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[Abstract]

In this paper, we examined the causes of privacy concern and related factors in personalized
recommendation service of OTT. On the basis of the ‘Big Five Personality model,” we established factors
such as agreeableness, neuroticism, conscientiousness, extraversion, and openness to experience. Additionally,
we established factors such as accuracy, diversity, and novelty of OTT recommendation’s services, and
perceived transparency. we analyzed the relationship between privacy concern, service benefit, and intention
to give personal information. Finally, we analyzed the mediating effect of service benefits on the relationship
between privacy concern and intention to give personal information. The results of this study showed that
(1) neuroticism, extraversion and openness to experience had the significant effects on privacy concerns, (2)
perceived transparency had the significant effects on privacy concern, 3) privacy concern and service benefit
had the significant effect on intention to give personal information, and (4) as a result of multi-group analysis
towards low and high groups to verify the moderating effect by service benefits, a significant difference was
observed between privacy concern and intention to give personal information. The findings of the study are

expected to help the OTT firms’ understanding towards users’ privacy protection behaviors.
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I. Introduction
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II. Theoretical Background

1. Personalized Recommendation Service and
Information Privacy Concern
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2. Personality Theories
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3. Perceived Transparency and Personalized
Recommendation Service
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4. Service Benefits and Information Privacy
Concern
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III. Empirical Analysis

1. Development of the Measurement Items
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Fig. 1. Results of Path Analysis R
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ecommandatio . ollection .

Fon, ol & 1o UERHICE AdEo 3¢ EAt 687, n’s service ((0.756)) ((0.904))
ofxt 9102 oAz} o skt e sxielo] 10.4%= 0729 | privacy 0.776
PV giskonl, spY 10.1%, 716} 8.1%, B9 75% o] | NI | 0000 concem < i)
olth o] 85k Q= OTTRE YlZ2 AV} 714 woron, (ggég) Aware (8.250
Neuroticism . .837

E]H]‘ _:rl_nl—ia]o] E]XLJ‘*E-]/\ 1__]]o]\:l SPOTV 7]]_:4»(9]- ((0.871)) ness ((0.830;)
AF) 0|9t 0.760 0.870
Conscientiousness | (0.708) Service Benefit (0.685)

((0.808)) ((0.735))

3. Reliability and Validity Assessment 0.879 Intention to 0.955
H o 2] ALRE] AXIOE o= 5t Alg]AlT Extraversion (0.903) Give Personal (0.958)
2 Aol A8 S32Yat agigo] o Az 0.90%) | Give Personal | (0.958)
E}%’B‘ %7}5 9«]5]1 Cronbach's OL%}:J-} ?@E}%@% *.31'—1 number:complete, (): low group, (()): high group
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Table 3. Confirmatory Factor Analysis

M r .
Factor ‘:‘::t : Standardl.zgd T-value
Path Coefficient
Items
0.833 10.183™
ACC1 (0.805) (6.863)™
Accuracy of ((0.824)) ((5.523))™
OoTT 0.946 25.134™
Recommand ACC2 (0.939) (8.827)™
ation’s ((0.944)) ((8.577))™
service 0.885 16.335™
ACC3 (0.862) (6.394)™
((0.922)) ((9.664))™
0.767 5.546™"
DIV1 (0.808) (15.283)™
Diversity of ((0.958)) ((4.085))™
oTT 0.911 8.314™"
Recommand DIV2 (0.900) (27.323)™
ation’s ((0.895)) ((2.447))™
service 0.947 8.174™
DIV3 (0.859) (15.424)™
((0.735)) ((4.085))™
0.875 5.433™"
Novelty of NOV1 (0.608) (2.378)*:*
oTT ((0.997)) ((2.987))
Recommand 0.749 3'500*:;
ation’s NOV2 (0.845) (4.226) )
serviceConc ((0.505)) ((1.630)
ern 0.718 3.374™
NOV3 (0.848) (4.084)™
((0.525)) ((1.919))
0.821 4.951™
AGR1 (0.829) (4.905)™
((0.863)) ((7.264))™
Agreeablene 0.836 6.073*:;
<s AGR2 (0.747) (3.740)
((0.828)) ((5.951)™
0.760 4463
AGR3 (0.705) (2.902)
((0.833)) ((5.379))™
0.912 6.927""
NEU1 (0.885) (7.471)™
((0.914)) ((10.013))™
0.836 9.362"
NEU2 (0.806) (5.447)™
. ((0.872)) ((6.647))™
Neuroticism 0.871 8246
NEU3 (0.825) (7.109)™
((0.889)) ((9.804))™
0.785 6.203™"
NEU4 (0.908) (8.883)™"
((0.680)) ((3.233)™
0.797 4.315™
CON1 (0.826) (4.797)™
Conscientiou ((0.853)) ((3.188))™
sness 0.823 5.036™"
CON2 (0.754) (2.966)™
((0.868)) ((4.036))™

