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[Abstract]

This study explores how Al integration in existing over the top (OTT) platforms enhances consumer services, focusing on the
effects of Al-based features on consumer satisfaction and service continuation. Personal innovativeness is considered a moderating
variable in the relationship between content richness, content curation, and consumer satisfaction. The main findings indicate that
both content richness and content curation services positively influence consumer satisfaction, which in turn positively affects the
intention to continue using the service. Additionally, examining the moderating effect of individual innovativeness on the
relationship between Al-based OTT platform characteristics and consumer satisfaction reveals interesting insights. In the group
with low individual innovativeness, neither content richness nor content curation services significantly influenced consumer
satisfaction. However, in the group with high individual innovativeness, both content richness and content curation services
positively affected consumer satisfaction. Based on these results, it is essential to enhance content richness and content curation
services to increase the continued use of Al-based OTT platform services. Additionally, a differentiated communication strategy
that considers the level of individual innovativeness among consumers is necessary.

Mol : ZHXx Z2EN ZH

ST O T“i—

= FO1 M|, 7HR Sy, 2IEX|S 7|8 OTT S3F, 2H|RF 2=

Keyword : Content Richness, Content Curation Service, Personal Innovativeness, Al-Based OTT Platform, Consumer

Satisfaction
http://dx.doi.org/10.9728/dcs.2025.26.3.623 Received 1 January 2025; Revised 6 February 2025
®® This is an Open Access article distributed under Accepted 13 February 2025
@ the terms of the Creative Commons Attribution
M Non-CommercialLicense(http:/creativecommons *Corresponding Author; Su-Ji Moon
.org/licenses/by-nc/3.0/) which permits unrestricted non-commercial ’
use, distribution, and reproduction in any medium, provided the Tel: +82-31-539-2234

original work is properly cited. . . .
E-mail: moonsuji@daejin.ac.kr

Copyright (¢©) 2025 The Digital Contents Society 623 http://www.dcs.or.kr  pISSN: 1598-2009  elSSN: 2287-738X


https://crossmark.crossref.org/dialog/?doi=10.9728/dcs.2025.26.3.623&domain=http://journal.dcs.or.kr/&uri_scheme=http:&cm_version=v1.5

.M 2
e UES A akeste} 7H le] AnEn|tjof(£rtE
o} BlE2IPC 5) AAksl $EB(YouTube) 2 Y=g

~(Netflix)2} 28 OTT(Over The Top) ZWEZo] 4l
mel wtjo] Felzs Xdul FAA eI} AnfEE

FHO o)§ selo] Walsklrt. ol <l EiLiOlUr srhEE

o= gt A =E o] 88 4= Q= OTT ZEo] Ay
FES W e 7k EFAE Vs 1 OTT Z3Fol A

B2 A guo] ol Anr LEshe Aul 9EY Au2s)
a9 Aoz 1 g4ge] B ol m gk 53, Q34
71428] OTTol o5t A2 Aulxte] Agsfelol} A5
5 24, ISk FUA 2R Anshl 5T S glo
W, 7144w} olfeld 9ol tulxjel A
sel, o] whe 9ER 2= ATE 5 Aok AolA

Atker 7HHS Ak,

ulEe] AL ofn] AEHL Wale] TV A%
A OTT ZFo= AVALT1], Feje] Y=g2% 7]

O g OTT Mul2=i= vitlo} AgS £33 o) vciof
FRxe] 2 55 FRaln Tulzel Ak B, 4
WS WakA)7)E e Svte] MIQiEH2). SR A gEA)

7319l 22 Qx|
?;]__, Oﬂ /\]Xo]' ‘FIL_J_T:

