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: Over-the-top (OTT) TV services are pervasive in local and

global markets. Compared with traditional media
consumption, OTT platforms afford users more control over
content selection at a cheaper price.

However, discussions of OTT services are limited to policy
regulation and business strategy and do not reveal the
antecedents and consequences of OTT use from individual
perspectives. The existing constructs of interactivity and
value cannot distinguish between the influences of the
communication target and individual perceptions. Therefore,
this study developed an empirical model by integrating
perceived interactivity, perceived value, satisfaction, and
continuance usage. After collecting data from 230 OTT
users, we confirmed most of our proposed hypotheses and
that perceived platform interactivity is the most critical
indicator of OTT use. OTT users may prefer interacting with
content and the social community from a value perspective.
Perceived interactivity and perceived value are strong
indicators of satisfaction and continuance usage of OTT
services. Implications for academics and practitioners are
discussed.

Over-the-top (OTT), Interactivity, Value, Technology post-
adoption model, Expectation confirmation theory
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w3 5 ARG REBA TART U 24945 Deloitte (2017) 5630 0 2 sk T A0
(Cord cutter) 4+ v $cif & 3§ 4e > 3R> R FIE ARG chid Z RSP P 7 e 4 4
Bil4 s F - IR R FIR P AN GREF S 0 JE2 R RRN T RTAR
o B oAb i T B it 5 A A (IP-based) e BL B2 F 448 T 5 (Over the top
technology, §# OTT)t 5 » Eiw fI* Rerrer K BEAPF 5507 3
Hoow TG OTT R4 > 2R @ BT > OTT L F ki fg i
na;tf_ PR B LR AT R AN B oo 1995 Wolk(2015)’7 % OTT PRF%
PWETRAFIR A= B35 0% 2558 Jog s BB IR S RO R
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xi'-"ﬁ RS 2 T RS o i W PRAF SR B 2 B e PR by
R V-2 al¥ BT o3RRI RE A2 - s b R
ERTGBEEPDFRY A2 0 R0 AR Ho RRERIEv S I
I BAr AR TR FCF RO L S A E RSN S PO
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Shepatin, 2012) » r1 % 5B E HIFE L BB EHIEFI B SPGB A =N E
(Huetal., 2017; Sgrensen, 2015) - * — :x %> B HZHFBUTARAEERRGTE A
AARTOB G B PR O ATOE ERG A RAE S SRR TR A S E
F P FREe ) F R Bend $ R 5 TR AR ST #, 2013; FRaE
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o Flet o e R AL T g # 5% (TV viewing experience) £ & d 7 Pl ™ At i
PRIFTRGPIPED e S FABFER > RA > PFL S pERERDE R
ABF e TR SOOGS0 BB RETE PN B 2 TR DR Y ©
EAggg B2 - BB 50 L PR E D %R 2 5 A F D
T E —"Ff ) o (Prahalad & Ramaswamy, 2000; Stentinelli et al., 2007) ; # =
FEH- 0 7 (Media consumptmn)mﬁﬂ; v R ?4&§iﬁarlaﬁgﬁg S0
TAJCIRAR e LE SN P e @R 5 SRT ~ P F LS ERARE A
1848 2% (Holt & Sanson, 2014; Ryu & Wong, 2008) - i A i * + {3x ~ & * g\ &
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(U R K BB ALY FFhF KRB E L A B Al e LR AR
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(Preference) ~ & * {3 e 3B (Performance)= & 4 (Outcome) 1% & 48 - Bolton &
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%*ﬂ*¢u§vv1&)@ﬁl%ﬁé ez 5 (SA NCHEZ-FERNA NDEZ &
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3| A E&Hﬁ @ % g% %1 (7 L 4 5% (Bondad-Brown et al., 2012; Park et al., 2009;