0.858 5.198™"

CON3 (0.800) (3.130)™
((0.832)) ((2.447))™

0.792 9.827™

EXT1 (0.829) (5.751)™
((0.744)) ((4.006))™

0.917 12.972"

EXT2 (0.916) (8.994)™
. ((0.928)) ((5.379)""
Extraversion 0.878 12221
EXT3 (0.897) (7.626)™
((0.841)) ((4.381))™

0.840 7.157™"

EXT4 (0.871) (6.187)™
((0.810)) ((3.394))™

0.862 3.721™

OPEN1 (0.883) (3.028)™"
((0.886)) ((4.344))™

Openness to 0.792 5.073*:*
Experience OPEN2 (0.821) (3.851)

((0.745)) ((3.543))

0.848 4743

OPEN3 (0.824) (2.955)™
((0.829)) ((4.725))™

0.842 12.009™"

TRA2 (0.918) (9.479)™
((0.754)) ((5.015))™"

Perceived 0.810 10'504::

Transparency TRA3 (0.710) (4.566)
((0.894)) ((8.738))"""

0.850 13.754™

TRA4 (0.747) (5.034)™
((0.913)) ((10.465))™

0.701 9.739™

coL1 (0.522) (3.124)™
((0.853)) ((16.789)"

0.756 11.869™

coL2 (0.790) (15.128)™"

Colle ((0.754)) ((7.160))™

ction 0.938 84507

coLs (0.923) (45.218)™"
((0.961)) ((95.498))"

0.924 68.5007"

coL4 (0.902) (35.907)™"
((0.939)) ((51.333))™

0.826 17.331™

Priva COT1 (0.802) (11.723)™
cy ((0.853)) ((14.015))™
conc | . 0.838 14.768::

ern rol CoT2 (0.804) (6.603)
((0.868)) ((16.642))""

0.834 20.317"

COT3 (0.833) (16.205)™"
((0.832)) ((16.642))™"

0.950 10.260™

AWR1 (0.869) (20.207)™
((0.924)) ((17.622))™"

Awar 0.937 10.689™"

enes AWR2 (0.910) (25.410)""
s ((0.922)) ((25.590))™"

0.701 6.478™

AWR3 (0.828) (7.974)™

((0.734)) ((4.858))™"

Service 0.893 33.103™
Benefit BENT (0.782) (3813
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((0.821)) (2:848)™ nARte R HEETY A5 Aol BdEAEEd
BEN oony | G- | AV hERIel guemge gelsiert
((0.607)) (1.801)" Fornell and Larcker([66]0] T2%, AVES] Alg-3ko]
BEN onm | Goso | TUNE T AWALRES HIT 49 mEeyol o
5 @SENT | R & 4 9loh & 4,5, 6004 R e} 2ol o}
IGP1 (0.950) @859y | A9 AVE Alg gl HINEE I Auuct ne
Intention ©3%) (78607 | oA et shdergiel gl 2102 Ueth E3t 7
no Sve 1GP2 0.969) 6282y | AAES(CRIT AVEZS 2% Z17t] 71F(CR>0.7,
Information (@347 WeIN” AVE>0.5) F53to] 74 g sl oiet Aeldat elg
IGP3 (0.962) (76.155)" 42 WSS A o= YERIT67, 68, 69].
((0.961)) ((80.130)™

*: p<0.1, **: p<0.05, ***: p<0.01, number: complete, ():low
group, (()):high group

Table 4. Discriminant Validity(complete)

