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1. Cooperate with school policies to promote EMI courses.
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2. This course involves many fields such as humanities, art, business and
tourism. Students can learn and understand the interaction between
different fields in an interdisciplinary environment and develop cross-field
comprehensive literacy.
Tz mxEmr W
FHALZ 2 EF R S

rEE BERS g8 % = BTS2 A




SRS GEUE YRR ENE R L R )

Course Syllabus (Please write in English and post on the internet before school enroliment day)

H-BL B I3FEAY 25 E &

National Pingtung University Course Syllabus Year _113  Semester _ 2

E AR S

Course Name

Jui-lin Ho (& %ilEk),
Shu-Shiun Ku (A7HEE), | &= i
Amy Hsu-Chung Chu (4 ~#

’ Office |35700
Instructor’s j@ 1:[:1)’ Phone

Tourism Name Szu-Ling Lin (7[;)[(1%{\ ), Number
Ling-Long Tsai (Z5¥5HE)

e B | ek
. 2
Culture, Creativity and d

iaitiiai ;géiujigf%%%ﬁ E-mail [sllin@mail.nptu.edu.tw
[
i
P/ B ik % iE 13 5| Required|
Hour(s) / Credit(s) 3 Required / Elective B =
i
Elective
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1. Interdisciplinary understanding: Cultivate students' interdisciplinary
understanding of culture, creativity and tourism, enabling them to
integrate knowledge from multiple fields such as humanities, art, business
and tourism.
2. QS B ¢ R E A A R BRI MR AT RS
71 BESIES S LRI I TP EK -
KE P&

Teaching Objectives

2. Creative thinking and problem-solving: Emphasis is placed on cultivating
students' innovative thinking and problem-solving abilities, and being
able to cope with challenges in the cultural and tourism fields.

3. bROm S S bR ) - SRR R A E A [E S LEE ST - 2T
Vs SABSORAMETEIIEDS - DUES 2ER(bE & NTHSU B ) -

3. Cultural communication and cross-cultural competence: Cultivate
students' ability to respect and understand different cultures, and improve
cross-cultural communication and cooperation skills to cope with cultural

interactions in the context of globalization.

FEHEY & %
Intended Learning
Outcomes (ILOs)

1. Students will be familiarized with cultural tourism related concepts and
trends worldwide.

2. Students will be able to write, express, and discuss cultural tourism related




subjects in English.

FRPAEN F 2K
g2
Weekly Course Content
and Teaching Methods

551 - 2EfEEN: BRFE/ 142 Introduction
£ 28 im0 b~ BIE B (EEE Introduction: Culture, Creativity
and Cultural Tourism
539 j{{bﬁ%ﬁ@j{{b%@%ﬁ% Cultural Foundation and Cultural Tourism
5 4 3 AlENNMEE /BB  Creative Value Addition and Cultural
Tourism
555 - {HFUEAE B E World Heritage and tourism
56 - AR S EEE World Heritage journeys in Japan
557 - e ay i 5LiE FEE ' World Heritage journeys in Netherlands
58 i Al EEFEX S Y #E] Creative Cluster and Tourism Planning
59 - HWEEE ST (EEI ¢ Museum and Cultural Tourism
P8 e BN DY British museums and city tourism
P AR ESEEEDEITHY Film/TV Drama and Tourism Marketing
I SCER - ERfiTELERAE Literature, Arts and Travel
i REERE A IFFE N E] Creative Tour Planning
P L EEE(0EYEENE Religious-themed Festivals
515 ¢ FES{EEREIETE Historical Legends Festivals
516 7 ¢ EHBEEBEDEEE Sports Events Festivals
5517 B 18 A - ANl Off-campus Visit

*A 6-hour Field trip within Pingtung City may be planned during the

semester.

LAY FY 5

feeng =g
Multiple
Assessments for the
ILOs

In class, we will:

1. Read, interpret, and discuss selected topic articles

2. Watch, listen to, and discuss video/sound clips on selected topics

3. listen and critique individual presentations

4. Work in groups to present a talk (possibly through web conference).
% Dictionary apps will certainly be useful.

And the course assessment will be implemented as follows:

1. Formats for course assessments include assignments, presentations,
discussion reports, or exams

2. The final grade will be composed of five 3-week-segment, each
contributing to 20% of the final grade, and will be evaluated by

corresponding faculty members.
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1R Self-compiled teaching materials are assigned according to the theme of each
Textbook(s)
class.
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Culture, Creativity and Tourism

, L i S i
1738 P AR S o
y e X o

# 5 & % Course Objective and Content

1 | B4 284 Fwip prdaaid M1 O3z | M4 OF
KEFEF S 2o bdr fEE 45
YRR R B F L1 £

e DT A L I
87 feig v

¥ & #1538 22 { % Teaching and learning resources
KEFE G EMIE Y FhES 2

3 e ™M O M O
(FRTFRTINTHR) < ’ L U3
FHpEL S 2w L BB AR R

4 | FlEELE-BEF FAREH 2 RE | M A O F ME O%
R L S AR E 3

5 ?\'?%7‘E%vﬁﬁ%?ﬁ@ﬁﬂﬁ?ﬁﬂiﬁ ¥f O3 % Oz
;I-:E;-z NE

6 ﬁ‘i’f’*\if‘t‘%i;‘“ii‘liﬁiii’gi?% e 0Oz gg O3z
=




1 1 d management
( nteraction an
X5 H lassroom 1
T g 2 ¥

-y N

Lé

\4
A
ks
“U-I
sy

v e ME O3z| 48 O3%
MEAREEEERCEC RN

N
2. 0% | M4
%§4¢Qm§ﬂii‘§4(“é&$r‘*ﬁ) M
WLF

£ % E E"‘ﬂ” Afrﬂ?. @'f‘; B%&# E ?- Mﬂ'\ D?-
%é N f’E J “‘——-_i:‘ F;% P . 'I =
’p / ‘A A

% &t # #& 2 Teachers’ teaching characteristics (S ;\ >: ﬁ J;)ﬁ .
R MR AR g 2, H-=x
%21 EMI & frie g 2157 ¥ gz_ T
B OB RRE Rk g‘ il)}?ﬁ‘&«ﬁ-i




HEE EMI REER
H2MERAEMIAEZREN - BURBFEFHAEAVRTE
(EMI, English as a Medium of Instruction)

EMI 4I5S REIFFEM I B B (non-English speaking institutions)1z ftpy£2
BRE  HASWEE - fiELE - BEERBMZHEM - BERRERET
£ 100%{EFAEEE - HEARRIGRBUT :

1.

