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ABSTRACT

Purpose: The purpose of this study is to examine the factors that influence the pre-use expectation and
the continuous usage intention of the OTT services.

Methods: For empirical analysis, the survey for this study was administered with many anonymous people
who had previously used any of the OTT services and valid 192 data were analyzed by SPSS and PLS-SEM.
Results: The results of this study are as follows. Personalization and understandability in the information
quality didn’t significantly affect confirmation. Ease of use and search of the system quality significantly af-
fected confirmation. Also, it was found that content diversity, content recency, and content playfulness as
the characteristics of the content quality significantly affected the expectation confirmation. OTT service
fees also significantly affected the expectation confirmation. It also significantly affected perceived usefulness
and satisfaction. Finally, satisfaction positively influenced the continuouse intention to use.

Conclusion: The findings of this empirical analysis shows that the specific characteristics related to the rela-
tionship of expectation confirmation, perceived usefulness, satisfaction, and continuous usage intention with
respect to OTT services through the Post Acceptance Model (PAM). Because system quality, content quality,
and service fees meeted users’ expectations, OTT services need a strategy that can boost the users’ positive
perceptions or experiences by reinforcing these three factors.
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Table 1. Configuration variables used for evaluation of digital content

Evaluation item Evaluation contents

Evaluate whether distributed content can be safely used without system bugs and

Completeness .
malfunctions

Evaluate the convenience of utility functions and software interface, kindness,
Ease of use understandability, and convenience of content use when searching and accessing
content

. . . Evaluate whether the function to prevent illegal copying and modification of content
Security (integrity)

is applied
Technicality Evaluate whether new technologies have been applied according to market changes
. Evaluate the ability to respond to after—sales service and customer complaint
Maintainability .
handling for content
Usability Evaluation of applicability both in the field of digital contents and in other fields
Business feasibility Assess the potential for return on investment

Evaluate response time, number of concurrent users, internet speed, and support

Network support . .
bp for various connection methods

Compatibility Evaluate availability in operating systems and universal system specifications

Evaluate whether the education, various documents, and help services provided to

User support . .
bp users are properly supported and special H/W and S/W are required for the system

Evaluate the application of original items and ideas that are differentiated from other

Creativity products

Evaluate whether the content of the digital content is identical to the factual content

Data accurac . .
Y and whether it has syntax errors or spelling errors, etc.

Evaluate whether it is suitable for public interest purposes and education to obtain

Education (public interest) useful knowledge

Evaluate whether it meets consumer expectations and accurately provides promised

Reliability services
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Evaluation item Evaluation contents

Evaluate whether screen design, commands, menu composition, and index are

Visibilit . .
Y systematic and consistent

Practicality Evaluate whether the serviced content is actually worthwhile

Evaluate whether it can arouse interest as something that can be enjoyed as

Entertainment .
entertainment

Workmanship (artisticity) | Evaluation of artistic value and smoothness of the produced content

Evaluate whether the amount of content provided is appropriate and whether the

Adequac L .

quacy content is simply and clearly intended
Even if the customer Evaluate whether the customer's needs are understood and their wishes are reflected
Non-violence Assess whether it contains violent content or induces violence and speculation

Assess the degree to which it can export to overseas markets and overseas alliances

Market penetration . N
with competitiveness

Cost Usage fee according to content type (paid, free)

Resolution Evaluate whether the displayed screen quality level meets the user's needs

# Z}E: Kang and Choi (2005)914 #jo1-&
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Table 2. Demographic characteristics of the sample

Sortation Frequency Percentage
Netflix 66 34.4
Main OTT Service Toutube 77 10.1
Watcha 49 25.5
Total 192 100.0
Content diversity 111 57.8
Provide diversity of preferred content 60 31.3
Personalized recommendation service and personal 10 5.9
Reason to use preference match
Low fee 6 3.1
Etc 5 2.6
Total 192 100.0
Paid purchases for each content you want to see 67 34.9
How to use Flat rate 125 65.1

Total 192 100.0
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Sortation Frequency Percentage

