

Effect of Perceived Value of OTT Platform on Consumer's Technology
Acceptance, Continuous Use Intention, and WOM*

Byoung-Jo HWANG !, Hee-Young CHO 2

Received: August 28, 2023. Revised: September 08, 2023. Accepted: September 27, 2023.

Abstract

Purpose: This study analyzed the effect of the perceived value of the OTT platform on consumers' technology acceptance,
continuous use intention, and WOM using the Expanded TAM. Research design, data and methodology: A survey was
conducted targeting OTT platform users in their 20s to 40s nationwide from August 10 to 16, 2022, and a total of 208 people were
used in the final analysis. To verify the research model, frequency analysis, CFA, and SEM analysis were performed using SPSS
and AMOS. Results: First, the perceived value of the OTT platform was found to have a positive effect on consumers' technology

acceptance (perceived usefulness, perceived ease of use, and perceived enjoyment). Second, the perceived ease of use of OTT

platform consumers was found to have a positive effect on perceived usefulness and perceived enjoyment. Third, it was found
that the perceived usefulness and perceived enjoyment of OTT platform consumers had a positive effect on the continuous use
intention, and WOM. Fourth, it was found that the continuous use intention the OTT platform had a positive effect on the WOM.
Conclusions: Word of mouth and continuous use of existing customers are important for OTT platform companies to retain
existing customers and secure new customers. Through the perceived value of the OTT platform, efforts should be made to provide

various contents that consumers can enjoy along with usefulness and convenience of functions.
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2. Literature Review

2.1. OTT Platform and WOM
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2.4. Continuous Use Intention and TAM
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3. Research Methodology
3.1. Research Model
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Figure 1: Research Model
3.2. Research Hypotheses
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ACHCheng et al, 2022; Li & Liu, 2014). O SFOfA MY
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TdaoxdE FEY XAE o

2t
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SHE AME2 MEtNo= JiX|7t obol 37 BE¥oz
SHRACE X|Z4E fE8M2 'OTTESME AHE2 AlZHO|L} H|E
O] HofEICt, 'OTTEAUE AM82 olg{22 zEXO0|C}y, 'OTT
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dact, ‘OTTEHES A8StH 7|20 ECF, OTTEHES At
&ot= 0| MOIRACHe| 2t 37 222 FYStct 12
1 XHAHBOEE 'OTTEAES ArB3I+E &3 Aol
OTTEMES AHES RMFSE e ZOo|Cy, 'OTTEHE
2 X&EH2 2 AHEE AO|CFE WOM2 'OTTEHE0 Cisl
28Mo= o|of7|sl= HO|Ck, 'OTTEHES FH XS0
A F=Hsl= HOICE 'OTTEE s T2 AFZEOA &
HFE Ho|ohol 2t 37 2o R FEULE 1 Bl oTTE
HEOl o|8ZHEL SEHAL 7|2™ AE & T 8/ 42 &
as EEStO, 267 422 FH|FHCH

3.4. Sampling and Data Collection

O] 7t= OTTEHEL| X|ZE= JHK|7t 7|28, XSAE
ol % woMo| OXl= g2 ABst7| st 20224 8
2 10295H 16YNX| M= 20~40Cf OTTEEE AL2ALE

ooz HEZAE HASIGYLC & 21088 TGS
FHE H4E F0| SMH43 SEHS = 27HE Helstn
ZE 2Mols 2082E Ar8siQICt == EE XEE
SPSSQt AMOS SBAZEZ2IHUMOZE HEEMZ HAISIRLCH
ZME BE22 2T SAX &4 52 HLEIX HIEE
ME MASIRICE d2|ln MEEEES EtEda ey
2 =0oIst7| Rlsto] A2z 2AM0t BN QOl2M =Hold
2002ME HAIMLCE Fd JHEZHe| EtEMEE THEEY| ¢
of WHEIZMHEME HAISICH, SF7dn By et
£ AT {to TRYHARYSEM)CE FAZ A
SHRAEL, SEM2 7|E 0|22 AESD M Hgtsict

(Hair et al,, 2019).