Raacke & Bonds-Raacke, 2008; Ruggiero, 2000; Wu et al., 2010) - ﬂf 7o I
(Deci & Ryan, 1985)z_ ¢ > %—F{JJ BRER 2 P EAMFRER S REATEaE
Pz Bead-{ gt (7 5 > Palmgreen and Rayburn (1982)#t 4 Fishbein and Ajzen
(1974)% % cnfp - BILHIEE > 305 40 3~ R e HEMp Fehi B4 2
iz & (Belief)2s i & (Attitude) > i&m scH 7 5 H5% > PiRu 20 EEam
IR RATRIEF B R Y (7L EA W G AR 505 (TAM)(Davis et al., 1989) ¢
BE LR * 125 (UTAUT)(Venkatesh et al., 2003) % - 35 ﬁ ;,1:; %‘fr%z-*f—%ﬂ";fiéi
2 % JbiF en /g 12 (Attribute) ~ # i (Functionality)£? % e (Value) » & & H is b & 5]
% > Gl4o¥ 48 Bk 4 (Social norms)¥z i 4 F=4](Control) & » F P22 »}‘5 th’ﬁ A
SR SR s BPR AR LR A TR B A
Al - TEIRIE R AT 7 & 4R £ & (Convergent technology) » 1 4e {7 & 7 4R
(Mobile TV) & g2 7 4L (IPTV)(Jung et al., 2009; Lee et al., 20114a; Lin et al., 2012;
Yang & Jolly, 2009) -
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(Benbasat & Barki, 2007; Legris et al., 2003; Sun & Bhattacherjee, 2014) - F]pt » &
f6 4 * &7 3 47 32 (Post-adoption research) - BLi&F F 305 B2 Y o F £ o B
I s A B R R T A B rh B W E&‘E (post-purchase) e1i7 5 ficst
(Bhattacherjee, 2001; Karahanna et al., 1999; Kim & Kim, 2003; Li, 2016;
Parthasarathy & Bhattacherjee, 1998; Thong et al., 2006a) - 2 # = 12 Bhattacherjee
(2001) e4p % -F s - 2] (Expectation-Confirmation Theory, ECT)%. % 3| & + b
yE R
¥ % -FEL I3 (ECT) 1Rt Oliver (1993) i) § i & & &3340 1533 12
(Festlnger 1957) » 2 RASE* WAL HREREBYHEMEST S > bl
= F‘ﬁ‘_‘% £ AR % 42 72 & (Lin et al., 2005) - F sz me K¥psk it * #
BT AR (TR E TR RB(ER )2 B B o a2t FE AT ﬁTH—’rJ
zussk ik (Lin et al., 2005; Lin et al., 2012) - 7= i * A ERAEEA T 2 E sy
fOFRTEN AT S 0 A B A RRE AN S HE L R e
(Kim & Kim, 2003; Thong et al., 2006a) - Bhattacherjee (2001)3% % 7 3t & stig *
f HegFE R 208 o Ap ity g ﬂ\qa FRRAREE R F(E\? e —ﬁ)
RSP T ;sﬁfslfi’v"}% (A B TR AR ME A S) QX
P (TN RA A F)TES (3)&%;? i B A e i o
Bhattacherjee (2001)3% % B2 chfp ¥ /w2 H(ECT) 5 £ L3k 2 122
Feo X2 SR FIF G OCIRRIE R TR G R F e Ry 2 7 5
Bhattacherjee (2001)** & #-/ 3 ECT #5871 2 » R H iy 2 & T3 kst
By ooeafdd TISELSFEFHE 58, (Post-acceptance model of IS
continuance) > H iz it 4o (1) TISER SFFHT 4 ) TFLHRY L %0
(Post-acceptance) - i&2_F] 5 4% * W % 38 (Pre-acceptance) 2. #2585 » B4 % ¥ fosy
w47 & (Confirmation) 2 2 J% R, & mfﬁm N (2R AHECT 3 h4- 88
(Pre-Consumption expectation) » i i¢ * f hfj ¥ SEE PR D T Fp o0 B
MISEX SEFEHEY ) ¢ > FuFE A% iS P ¥ (Post-consumption
expectation) ; (3) & 1S < (53 FH* #50 | ¢ > WIS L AREE L o
3 * [-(Perceived Usefulness) » pt %4 & ECT #ra &2 H - R(T @ 4 7 4
BARZEE) Ay ¥ BT R %\, B EHTR ARG EF R g
(Davis, 1989) - 3%247 3 55 % 4p 1178 * & chix * {3 (Post-acceptance)z. % & & & 4o
R GRFRY FEAHY M% frz LW A R RRER TEER
Foyihid BeF o T DR T F P kAR {8 (Post-Acceptance) chFETLAR A &2
TR R o R 75‘ g LR 0 R H i gk 12 (Post-acceptance)
Hu';iwﬁ)g* ggé«gy;ﬁmnﬂg»};yy}o*w) ﬂ,gy&,ﬁp&yy B
*# (Expectation) £ 7 3% %14 (Confirmation) ¢ & 2 566 * & 3% RATR et § 7]
% o FIPAEE i 0 ARG Y R Y ST L B
BRAZE* "L FHFFR* FLhi 8T E 29 —“’i"’r*ﬁiﬁ%%‘ kT B
Mg i B R e(Value perception) 2 3 A i B& ~ 7 5 B3V 4R 3 doi 0 2



