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Abstract This study verified the factors influencing continuous intention to use of OTT service users
through technology acceptance model and extension. For this purpose, the main results were derived
through correlation analysis and path analysis using SPSS 21.0 program and AMOS 21.0 program. The
summary is as follows. First, perceived ease of use was found to have a statistically significant positive
effect on perceived usefulness. Second, perceived ease of use did not have a statistically significant
effect on continuous intention to use. Third, the perceived usefulness has a statistically significant
positive effect on continuous intention to use. Fourth, perceived innovativeness has a statistically
significant positive effect on perceived ease of use. Fifth, perceived innovativeness has a statistically
significant positive effect on continuous intention to use. Sixth, perceived playfulness has a statistically
significant positive effect on continuous intention to use. The above results will be meaningful in that
it has revealed a path to understand the extension of the technology acceptance model of OTT services
and acceptance of OTT services.
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Table 1. Confirmative factor analysis

est(igl)ate S.E. t—value
5. OTT service is easy to use 4m perceived ease of use 817 - -
4. 1t is not difficult to become proficient in OTT service 4m perceived ease of use 710 .049 17,484
3. The operation of the OTT service is easy to understand 4m perceived ease of use .835 .046 21.93 65k
2. 1 can use the functionality of the OTT service at my disposal 4 perceived ease of use 787 .049 19.187xxx
1. Learning to use OTT service is easy 4m perceived ease of use 825 .047 21.58 9k
4. The use of OTT services can improve academic and work efficiency 4= perceived usefulness 505 - -
3. Using OTT service can be very useful to me 4m perceived usefulness 775 124 11,3245
2. Various functions of OTT service make content use more convenient 4m perceived usefulness 775 120 11,165
1. I can use OTT service to achieve my goals 4m perceived usefulness 775 127 11.34 05k
4. I consisier myself an innovative person who always keeps up with new services or ideas 4= perceived 757 _ _
innovativeness
3. I like to recommend new services or ideas to other people 4m perceived innovativeness 730 .060 16.17 Gaxx
2. 1 actively seek information about new services or ideas 4m perceived innovativeness .846 .058 18.91 8t
1. I'm usually interested in new services or ideas 4m perceived innovativeness 813 .058 17.630%#x
4. Using the OTT service is new and fresh 4= perceived playfulness 684 - -
3. OTT service content is fun 4m perceived playfulness 841 071 16,864k
2. Using OTT service is effective for killing time 4= perceived playfulness 753 .078 15,227
1. Using the OTT service is fun 4m perceived playfulness .829 .075 16.800k:
4. 1 think it is highly likely that only OTT services will be available in the future 4= continuous Intention to use 566 - -
3. T will use OTT service more frequently than other paid broadcasting services 4m continuous Intention to use 712 .098 12.28 7k
2. 1 will continue to use the OTT service 4m continuous Intention to use 922 .109 13.800x
1. I will consider using OTT service in the future 4= continuous Intention to use .870 102 13.489xx
sk p< 001
Table 2. Correlation analysis
1 2 3 4
perceived ease of use -
perceived usefulness 7T -
perceived innovativeness 519 570%x -
perceived playfulness T465% 767k 517w -
continuous intention to use 6303 6655 501 L7215
#x p<,01
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Table 3. Path analysis

estimate (3) S.E. t—value
HI1. perceived usefulness 4m perceived ease of use 177 .026 27.54 Tk
H2. continuous intention to use 4= perceived ease of use .091 .054 1.772
H3. continuous intention to use 4m perceived usefulness 181 .061 3.322s0k:%
H4. perceived ease of use 4m perceived innovativeness 519 .035 13.580x
H5. continuous intention to use 4m perceived innovativeness 117 .035 3.16 1
H6. continuous intention to use 4m perceived playfulness 458 056 9.137 k%

wx p<.0] ek p<.001

perceived usefulness

) AN

R 181 ++=

=] I
:I perceived easze of use -
% * .09
= continuous intention to use
= R=i =T
45 I 117+
-
Z perceived innovativeness —
- A5G

perceived playfulenss /
model fitt RkiR=.059, GF=.963., MWF=.969, IFI=.969, CFI=.959
=+ < 01 ==+ <, 001

Fig. 1. Path analysis
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