4. Results and Discussion

4.1. Demographic Information

o] 79| 208¥ HZ SEHA ZoM &0l 1053
(50.5%), 01’40| 103 (49.5%)0|UH, Y= 400 71
(34.1%), 30CH 69H(33.2%), 20CH 68H(B7%E LEH BIE
£ =2Q0t &2 1 0|57t 155H(745%) 2 7HE %S
M, 7tF = 228 Est 2~39 7t77t 100H(48.0%),
421 O|4 7t 74H(35.6%) =2E LEMRCHL 42 SEX
= HE/ALREO| 88F(423%)= 7tE HUASH,
2 P 1628 (77.9%)2 7t AL 2749
O|¢2o| OTTEAES =t dRc 1298(62.0%) 2=

A

OEZ0| 1728(827%)2 7tY ULt

N

b

30 g

(see Table 1).

Table 1: Respondents’ Demographic Information

Items Frequency | Percent

Male 105 50.5
Gender

Female 103 49.5

High school 21 10.1
Education University 155 74.5

Graduate school 32 15.4
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20’s 68 32.7
Age (years) 30’s 69 33.2
40's 71 34.1
1 34 16.4
Number of
tamili 2~3 100 48.0
amilies
More than 4 74 35.6
Office worker 88 42.3
Professional 37 17.8
Student 30 14.4
Housewife 18 8.7
Occupation
Business owners 10 4.8
Service/Sales 10 4.8
Officials 8 3.8
Others 7 3.4
YouTube Premium 100 48.1
Netflix 162 77.9
Using OTT Disney+ 52 25.0
platform Tving 58 27.9
Coupang Play 55 26.4
Wavve 42 20.2
1 79 38.0
Join OTT
platform 2 57 274
More than 3 72 34.6
Smartphone 172 82.7
Watch OTT | i o0pC 90 433
platform
tablet 67 322

4.2. Measurement Model

O gi¢o| 7td ZE0| &M BEO ME|Mut EtEdS
X =olstict 5™ =0 Chst tEUeEo] SRR
=XE &I5t7] {I5tol ZFPYEE 74| Cronbach’s Alpha
A+E S M2=E AT, o RO.J‘:'*"(CFA)%
S5t 0 Ao ZHINE 7tel EfYMO| HE|UEX]|
8o

Q15 R Ch(see Table 2).
Table 20f| M2, Z™HE 671 &=2| Cronbach's Alpha %k
2 B% 07 ol¢E EF7| M0 of Aol X Aetd
= = ACHNunnally & Berstein, 1994).

=

]

= e dEES 9 2oy aQlg
x2=178.031, df=118, p=0.000, x?/df =1.509,
RMR=0.030, RMSEA=0.050, GFI=0.909, AGFI=0.868, NFI=0.918,
IFI=0.971, TLI=0.961, CFI=0.9702 L}EtSC}.
LE™ o2 yy/dfgf2 AHRE SZ0l e 20
=0 320 oM MMEHNQl Mg HESH, O Q|
g Xk HEHHQl =

0]

X3 59 ZWs0| JIFES +8%
+ Y& HoE Ut 238 20l ofsto] +YE 02
N 23 .

A
DYool MEHNQl Mote = YBSICHT & = UACKBentler
& Bonett, 1980; Hair et al., 2010; Xia & Yang, 2019).
£ o] AT BF ML E0| JHEE0 Cis cHEdS 2
=X "5 fl6te, FEHES0l et *|§|74|—r(CR'
composite/construct reliability) W Hr 243 ZE(AVE; average
variance extracted)?f2 A& =OISIIALCE Table 20 A 4
2IARCRE 7 R2 0| 0821, BEEMFEAVEUE
71 22 20| 06062, Ol MAATNAM HMAIE 7|F(CR
0.60|%, AVE 050|%hét2 BFSt= ZAO|CHBagozzi & i,
1988).

