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Abstract OTT, transcending traditional set-top boxes, signifies a burgeoning platform that
facilitates real-time video content streaming on user—friendly devices via the internet, thereby
supplanting TV and movie services. This study aims to enhance the sustainability of OTT
platforms in the highly competitive OTT industry by emphasizing the value of personalization and
socialization in OTT services.The study focused on adult consumers using OTT services,
securing 340 samples through an online survey for hypothesis testing. The hypothesis testing
results suggest increased consumers’ hedonic and functional value due to the content richness,
content recommendation, and device diversity on OTT. Additionally, these values and social
values have amplified the continuous usage intention. Furthermore, social value interacts with
hedonic and functional values, enhancing the intention for continuous usage. Similarly, the
susceptibility to informational influence also interacts with social value, reinforcing this usage
intention. This study elucidates the value factors desired by OTT consumers, suggesting
strategies for value enhancement at both platform and individual levels, thereby aiding in
developing tailored strategies for OTT platforms to cater to consumer needs.
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Table 1 Measurement Items
Constructs Items Reference
Content (CRil) OTT provides me with rich content by genre. Park ot
ark e
Richness (CRi2) OTT provides me with more content than TV. 1(2022)
. al.
(a = 0.890) |(CRi3) OTT provides me with enough content and information.
(CRel) OTT recommends the videos I want.
Content (CRe2) OTT recommends specific videos based on my information (interests, Lee et
Recommendation| preferences, usage history). 1.(2022)
al.
(a = 0909) |(CRe3) OTT recommends videos in specific fields based on my information
(interests, preferences, usage history).
(DD1) OTT can be used on various devices such as smartphones, PCs, and
. tablets.
Device . .
Di " (DD2) OTT allows you to use the service on the device you want, regardless of] Park et
iversi
(@=0 851;) the specific device, according to the situation. al.(2022)
' (DD3) OTT can be used by utilizing the device according to the location and
time.
HV1) I find OTT tent fun.
Hedonic Value| ( ) %n conten .un . Wang et
(a = 0879) (HV2) I find OTT content interesting. L(2021)
= 0. al.
(HV3) I find OTT content pleasant.
Functional |(FV1) I know the quality of services provided by utilizing the features of OTT. W ;
ang e
Value (FV2) I know whether interacting with OTT matches my initial expectations. al( 2§2 D
(a = 0899) |(FV3) I get help in choosing the content I want by interacting with OTT. )
. (SV1) I have good relationships with others through OTT content. .
Social Value . . . . Liu et
(@ = 0853) (SV2) I have social relationships with others through OTT content. (Drop) 1.(2021)
= 0. al.
(SV3) I have close relationships with others through OTT content.
Continuous . . . . . .
Usage (CUI1) I would like to continue using the OTT I am using now if possible. Yoon and
al
Inte io (CUI2) I am willing to pay for the OTT I am using now in the future. Kim,
ntention
(@ = 0914) (CUI3) I will continue to use OTT as I am doing now. (2023)
(SII1) In order to use OTT services correctly, I often observe what people around
Susceptibilit me do.
usceptibili
In b G 31 (SII2) 1 ask others to choose the right way to use OTT services. Yazdanmehr
nformationa
(SII3) When I don’t know how to use OTT services correctly, I usually ask my| et al
Influence .
(a = 0887) friends or colleagues. (2020)
’ (SII4) Before using OTT services, I often gather information about the technology
from people around me.
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=48 AAds) FRF Ao worHt)
Table 2 Demographic Characteristics

Demographic Categories Frequency %

Total 340 100.0

Male 169 497

Gender Female 171 503

21 - 30 36 10.6

Age 31 - 40 119 35.0

41 - 50 117 34.4

> 50 68  20.0

University Student 10 2.9

Job House Wife 27 79

Office Worker 249 73.2

Others 54 159

Netflix 239 70.3

Coupang play 191 56.2

Using TVING 139 409

Platform Disney+ 80 23.5

Wave 76 22.4

Other 23 6.8

1-2 per month 35 10.3

Monthly  1-2 per week 90 265

Usage 3-4 per week 89 26.2

Over 5 per week 126 37.1

Main Mobile 146 429

Usage Smart pad 37 109

i Desktop/Notebook 47 138

Deivce TV 110 324

QQ(SVZM Exﬂﬂ et Al
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gstgon, 1 9 gIEe