Man 89 46.4

Gender Woman 103 53.6
Total 192 100.0

Less than or equal to 29 years old 57 29.7

30-39 years old 44 22.9

Age

40-49 years old 49 25.5

Greater than or equal to 50 years old 42 21.9

Total 192 100.0

NP E A o7 WEE el YAARAS Frhshe Aoz AW 4 A 5L %e 9L 5 e 7hey
& gttt AF % Jrbe A AR AR e WALHA AF R JUtE R E 5 Ak ARAE e 74 HEE
o ZRYTEo] AL A LS Ak AoR 7 SHREE] QAR Fa) Hrhel Ak A%
AF %= F7HE A3 a8 AFY FdrES 0.60130H 24 Mgl e SAYEERE QA AFe] 7|FEAE 33
g 749 28]al F5A(Redundancy)®] #hol dd A9 AFAFHEE FRHJATG FEFHYoon and Kim,
2014; Hair et al., 2016). o}2ll Table 3.014] Bz nio} gho] BE SAHIFEFL] 204 A7) 7154 0.69 B3]t
3, FEA0) gho] B s Urhiin AEAZEE SRE Ao Uy

Table 3. Results of indicator reliability evaluation
Observed variable Factor loading Communality Redundancy
PER2 0.832 0.693 0.000
Personalization PER3 0.834 0.696 0.000
PER5 0.819 0.671 0.000
UND1 0.824 0.679 0.000
. UND2 0.847 0.717 0.000
Understandability
UND3 0.829 0.688 0.000
UND4 0.866 0.749 0.000
EAU1 0.791 0.625 0.000
EAU2 0.857 0.735 0.000
Easy of Use EAU3 0.771 0.595 0.000
EAU4 0.822 0.675 0.000
EAU5 0.790 0.624 0.000
SEA1 0.800 0.640 0.000
SEA2 0.807 0.651 0.000
Search
SEA3 0.836 0.699 0.000
SEA4 0.828 0.686 0.000
COD1 0.782 0.611 0.000
Content Diversity COD3 0.773 0.598 0.000
COD4 0.867 0.751 0.000
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Observed variable Factor loading Communality Redundancy
COR1 0.832 0.693 0.000
Content Recency COR2 0.817 0.667 0.000
COR3 0.814 0.663 0.000
COR4 0.793 0.629 0.000
COP1 0.872 0.760 0.000
Content Playfulness COP2 0.884 0.781 0.000
COP3 0.790 0.625 0.000
COP4 0.860 0.739 0.000
FEE1 0.903 0.816 0.000
FEE2 0.910 0.827 0.000
Fee FEE3 0.894 0.799 0.000
FEE4 0.890 0.792 0.000
FEE5 0.908 0.824 0.000
EXC1 0.848 0.719 0.406
Expectation Confirmation EXC2 0869 0755 0427
EXC3 0.805 0.649 0.367
EXC4 0.853 0.727 0411
PEU1 0.728 0.531 0.322
PEU2 0.792 0.627 0.381
Perceived PEU3 0.769 0.591 0.359
Usefulness PEU4 0.810 0.657 0.399
PEU5 0.745 0.555 0.337
PEUG6 0.793 0.629 0.381
SAT1 0.886 0.785 0.552
Satisfaction SAT2 0.851 0.724 0.509
SAT3 0.883 0.779 0.548
SAT4 0.877 0.768 0.540
CIU1 0.861 0.741 0473
Continuous Intention Clu2 0.856 0.733 0.468
to Use CIU3 0.840 0.706 0.450
Clu4 0.870 0.756 0.482

3 YAARAY FALS 7} WS xE EAgE] AL s Mol 8 4 glon k=
Cronbach’s alpha®} DG-rho & vl o & #d3it). Cronbach’s alpha & 0014 1 Ale]¢] s Yehys 2
fhol 1ol 7= W] Al e Frha 7k 5= dvk(Hair et al., 2014). DG-rho #k2 WHEAI5% R EolA
WA AE=E Frieks At & 5 vk Axe] W7F 712 L kol 0.70)1delm o] - WA e WA AlE
T2 z2r=tha 3 4 9thSanchez, 2013). o} Table 4.914 A|A|&F vle} 7+o] BE W4=E59] Cronbach’s alpha
’§318k31 DG-rho gk 94 0.72 AFste] AR Aemt Fdne Ao Yepy

o2
D)
i~

ﬂl

rlo
O
-3
o



An et al: A Study on the Factors Affecting the Continuous Intention to Use Digital Content Over—the—Top Service 119