BERAGRERAEXHE EENESEEMIFEEBR AR ZHGHFE
RFEZ| % EMI iR72 - ESL ~ EAP(English for Academic Purpose)sk,
ESP(English for Special Purposes)ifiz 7 EEZMEFLIER - BRXXHEA
GHIEE EMI REZEEXE - M52 - KBHE EMIBEER - BEWR
FGRIERAENHE -

EEREEAZERE R EMIRE  ABNEE - BENHETZEROEE -
BEMBILURBE AR R /RS (N O SRR - fESEE AR )& 100%
(EIEESE

BEBR NRBEFEEURP : flINR o EmSSRE &R PLIFE
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Journal’s performance

Journal Impact Factor

The Journal Impact Factor (JIF) is a journal-level metric calculated from data indexed in the Web of Science Core
Collection. It should be used with careful attention to the many factors that influence citation rates, such as the volume
of publication and citations characteristics of the subject area and type of journal. The Journal Impact Factor can
complement expert opinion and informed peer review. In the case of academic evaluation for tenure, it is
inappropriate to use a journal-level metric as a proxy measure for individual researchers, institutions, or articles. Lean
more
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Purpose

Most previous studies on new technologies and services have concentrated on their acceptance, seldom
exploring in depth why users may choose not to accept technology or service and remain “non-users.”
This study aims to understand free platform users' intention to switch to paid subscription platforms.

Design/methodology/approach

This study utilized push-pull-mooring (PPM) theory to investigate free OTT platform viewers' switching
intentions toward paid OTT platforms. A research model was established and examined via a two-stage
partial least square (PLS) method. A total of 446 free users were collected from Facebook and Line for
data analysis.
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Results show that perceived intrusiveness is the push factor and alternative attractiveness is the pull
factor and that both have a positive impact on the switching intention of non-subscribers. Habit represents
the mooring factor and negative affects switching intention. Perceived convenience and perceived
enjoyment are shown to be two significant habitual antecedents. Furthermore, habit is revealed to
moderate the effect of users' perceived advertisement intrusion and alternative attractiveness on switching
intention to strengthen positive impact when the habit is strong.
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Abstract

Purpose — Most previous studies on new technologies and services have concentrated on their acceptance,
seldom exploring in depth why users may choose not to accept technology or service and remain “non-users.”
This study aims to understand free platform users’ intention to switch to paid subscription platforms.
Design/methodology/approach — This study utilized push-pull-mooring (PPM) theory to investigate free
OTT platform viewers switching intentions toward paid OTT platforms. A research model was established
and examined via a two-stage partial least square (PLS) method. A total of 446 free users were collected from
Facebook and Line for data analysis.

Findings — Results show that perceived intrusiveness is the push factor and alternative attractiveness is the
pull factor and that both have a positive impact on the switching intention of non-subscribers. Habit represents
the mooring factor and negative affects switching intention. Perceived convenience and perceived enjoyment
are shown to be two significant habitual antecedents. Furthermore, habit is revealed to moderate the effect of
users’ perceived advertisement intrusion and alternative attractiveness on switching intention to strengthen
positive impact when the habit is strong.

Originality/value — This study is one of the pioneering studies to consider free-to-paid switching behavior on
media services using PPM'’s structural equation model. Contrary to previous research, the 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.

Keywords Push-pull-mooring (PPM) framework, Switching intention, Habit, Perceived intrusiveness,
Alternative attractiveness

Paper type Research paper

1. Introduction

With the development of streaming technology, massive amounts of media can be streamed
in segments through the compression of large files in what is known as video on demand
(VOD). With the help of this technology, the over-the-top (OTT) platform, a subcategory of
VOD, has emerged (Boyarsky, 2020). The way films, television shows, and videos can be
viewed changed the viewing habits of viewers who used to receive images from television
stations only at a fixed point in time (Arsenault and Castells, 2008). OTT platforms allow
users to watch videos at any point in time, providing users a higher degree of freedom in the
viewing experience (Kwon ef al, 2020). According to the market research of Kantar
Worldpanel Taiwan (2020), in Taiwan, approximately 96% of people between the ages of 15
and 49 use OTT video services, and approximately 78 % of them watch online videos at least
five to six days a week. Furthermore, Taiwanese use an average of 3.2 service platforms to
watch dramas or movies and state that mobile devices’ penetration rate is high, with the
majority of people watching movies on their smartphones. Given the trend of binge-watching
during the COVID-19 pandemic, the number of people using the OTT platform has been
increasing, and the public’s willingness to use the paid OTT platform has increased in
Taiwan from 26% in 2019 to 35% in 2020, illustrating that the video and audio content
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provided by these platforms has a growing appeal to unsubscribed viewers (cited in
Olivier, 2020).

Given the characteristics of OTT, viewers can watch streaming audio and video content
on the internet anytime and anywhere through a variety of devices and applications; thus,
VOD has become the new mainstream way to watch films, television programs, and videos
(Baladron and Rivero, 2019). The current three OTT VOD business models are subscription-
based video on demand (SVOD), advertising video on demand (AVOD), and transactional
video on demand (TVOD) (Boyarsky, 2020). SVOD is where users pay a subscription fee
(monthly, quarterly, and annually) to subscribe to a content service. Netflix and Huly are
examples of SVOD. During the subscription period, viewing of content can be unlimited. Most
of OTT revenue comes from SVOD services. AVOD is where users do not need to pay
subscription fees. YouTube is an example of an AVOD, where revenue comes from
advertising embedded in the content. TVOD is where users pay only once for renting or
purchasing a movie or television program, which they can watch multiple times (Sadlowska
et al.,, 2019). Apple i Tumes is an example of a TVOD.