HA R e o) AlE S . F4S FelstE Ao, AMOSOIAE A A
=4, 834 54 =7 ad WE £4 et FAEAFE HE MEHo2 S
o2 FH3 FAIEAE FUse FoE B 07 2o} =2 79 A#8=, 05 2of £ A
AGE Fgolx QR4 (AMOS 220 AME)E BAFFES W4 2 3ht(Wixom and Watson,
shal, Bt B4 s 59 AT eBEAdd & 2001). <Table 3> HF EdA A=A 7l
9 ElgA S el AAE stk gl AF &= 0785004 0.880, H EA:ZES 0546
A QQRAMS FTxrdE FHIPgona H oA 0.711= Yet} HF Aol FRHAY
do] A st x¥df = 1.144, GFI I el WS 2re] FAo] FEE] AEA
= 0.941, AGFI = 0921, CFI = 0.994, NFI = S A EAE st Aoz Agdie 3
0957, L¥]a, RMSEA = 00213 o] R 9 TEMNFE AFs ZE W ABAFE
A=t AA AT, APAFE 0.052T 2 v aaky, FerREA =S Aol AdAl R
H

RMSEA, 098t &2 GFI, AGFI, CFI, NFI % 2 &S 7 u #Ad BEAdEs FRoa
S @ 738l=t(Bentler, 1990), & #2171 A g }(Fornell and Larcker, 1981). <Table 4>+

Table 3 Result for Validity through Confirmatory Factor Analysis

Standard Standardized  Critical Construct Average
Constructs — Item  Mean 1y o con Estimates Ratio Reliahility Variance
Extracted
Content CRQ 0848 5 .
e CR2 520 115 0.853 18.768" 0.835 0.627
CRil 0.862 19.029°
Comtent CRe3 0.883 -
Reconi’;en iy CREZ 512 1.19 0.856 20.798" 0.856 0.665
CRel 0.891 92.165"
Device DD3 0.822 -
Diversity DD2 500 1.04 0.845 16610” 0.815 0.596
DD1 0.791 15561
HV3 0.855 -
Hedonic Value HV2 485 1.07 0.878 19173 0.832 0.623
HV1 0.795 17.022°
Functional FV3 0.871 N
Vo FV2 506 111 0.833 19.332” 0.860 0.672
FV1 0.893 91.399"
. SV3 0.866 =
Social Value oo 498 113 0.560 S 0.785 0.647
Continuous S 0.879 N
Usage Tntention CU2 494 1.11 0.890 22.389" 0.880 0711
aun 0.881 92.040™
Susceptibility gﬁg 8’5(7)3 15 4_34**
Im;(r)lglrlleelg((:)élal S 4.35 1.11 0.895 1671 2,, 0.827 0.546
sm 0.852 17.374°
% p < (0.01
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Table 4 Result for Discriminant Validity

Constructs 1 2 3 4 5 6 7 8
CRi 0.792°2
CRe 531" 0.815°%
DD 485" 412" 0.772°2
HV 523 435 469" 0.789%
FV 420" 489" 516" 442 0.8202
SV 543" 610" 488" 551" 538 0.8042
CUI 435" 466" 4717 483 597 582" 0.843%?
SII 413" 364" 402 334 401 389" 474" 0.739?

a. Square Root of the Average Variance Extracted, **. p < 0.01
CRi(Content Richness), CRe(Content Recommendation), DD(Device Diversity), HV (Hedonic Value), FV(Functional Value)
SV(Social Value), CUI(Continuous Usage Intention), SII(Susceptibility to Informational Influence)

9 ElEA AnEA HErh A S 7R E A Z A 27T FFsg e, SA4H
< s 9] Wt 03 B vol FEWHA o]
aEla, A Uylo® dolEHE FrEg o o] ¥ A &t

o2 AR GAY SR ol uligk AAgke] #

At e ol FEFHY A 9 (Common 43 714 AHHA

Method Bias) %5 g1ttt F&5WHHE

T s g8 ddn AL HS 4 83) 7Hd AAde T oA wHs AEst AA
Atk AP VIWe RE W TS AHE OTT °]&&%F= 8207 OTT 7kAl, 183 A
o mdd dis Frt2 @ e WEE S8 &4 o] & ok ko] WAYFAA Y FF A
1 g HEE 4 =99 A Rds W o] 4L AMOS 2209 FxWA4 ndzys
o, 7 Ed 19 SAHFPEY wsHFsS < g3t ol AA mdoMe F A= B
3l 7 o]t} (Podsakoff et al., 2003). ¢4 FT& S 53 9 AAE Au7] Yol EA4, Al
A g wdol A (x¥df = 1.144, GFI = 3|7 7hx 9k AR g NAe 24 g
0.941, AGFI = 0921, CFI = 0994, NFI = Process 3.1 WA =& A&} g 7[HS =
0957, L8], RMSEA = 0.021)¢ ¥4 37} A g JFe aY=Zz P ndT
mdo] Hgt=x?/df= 1.072, GFI = 0.951, AGFI dolE & Azsnz 24 a1 gk 1

3] Res!