A(GII; Global Information)ol] w2
20243 A 5,800 ZEolA] 2029

dolli= 12 9,9009] 2ol o]& Aoz oS5 aL i3],
oleidt F=d mro] fe] Wsh= FHlxe] F=EstE
7FEsIA7]aL glom, A HlZ=U A El =9)a) wrjo
Aol o] AEA A dobd7] 917F dX| gl A=, vHEY
A, Fel= 2pdsl g An| s HHsie 42 dEEe] AdH
L gl

olo] AHAES IeA TS 7INko R 3 Fell=o] Fi

[e)
Z‘—‘_L'C

oLt stelold Aulzssh e B SEkg B3 OTT Aul
AL AREEE 7154 0] oLl AA|ZE 70% o]/l

=

OTT A&A150] 98h= ZelxE Bolun] Felxo] 14
o] OTT AMuH]29] MELE ol & J3S nxivtia B

gl vt gk, AsbH oz wAst el Aol AFshe =
H=E Sz oa o]&sle AdkA Hoju Ze =8 2=
How A, olgsiels &7 27451%eS AARITHY
[5]. e mietolq OTT ZE 719 7+ 2ol *‘ﬂEh o
EHEEA OTT 715S 2042 918 vkt Ak ua
glow, Felze| FHA Fel= Felold Aulat
OTT 71959] F-08 e i Aefolela & 5 Qv

ole} Zo] QIFAE 7|uk OTT FhFe] Anl2 EAdole}
AL g Qe FHl= T FHl= ol Mulae &
HIRRE flal ZNRlske o stEshe MulaE Al g Aol

A Au|e] ZEAY S gols T A%

R 1

: =xolebi &
ek 53 A4 WS %ol GO EE ol ¥ 44
el 71[5]-[71% B4 2u1Aje] FAE FHA) 5 &

http://dx.doi.org/10.9728/dcs.2025.26.3.623

624

= FrAlskaL A =g
Qlojetar g = qirk

ME2E 7] 78 &l X7 &
0}— AL ot} MYt =(IDT;
Innovation Diffusion Theory)elut 7]&4~8&29(TAM;
Technology Acceptance ModeDolA= 2H|=ke] 71914

= O
ZHITE'.E

3}
ol

ol w2 e 7)%e) 8 iRk AREm, S8 Al
& Aurles ~geh el elel S84 4w

2t 3AA Aol v, Anrt wiso] vhEA| vepd
ot} dA, FAA A 71 AFHES A28 7]40]
L Aul 2ol gk ARFe] whom], H529) Arehas vl
gGo AR 7Eolt Au|ze] =85 Agstr] wEl
H2P7E 71 AlR1e] EAAd-E Al 28 7)ol Au] 2o
g7h 2k o] An)at i)l A dEks vE 4 vk
ﬁﬂﬂwlﬁmiﬂ ﬁ?~wlumﬂﬁmoqﬁﬂ
%5 AR 8% 890%, 11 g0
°1°ﬂ A3AE 719 O

TT 9 s 5
Aelgl 433 9T

]

Tl

%Xl% 1

OTT F9%2) Al 543}
EREEES LE
5k OTT 29
£ ol v Bad AFUAIA 4

e¥aha gk

T
tlo
X

o
>

>~
>

2

o

II. 0124 uiZ

N
R
ro
o
X
or

N
[

o 2
i
i 2

olr

ok
o K
o 18 o,
N m%' 1

e
4

du oo
e o
_O'L
F e
[
=
N
i
9

e
2
&t
=2
>
oI

T

)

S SN L T =2
[

o 2 N 1o v o
o 1y
o

ﬂﬂog
M 2 Hr oo

32
&



C
QI3X|s 7

HFOTT(Over The Top) ZH & Mu|A

E MO |
=S

1) 2= FHA

= F5A(content richness)& OTT Z#Eo] 714
I 8 54 T eUE, AT W OTT S35 Al
v 27} tpekslar 53 %Eﬂx ﬂ]*?‘zt‘r" 2|27 A 2F
s ALE ofulsh[7],[11], HAl ZRI=ERE ofe} A&
HIZE 918 dre] gt D}%k*éc’lﬂ}t oE B ¥
g3[12],[13]. OTT ZHE-S vhgslaL T3 Zel=S
sl Q8 eElAg FR=E &R A2FeAL FAFEke]