Table 4. Results of internal consistency & reliability evaluation

Observed variable C.alpha DG.rho Eig.1st Eig.2nd
Personalization 0.772 0.868 2.060 0.513
Understandability 0.863 0.907 2.830 0.482
Easy of Use 0.866 0.903 3.260 0.608
Search 0.835 0.890 2.680 0.574
Content Diversity 0.733 0.849 1.960 0.637
Content Recency 0.832 0.888 2.660 0.581
Content Playfulness 0.874 0.914 2.900 0.501
Fee 0.942 0.956 4.060 0.329
Expectation Confirmation 0.866 0.909 2.850 0.531
Perceived Usefulness 0.865 0.899 3.590 0.741
Satisfaction 0.897 0.928 3.060 0.449

Continuous Intention to Use 0.879 0.917 2.940 0.393

4.4 B3= 37}

BRYRE Y oR SYstidt she NS SR A8 SSREAE BAsHE A0 BYE Wk
YFEEs WENYER TR YFRIEE 24 W55 AVE g0l 058 49T 4§ AFHIE} du
] okar etk (Sanchez, 2013; Hair et al.,, 2014). SHHEFG S+ 7F ®IFE9] AVERS] Alwto] o2 WTE
o] ARG 2 Ay WHEE EE FREQThL ddgith Table 5.9F o] 2t W59 AVE Ay @&
UE WS 2] AT gut B Alew Yepkon] Avdon wHETE oA Sud Aoz Yepir)

Table 5. Results of convergent validity and discriminant validity analysis
PER | UND | EAU | SEA | COD | COR | COP | FEE | EXC | PEU | SAT | CIU | AVE

PER | 0.829 0.687

UND [ 0.635 | 0.841 0.708

EAU | 0.552 | 0.646 | 0.807 0.651

SEA | 0.594 | 0.701 | 0.782 | 0.818 0.669

COD | 0.598 | 0.623 | 0.522 | 0.621 | 0.808 0.653

COR | 0.563 | 0.576 | 0.640 | 0.672 | 0.665 | 0.814 0.663

COP | 0.619 | 0.583 | 0.654 | 0.672 | 0.666 | 0.714 | 0.852 0.726

FEE | 0.289 | 0.460 | 0.312 | 0.402 | 0.333 | 0.396 | 0.357 | 0.901 0.812

EXC | 0.515 | 0.585 | 0.495 | 0.644 | 0.608 | 0.632 | 0.615 | 0.467 | 0.844 0.713

PEU | 0.596 | 0.550 | 0.592 | 0.646 | 0.647 | 0.715 | 0.783 | 0.459 | 0.779 | 0.835 0.698

SAT | 0.548 | 0.518 | 0.544 | 0.595 | 0.613 | 0.657 | 0.689 | 0.453 | 0.747 | 0.821 | 0.874 0.764

CIU | 0.539 | 0.534 | 0.561 | 0.637 | 0.546 | 0.654 | 0.588 | 0.416 | 0.690 | 0.754 | 0.799 | 0.857 | 0.734

* PER: Personalization, UND: Understandability, EAU: Easy of Use, SEA: Search, COD: Content Diversity, COR: Content Recency,
COP: Content Playfulness, FEE: Fee, EXC: Expectation Confirmation, PEU: Perceived Usefulness, SAT: Satisfaction, CIU:
Continuous Intention to Use
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Result
Rejected
Rejected
Adopted
Adopted
Adopted
Adopted
Adopted
Adopted
Adopted
Adopted
Adopted
Adopted

p_value
0.688
0.216
0.040
0.001
0.048
0.017
0.043
0.004
0.000
0.000
0.000
0.000

0.403
1.240
2.070
3.280
1.980
2.420
1.990
2.940
17.100
4.330
9.610
18.300
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t_value

o

s

0.070
0.080
0.085
0.092
0.076
0.080
0.082
0.056
0.046
0.063
0.063
0.044

o= e

Table 6.2} #t}.