AE Al g
= 0926, CFI = 0997, NFI = 0964, 181, S Belsty] 98t A&k
RMSEA = 00155 &<lsdet. F nde +

Content Richness

H3a

H2

Hedonic Value
(R*=10.363)

Functional Value
(R*=0.447)
Social Value

Fig. 2 Results of Hypothesis Tests (H1"H4)

Continuous Usage
Intention

Content
Recommendation

Device Diversity

**:p<0.01

0.343%*

Hie
0.357**

H4
0.435%*

- 105 -



The Influence of Strengthening OTT Values of Consumer: The Role of Platform Services and Susceptibility

to Informational Influence

Table 5 Results of Hypothesis Tests (H17H4)
Path Coefficient t-value Results

Hla HV — CUI 0483 &8771" Support
Hlb FV — CUI 0.177 3.359™ Support
Hlc SV — CUI 0.357 6.503"  Support
H2 CRi — HV  0.466 6.515™  Support
H3a CRe — HV 0.195 2.893™  Support
H3b CRe — FV 0343  6.007" Support
H4 DD — FV 0435  7.204" Support

CRi(Content Richness), CRe(Content Recommendation),
DD(Device Diversity), HV(Hedonic Value), FV(Functional
Value), SV(Social Value), CUI(Continuous Usage Intention)
=k p < 0.01

7V 1-47h A 9] FERu A 2dE S 9]}
gl gy, x¥df = 2754,

wdd HYES
GFI = 0.900, AGFI = 0.869, CFI = 0.942, NFI
= 0913, g3, RMSEA = 00722 #A3=7}

Uelytth v = RMSEASH AGFIZF Q& 7AMS R
o tha REF A0 JEuol) RMSEAL
0.087b4] & &3tal, AGFI= 08 o4 45 3
&3t 1 ¢ TX]%:O] A e a4 S 5
3t . 2 & (Kaartina et al, 2015), 7} 77l
mdS Hgsdr. A= <Fig. 2>, <Table
5>¢9} &t}

7Fd 18 Anjzke] OTTAA de 714 +3
(A=A 7FA(Hla), 7154 7F(Hlb), AF3]A
7FA[(HIc))o] A|&4 o] & oko] &S +rh
T A= FogT 5%olA iAol AEE Sl
TH(Hla: S.E. = 0.046, 8 = 0.483, p<0.01; Hlb:
SE. = 0053, g = 0177, p<0.01; Hlc: SE. =
0.049, B = 0357, p<0.01). alF ZAF= A4 7
dol AxrUHe 75, #=, A A 77 &
H| 2] A8 E Fo] ARYE U BdE= FujR
AA DS vr3l Wang et al.(2021) AT+ FAF
Foh =, OTT EEelA 2nA7 =, 7]
i AR A 7RIS E=A B3R W A
olg =7t JAE F U 9oH 3,

ofs

2

x

IS D

>£u}m

Q7Y 7M1 2= OTT 2= ¥

auzke] A=A 7pAE E=RIvkE Ao
FrelFE 5%olAl 7HAd el AYEJATHH2: S
= 0.063, B = 0466, p<0.01). 3l¥ A3}+= OTT
Hl= FHAdo] AHzte] A" JHAE Eo

R

O o b o

i

= Z2719S 93l Park et al.(2022) A79F
Abstth. &, OTT Zel=7F v Abo] Al A& 3
ol

b, 7} 38 OTT "= F3H 7]%50]

o, #elsE 5%elA shdel AeH

(H3a: S.E. = 0.056, g = 0.195, p<0.01; H3b:
SE. = 0057, 8 = 0343, p<0.01). ald A3+
A BED CIREE FA ATt LA
o 7% e AME AR A4S wlThs