=R oR FFTo TN AAHEL SHE
AZAteke] A AF F5

Aom, Fel=

%l FAOR s

= H=

AL FHeE FRl=E e shs s Fekar v

a8z OTT 952 2R A9 g Zdl=9
B o] FRlxE Xﬂ*ﬂi’ﬂ ZR|RFE] SR FHl=

£ Trelold MHIAE S8l 49T 5 e e AlwstaL
lem, OTT %a“% M)zl Wk 54 7k o) =
U= 7P S =ATHT) AAR o] AtEelA OTT =
XS AU FE F A =Age] FRAL NS
Froju ek A(+)e] G vA= Aem Yehdal(14], 5=
AREARZY AZbsh= %—Eﬂz T AREAF RESAl felet
44 &S vI3em[15], OTT Mu]2 S574d2 2|t
el A(+)e] = ulﬂ Aow HusItH16]. of<t

e veelol s1sto] TIPS AkapH ohgat ek

AT 1. ZH= FRAE 2H]A WE)] FA(+) 0w
Qg 12 Zolt).

2) EH Feflold Aulx

= =

Frelo]A AH]2(content curation service)©
= 1/‘1 83 FHo=ER[17], 514 <1AlE
F7I5-o ot B4 A2, Bl B, 1

T NQl1skE BrE AjH|~

7|qko] FITH18]. o] &

%‘L’]O]’E AU~ 2H|RRE

S B o|dHT; g0 R AF

L=, ARgAbe] el gk Ai_‘{

A ARE o8] AeA} Hr & AvkA AR E

shaL 8t AnR; HEo| S5tE FHxE 3, Zﬂ%ﬁ%
ogm FElx FH7 AHE BASL Au|2s o] &3} x4
7FsdE =19 19].

AH| AR AFolLE AH] 2

Jw

X

), 3

z0) $9¢ AR
]

ojuf Muj27t 7HE £48 aelste At Zq°ﬂ

A WS olan, F71Al SWelA Al Wl 719e] 7
A5-919} AF 7FeAE =9Itk o) Zel= Ffeold A
27F AZEe] Sl wet Au|Abe] deeE geks] wkedet

o7H Fulu S-S AlFEta 202 TS o] ZojujE
WA1S 23}7] wjio|tH18].
& 48 AFo|u}p Au] 2ol gk 2H|2} T

o ATE
52 AT E ATt An)ze) 230 uleh A,

48| R} B

625

s
i
s
&
'z

=

=2 A OME ZHl= ol AnjaE
HIZFE2 OTT Au]2=e] tigh 344 Q14 F8f F2
o7 ojo]d = lrh= AR o] Bt A7) % STk 5], v
2|2 RS2 Q1A 71Nk OTT ZHE Au]2=e] £4
713& 3} 01x| 2 7o) AnpEolatn FrrAcHE]. o)k
& ol Bz A7/ S Aeksha ket gk

A7 2. ZR= Flold Afu)
H(+)o2 S A Aol

22F MR}

Z O
ko

A}%x}

z'fﬂ /\1

Aol Au) o] Aot -§-& A3}
a9lown[21], o) A5 AR} W] &
4 710l U3 o) gl mut A%o ol me} WHG AR

L
R

AY= AA OO]og HEtE Hol A&F o7 vhe A
gieh[22],[23]. FAIH oR E-2d AHlznt OTT ol
FEIA iHlZ} WL o] gelwL} Kol gol et fof 3

BAE GATAY T4 FIS vH = 8o 9SH
vl TH71,[24],[25]. o]9} 22 =2o] 7| x8le] A7
< Aljkehd v 2tk