—3

Table 2: Reliability Test and Confirmatory Factor Analysis Results

Constructs Items St(_i. SE. t-value AVE CR Cronbach’s a
loading
Using the OTT has many benefits compared to effort | 0.769
(Plf\rge“’ed Value | ysing the OTT has high benefits compared to cost 0.783 | 0.099 | 10.974* | 0.700 | 0.875 0.824
Using the OTT platform is worthwhile overall 0.796 | 0.085 | 11.143*
Using the OTT platform saves time and money 0.626
Perceived - - —
Usefulness Using the OTT platform is efficient in many ways 0.765 | 0.123 | 8.307* | 0.606 | 0.821 0.754
(PU)
The OTT platform provides useful content to me 0.764 | 0.131 | 8.305*
Perceived Ease | Using the OTT platform is generally convenient 0.841 0.796 | 0.921 0.878




38

Byoung-Jo HWANG, Hee-Young CHO / Journal of Economics Marketing, and Management Vol 11 No 5 (2023) 29-44

of Use

(PEV) Using the OTT platform is no difficulty 0.865 0.072 | 14.120*
Using the OTT platform is not inconvenient 0.813 | 0.076 | 13.241*
Enjoy using the OTT platform 0.761
Perceived
Enjoyment It feels good to use the OTT platform 0.806 | 0.097 | 11.606* | 0.717 | 0.883 0.831
(PE)
Itis fun to use the OTT platform 0.798 | 0.094 | 11.487*
It will increase the number of OTT platforms used 0.660
Continue Use
Intention The use of OTT platforms will be considered first 0.734 | 0.122 | 8.045* | 0.629 | 0.835 0.731
(Cul)
| will continue to use the OTT platform 0.775 | 0.130 | 7.797*
| tend to talk positively about the OTT platform 0.820
‘(’\\/’\;’('Dd,\;l())f"\""“th I recommend OTT platform to my acquaintances 0.761 | 0.077 | 11.526* | 0.716 | 0.883 0.858
| tend to inform people around me about the OTT 0.763 | 0.079 | 11.565*

Notes 1: x*=178.031, df=118, p=0.000, x¥df =1.509, RMR=0.030, RMSEA=0.050, GFI=0.909, AGFI=0.868, NFI=0.918, IFI=0.971, TLI=0.961, CFI=0.970

Notes 2: *p<0.001

Notes 3: AVE: Average Variance Extracted
Notes 4: CR: Composite/Construct Reliability

Table 32 2t 97 JWE3S2 THEEIG L HAEIGES Larcker, 1981). [W2tA, THEEIE Y2 HaZMFEUAVES
g% Z2UE o33 20 BEE4FESHAVE)DE 2=, H4EAE MESa 2718 ME HWstks A2z, 2 Ao
HEA o] MEiS MESIL, Ol g2 7|FSH0] THEE} A HaEdEe HoEMFEUAVDEELD CHZEHe=
S 9 WHEIGNS olsiyich TEEEe WREAE  We 20| HOlED, JHHolM HAIS Hiet 20| mE A
EAVE)O| HEA= MSECH FHOF Sk, HMAEFEE2 A= B27b H(+)2 20|22 HAEE Y ST
A 2h AT A Jpdar 22 GEez AKXt 12 = 5 ULt
W OEfEd R RRBChs Q02 & £ UACHFornell &

Table 3: Discriminant Validity by Correlation Analysis
Constructs 1 2 3 4 5 6
1. Perceived Value (PV) 0.700
. 0.662*
2. Perceived Usefulness (PU) (0.438) 0.606
0.498* 0.533*
3. Perceived Ease of Use (PEU) (0.248) (0.284) 0.796
. . 0.809* 0.746* 0.656*
4. Perceived Enjoyment (PE) (0.654) (0.557) (0.430) 0.717
. . 0.655* 0.655* 0.406* 0.650*
5. Continue Use Intention (CUI) (0.429) (0.429) (0.165) (0.423) 0.629
0.703* 0.776* 0.547* 0.785* 0.851*
6. Word-Of-Mouth (WOM) (0.494) (0.602) (0.299) (0.616) (0.724) 0.716
Mean 3.4551 3.6058 4.0545 3.8061 3.5128 3.5272
Std. Deviation 0.7089 0.6790 0.7021 0.7006 0.6461 0.7006

Notes 1: The diagonal value is AVE.

Notes 2: *p<0.001

Notes 3: Parentheses( ): Squared value of correlation coefficient
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4.3. Structural Equation Model (SEM)

2 o] oie FxUPARYEo| ZAE Mg 8510, & HWSHH MEtHel =3 Aus0| 7|80 +=8E = U= =+
E& ZIte Table 4°F ZLCE ZEQ HEYE FX|E 0 Aoz LELEE, A ZHEo Ot Mg J|&E2
X2=189.474, df=122, p=0.000, x?/df=1.553, RMR=0.032, HMutd oz FHESD e A2 =QISHUCE M2ty 2 o
RMSEA=0.052, GFI=0.904, AGFI=0.865, NFI=0.913, IFI=0.967, To| FxEY Huks FENEE 2 QANRAE 25
TLI=0.958, CFI=0.9672 LIEtGICE & 7o mE= M@k o ol &% H2=Z TEHEICHBentler & Bonett, 1980; Hair

=
FXE FRYFMEHE HIt J|ELZ o A XNES et al, 2010; Xia & Yang, 2019).