Most of the past studies on the use of innovative online services and technologies have
focused on consumers’ acceptance of new released online services (Chen et al,, 2018; Patel and
Patel, 2018; Jebarajakirthy and Shankar, 2020; Jumaan et al, 2020) or their continuance
intention to use these technologies (Cao et al., 2018; Shao e al.,, 2020). Research on the intention
to use innovative technologies in the past has targeted those who adopt technology. Research
on those who do not adopt technology, “non-users,” is relatively scarce. Many researchers
(e.g. Chauhan et al, 2019; Gollakota and Pick, 2020; Thakur and Srivastava, 2014) have
argued that, in addition to technology users, non-users should also be investigated. Gollakota
and Pick (2020) posited that non-users are different from users and that providers need to
adopt distinct strategies to attract the attention of non-users. Factors that affect non-users to
use a product or service may vary. Thus, thoroughly exploring and understanding the
differences between users and non-users is worthwhile. Thakur and Srivastava (2014)
examined consumers’ behavioral intention to use mobile payments and found that users and
non-users have different viewpoints, such as the perception and awareness of innovativeness,
playing key roles in their use of technology.

As for the switching behavior of consumers toward technology products, researchers
have mainly focused on the desire to change from conventional to new technology (Roy, 2017;
Cheng et al, 2019; Wu et al, 2017). Although some previous studies have examined online
service switching intention (Peng et al., 2016; Liang ef al., 2018) and discussed non-adoption of
information technology (Ozdemir ef al, 2008; Lin ef al, 2017a), few studies have been
conducted evaluating the switching intention of non-users. As more and more consumers are
willing to pay a monthly fee to watch videos, paid OTT platforms are becoming mainstream,
but empirical research on the shifting from free users to paid users is rare (Li and Cheng, 2014;
Liu et al, 2021). Thus, this study aims to provide a deeper understanding of the switching
intention of viewers to move from free OTT platforms to become subscribers of paid OTT
platforms.

Given that the objective of this study is to explore the switching intention of non-users of
paid OTT platforms, the general question this study asks is “What factors lead to the
willingness of free OTT (i.e. AVOD) platform users to transfer to paid OTT (i.e. SVOD and
TVOD) platforms?” To answer this question, the author adopts the theory of population
migration as the foundation of this study and extends the push-pull-mooring model
(hereinafter referred to as PPM) to enhance the understanding and interpretation of non-
users’ intention to switch. The author expects that this study will contribute to the emerging
literature on IT users’ switching intention theoretically and practically. First, although past
studies have examined switching intention, most have explored the intention to transfer to
new technologies, brands, or new products, and few studies have examined switching



intention from free to paid online services. Second, in past studies, most of the research
subjects were adopters or non-adopters, but the subjects of this study are already OTT
adopters; the distinction made is between free users and paid users. This study does not
discuss from the perspective of technology adoption. Instead, it regards free users as non-
users of paid platforms and explores their switching intention. This study explicitly targets
non-users. Respondents of the questionnaires are current users of free OTT platforms, which
means that they are non-users of paid OTT platforms. Finally, to my knowledge, this study is
the first to explore the switching intention of free OTT platform users. Paid platforms still
strive to convert free viewers to monthly subscribers. Thus, this study is designed to
understand free platform users’ intention to transfer to paid subscriptions. Results may offer
valuable insights to OTT operators, making proposals of effective programs or strategies
possible to motivate free platform viewers to join the subscription services of paid platforms.

2. Literature review

2.1 Impact of COVID-19 on OTT service development

Given the massive restrictions on daily entertainment caused by the pandemic, the growth
and adoption of streaming technology have turned into a global phenomenon (Brem e al,
2021; Dastidar, 2020). During the pandemic, especially among young people, a shift was
observed from linear television to online streaming and digital and mobile devices that allow
viewing and recording of films at any time and place, and the use of paid streaming services
increased (Camilleri and Falzon, 2021). Streaming media provides endless entertainment
services, offering web series, online movies, and live TV; OTT platforms can meet home
entertainment needs (Kaur et al, 2020). The lockdown has increased the availability of time to
individuals, awakening “sleeping users” or those who have registered but not yet enabled or
started to use OTT platforms (Madnani et al, 2020). The outbreak has forced consumers to
replace viewing big-screen movies at theaters temporarily with OTT platforms; as a result, a
high proportion of viewers have formed the habit of watching movies on streaming platforms
(Revati Devaki and Babu, 2021). Their new viewing habits have become the new normal
(Malewar and Bajaj, 2020). Most OTT providers initially attract consumers by offering a free
trial period, after which consumers pay a fixed monthly fee for unlimited access to all of the
streaming platform’s contents (Gupta and Singharia, 2021). Although significant growth has
been seen in the number of subscribers of OTT platforms, more than 36% of existing users
will cancel their subscriptions after the pandemic because they do not want to pay platform
fees (Choi and Kim, 2021). Although the COVID-19 pandemic has provided beneficial
environment for OTT players, whether the growth of OT T will continue is a noteworthy issue
to be investigated.

2.2 Motivations and profiles of OTT users

Nagaraj et al. (2021) identified the main reasons why users of OTT platform services adopt
this innovative technology; these include 24-7 access, web-only access, content features, ad-
free viewing experience, HD video quality, and low subscription fees. Shin and Park (2021)
also discovered that OTT users, as a consideration in choosing the viewing media, pursue
social interaction with others, pleasant user experiences, diverse content, easy and
convenient access, reliable service system quality, and a positive perception of price value.
Malewar and Bajaj (2020) showed that content availability, facilitating conditions, and habit
significantly impact the use of streaming technology and that price value perceived by
consumers plays a vital role in the adoption of OTT platforms. Madnani ef al. (2020)
concluded that the convenience of high-quality, ad-free digital content gradually shifted
consumer preferences from traditional TV to OTT platforms. Taneja et al. (2012) suggested
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that two forces influence viewers in establishing their own media usage patterns: one is
iterative behavior to form habit, and the other is practical evaluation, which leads to a closer
examination of media platform program promotion. Jacobs (1995) posited that cable
subscribers appraise whether the service is worth paying by evaluating value ratings and
that viewers' perceived value is mainly determined by program variety and quality. Such
value perception will also affect consumers’ satisfaction and their intentions to subscribe.