744 31 AR e A o] golwe] FH(H) R G
< w3 Aol

21 4(personal innovativeness)<-
A2 7S o] 83l iz} ek JiQle] ¢A[26],[27] &
A2 7)ol gk njRRe] 8ol gt F3S mH|
M EAS oujsts Ao z2[28], MEE 7|wo] A%
o =81E /\FO“X}Q o] & EE T e Fas
?lo] FTH29],[30]. ol gk 7HQ1S] S22 A=t 7]
7520l &k °]6H+9} DA AES A=, HRlol
Il gk oJFlEE AR 1 7IXE =4 AAEFE
AL U Folxl= S HAU31]. oJd dFEl
M 7RIS] S ol 2 ARARES AR Al2H
of 3l ARz} sk Ee] Eal, THA R Wolsd
NAge] H& Ao s HaEeh32],[33]. o]¢f 22wz}
ol 7H91e] HaAo] e iH]X}% A ZE 7)ol MH|
Ak vl B} & sk, galzl

a5

L }:o 2 1 rfo

N

}\___
—=

http://www.dcs.or.kr



C|X | 2El = &h5[=&X|(J. DCS) Vol. 26, No. 3, pp. 623-633, Mar. 2025

MulaE 7ke R ARE APES Faat she 545 1ol
= Aos HuEin[24]. 53], MEL 7es Fl ST
olejolut FEYS A& F Atk LHAR] V]t 2 WA
2 Z2 A E71E ek, 2 gl 7o 55
g ] ARAL jE o= ool [34], 54 7]&el i 7Y
T hde gl wel 249 ¢ v A[84],
[35]014 Z=B|=} vEso] vrad] vebd 5= Qi ]9k 22
w=ofoll 71z8te] AT 7S Aljbehd Tt 2t

AN

o
i
T,
[

AT7M 4: 7H9le] A
Zo] AAIZ AT Ao|t).

=22 A
AT7HL 5 AN Hage

F

L QAo orlo
REox BNOSE

on AEzAll ohA YEE s o] A
ZAFEA) tia) ztEFskA AAEE F FolE S
FoiFlt. olelg H4E Tl F 2024
HE 248 SIS QAL s S48 Bi, A
785l T 9778(48.0%), <14 105%(52.0%) 0= Febt
a1, 438 20t 5478(26.7%), 30th 51%(25.2%), 40t} 53
4(26.2%), 50tH 447(21.8%) .2 AR ATk

2
Ir

BN ml
o N o
-

2,
uE
o

3-2 4=

1) Sdl= $7A4

2 AT 2= FHEAAS S5 18t Parkst
Kim[36]¢] AM&-8F 35
I BebS AX 4TFdoZ
%= (5-point likert scale)E
¥, 532 ‘¢ 1P = SA4sqlo)

2) ZH= ol Aujx

¥ Apolie 2elx Felold Anlag S| 95l
Choi, Cha$} Choil3717F AR&-3F a5 A7-52el #3}st
B2 AN £ WS A 4RFor A 7 #
@2 54 YAE HEE F8 142 s 234 Fvt, 53
& - Yy = sk
http://dx.doi.org/10.9728/dcs.2025.26.3.623

626

x%l-;],ci [SAR=] /‘\ﬂjq_

x5l ATBA PSS A 74

B9 AR 4EFOR TG, 2 £ 57 @A 4
EE olgsle] 182 W8 84 2, 5Ee e 1%
o Skt

4) Aol 8ol

Aol A%l 8IS S48 915l Leesh
Kim[8]o] AH83 4832 o g3kt 2 £ 54 @17
E A%E olgsto] 19e A8 184 g, 57 w9
agnyE Sgs

5) 7H218] B AR

2 Aol A= Ai]le] S
(311,400 7]uks}o]
I} WS AR 3EF
HEE o] gsle] 1382 ‘A3 124

e

it

AAe F8 WFE dig B E dA5s 98 F<914
o1 %#-21(CFA; confirmatory factor analysis)S A3}
FEAZE (model fit), TFSEZAG5E) 2 A4 #
GApE AHRI, FUPHoR  HAFREFEFHAVE;
aveage variance extracted), 7N @41Z)%=(CR; construct
reliability), 71231 W14 X% (Cronbach’s )& 7}
t}h ¢4 2Edg = AddeA=Normed x%, RMSEA)
o} SEAFAF(NFI CFI, IFDE AH-8191aL, 2 §7]52
-0 Normed x*= 3.00 ]38}, RMSEAT= .10 ©]3}, NFI