Constr Mean |S.D Construct
uct ’ ACC DIV NOV AGR NEU CON EXT OPEN | TRA CoL CcoT AWR |BEN IGP
ACC 10.881 |2.127 0.894
DIV 11.170 |2.411 0.268 |0.884
NOV 10.774 |2.114 0.487 |0.430 |0.785
AGR 10.950 |2.134 0.237 |0.218 |0.166 |0.813
NEU 11.069 |4.025 -0.070 |0.153 |0.021 |-0.254 |0.850
CON 10.654 |2.056 0.259 |-0.039 |0.049 |0.239 |-0.14. |0.827
EXT 12516 |3.515 0.202 |0.094 |0.130 |0.422 |-0.280 |0.222 |0.853
OPEN ]10.189 |2.483 0.060 |0.017 |-0.050 |0.413 |-0.180 |0.250 |0.522 |0.847
TRA 10.811 |2.041 0.584 |0.346 |0.389 |0.203 |-0.003 |0.293 |0.154 |0.148 |0.803
CoL 13516 |3.642 -0.215 |-0.160 |-0.174 |-0.192 |0.235 |-0.034 |-0.235 |0.069 |-0.276 |0.839
CcoTt 11.308 |2.242 -0.132 |-0.011 |-0.128 |0.042 |0.064 |0.134 |-0.120 |0.187 |-0.119 |0.558 |0.834
AWR 12.428 |1.873 0.039 |0.028 |0.057 |-0.015 |0.018 |0.087 |-0.122 |0.002 |0.135 |0.311 |0.604 |0.868
BEN 12.403 |2.708 0.389 |0.311 |0.211 |0.176 |-0.028 |0.000 |0.088 |-0.003 |0.325 |-0.133 |0.104 |0.341 |0.796
IGP 10.522 |2.204 0.374 |0.168 |0.257 |0.130 |-0.083 |0.133 |0.119 |0.014 |0.481 |-0.479 |-0.288 |-0.038 |0.335 |0.958
Construct Reliability 0.919 |0.910 |0.826 |0.848 |0.914 |0.866 |0.918 |0.873 |0.873 |0.902 |0.872 |0.902 |0.920 |0.972
Avergftia\éfgfnce 0791 [0.772 |0.614 |0.650 |0.726 |0.683 |0.736 |0.697 |0.496 |0.700 |0.694 |0.757 |0.793 |0.920
Diagonal bold numbers are square root of the AVE. Numbers below the diagonal numbers are correlation coefficients.

Table 5. Discriminant Validity(low group)

Constr Mean |SD Construct
uct ’ ACC DIV NOV AGR NEU CON EXT OPEN | TRA CcoL CcoT AWR | BEN IGP
ACC 10.436 | 1.967 0.871
DIV 10.792 |1.997 0.378 |0.856
NOV 10.485 |1.842 0.443 |0.429 |0.775
AGR 10.832 |1.738 0.301 |0.249 |0.187 |0.760
NEU 10.782 |3.962 -0.084 |0.142 |0.024 |-0.226 |0.857
CON 10.693 |1.793 0.285 |0.054 |0.137 |0.377 |-0.138 |0.794
EXT 12.614 |3.379 0.152 |0.124 |0.159 |0.404 |-0.172 |0.192 |0.879
OPEN |10.238 |2.268 0.106 |0.013 |0.060 |0.449 |-0.179 |0.370 |0.608 |0.843
TRA 10.347 |1.905 0.554 |0.468 |0.287 |0.297 |0.075 |0.290 |0.181 |0.234 |0.797
CoL 13574 |3.141 -0.199 |-0.316 |-0.246 |-0.230 |0.174 ]0.049 |-0.257 |-0.040 |-0.326 |0.801
CcoTt 11.069 |1.925 -0.136 |-0.239 |-0.131 |0.037 |-0.022 |0.281 |-0.087 |0.154 |-0.185 |0.503 |0.813
AWR 11.970 |1.868 -0.006 |-0.064 |-0.010 |-0.225 |-0.116 |0.186 |-0.010 |0.107 |0.034 |0.399 |0.680 |0.869
BEN 11.376 |1.385 0.314 |0.227 |0.170 |0.369 |-0.166 |0.062 |0.2617 |0.038 |0.153 |-0.214 |0.018 |0.196 |0.797
IGP 10.050 |2.147 0.396 |0.256 |0.253 |0.304 |-0.133 |0.275 |0.234 |0.171 |0.464 |-0.434 |-0.213 |-0.111 |0.226 |0.961
Construct Reliability 0.903 |0.892 |0.816 |0.803 |0.917 |0.837 |0.931 |0.880 |0.837 |0.873 |0.854 |0.903 |0.840 |0.973
Averé‘ftfa\éfgt'fnce 0758 |0.733 |0.601 |0.578 |0.735 |0.631 |0.773 |0.711 |0.35 |0.641 |0.661 |0.756 |0.636 |0.923
Diagonal bold numbers are square root of the AVE. Numbers below the diagonal numbers are correlation coefficients.
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Table 6. Discriminant Validity(high group)