Fishbein(1967)#F % # i 32 3 (Expectancy-Value Theory) i & e 3k o

22 w3 B Y

% # # ¥ - Rafaeli (1988)#-3 #+ 12 (Interactivity):r & & *T412 0 L 2 4 > A
AR AR L AR SRERORT S EFR LB E ARk
FL WAL hPPFEREFR I B o KA o L RAS AR E PRI B A
i 45 Heeter (1989) & B 77 § ¥ Rl — &M o side * 5 % &L
DR E R R FRILe LR TR AR H TR
SR AZR BRE A S RE $3T P o Kiousis (2002)3% 5 it R 5 b g
LRARE A SR o R LR FR e 2T L HA AR
R g B> Downes and McMillan (2000)f 4-%t 5 & 448 415 T B o 0 A B
Lk o PR RHER RS BOR o SRR L PR LY
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Pl A R AT R LR R o P BB A
BAE RS EE S 07 oo 3 E T B &2 - R Kiousis (2002) 5
B AR BT BRI de R @RS e g
FEZ B e FRIT B O EAE S BRFEPHAE R T BRI S I
DA L BRSO E UL AR R B2 S T T e
AHEAIER > S B AT A -
- ~ 3 EAIEp

p;,‘:f;a, BT P

PR B R~ QR R R B FATRRE
ryryean AT M g TR
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B Kiousis (2002, p. 378)

Fretd s IR AT EFET R A BRFAT Y LT BERE R
FApin > R @ 5N TR 8 A R G end B 5 % % (Tidwell & Walther, 2002;
Walther, 1996) » 7A@ » 2 end_» I ® R E3N R * chiffr > @ 7 %7 4 B3
PIEFE PR g d > T AP T A RIFR DRI A R BAEY F o
F R e A ER Bk 7 At P R ) o d ORT Y L RS R
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B o Bk REE AP (SRR ARY SRS TR AR R

R REET RS (S i § @ S H(Shin, 2007b; #85 %, 2013) -

PR R R R 8 GEERTES AT S

) ‘;%‘Jt;d_ i gaiﬂéc ’ﬂ?’—ﬁﬂ%‘}?aﬂ*]}\ ; “’ﬁgﬁl’?f ’ L”z@ﬁ—— ﬁwx\ﬁ&mﬁ ~a‘«k At

e AL LS - OTT &HM Sehigr FAC PR TARA LR ¥

i ’iéwi%ﬁ%u%?ﬁ FhoadBEF6R ﬁ(v.gri%),\‘ﬁﬁ)@w

A28 i (Blhede 4 Twitter)s2 & p 3 & (bl4rdg s £) » RARE P {0 2 0
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* & & L4 (Convergent technology) s % f {7 & & = (dlmensions) INEIE N - s
B~ AL BN E RS OTT 88T 5 10t > 357 % & = (Hierarchical) i

,?- ‘34 ?’)@;KEH %q"&-}"'gﬁl L:' l% * _?;]z f” S m‘f%"\* °

o
’

2P REK

AT A A #H A & £ Linetal (2012) 058 £ T hiek & 40 10 3

iz o Linetal (2012)# 11 % & § B AL F AR h o & BRI T k%

PTV % & e 75 0 00 i 4 eneelf i 8 2 o115 ~ i 2 27 2

B e /) IR o pb - BBED & X AN H A K B A €T A S/IRIFITG

BEEBIAARSRNTEAR R o F 5 %3‘ Wn B AR AT R AT

W o) F IR F i iRk (Utility) & % & (Value) » 56 0% 4 » £
4K e E & %)% (Overby & Lee, 2006; To et al., 2007; Turel et al., 2010; Yoo,
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perceived value

Perceived content interactivity

Perceived platform interactivity

Perceived social interactivity
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