.90 o], IFI= .90 )7, CFI&= .90 o4 w) A7)+
< 35S

= A

o rr o

sk o2 rlslelt. o) de] Vs Agate] A%
A B, Normed x?=2.42, RMSEA=.08, NFI=.90,
[FI=.93, CFI=.930%2 RE A3x|57t 2FH et 173}
ARAFE TA= R4 66~.81, Tel= FHold Az
69~.84, 7H21¢] Sl 68~.97, 2H|A W 69~.88, A
Zol 8ok 87~.92% Yeht HA 7]EY 50S =739
a1, HSH] gk ZAARGe] BAA o8 BT 4lE 4
F 99.9%°14 Frol3t Aoz BAFQIL PSS
53~.80, /NN FE 82~.94, WA AAx 80~.94F L}E}
v 78 WrE] gk el Ert Sl ik

1

=

3-4 22 A2|

o

H o] = SPSS 21.0 T2
RIS AREste] A9 AE AT
=2 &gtk AR, F8 2259



ol

- = o
1. 2olH 20124

oIS X|s 7|8t OTT(Over The Top) 22 & AH|A

Table 1. Confirmatory factor analysis

S4o| 8| X} 2HE 1L X|£0[ 2| 2ol ]| = gk Tl

Latent variable Observed variable B S.E. t AVE CR Cront()lach s
1. The new Al-based OTT service has a lot of content .78 - -
2. The new Al-based OTT service provides rich and up—to—date 81 09 11,30
Content content 53 82 80
richness 3. The new Al-based OTT service offers the content | want .66 .07 9.20™" ’ ' '
4. The new Al-based OTT service has an abundance of 67 19 9 05
watchable content
1. The Al-based OTT service's content curation service seems to
; - .69 - -
accurately identify the content | need
2. The Al-based OTT service's content curation service
) .79 .08 15.38
Content recommends content that matches my requirements 62 87 89
curation 3. Using the Al-based OTT service's content curation service ' ' ’
) .84 13 10.76
allows me to access content that suits my taste
4. The Al-based OTT service's content curation service provides
. . . ) .84 13 10.18
personalized services based on information about me
P | 1. I am willing to try new technology .87 -
. ersona 2. | am at the forefront of trying new technology .97 .05 20.61"7" 72 .88 .87
innovativeness -
3. | am not hesitant to use new technology .68 .06 11.69
1. I am generally satisfied with using the Al-based OTT service .69 -
Consumer 2. The Al-based OTT service fulfills my needs .84 1 11.07™ 66 88 89
satisfaction | 3. | want to use the Al-based OTT service frequently .88 10 11.76™" ' ' '
4. Using the Al-based OTT service was the right decision .83 b 10.89™"
1. | will consider using the Al-based OTT service in the future .89 - -
Intention 1o 2. | will continue to use the Al-based OTT service .91 .04 21.03"""
continue using 3.1 WI!| use the Al-based OTT service more frequently than other 87 05 1856 .80 .94 .94
services
4. 1 am likely to use the Al-based OTT service in the future 92 .05 20.777"

p < .001

T 2. AEEAIEA
Table 2. Correlation analysis

Content richness

Content curation service

Personal nnovativeness

Consumer satisfaction

Content richness

Content curation service .28™" -

Personal nnovativeness A1 67" -

Consumer satisfaction 427 37 51 -
Intention to continue using 55" 55" 64" 54

“p<.01

ANl RANHE, BEAAEAFE) 2 EAH R4
S0t A, 0
2 e

()& Aingh, B4, BEEAF
AAwE B3 N ge Fel

o= L-a—],o:]q_ ﬁ\aﬁ »8-0
4 (correlation analysis)S =33t t) YA, A7Hd S

p<.0D), 7H19] A1 (=
p<.01), Aol &% (r=.55, p<.01)¢}
ERia, FZElx fgold AulA% Ajole] HAA(r=.67,
p<.01), &H|Ap ¥(r=.37, p<.0l),

