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The present study reveals an interesting result concerning the double role of habit,
finding a negative mooring effect and a positive moderating effect. The interaction
between habit and push factors (perceived intrusiveness) and pull factors (alternative
attractiveness) strengthened the user’s switching intention. This result contradicts
other studies (e.g. Lin et al., 2017b) that found that habit can weaken users’ switching
intention.

6.2 Theoretical implications

Most past studies have explored the willingness to switch between paid service providers,
such as the choice of mobile phone number providers. However, previous research focusing
on free to paid models is still relatively rare. For instance, Li and Cheng (2014) employed
Status Quo Bias Theory to probe users’ willingness to transfer to paid online services.
Although Liu ef al. (2021) investigated free to paid social question-and-answer services based
on PPM theory, the authors only used qualitative analyses of interviews. The current study is
the first to consider free-to-paid switching behavior on media services using PPM’s structural
equation model.

Previous studies on antecedents of habits only identified perceived convenience (Chen
et al., 2019; Yoon and Kim, 2007) and perceived enjoyment (Turel and Serenko, 2012;
Barnes, 2011) as having a positive influence on usage habits. The current study confirms
that age and income are two important background variables that influence the
antecedents of usage habit. Different age groups demonstrate differences in perceived
convenience and perception enjoyment toward usage habit, as well as the relationship
between usage habit and switching intention. Different income levels reveal significant
differences in perceived convenience and usage habit. These findings have not been
explored by preceding research.

Previous studies on PPM have focused on discovering the intention of non-adopters to use
or accept technological products or services; if any, few studies have focused on the intention
to switch, which is an important distinction. Although previous scholars have examined
habit as a mooring effect, studies that have evaluated its effect as a moderating variable are
limited. The variable for the present study, perceived intrusiveness, alternative
attractiveness, and habit, were particularly chosen according to the specific features of
paid OTT platforms and utilized in this study to discuss the viewers’ switching intention,
which has not been heretofore investigated.

Previous studies examining habit as a moderating variable have resulted in the view that
habit has a negative effect on users’ switching intention under the influence of interaction.
However, this study found that, in the context of the free-to-paid transition, highly
accustomed users’ perception of pull factors and push factors were strengthened, thus
generating the tendency to switch platforms. Although habit has a mooring effect on the
switching intention, users who have a high habit of using free platforms are likely to perceive
the intrusiveness of advertisements because they see them so frequently. Those who are used
to free platforms are encouraged to switch because they have more opportunities to observe
attractive alternativeness from other platforms.

When users are driven by favorable conditions, alleviating the effect of habits on
individuals becomes possible. Gardner ¢t al (2020) mentioned that creating favorable
conditions can weaken the role of habit and then move toward the intention to switch. Thus,
alternative attractiveness in this study plays such a role. When another negative effect
influences a habit, it may also cause the user to escape gradually from the original habit.
When users develop an anti-habitual intent, a suppression habit occurs (Gardner, 2015), and
perceived intrusiveness may serve as the significant factor that stimulates the users’ anti-
habit intent, leading them to the desired intention.



6.3 Practical implications

Results demonstrate that perceived convenience and enjoyment of a platform directly affect
the habit of continuing to use a platform. As a result, free OTT operators should strengthen
these aspects to keep users from switching to paid OTT. For convenience, a more apparent
classification of titles and multiple search methods, such as sound input, could improve the
efficiency of finding relevant films and TV shows. In terms of enjoyment, free OTT operators
could provide video content from various sources and enhance the interactivity of viewing
interfaces to appeal to the viewing preferences of different groups. However, although users
have formed a habit of watching on the platform, their continuing viewing intentions are not
guaranteed. Users always have the freedom to switch to other platforms, and the habits of
individual users are easily broken by external influence, which is a phenomenon worth
noting.

Advertisement intrusiveness, which is thought to be a push effect, can drive away
existing viewers. Therefore, free OTT providers should consider minimizing
advertisements, including pop-ups, to the degree that viewers can tolerate to keep
existing users. As for paid OTT, users do not like these sudden interruptions of
advertisements. Thus, paid OTT providers can appeal to non-subscribers by providing
programs without advertisements. This approach may persuade non-users rationally to
accept a paid platform.

Alternative attractiveness is regarded as a pull effect. As long as paid OTT puts
forward favorable plans, such as providing free subscription of films for some time
without registering, non-subscribers will be encouraged to try out and then become
subscribers later. Facing challenges from paid OTT operators, free OTT providers should
devote more effort to perceived convenience and enjoyment to develop existing users’
habit of continuously watching movies on the platform because of convenience and
entertainment. For free OTT platforms to defend the lure of other platforms’ alternative
attractiveness for existing users successfully, they can appeal to viewers’ perception of the
value of free OTT.

Results imply that the above 30 years group forms the habit because of the convenience
characteristics of OTT platforms, whereas the below 30 years group relies more on enjoyment
characteristics. As a result, a stronger habit for using free OTT platforms hinders their
switching intention toward paid OTT platforms. Furthermore, people who enjoy an income
above US$20,000 get into watching habits because of convenience characteristics. Therefore,
for free platform providers, the platforms’ entertainment value can be emphasized for the
young group, whereas the platform’s convenience can be accentuated for the above 30 group.
Furthermore, the above 30 years group that enjoys an income above US$20,000 could be
regarded as a potential customer group that is more likely to transfer from free membership
to paid membership. To attract viewers to switch from free members to paid subscribers,
OTT providers can offer promotional programs by invitation, such as offering discount
periods for paid content or free viewing serial numbers.

7. Limitations and future research

This study aims to understand free OTT users’ intention to switch to paid OTT platforms.
Therefore, conclusions should be cautiously inferred to other IT industries or services. Future
research could consider extending PPM to verify other media products or services to increase
the verifiability of the model. This study investigated the situation of the free-to-paid
switching intention of the viewers. Future studies should consider exploring whether the
relevant influencing factors of switching intention are different in the context of paid-to-free
switching.
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Previous studies have pointed out that habit has a mooring effect on users’ switching
intention. However, this study concluded that, even though habit has a direct and negative
impact on the switching intention of free users, it cannot weaken the effect of the push or pull
factor. Future research is encouraged to investigate other IT products or services to learn
more about the mooring effects and the moderating effects of habit between push and pull
factors on switching intention.

Although results validated the presence of push, pull, and mooring factors in the
research model, this study did not discuss the specific influencing factors of each
construct. For example, the pull factor (alternative attractiveness) may include diverse
influencing factors, such as the price or promotion campaign provided by the platform, the
diversity of video contents, and the options of viewing interface, which will all affect users’
switching intention. Therefore, a broader range of variables for push, pull, and mooring
factors can be considered in future studies to explain the difference in consumers’
responses to influencing factors and further understand switching intentions under the
context of PPM interaction.
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