Compared with traditional media, such as cable TV, streaming platforms offer more
flexible options, including free, advertising, subscription, and VOD models (Patel et al, 2020).
Lee et al. (2018) asserted that some websites provide basic content services as a gateway.
When consumers frequently use the site, they are inclined to purchase more media products
to existing portfolios to increase the convenience of viewing. This model integrates free and
paid membership called “Freemium.” Freemium is a combination of “free” and “premium” for
charge options, using free content to attract potential customers (Gu et al., 2018). Although ad-
free monthly subscription models such as Netflix are preferred, some consumers still choose
to watch ad-supported content in exchange for free non-subscription content (Gupta and
Singharia, 2021). While people are interested in OTT video services, they are hesitant to pay
subscription fees; thus, further understanding of these users’ thinking is needed (Dastidar,
2020). McCreery and Krugman (2015) found that iPad users who watch videos or movies
expect fewer and shorter advertisements to be placed in programs. Usually, consumers
switch from free to paid subscriptions because they want to enjoy an ad-free experience
(Nagaraj et al, 2021). Among those OTT users, free users watch skippable or non-skippable
ads before or during viewing, but they usually use adblockers to reduce intrusive or repetitive
advertisements. These types of disturbances also trigger consumers to upgrade their services
for greater control and a better viewing experience (Camilleri and Falzon, 2021). In general,
Freemium has become the mainstream strategy for Internet start-up businesses, such as
cloud services and mobile applications, to enter the new market. Freemium is the dominant
business model for paid OTT platforms in Taiwan. Consumers could easily register for a
regular membership account for basic functions. Consumers who upgrade by paying
subscription fees to become premium members can access the richer functionality of the
platform. Generally, free members use the free trial to watch the latest released films for
approximately 6-30 min. Thus, this study presumes that even free users have multiple
opportunities to experience paid content.

3. Theoretical basis and research model

3.1 The push-pull-mooring migration (PPM) model

Migration is a movement between two places at a particular time (Boyle ef al, 1998). The
characteristics of such human migration are similar to the movement of consumers from one
service provider to another (Bansal ef al, 2005). PPM is the most well-known of the migration
theories and models, and studies in this field have the most widely used PPM (Bansal et al,
2005). In the PPM framework, the factor of push-pull, derived from the research of migration
law (Ravenstein, 1885), is considered the theoretical basis of the push-pull model. Later, when
Longino (1992) explored the migration of the elderly, he added the consideration of the
mooring factor, which was then integrated into the framework by Moon (1995), thus forming
the PPM. This model advocate that migration is affected by three factors: The “push” factor
indicates the forces that cause residents to move from their former place, the “pull” factor
represents the attraction of a place, and the “mooring” factor represents individual or
situational factors that expedite or hinder the decision of migrants (Moon, 1995). Bansal et al.
(2005) constructed a PPM model based on migration theory to explain consumers’ switching
behavior in choosing service providers. They suggested that this framework could deepen
understanding of switching behavior. Recent research literature has confitmed that the PPM



framework can explain and predict consumer switching behavior (Sanford, 2013; Yan ef al,
2019; Kuo, 2020).

Many past studies have used PPM to explore the intention of users to switch to online and
mobile services. Zhang ef al (2009) investigated the switching behavior of bloggers in blog
services, determining that PPM could be employed to explain the switching intention of
bloggers. This study identified satisfaction as the push factor, having the strongest effect on
the intention to switch, followed by attractive alternatives as the pull factor and then sunk
costs as the mooring factor. Wang ef al (2019) employed PPM to inspect the switching
behavior of mobile payment users. Given that consumers may leave mobile payment service
providers because of privacy concerns, the researchers identified it as the push effect.
Monetary rewards of alternatives can attract consumers to join, confirming the pull effect.

Given that usage habits can cause consumers to stay in the original mobile payment
system, inertia was identified as the mooring effect. Sun ef al (2017) applied the PPM
framework to reveal the factors that influence the switching behavior of consumers using
mobile instant messaging applications. The study found that fatigue and dissatisfaction have
a push effect on users. The user’s inertia led to a mooring effect. Alternative attractiveness
and subjective norm acted as a pull force on users, attracting users interested in transferring
to other applications. Kuo (2020) explored the switching behavior of consumers between
mobile payment service platforms, analyzing the key factors leading to consumers’ switching
intention with PPM. Results show that the alternative attractiveness and the perception of
network size and complementarily acted as the pulling forces, whereas the dissatisfaction
with information and quality acted as the pushing forces.

On the basis of PPM, this study aims to expose the effects of push, pull, and mooring on the
intention of free OTT platform users to switch to paid OTT platforms. In the present study,
perceived intrusiveness is the push factor on free users, whereas the pull factor is identified as
alternative attractiveness. Habits were chosen as the mooring factor, with perceived
convenience and perceived enjoyment identified as direct antecedents of habits. The research
model is shown in Figure 1.