Std. Error

7

L

Table 6. Results of hypothesis test
0.028
0.099
0.175
0.301
0.145
0.193
0.159
0.166
0.779
0.274
0.608
0.799

Path coefficient

PER — EXC
UND — EXC
EAU — EXC
SER — EXC
COD — EXC
COR — EXC
COP — EXC
FEE — EXC
EXC — PEU
EXC — SAT
PEU — SAT
SAT — CIU

H1-1
H1-2
H2-1
H2-2
H3-1
H3-2
H3-3

Research hypothesis

H4
H5
H6
H7
H8
* PER: Personalization, UND: Understandability, EAU: Easy of Use, SEA: Search, COD: Content Diversity, COR: Content Recency,

COP: Content Playfulness, FEE: Fee, EXC: Expectation Confirmation, PEU: Perceived Usefulness, SAT: Satisfaction, CIU:

Continuous Intention to Use

H1
H2
H3

epdr) ety dAHel paage) A



s}
=

wfgo2 ol 847t 9l

=

=

3

(9

+ o]

ko)
T

o o

=
=]

o] OTTAH] 2 ©]§ 9]

=
=

An et al: A Study on the Factors Affecting the Continuous Intention to Use Digital Content Over—the—Top Service 121

A, OTT AMH|
Ebste}. 7HQ1ske) 752 o] 84

]

x
AN

Ror, 1 Ad= vgit 2

iaﬂqmﬁmﬁ%%Wﬁm%ﬂM% %ﬂr.%ﬁﬂﬁjﬂﬁmo M
T O R oy B W = 7 > Mo T — © i
2 X )| m 0 MrOE
TRy mHp TSz wed YRXXETEMNEbgs ¥
— o T — s ) — =
SeTTAFL o ZREL LeraleeEgh
W W ode o T ook W B S S b S I I RV S
Wm e de Ty e L E SR o AW o & w
oA WO N o TR P o BB &
ﬂldr%%.b@._n_.ou% ,%aﬂ moX 4%17@% ]
TH  BEIzwo g Eode Hhdeiapoii 0 F
%.é%%x%ﬂé?ﬁ@ﬂr AOA%_L,V%L%%HWME =)
1] JuoW]}]Aﬂlui_. ﬂnd.ﬂbf@Aﬂiﬂl1‘_7 i
oo =0 ~ o o & iﬁ Y o X ol OE ﬁo ) BT o 0
SR A B NI A a2l icssm =
o o= e = > o
ﬂﬂ;ﬂuﬁﬂ%ﬂﬁ%]ﬁdﬂﬁ‘mﬂ@m H._w%ﬁ:uﬂebtﬂwﬂlﬂﬁﬂr\_ in
,iT&mMMAﬂmmOiMﬂle ﬂont&:?%olﬁ_vwﬂi%i 3!
T = RV . om _ - ! T = = -
S RN o %é%ﬂ&rmﬂﬂwww i
W T XMy RE®PE ETLTENLETE 7
TR o d e S eags T pnRZailse o
uﬂﬂﬂroﬂavmﬁ@o%ﬁﬂ ﬂﬂrWﬂ@WsMﬂ.O %
Al A I S I SR I O
ﬂnlNaTﬂW ZAT:ﬂiﬁ,.rm_-P o 7%0#1&#"?0;0 o
i B L B BT T %o Do T wmMEw
P o - ]o%l,ﬁ o N = B o]
T e oM R do T T LA o TR OB~
FoEAM L L O WL LT T DD
H‘chrdﬂAO#Eﬁ QLPL]OTE .A.:lo_‘.ﬂOy‘.jl E..#UM‘I.A:L‘NQNM
o oK . o e ﬂEeLo_ ﬂﬂﬁmzit.o»o# o
I fpLTsariEEE [DPETsiCgccon
- X A 1_|\_|r\.,m‘|‘| I =1 - o —~ N
TR E R EREY 9 w5 B d T
S I AT TG B SGE ~l  J R T M :
TN T T T R gy M . B o O =
a X o Mo ® w ® A¢ K r MY ;ﬁ‘_té N o
%Ltoﬁa‘mMﬂ:tﬁoﬂ%w]ﬂ%wulilﬂ%ﬂqu&ﬁ%ﬂ‘_w@ﬁﬁo_ﬂﬂFM_EL
= K B F - ol = ' K AR omn 9%
SE LT BELES LN T T TN Lo S
Qo Moo g BT N oy Domoy o N SN ol oy X2
Dmﬂﬂrimfmmﬂﬂl@g;oow.._o_ﬂAHRm,HAmoL,okalﬂroM_lﬂﬁ‘_ Eﬂx_u
T T R [ ! 0l
UrmM%o_ﬂAamq%ﬁmjﬁﬁ%Wﬁoy,%%imﬁim%Mg
T P W Ty U o T o Koo ®ON
1ﬂgﬁaxﬂﬂwﬂﬁﬂﬂﬁgeﬂwOMM@W@LW%%#%%
©ONE e o ﬁLdpl‘m_.ﬂ = T ) &o7oﬂuﬂﬁ@u7.lBuxM0u
W%%ﬂ%ﬂ%%%%%%%Rm%%%v@ﬁoW&Mﬂu.
WETHE Rl po o we. 9o dg®das< 2
e X o= e B o Bom oy wom M on PR om oo Cowl ooy on
B o E R T o g Lo o P KT oy Mo
NN s B r s WL P W=l g rs ™
TRy T PRI B TR T R i 5 g
Wl NN g BNy kgt ATy oo W
War oo wE o M HNP T A B P T R