Constr Mean sD Construct

uct : ACC |[DIV |NOV |AGR |NEU |CON |EXT |OPEN |TRA |COL |COT |AWR |BEN |IGP

ACC  |11.655 |2189 |0.898

DIV |11.828 |2903 |0.077 |0868

NOV  |11.276 |2455 |0.383 |0.135 |0.713

AGR  [11.155 |2.694 0151 |0231 |0.128 |0.841

NEU |11569 |4539 |-0.147 |0.187 |-0.236 |-0.304 | 0.844

CON  |10586 |2.464 0222 |-0138 |0.016 10070 |-0.123 |0.838

EXT 12345 |3763 |0.323 |0027 |0.200 |0392 |-0.417 |0.207 |0.833

OPEN |10.103 |2.839 |0.018 |0.161 |-0.168 |0.355 |-0.142 |0.089 |0.415 |0.822

TRA 11621 |2033 0435 |0.197 |0298 |0057 |-0.169 |0.261 |0.121 |-0.048 |0.857

COL  [13414 |4409 |-0.245 |0.117 |-0.257 |-0.136 |0.351 |-0.120 |-0.212 |0.196 |-0.282 |0.880

COT  [11.724 |2.674 |-0.236 |0.261 |-0.259 |0.034 |0.142 |-0.022 |-0.161 |0.240 |-0.204 |0.633 |0.851

AWR 13224 |1901 0123 |0.063 |-0.090 |-0.290 |0.120 |0.010 |-0.217 |-0.115 |0.142 |0.274 |0.521 |0.865

BEN |14.190 |1.115 |0.200 |0289 |0.124 |-0.074 |-0.152 |-0.016 |0.086 |0.103 |0.186 |-0.137 |-0.038 |0.154 |0.778

IGP |11.345 |2.074 0205 |-0152 |0.234 |-0.099 |-0.132 |0.001 |-0.016 |-0.179 |0.368 |-0.593 |-0.531 |-0.237 |0.189 |0.958
Construct Reliability |0.922 |0914 |0.826 |0.854 |0.912 |0.866 |0914 |0.884 |0.879 |0904 |0873 |0.900 |0912 |0.971
Averé‘ifa\éfgf”ce 0.799 |0.781 |0.616 |0.661 |0.723 [0.684 |0.727 |0.718 |0.645 |0.704 |0.696 |0.754 |0.634 |0.917

Diagonal bold numbers are square root of the AVE. Numbers below the diagonal numbers are correlation coefficients.

4. Hypothesis Testing
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Fig. 2. Results of Path Analysis

Table 7. Results of Hypothesis Test(Complete)

Hypothesis Coefficient | T-value
Accuracy of OTT
H1 Recommandation’s Service — -0.021 0.187
Privacy Concern
Diversity of OTT
H2 Recommandation’s Service— -0.008 0.067
Privacy Concern
Novelty of OTT
H3 Recommandation’s Service — -0.001 0.009
Privacy Concern
H4 | Agreeableness — Privacy Concern| -0.093 0.668
H5 Neuroticism — Privacy Concern 0.152 1.611°
H6 | Conscientiousness — Privacy Concern 0.141 1.117
H7 | Extraversion — Privacy Concern -0.298 2.592™
H8 Opennes_s to Experience — 0.352 1959
Privacy Concern
HO Perceivgd Transparency — -0.230 1530°
Privacy Concern
H10 Prive_ncy Concern — Intent?on to -0434 | 6.876™
give Personal Information
H11 Serv_ice Benefits — Intent?on to 0.328 5001
give Personal Information

*: p<0.1, ***: p<0.01

opx|2to s AH|A EHS] 4to] high group} low
groupQ 2 o] mefojuia] Hefet Z7HQIgE Aol
holl F2AIS &fol7t QleA] A EOkTE. A8 AG]E] low
groupol|x19] matotjA] Fej7} 7RI R A|F-owof 0
A= 420l high groupd] sl B 75ttt A o= e}
U 7P 12 AIRE .

Table 8. Results of Multi-group Analysis

Group1 Group2 .
Hypot ==t Coeffi Differ | o_yatue
hesis . T-value . T-value | ence
cient cient
H12 | -0.354 | 3.880"™ | -0.597 | 6.578™" | 0.242 | 0.033™

**:p<0.05, ***: p<0.01

Ol A& S=Hof] E3HA] 29 AHgARE2 OTT 7
Aofl et A7 22 7he/dol Aot ol= sl ZHeg
B AlSol thet 2ol SV, LefolHA] g7t =
ofx7] wizoltt. webA FA| OTT o]gof w2 3= 2
Ol &= AR&ALA ZHAFE PISHA A2jdths #AlS
Mesto] Lefo]A] H2tE FaA[7Aok .

IV. Conclusions
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