Kim and Lee(2022) A7 FAlsidh. &, 24
= Fd 7S EARE 8% &R A
2oz wad 48% 5 RS =9, 7]
S AuAe BAAE 5 ol 2092 @
t 7Hd 4= OTT 7171 vl 71e4 7HA
= =T Ao, folad B%elA 7hdel
A= A okH4: S.E. = 0.070, 8 = 0.435, p<0.01).
M Adyte = AH|A stEg o] A YAl FF
std W, &uzEe] 7RA] 1A Egs Fus

Hsiao and Chen(2017) <-+<} fAFsioh =,
OTT ZEHEFL AnA7 JA 4 2d=&
He -’F A= opeFgk 717]o gk Auj = A
A= O}L Aol a7-Hrh
7}*5_1 59} 6 Zt7t AMs] A Thx| e JRA
f'ék nAdel 24 av s glste
, Process 3.1 wlZL=2°] Model 1& ®FY3}S
E]' g, B2 50008 2% 95%)S HE
S o}gigtt], A= <Table 6> A&
714 5% OTT AFE A 7Fx| 7} 2n]=pe] g
I i B B o R s e e =
A AEH ol e dFS
BT fo4FE 5%E VToE Fsgd ol
A= A Hba: S.E. = 0.033, ¢ = -2.070, p<0.05;
Hb5b: SE. = 0028, t = 2593, p<0.01). <
A= golB Aw s FoREe] #Hort 9l
o] 7hx9} H5AE sHE JHA PSS W
A Z1thE Zhou and Huang(2023) A+ A
S}E} 7Hd 62 ARA G WzHdo] AL A
x4 ZHE 7HA AEHA ol& g
IS FUE AOR, FoFF 5%E VFo

A e = AeHHE: S.E. = 0.032,

T3 o
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Table 6 Results of Hypothesis Tests (H5 H6)

Coefficient t-value Results
Constant 4,989 95.151™
HV 0.232 4.335™
Hb5a SV 0.414 7.812"  Support
Interaction -0.069 -2.070°
F = 70.1410, R* = 0.3851
Constant 4993  103.257"
FV 0.369 7567
H5b SV 0.335 6.969"  Support
Interaction -0.074  -2.593™
F = 965851, F* = 0.4630
Constant 4,979 102.211*
SV 0.437 9.526™
H6 SII 0.272 5.955"  Support
Interaction -0.075 -2.311°

F = 81.2947, R* = 0.4026
HV(Hedonic Value), FV(Functional Value), SV(Social
Value), SII(Susceptibility to Informational Influence)
% p < 005, = p < 0.01

t = -2.311, p<0.05). @l
Any

7} A o] & oL E ol A oA AL3
A ZHA7E v Jde] e Adrt A A
&4 o] oxg ol o uEuTh F,
R R B e A S i e o [ e =i g i

= Ae Audth oled A= AbEA 7L
A7 w2 2HAE on] wE o] ol 9
=5 MAE R ‘{4_ }w@ ZHA7E ShE At

= =
o =
=4 T AUeS —JU]U}]’J- 1:1:3} 744 67 @&

ol &

atol AMS| A ZFA7F A EA o] 8 oEE EolE
TANA ARA FF NFHgol e Huo] =
& FJart A AEHH olf EE Eole
Aoz uvetrh olfg Ave AHA A
Wzge] w2 AbEe olm o] & STt =
FAH deon, A FGF Aol v
A AFS A TR E A BE 9 o] & 9
=5 =Y 5 A5 ey

54 &

Fd ZH=E JHY Vutem Mujidhs
OTT Z#YZo] TV ¥ 93 Hu|~=2 gA 35
Ao & A AAe] AdsiA= OTT 4t
oM EUES] AEA A3 S vidE= A
= THoR, &LHAY] OTT AMu= 7HAE 7
A3} Fw Age FHolA AlAsta OTT
7bA 0 Zsk Bke AN S stk 53,

Ho6 Susceptibility to

o g gu 4% nggel FA Ee] o
g %, 2Elal Fuf ko] - EHE 1A
= 9295 H3l Chen et al.(2016) ¢ #
A&t