3 A1

o

}

ko)
psl

REFERENCES

)

k)
pul

2, FFH, Skp) ARl
o]

H

R

T

gk =4,

A3

=
L

atef dlofE]

)
Air. Journal of Communication Science 8(3):314-346.

5h9) of#lgo]
A AFE S OTTAR| A EA o

]_
g sy

gul

=]
An, Daechun and Kim, Sanghoon. 2008. A Path Analysis of Consumer Responses to the Corporate Website of Korean

A A 7Rl OTTAHI 2= ZHF(IE

=

Q]



122 J Korean Soc Qual Manag Vol. 50, No. 1: 105—124, March 2022

Bae, Ji Hyun, Park, Jihye, Lee, Hanna, and Choi, Jeongil. 2019. A Study of Factors Affecting Intention to Use of
Using Technology—based Self-services for Smart Airport. Journal of Korean Society for Quality Management
47(4):795-806.

Bae, Sungpil. 2021. A Study on the Trend of Digital Content Industry, Industry Promotion Research 6(2):1-10.

BEREC. 2016. Report on OTT Services. Available: http://berec.europa.eu/eng/document_register/subject_matter/
berec/download/0/5751-berecreport-on-ott-services_0.pdf.

Bhattacherjee, A. 2001. Understanding Information Systems Continuance: An Expectation-Confirmation Model. MIS
Quarterly 25(3):351-370.

Chang, Y. P. and Zhu, D. H. 2012. The Role of Perceived Social Capital and Flow Experience in Building Users’
Continuance Intention to Social Networking Sites in China. Computers in Human Behavior 28(3):995-1001.

Chua, A. Y. and Goh, D. H. 2010. A Study of Web 2.0 Applications in Library Websites. Library & Information
Science Research 32(3):203-211.

Chung, J. Y. and Buhalis, D. 2008. Information Needs in Online Social Networks, Information Technology & Tourism
10(4):267-281.

Davis, F. D. 1989. Perceived Usefulness, Perceived Ease of Use, and User Acceptance of Information Technology.
MIS Quarterly 13(3):319-340.

DeLone, W. H. and McLean, E. R. 1992. Information Systems Success: The Quest for the Dependent Variable.
Information Systems Research 3(1):60-95.

Delone, W. H. and McLean, E. R. 2003. The DeLone and McLean Model of Information Systems Success: A Ten-year
Update. Journal of Management Information Systems 19(4):9-30.

Dodds, W. B., Monroe, K. B. and Grewal, D. 1991. Effects of Price, Brand, and Store Information on Buyers' Product
Evaluations. Journal of Marketing Research 28(3):307-319.

Hair Jr, J. F., Hult, G. T. M., Ringle, C., and Sarstedt, M. 2016. A Primer on Partial Least Squares Structural Equation
Modeling (PLS-SEM). Sage Publications: California.

Hair Jr, J. F., Sarstedt, M., Hopkins, L., and Kuppelwieser, V. G. 2014. Partial Least Squares Structural Equation
Modeling (PLS-SEM). European Business Review 26(2):106-121.

Hong, Liyoo and Jeong, Buhyon. 2000. A Comprehensive Model for Evaluating Internet Web Sites. The Korean
Operations Research and Management Science Society 17(3):161-180.

Hwang, Jinsuk. 2020. A Study on the Influence of Consumers' Continuous Use Intention on Beauty Contents of
Social Media System. PhD diss., Soongsil University.

Jeen, Sungkwang, Kim, Seog, and Choi, Jeongil. 2021. A Study on Factors Affecting Intention to Use Connected
Cars. Journal of Korean Society for Quality Management 49(3):359-374.