Table 4: Hypotheses testing results

Hypothesis Path Std. Estimate S.E. t-value Results
H1-1 Perceived Value — Perceived Usefulness 0.576 0.094 5.634*** Accept
H1-2 Perceived Value — Perceived Ease of Use 0.498 0.086 6.006*** Accept
H1-3 Perceived Value — Perceived Enjoyment 0.673 0.082 7.728*** Accept

H2 Perceived Ease of Use — Perceived Usefulness 0.262 0.076 3.084** Accept
H3 Perceived Ease of Use — Perceived Enjoyment 0.329 0.063 4.725"** Accept
H4-1 Perceived Usefulness — Continue Use Intention 0.413 0.118 3.437% Accept
H4-2 Perceived Ease of Use — Continue Use Intention -0.117 0.087 -1.176 Reject
H4-3 Perceived Enjoyment — Continue Use Intention 0.457 0.124 3.553*** Accept
H5-1 Perceived Usefulness — WOM 0.254 0.112 2.569* Accept
H5-2 Perceived Enjoyment — WOM 0.281 0.103 3.049* Accept
H6 Continue Use Intention — WOM 0.501 0.128 4.514*** Accept

Model Fit: x?=189.474, df=122, p=0.000, x*/df=1.553, RMR=0.032, RMSEA=0.052, GFI=0.904, AGFI=0.865, NFI=0.913, IFI=0.967, TLI=0.958, CFI=0.967
*p<0.05; **p<0.01; ***p<0.001

2YE JEFE8DYUE-TAME X8 OTTEARE ALEX =4t Z2u oot Y+)el dee OK|ls A= LIEHRL
of woMol| @& O/X|= golof =t Aol A Hl &2 BEAFE 7IECE XZE 088042 X|AE= S840
M Ante O3 2o 0.262 (t-value=3.084; p<0.0N2 2 F&HS HOo|A ULt Of

H1 A77HE 2 MEH | QACE OTTEE S| X|ZHE F4X[7F & £ OTTEAZEL AHE HE|H0| T ZHX AlHol it
HIXtSl 7|&80| o3 dE HAE HEXE 23 Z M/E28d0| gaEltte Ag oOjsiot
o FoF F(+)9 g O|X|= HLE LIEIRLCE 24+ H3 7782 MEHZ|QACE OTTEEE AH|XIQ| X|ZHE O
£ 71F22 Hitg W XZE 7tX= XHE EAHF 0673 880/’40| X[ZE ZH30| o FE HAE #A=XE
(t-value=7.728;, p<0.001), X|Z= 0|80 0498 (t- 2435t 41t oot F(+)el IS 0/K|ls A= LIEHRCH
value=6.006; p<0.001), X|ZtE R84 0576 (t-value=5634; A2ALE 71202 X|ZE 0|280/M2 X|ZE ZAHL0
p<0.001) &=L 2 F&LHZ Ho|1 ULt Ol OTTEHE & 0329 (t-value=4725, p<0.001)22 FsAS =Holm UL
HIXtQl FA "o Hoid| o=, AlZCHH] ZHE, TEHE OTTEUEL| ALEO| =HSHX| @1 O|HX| US+EF AH|X}
ZHX)7 EoW BHX AHe| B, Heldu AR 3 7b BHIE AEo| E72E ZHEY = Utte AE oOjsict
HHQ g 0|XCHe Ag olOo|siot. H4 AF7HE2 B2 HEE|QICH OTTEEE AH|XtC| 7|&

H2 Cl7hd2 KEHE|QICE OTTESHE AH|Xte| X|ZHEl O] +=82 XHAEQE0| ot FF HAAE H=XE 24T
880|d0o| X|ZE 840 olHet de AAE H=XE Ant X2E R84 XZE EH22 |zt (+)9 I
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