41, p<.01), &H|AF (=42,

22t A e v

A &0]-8-2] &=(r=.55,

ASsuA  FREHEM(structural  equation  model p<.0D)e} 4z AZ ol FAAAE FASATE 1] 4l
analysis)¥} Z4 & YHmoderating effect)E 438} T} e AEIRF WEE(r=.42, p<.0l), A ZEol o %(r=.55
p<.0D)9} 2+ 24491 AFAAIE BY1a, 48R 1 94
A &:0]-8-2 % (r=.54, p<.0D<} AAA FAAE A=
v. 3125 Aoz BAEA
4-1 HAAAEA 4-271883
B Ato|A] Q9] 7 AIIARA S AAEIITE 2 A 2 AFNAME A7 S HASstaar FREYEA T =
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Table 3. Structural equation model analysis

Research hypothesis B S.E. t Result
RH 1 Content richness — Consumer satisfaction A4 .07 4,69 Acceptance
RH 2 Content curation service — Consumer satisfaction .30 .08 4.06"" Acceptance
RH 3 Consumer satisfaction — Intention to continue using .64 10 8.23™"" Acceptance
“**p < .001
E 4. N2 Mozl 42 AF
Table 4.  test for the free model and constrained model
NFI IFI RFI TLI
DF S 2 Delta—1 Delta-2 tho—1 tho?2
Constrained model 2 7.46 .024 .003 .003 .000 .000
F 5. 72l HAlMo| =HM T}
Table 5. Moderating effect of individual innovativeness
Personal innovativeness ‘low’ Personal innovativeness ‘high’
(N=82) (N=120) Result
Unstandardized SE Unstandardized
8 E. t 8 S.E. t
RHg4 | Contentrichness = Consumer 12 10 1.20 57 13 | 423" | Acceptance
satisfaction
RH5 Content curation service — 31 16 1.83 32 14 221" | Acceptance
Consumer satisfaction
" <.05""p <.001
2 Boo] M)A Wk Akolgelwe] mAE JFL A OTT ZUE Al 549 2el= TR 207 W]
ﬂlﬂ_ﬂ Akl FREFEAS AAEIth 78 A9E B AN A Aol 2dads A A, iele] §
W, A7 13 gRste] ZHlx FRAe] avlA wEe] Aol ke HHLow)e HlE FRAMEES p=12,
WA= s AR A, ZHlx FHAS AHR; Rk t=1.20, p>.05)3} Zel= ?’r‘v‘ﬂo A AR ~(H| 2E3) (=32,
AA(+) o= JEe A AT 7ML ANHYEJATHB=41, t=1.83, p>.05) B ARH|A} Tt F-2) 3k kS xR 2
p.001). 71 251 Hlslel A= Felold AMTL  sislor), AIlS] Al e AtkHighol e mEa
MR} Hho)| mXE JES A A, ZrEl= Fold FTEAMEF3}F B=.57, t=4.23, p<.001), fﬁﬂz o)A
AUl 2H)R) Wl A (+) 02 JIS A S 7Hd Au (1) 735} B=.32, t=2.21, p<.05) B AH|A} 1]
& AAARHE=30, p<.00D. A7 534 petste] 20 BAGSE RS WA A eht A 4% 7
A o] Aol ol ol WA JFE AWE Az 28] S 5 AUEAG 2ER 2n)a ARl 14 S

]'1__—|1_

A &o]go el A (+) o= FFe v A

el s 71 e 2 el Qv B=.64, p<.001).
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R3] P A A SAYS] 2 EahE A ngie 34
Aole) HAY 5 BRI Astel BT FE T F
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' e
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