Jin, Dongwook. 2007. An Empirical Study on the Influencing Factors of Mobile Internet Service Adoption. PhD diss.,
Kwangwoon University.

Jo, Sungkey. 2018. A Study on the Factors Influencing the Pay-TV Users' Intention to Retain Monthly Movie
Subscription VOD. PhD diss., Seoul National University of Science and Technology.

Kang, Sungmin and Choi, Yongsoek. 2005. The Study on the Website Evaluation Model of Digital Content Distribution.
Korea Business Review 9(1):225-250.

Kano, N. 1984. Attractive Quality and Must—-be Quality. Hinshitsu Quality. The Journal of Japanese Society for Quality
Control 14(2):39-48.

Kim, B. 2010. An Empirical Investigation of Mobile Data Service Continuance: Incorporating the Theory of Planned
Behavior Into the Expectation—Confirmation Model. Expert Systems with Applications 37(10):7033-7039.

Kim, Daehan and Park, Namkee. 2016. Effects of OTT Service Users Use Motivations on Satisfaction and Intention



An et al: A Study on the Factors Affecting the Continuous Intention to Use Digital Content Over—the—Top Service 123

of Continued Use. Journal of Broadcasting and Telecommunications Research 93:77-110.

Kim, Dongkil. 2018. A Study on Consumers Preferences Reflecting Hierarchical Characteristicsof OTT Service -
Focused on the Relative Importance of the Domestic OTT Service Attributes —. PhD diss., Gangneung Wonju
National University.

Kim, Jakyung. 2004. The Effects of Customer Satisfaction and Switching Barrier on Customer Loyalty in the
Multichannel TV Service Market in Korea. Korean Association for Broarding & Telecommunication
18(3):175-231.

Kim, Minkyung. 2017. Suggestion of the Direction and Strategy of OTT Service in Korea — Focusing on the Example
of Netflix America —. Korean Institute of Information Technology 2017:63-67.

Kim, Misun. 2010. A Study on the IPTV Use Perception and Factors Influencing IPTV Adoption. Korean Association
for Communication & Information Studies 52:177-202.

Kim, Youngju. 2015. Impact of OTT Service on the Content Creation, Distribution and Consumption. Studies of
Broadcasting Culture 27(1):75-102.

Kwak, Euna and Choi, Jinho. 2019. An Analysis of User’s Perception Regarding Service Attributes and Competitive
Relationship among OTT Services in the Korean Market. Broadcasting & Communication 20(2):121-169.

Lee, Dongseon, Lim, Daehyun, Kim, Kyonghwan, and Choi, Jeongil. 2020. The Effect of Virtual Reality Content
Production Types on Customer Satisfaction. Journal of Korean Society for Quality Management 48(3):433-451

Lee, Jungwoo and Lee, Seyoon. 2009. Developing Price Response Functions for Internet Content Services. The
Jounal of Society for e-Business Studies 14(1):93-120.

Lee, Yongkyun and Lee, Minwoo. 2006. The Role of Satisfaction, Trust, and Commitment in the Relationships between
Information Quality of Web Sites and Customer e-Loyalty. Journal of Industrial Economics and Business
19(6):2367-2386.

Lin, C. S., Wu, S., and Tsai, R. J. 2005. Integrating Perceived Playfulness into Expectation-Confirmation Model
for Web Portal Context. Information & Management 42(5):683-693.

Moon, Jeeyoung and Park, Chunll. 2015. An Analysis of Competitive Factors and Strategies that Determine
Performance of OTT Business. Broadcasting & Communication 16(2):5-36.

Oh, Eunhae, Kim, Changsu, and Jung, Jaijin. 2009. The Influence of the Characteristics of Digital Contents on the
Usage Intention: Focusing on the Customer Types. DAEHAN Association of Business Administration, Korea
22(1):329-367.

Oh, Jongchul. 2007. A Study on Decision Making Process of Impulsive Buying in Digital Contents. PhD diss., Kyonggi
University.

Oh, Wongyo. 2020. Effects of Digital Contents Subscription Service Characteristics on Relational Performance -
Focused on the Relationship Quality Framework -. PhD diss., Cheongju University.

Oliver, R. L. 1980. A Cognitive Model of the Antecedents and Consequences of Satisfaction Decisions. Journal of
Marketing Research 17(4):460-469.

