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Abstract As people spend more time indoors due to the COVID—19 pandemic situation, content
consumption is increasing, leading to the rapid demand for Over The Top(OTT) services. Thus, this
study attempted to verify impacts of OTT traits on the value, satisfaction, and continuous use intention
perceived by users. Through the survey, 437 responses were collected, and analysis was conducted
using AMOS 26.0. Results found that the traits of OTT service had a positive effect on perceived value
that had a positive effect on user satisfaction and continuous use intention. User satisfaction was also
found to have a positive effect on the intention to continue using OTT services. Moreover, hedonic
innovation moderated the relationships between OTT traits and perceived value with exception of
ubiquity. The findings provide valuable information for OTT service providers in understading users’

behaviors.
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Fig. 1. Research model
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Table 1. Measurement Items

Latent Variables Items

e OTT service allows me to use content I want to see again at any time.
Audience Activeness | * OTT service allows me to view the desired content at once.
e OTT service allows me to freely select content usage time.

e I can use OTT service regardless of location.

Ubiquity e I can use OTT services while on the move.
Independent e I can use OTT service at anytime—and—anywhere.
Variable e I can use OTT service with various devices such as a smartphone, a PC, and a tablet.

Platform Diversity | OTT service is independent from platform.
e I can use the OTT service using a device suitable for location and time.

e OTT service provides various contents by genre.
Content Richness e OTT services provide more diverse content than TV.
e OTT services provide sufficient content and information.

e OTT service makes life fun and stimulates.
e Using OTT service makes me happy.
e It's fun to use OTT service.

Moderating Hedonic
Variable Innovativeness

¢ I think the value is much higher than the fee I pay for OTT service.
Perceived Value e Using the OTT service is beneficial to me.
Mediator e Considering the time spent using the OTT service, it is worthwhile for me to use the OTT service.

Variable ¢ Overall, I am satisfied with the use of OTT services.
User Satisfaction e It is a wise choice to use the OTT service.
e OTT service tends to satisfy my needs.

¢ [ am willing to continue using OTT service.
e I will continue to strive to use the OTT service.
e I have the potential to use OTT service in the future.

Dependent Continuance Intention
Variable to use OTT

Table 2. Demographic Profiles of the Respondents 7] el Lol b3S AEo| el TRk E MR
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Category Freq. % A FEE xS S 4635 5 Sl Wl ¥
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Male 257 58.81 ’ ] R
Gender Female 180 41.19 11]9]?7} 437!?‘% 51%‘ Tl]i“éi oﬂ /\]-%-3]-93\5}. Table 2+ o
20-29 189 | 4325 gate] ATEASH U foksta ink.
30—39 105 24.03
Age -
40—49 76 17.39 5
4.3 ERRHFAA
50+ 67 15.33 ]
Wavve 169 | 3867 AES B3 Y AsE SRY dig A=,
Nerfi a7 | 7254 | = R e RS AlREleth o) S8 AMOS
. Watcha 86 19.68 - . .
Current OTT in Use S A}8-F slolz g olRA] nfirmator
(Multiple Response) | Disney+ 166 37.99 26.0 ]-O ]—Oq - o —v‘—q;(CO B ato ‘y
YouTube 359 | 8215 Factor Analysis: CFA)S AAIIIt 4239 A3
ete. 26 5.95 T 71E Aol AREE B 7EX] ®]4=(4): NFI, GF,
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Fig. 2. Structural model results
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Table 3. Model fit of measurement model

Measurement model NFI GF1 AGFI CFI Z/df RMSEA
Model 0.944 0.929 0.907 0.963 1.885 0.036
Critical =>0.9 =>0.9 >0.8 =>0.9 =3.0 =0.05
Table 4. Convergent Validity and Reliability Test
Variable Item Liii;i‘;fg Critical Ratio Cronbach's a CR AVE
aal 0.878 -
Audience Activeness aa2 0.819 20.211 0.844 0.859 0.671
aa3 0.756 11.627
ubil 0.843 -
Ubiquity ubi2 0.859 15.940 0.839 0.909 0.769
ubi3 0.926 15.088
pdl 0.903 -
Platform Diversity pd2 0.758 17.572 0.800 0.892 0.736
pd3 0.904 16.760
crl 0.776 -
Content Richness cr2 0.861 14.795 0.812 0.882 0.714
cr3 0.894 22.473
hil 0.843 -
Hedonic Innovativeness hu2 0.894 20.471 0.866 0.904 0.759
hi3 0.875 17.167
pvl 0.762 -
Perceived Value pv2 0.930 17.449 0.904 0.901 0.754
pv3 0.904 14.801
usl 0.824 -
User Satisfaction us2 0.837 16.107 0.889 0.870 0.691
us3 0.833 18.892
cil 0.832 -
C"n“nu"‘“egﬁmi"n to use iz 0.820 16.265 0.905 0.879 0.707
ci3 0.870 17.523
Note: “~" implies that the item was fixed to “1” in the analysis.
Table 5. Discriminant Validity Test
Variable 1 2 3 4 5 6 7 9
1. Audience Activeness 0.819
2. Ubiquity 0.351 0.877
2. Platform Diversity 0.284 0.179 0.858
4. Content Richness 0.084 0.401 0.407 0.845
5. Hedonic Innovativeness 0.355 0.212 0.285 0.271 0.871
6. Perceived Value 0.220 0.433 0.190 0.220 0.155 0.868
7. User Satisfaction 0.304 0.407 0.131 0.342 0.273 0.347 0.831
8. Continuance Intention to use OTT 0.201 0.352 0.409 0.140 0.239 0.354 0.489 0.841

Note: The bolded numbers in a diagonal line are the squared root of AVE.
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Table 6. Summary of hypotheses testing

Hypotheses / Path Path Coefficient t—Value Result
H1 |Audience Activeness — Perceived Value 0.428" 7.639 Support
H2 |Ubiquity — Perceived Value 0.352™ 5.153 Support
H3 |Platform Diversity — Perceived Value 0.317" 4.520 Support
H4 |Content Richness — Perceived Value 0.243™ 4.040 Support
H5 |Perceived Value — User Satisfaction 0.422" 6.779 Support
H6 |Perceived Value — Continuance Intention to use OTT 0.390™ 5.327 Support
H7 |User Satisfaction — Continuance Intention to use OTT 0.481" 9.001 Support
Moderating Effect of Hedonic Innovativeness

Audience Activeness — Perceived Value

H8a 0.286" 4775 Support
Hedonic Innovativeness

Ubiquity — Perceived Value

H8b 0.894 1.003 Reject
Hedonic Innovativeness

Platform Diversity — Perceived Value

H8c 0.277" 3.869 Support
Hedonic Innovativeness

Content Richness — Perceived Value

H8d 0.195" 2.276 Support
Hedonic Innovativeness

Note: ": p<0.05,
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