3.2 Push effects: perceived intrusiveness

Li et al (2002) explored the goal-oriented features of online consumers, finding that they
have negative feelings toward advertisements and that excessive advertisements may
cause them not to return to a website. McCoy et al. (2008) believe that Internet advertising
tends to cause viewers’ feelings of intrusiveness, resulting in perceptions of irritation that
shape the negative attitude of users and a lower likelihood of returning to a website. Van
den Broeck et al. (2019) used Facebook to conduct intrusive perception research on chatbot
advertisements, the context of which was a pre-order snack prompt pops up when booking
movie tickets. Van den Broeck et al. (2019) found that such advertisements negatively
affect users’ intention to revisit the ticket purchasing website and that the degree of
intrusiveness depended on the user’s acceptance of the message. McCoy et al. (2017) found
that the repetitive exposure of advertising messages will affect online users’ perception of
the intrusion of advertising and cause negative attitudes toward websites, which will
affect their intention to use websites in the future. Tan et al (2019) examined the user’s
response to the unexpected interference of advertising that occurs when a viewer is
searching for information about a particular item and advertisements suddenly pop up.
Results indicate that, when Internet users feel intruded upon, they experience negative
attitudes toward the brand placed in the advertisement and the website. Thus, the present
study contends the following:

H1. Perceived advertising intrusiveness positively influences users’ switching intention
from free OTT platform to paid OTT platform.
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Figure 1.
Conceptual
research model
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3.3 Pull effects: alternative attractiveness

Gu et al (2019) examined the switching behavior from the perspective of analogical
learning. Although consumers have already found valuable apps, they continue to
compare the existing app with other competitive ones. Therefore, current users may still
be willing to switch to other apps because of their attractiveness. Garcia and Curras-Perez
(2019) studied the switching behavior of consumers using mobile phone services. Results
show that user perception of the existence of other app options in the market that better
meet their needs increases their switching intention, regardless of whether their use is
utilitarian or hedonic-driven. A study of switching behavior between social networking
sites (SNS) was conducted by Hou and Shiau (2019) using users of Facebook and
Instagram. Results show that, when existing users of Facebook feel that a new social
media platform, in this case, Instagram, is more responsive to user needs and preferences,
such as better privacy and easy to share photos and videos, users consider switching to the
new social network site because of the attractiveness of the alternative. Chang et al. (2014)
investigated the switching behaviors of SNS and found that unattractive alternatives lead
to users not having sufficient reasons to switch sites. When users perceive the attraction of
alternatives offered by competing sites, they may intend to switch. Singh and Rosengren
(2020) found that consumers who choose online grocery retailers will compare whether the
services offered by existing retailers and other competing retailers can meet their needs.
Results confirmed that the alternative attractiveness of other online grocery retailers has a
pull effect, affecting consumers’ willingness to switch. Thus, the following hypothesis has
been formulated:

H2.  Alternative attractiveness positively influences users’ switching intention from free
OTT platform to paid OTT platform.



3.4 Mooving effects

3.4.1 Habit. Habits can be conceptualized as a series of behaviors. Verplanken and Aarts
(1999) defined habits as “learned sequences of acts that have become automatic responses to
specific cues and are functional in obtaining certain goals or end states” (p. 104). Based on this
definition, habits are shaped gradually in procedural memory through repetitive actions and
usually require a considerable amount of practice or repetition to develop. Once developed,
such accumulated behavior automatically reacts to particular situations (Aarts ef al, 1998).
Other platforms may have their attractiveness, and viewers accustomed to certain web
services will often be less inclined to compare the relative benefits of various alternatives and
follow their established habits (Sun ef al, 2017). Cheng et al (2017) discovered from their
survey of car-hailing apps that the use of information systems is sometimes a habitual
pattern and that this habit, once formed, tends to develop into continuous behavior. Empirical
results also show that habit strongly influences users’ tendency to continuous usage (Yin and
Zhu, 2014). Lai and Wang (2015) found that habits play a critical role in transitioning to cloud
healthcare services for middle-aged and elder patients. Despite many benefits of cloud
healthcare services, habits will make them hesitate over their willingness to switch. Huang
et al. (2019) explored the behavior of discontinuous use of fitness gamification apps. Strong
habits are found to cause users to continue to use a specific app, thus reducing their tendency
to discontinuous usage. Players’ habitual use of the app will lead them to use the current app
automatically and repeatedly. Thus, the present study contends the following:

H3. Habit negatively influences users’ switching intention from free OTT platform to
paid OTT platform.

3.4.2 Antecedents of habit. Chen et al. (2019) investigated the causes of smartphone addiction
using the constructs of reward mechanisms and automatic habits. Given that smartphones
make users feel like they need less time and effort to complete their work, this perception of
convenience makes phone owners gradually develop the habit of using them. Berry et al
(2002) identified time and effort as developing consumer awareness of convenience,
suggesting that users evaluate the time and effort they spend when using technology. Thus, a
company providing products or services that are effortless and efficient would positively
affect users’ acceptance of these specific technologies. Consumers will compare their expected
performance with the results of actual behavior; when the judgment is relatively favorable,
they will adopt the repeated behavior, thus forming a habit (Hu ef al, 2018). Yoon and Kim
(2007) believe that the ubiquitous convenience of information technology should cover time,
place, and performance. In other words, the technology should be convenient to perform
anytime and anyplace. Liu ef al (2015) posited that M-coupon applications discourage
consumers from collecting, carrying, and printing coupons. They can obtain coupons by
searching online anytime and anywhere, which saves time and energy is extremely
convenient. The study also suggested that service providers should employ strategies to
enhance users’ perception of convenience to attract more customers. Thus, the following
hypothesis has been formulated:

H4. Perceived convenience positively influences users’ habits toward the use of the
current OTT platform.

Pleasant experiences facilitate users to form habits. Users who have pleasant interactive
experiences with information technology are likely to form habits after repeated usage.
Therefore, consumers’ perception of enjoyment is an antecedent of technology of USA habits
(Turel and Serenko, 2012). Yang et al. (2016) reveal that habit is a mediator in the transition
from enjoyment to addiction in mobile social networking services. The formation of users’
habits will be influenced by their enjoyment of the experience, especially with the hedonic use
of technology. The usage behavior of mobile social networking sites is greatly associated
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with users’ enjoyment experience and automatic-oriented habits. Hsiao ef al (2016) found that
consumers who have a pleasant experience using a social app are likely to repeat the same
behavior. The perception of enjoyment has a dominant influence on the formation of usage
habits, and users’ perceived enjoyment positively influences habitual usage behavior. Song
and Zhang (2011) showed that enjoyment is an imperative motivator when using
communication technology. Results from their study indicated that enjoyment perception
is a critical factor in predicting usage habits. Similarly, Barnes (2011) also found that
frequency of prior use and enjoyment perception can lead to habitual use. Perceived
enjoyment is the implicit motive of automatic goal pursuit, which positively influences an
individual’s usage habit. Thus, the present study contends the following:

Hb. Perceived enjoyment positively influences users’ habits toward the use of the current
OTT platform.