Oliver, R. L. and Swan, J. E. 1989. Consumer Perceptions of Interpersonal Equity and Satisfaction in Transactions:
a Field Survey Approach. Journal of Marketing 53(2):21-35.

Park, Jieun. 2020. A Study on the Effect of the QoE(Quality of Experience) on Selection of Subscription Model
in Using OTT service. MA diss., Korea University.

Park, Jinhee, Kim, Jaibeom, Ahn, Hosung, and Kim, Jongdeok. 2010. An Exploratory Study on the Influence of Intuitive
Understanding on the Communicability of Social Networking Services — A Case of Twitter —. The HCI Society
of Korea, 597-600.

Pitt, L. F., Watson, R. T. and Kavan, C. B. 1995. Service Quality: a Measure of Information Systems Effectiveness.



124 J Korean Soc Qual Manag Vol. 50, No. 1: 105—124, March 2022

MIS Quarterly 19(2):173-187.

PwC. 2019. Global Entertainment & Media Outlook 2019-2023 — Getting Personal Putting the Me in Entertainment
and Media -. PwC.

PwC. 2020. Perspectives From the Global Entertainment & Media Outlook 2020-2024 - Pulling the Future Forward
The Entertainment and Media Industry Reconfigures amid Recovery -. PwC.
Qu, Min and Kim, Eunhee. 2019. A Study on Factors Influencing the Continuous Use Intention of Mobile Easy Payment
Service: Integration of Information System Post Acceptance Model and Value Model 28(1):155-181.
Regan, L. and Rai, R. 2002. Thrombophilia and Pregnancy Loss. Journal of Reproductive Immunology
55(1-2):163-180.

Rho, Donghwan. 2018. A Study on Niche Analysis of the Competitive Relationship among Types of Business in
Domestic OTT Service Market. PhD diss., Chungang University.

Sanchez, G. 2013. PLS Modeling with R, Trowchez Editions, Berkeley, http://www.gastonsanchez.com/PLS_Path_Mo
deling_with_R.pdf.

Seo, Inhee and Choi, Jeongil. 2017. A Study of Effect of OTT Service on Performance of Multichannel Video
Programming Distributor. Proceedings of Korea Academic Society of Business Administration, 1816-1822.

Seo, Kiman. 2011. Understanding and Prospects of OTT Service. Broadcasting and Media Magazine 16(1):91-101.

Sim, Wanjun. 2019. A Study on the Effects of Quality Factors of Subscription—based Platform on Continuous
Subscription Intention through Perceived Value - Focusing on Digital Content Services —. PhD diss., Kumoh
National Institute of Technology.

Umphrey, D. 1989. A Comparison of Cable Disconnecters and Subscribers. Journalism Quarterly 66(3):628-779.

Van der Heijden, H. 2004. User Acceptance of Hedonic Information Systems. MIS Quarterly 28(4):695-704.

Wang, Y. and Fesenmaier, D. R. 2004. Towards Understanding Members’ General Participation in and Active
Contribution to an Online Travel Community. Tourism Management 25(6):709-722.

Wixom, B. H. and Todd, P. A. 2005. A Theoretical Integration of User Satisfaction and Technology Acceptance.
Information Systems Research 16(1):85-102.

Yoo, Jihun and Park Jooyeun. 2018. A Study on the Factors Influencing Continuous Usage Intention based on OTT
Service User. Journal of Broadcasting and Telecommunications Research 102:46-79.

Yoon, Cheolho and Kim, Sanghoon. 2014. A Tutorial on PLS Structural Equating Modeling using R: (Centering on)
Exemplified Research Model and Data. Information Systems Review 16(3):89-112.

Yoon, Jieun. 2006. A Study on Users' Perception Digital Contents Traits and Intention. PhD diss., Kyonggi University.

AR
FAF Huthen ek At upALselE A5 ekgon], @A) bt WA A A
A Folth F4 QT $4) Hoks AGYRAZH, Au A7, TANEZY, Hul2TAel S,

) k2 QI A|oF=(INSEAD)
A 2 ATL v Merrimack tHetell A B Gy wsE 44 § A4 SAHS ZgshHt s
A Folrk, T8 A A Foke An2 4 B FAHTE, A2 YRR IT7Ike] Au| 2 F4] Het

solth