Sy AN ke Hog gdvt
el on 2 ojust JFS v A=A FRlst
7] 918te] Process 3.191A4 A|&3F F3+H 5k
WS SPSS 2108 AEse] Agsie] w1
e zdsgen A= <Fig 3>3 2t}
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Fig. 3 Moderation Effects (H5, H6)
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OTT ZYZF AMulx SHy Huz g3 7t = E7E M YRS AFS st &
Adolebe 1A 54 a9l wrgste] At Bog el S &5& FH3 ol o
o A&HH o]§ % A3} Wetkd whHstazt =N
stk AT A OTT ZH o] 71 ato] A4, ¥ A+ ¥RV FUkskes OTTY
ARESEAL Qe 4ol MR dAlon, & N M2 FAete S AAs . A
2hel AES Eo) g3 34079 RS g FAT7E ZRE A 290S AAdL YF
st 7Hd HAS s M AA Ao g AFPYS WIo] FHeH (Sridevi
OTT ZYF Zdx= 2 7]7] &84 AMujx and Ajith, 2024), ¥ T ZTHYEF A¥]x 2
E avRe 2y, 7T 7HAE Edow, 27F &njAke] OTTel dist 37k 7kx] 84 5
ALl A bR e} S A& A o]l 8 xE et MAA 740 JEgFe v A= 2AYS W F
7= - el S o S I b R S i B s B mo A gEd AEAS AUk T3, AR
o} 7247y AJ35#Ag ays shxod, Juy o BAANA, OTT 2= 2 7]7] &84 #Hd
& W7ol As A TbA| et AoAg avE b A LA ZERIQL AMEFA TrR e V)T A E
2 A &H olg s 7Elslit) EolE 2UYS st ARHew, 2
=0l FRAI FHAAL 2uAe] ZA L U
52 72 AlALH 3 Friel 7Ed FEAEAS mole 4 %
Ade Wy T3, &8ss 7179 oA
ATE AFdeoz gy e e 9 AR o] Mulx~ T84S o] Ef TREFH AHA
BAAA AAES Adoh AA, B AT Es S MAE 219S By wEgA, OTT =9
OTT Au]z=el tidt A&z #Ho|A Q3= F& a2k OTTel gk Mooz =7
B 249 7HAE AREEste] A&t A E wol7] flate] = o]§ JHS 43I}
A AAATF7E 2] o @ FF 24 stal e 771E A4 F8 F JduE A
S 233 YT ogr WIS lsted FH3) At Aol aFET o2 Sof, ZHx A
o (Menon, 2022), 2 A= ZHE 9 79 Al 2EY dolE AlFsAY, @4 gle 29
A 7hA Qa(FH G, 71549k Akl A kA 2 =5 thAs] 93 Zdx HuaEs AP,
422 FEsle] e ZwolA e xpEA 7171 &84S FAgstr] sk, 28l s
S Ay, =8, A5EAH A" A, OTT ZRE AY Ml FFES FolE ol 2 HY
2 |

Qe vt dyATr
srol]  OTT 71%dl dg anle] +8 S 298

A EALES Az e, Anj~

WA A A= 5 B ZPRE 2d3) oA (Lee et al, 2022), ® A= OTT
H 71548 247 94 npEt &, 94 ZHx 72 e AT FEgE F 5 UdeS W S
AMu| 25 o] &3l Aol F&sta Hed 3l ol A & AWAS shdY, e AR Ho
A A=, A2 Za=22 &M Szt 2, OTT Z#Fol ML &anv[Abe] =gkshA|
o o]g oE7} ol RISt tEo, 2y Fdorg LHE & F U=E JMHE T
28 A= T A #AHANAMN ZdHxE stet .S AV ¢dE B, OTT7
2nlEkA] g, FRle] Fdlzx A 9 FUA Asate A4 Zeazxes FEY A0S 2
FAHANA ZEl=E 2vetazt TS ey o2, w7bd 7] & Mul2E gta e,
ot WA, OTT ZAELS vzt A 2E 3} FAFSHAlL 719l AW Q17 &9 AuAE AT
H ZH=E AFst= Ad FEHE A ol¢, SAY 5 AFC wE ez 4n 2dS
02 AgEe] ZH=x2E du PRE Aux & AAGoZH AR 7F AEHAR] 2F FAE
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gHE F JEF Adst= Aol gt 4H 3l Aol Hasit B4, B ATE OTT =
Eo], = HA 5 FEolA AT FAE Ao "=y mdo EAS AHAoR 11
25y FH=E A FE 7 e A=y W HalA &t o OTTE 93, =gvt 5o
FS A mET RN A &HA o] g JrE T Al Hoju 2x = 5 AAZE AHlAE A deke
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o AgATTE AR &9 e Y] S5 X OTT ZHFe] AFste = F3 55 1L
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