3.4.3 The moderating vole of habit. Previous research has pointed out that habit is a
behavioral inclination formed by past experiences (Khalifa and Liu, 2007). Limayem and Hirt
(2003) also posited that habits accumulate and reflect an individual’s tendency to act
automatically. Limayem et al (2007) suggested that habits are unconsciously replicated
actions that develop into continuous behavior. Hsu ef al (2015) determined that habits
interfere with the relationship between users’ behaviors in online environments, affect the
antecedents of purchasing intention, and reduce the influence of the continuous usage
intention to use ISs. Lin ef al. (2017b) also confirmed that habits have a negative effect on the
switching intention and its antecedents. Consumers may be reluctant to switch to IS because
of their personal habits. The stronger the habit, the less likely they are to consider other IS
options, thus weakening their switching intention (Lai and Wang, 2015). Users with stronger
personal habits are more likely to be influenced by habits rather than compare the options of
external messages. In line with this view, the present study proposes that users who have a
strong habit of using an existing OTT platform are less likely to perceive the negative
disadvantages of the existing platform and less likely to perceive the advantages of other
platforms, resulting in less chances to switch to other OTT platforms. Thus, the following
hypotheses have been formulated:

H6. Habit moderates the effect of users’ perceived advertisement intrusiveness on
switching intention so that the positive effect is weakened when the habit is strong.

H7. Habit moderates the effect of users’ perceived alternative attractiveness on switching
intention so that the positive effect is weakened when the habit is strong.

4. Research methodology

4.1 Analysis technique

Data in this study were analyzed by performing partial least-square (PLS) SmartPLS 3.2.8.
PLS has been widely accepted in information systems research when testing models.
SmartPLS is adopted because it is applicable regardless of the potential construction model of
the formative or reflective indicator. Furthermore, PLS has minimal limitations in terms of
sample size, measurement scale, and residual distribution. Data analysis follows the two-step
approach suggested by Anderson and Gerbing (1988). The first step is to analyze the
measurement model, and the second step is to examine the structural relationships among the
latent structures. The third step is to perform a partial least squares multi-group analysis
(PLS-MGA) to reveal the research framework’s differences and influence on relationships.
The purpose of the two-step method is to build up the reliability and validity of the measures
before evaluating the structural relationship of the model.



4.2 Data collection

Given the ubiquitous presence of lockdown and social distancing precautions caused by the
pandemic, the public relies more on internet-based services to communicate. Therefore,
conducting online questionnaire surveys is a superior way to reach OTT users more broadly.
This study aims to reveal the willingness of viewers to switch from free to paid OTT
platforms. Therefore, respondents have to meet the following two requirements: Before they
were allowed to fill in the questionnaire, they must have watched video and audio programs
first through free OTT platforms and must not have subscribed to paid OTT platforms. This
study used an online survey to collect data. The researcher linked the questionnaires through
chat rooms and discussion groups on Facebook and LINE in Taiwan. The study initially
collected 569 samples from October to December 2020. A total of 87 questionnaires were
excluded because of missing values or biased responses, and 36 responses with incomplete
backgrounds were removed. As a result, 446 valid samples were analyzed. According to the
sample profile for respondents, females accounted for 51.6%, 38 % were aged 21-30 years old,
67% listed themselves as having attained university and college degrees, and 75% made less
than US$40,000 a year. When considering viewing OTT platform experience, the largest
proportion (45%) marked 14 years. The detailed sample profile data is shown in Table 1.

4.3 Measurement
Measurement scales were adopted from the research literature to evaluate the constructs.
Survey items were measured on a five-point Likert scale, ranging from strongly disagree = 1
to strongly agree = 5. Detailed sources of questions for measuring each construct are
provided in Table 2.

This study has six constructs, namely, perceived intrusiveness, perceived convenience,
perceived enjoyment, habit, alternative attractiveness, and switching intention. Habit
represents the mooring effect, composed of a second-order formative construct reflected by

Characteristic Items Count Percent
(N = 446)

Gender Male 216 484%
Female 230 51.6%

Age 18-20 74 16.6%
21-30 168 37.7%
3140 48 10.8%
41-50 61 13.7%
51-60 79 17.7%
Above 61 16 36%

Education High school or below 44 9.9%
College or university 299 67.0%
Graduate school or above 103 231%

Yearly income Below USD 10,000 158 354%
USD10,001 to 20,000 80 17.9%
USD20,001 to 40,000 98 22.0%
USDA40,001 to 60,000 52 11.7%
Above USD 60,001 58 13.0%

OTT experience Less than 1 year 111 24.9%
14 years 202 45.3%
5-8 years 83 18.6%
9-12 years 31 70%

Above 12 years 19 43%
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Table 2.
Measures

Item
Constructs no Measurement Sources
Perceived PI1 I feel that advertisements on free OTTs are Adapted from Tan et al.
mtrusiveness distracting (2019)
P12 I feel that advertisements on free OTTs are
disturbing
P13 I feel that advertisements on free OT Ts are forced
on me

Pl4 I feel that advertisements on free OTTs are
invasive
Alternative AAl Paid OTTs seems very attractive to me Adapted from Gu ef al
attractiveness (2019)
AA2 Tam attracted to paid OTTs even though I do not
subscribe to them
AA3  Texpect paid OTTs to be interesting
AA4  Texpect paid OTTs to be a good choice for
switching
Perceived PC1 1 can watch free OTT platforms at any time Adapted from Chen
convenience et al (2019)
PC2 I can watch free OTT platforms anywhere
PC3 Watching free OTT platform is effortless for me
PC4 1 find it convenient to watch free OTT platforms
Perceived PE1 Using free OTT platforms is enjoyable Adapted from Song and
Enjoyment Zhang (2011)
PE2 Using free OTT platforms is pleasurable
PE3 I have fun using free OTT platforms
PE4 1 find using free OTT platforms to be interesting
Habit HB1 T use free OTT platforms as a matter of habit Adapted from Limayem
et al. (2007)
HB2 Using free OTT platforms has become automatic
to me
HB3 Using free OTT platforms is natural to me
HB4 When I need to watch films, using free OTT
platforms is an obvious choice for me

the sub-dimensions of perceived convenience and enjoyment. Perceived intrusiveness stands
for the role of push effect. Alternative attractiveness is the role of pull effect. Thus, these three
factors, perceived intrusiveness (push effect), alternative attractiveness (pull effect), and habit
(mooring effect), of which the antecedents are perceived convenience and perceived
enjoyment, jointly influence free OTT users’ switching intentions to paid OTT platforms.

The construct of perceived intrusiveness was derived from Tan et al (2019). The study
also adapted items from Limayem et al (2007) to form the dimension of habit. The items for
alternative attractiveness were adapted from Gu ef al (2019). Perceived convenience was
measured using items derived from Chen et al. (2019). Perceived enjoyment was measured by
items drawn from Song and Zhang (2011). Finally, the scale for switching intention was
adapted from Yan et al. (2019).

5. Results

5.1 Measurement model

In this step, the measurement model tests the following: (1) the reliability of individual items,
with the loadings of measurement scales reflected on the corresponding construct; (2) internal
consistency reflected in the composite reliability (CR) and Cronbach’s alpha (CA) level of each



dimension; (3) discriminate validity obtained by measuring the Fornell-Larcker criterion. The The
measurement model testing result is demonstrated in Tables 3 and 4. The factor loadings of : f
: e : e perceptions o
each construct item are employed as the criteria for evaluating convergent validity; results feisin. st Tl
indicated that the factor loadings of the measurement model were between 0.72 and 0.90, =
exceeding the 0.6 threshold.
Hair et al (2010) suggested that CR and CA values should be greater than 0.7. The CR
value of each construct ranged from 0.84 to 0.91, and CA was between 0.75 and 0.89. Both
were greater than 0.7, indicating that the latent construct presented good internal
consistency. Each construct’s average variance extracted (AVE) should be greater than 0.5
(Fornell and Larcker, 1981). The AVE value was between 0.57 and 0.76, suggesting adequate
convergent validity. To show the appropriateness of discriminate validity, the AVE square
root of each construct was utilized to compare the correlation coefficients between the
construct and other constructs in the model. Based on Table 4, the square root of AVE of each
construct was greater than the associated correlation coefficients. Thus, the measurement
model achieved satisfactory discriminate validity. To eliminate the multicollinearity problem,
Construct Measures  Mean SD. Loading  VIF CR. CA. AVE
Perceived intrusiveness PI1 451 0.83 0.86 1.14 091 0.87 0.72
P12 456 0.79 0.88
PI3 440 0.93 0.80
P4 455 0.84 0.84
Alternative attractiveness AAl 4.04 0.91 0.88 1.95 091 0.87 072
AA2 391 0.98 0.85
AA3 4,01 0.95 0.83
AA4 428 0.87 0.84
Perceived convenience PC1 411 0.94 0.75 1.30 0.87 0.80 0.62
PC2 3.87 1.00 0.72
PC3 403 0.95 0.83
PC4 409 0.92 0.85
Perceived Enjoyment PE1 417 0.89 0.80 1.30 0.90 0.85 0.69
PE2 413 0.86 0.79
PE3 426 0.83 0.87
PE4 431 0.80 0.87
Habit HB1 3.80 1.02 0.72 1.77 0.84 0.75 0.57
HB2 3.87 0.94 0.76
HB3 4.07 093 0.77
HB4 3.96 097 0.77
Switching intention SI1 411 1.07 0.88 253 093 0.89 0.76
SI2 419 0.99 0.87 2.31 Table 3.
SI3 4.08 1.10 0.90 2.86 Results for
SI4 4.08 1.11 0.84 215 measurement model
AA PC PE PI SI HB
AA 0.85
PC -0.23 0.79
PE —-0.34 0.48 0.83
PI 0.31 —0.05 -0.08 0.85 Table 4.
SI 0.79 —-031 —0.40 027 0.87 Correlations among
HB —0.65 0.40 —-0.44 -0.08 -0.77 0.76 constructs
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Figure 2.
PLS results for
research model

the researcher conducted the variance inflation factor (VIF) values test on all dimensions.
Results showed that the VIF values of all the constructs range from 1.14 to 2.86, reaching the
threshold value that the VIF must be below 3.3 (Diamantopoulos and Siguaw, 2006).

5.2 Structural model
Results of the structural model are presented in Figure 2. For the push effect, viewers’
switching intention positively affected perceived intrusiveness (8 = 0.09, ¢ = 3.00, p < 0.01).
The pulling effect indicated that alternative attractiveness positively affected viewer's
switching intention (f = 046, { = 11.77, p < 0.001). Therefore, the outcome supports
hypothesis H1 and H2. In terms of the mooring effect, habit negatively affected viewer’s
switching intention (8 = —047, ¢ = 1191, p < 0.001). As for the antecedents of habit,
perceived convenience (8 = 0.24, t = 4.15, p < 0.001) and perceived enjoyment (8 = 0.32,
t = 6.55, p < 0.001) displayed a positive effect on users’ habit. Therefore, H3, H4, and Hb are
also supported. The model also explained a large proportion of variance in switching
intention (R? = 0.75) and a reasonable proportion of the variance in habit (R? = 0.24).

Regarding the moderating effect of the mooring factor, habit was found to moderate the
perceived intrusiveness on switching intention positively (8 = 0.07, { = 3.27, p < 0.01). For the
relationship between alternative attractiveness, habit was also found to be a positive
moderator (§ = 0.12, t = 2,66, p < 0.01). The author assumed that habit would negatively
moderate perceived intrusiveness and switching intention, as well alternative attractiveness
and switching intention. However, results illustrated a positive moderating effect, which is
contrary to expectation. Therefore, H6 and H7 are not supported.

Prior to performing PLS-MGA, an independent f-test was conducted to verify the
differences between age (above 30, below 30) and income (above US$20,000, below

Push Effect

Perceived
Intrusiveness

Mooring Effects /
0.24™ 0.07"
Perceived 4.15) (3.27)
Convenience £ a1.91) =
Habit Switching
R=1024 >| Intention
N R=0.75
1 0.12™
Pel:CClVCd 030 o
Enjoyment (6.55)
Pull Effects
Alternative

Attractiveness

Note(s): **p < 0.01, ***p < 0.001



US$20,000). As shown in Table 5, significant differences in mean values were found in all
constructs, and the f value was also greater than 1.96. Compared with the younger group
(below 30) and the lower income group (below US$20,000), higher levels of positive
significance in PC, PE, UH, and PI were found in the older group (above 30) and higher income
group (above US$20,000). The older group (above 30) and higher income group (above
US$20,000) scored higher levels of negative significance in SI and AA constructs.

The next step was to conduct PLS-MGA using a bias-corrected and accelerated
bootstrapping method to determine differences in path coefficients between age and income
groups in the research framework. According to the criterion of PLS-MGA (Hair et al,, 2017), a
p-value of a specific path coefficient less than 0.05 represents a significant difference between
the two comparison groups. As shown from Table 6, the path coefficient from PC to UH is
positively significant for the above 30 group. The path coefficient from PE to UH for the
below 30 group has a stronger positive influence than above 30 group. The paths from UH to

Mean (SD) Mean (SD)
Age Income
Above Below
Above 30 Below 30 US$20,000 1US$20,000
Construct (n = 204) (n = 242) t-value (n = 208) (n = 238) t-value
PC 2688 (0.371) 2578 (0416) 2.920** 2.690 (0.368) 2574 (0.419) 3.097**
PE 2628 (0421) 2540 (0.403) 2.230* 2.642 (0417) 2.526 (0.403) 2.973**
UH 2751 (0.312)  2.601 (0.381) 4.566*%* 2738 (0.322) 2610 (0.379) 3.846%**
SI 4064 (0.543)  4.311(0592) —4.594*** 4,094 (0.550) 4289 (0.597)  —3.592%**
AA 3941 (0.685) 4184 (0.776) —3.471** 3.960 (0.680) 4171 (0.785)  —3.010**
PI 4603 (0.596)  4.401 (0.698) 3.297** 4606 (0.588) 4.395 (0.705) 3.443**

The
perceptions of
non-subscribers

Table 5.

Note(s): AA = Alternative Attractiveness; PI= Perceived Intrusiveness; SI= Switching Intention; UH= Results of Independent

Usage Habit; PC= Perceived Convenience; PE= Perceived Enjoyment. *p < 0.05, **p < 0.01, ***p < 0.001 t-test
Path cofficient (t-value)
Age Path
Model Above 30 coefficients b-
paths (n = 204) Below 30 (2 = 242) differences value Remarks
AA 5 ST 0.542 (9.865) 0.402 (7.689) 0.140 0.067
PC - UH 0.405 (5.054) 0.134 (1.776) 0.271 0014  Above 30 > below 30
PE - UH 0.175 (2.339) 0.409 (6.715) —0.233 0013  Below 30 > above 30
PI - SI 0.111 (3.052) 0.107 (2.622) 0.004 0934
UH - SI —0.353 (5.803) —0.529 (10.376) 0.176 0.026  Below 30 > above 30
Model Income
paths Above US$20,000  Below US$20,000
(n = 208) (n = 238)
AA - SI 0.506 (9.067) 0.423 (8.252) 0.083 0.274
PC - UH 0.387 (5.104) 0.147 (1.901) 0.239 0027 Above
US$20,000 > below
US$20,000
PE - UH 0.206 (2.748) 0.383 (6.128) -0.178 0.067
PI - SI 0.106 (2.795) 0.101 (2.502) 0.006 0919
UH - SI —0.382 (6.087) —0.522 (10.581) 0.140 0.077 Table 6.

Note(s): AA = Alternative Attractiveness; PI= Perceived Intrusiveness; SI= Switching Intention; UH= Results of PLS-MGA in

Usage Habit; PC= Perceived Convenience; PE= Perceived Enjoyment. *p < 0.05, ¥*p < 0.01, ***p < 0.001

age and income
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Table 7.
Characteristics of
respondents in the
follow-on survey

SI, below 30 group has a stronger negative influence than above 30 group. The above
US$20,000 group demonstrated a stronger positive influence on the relationship between PC
and UH than below US$20,000 group.

5.3 Follow-up survey for triangulation

This study conducted a post-survey questionnaire. Three open-ended questions were asked
about the influencing factors of push, pull, and mooring effect to collect more wide-ranging
opinions as to the basis of the triangular verification of this study, increase the validity of the
research findings, and provide a deeper understanding of the intention to use paid OTT
platforms. This survey adopts a purposive sampling method, asking users who have the
experience to use both free and paid OTT platforms. The survey is conducted in the drama
and movie discussion forum of streaming platforms by connecting online questionnaires. The
collection period is about six weeks, from July 2021 to September 2021, and 205
questionnaires were received in total. After excluding incomplete responses and those
with missing personal information, a total of 121 questionnaires were analyzed. Features of
the respondents are presented in Table 7.

According to the research results, the most important push factor for leaving free
platforms is advertisement intrusiveness, low quality, and limited video content. In terms of
the pull factor of choosing a paid platform, the main reason is alternative attractiveness,
followed by content variety, lack of advertising, and high quality. Furthermore, the mooring
factor for free platforms, usage habits are the most crucial factor for staying, followed by
perceived convenience. Another concern for leaving free OTT is ethical and legal issues.
These influencing factors of PPM obtained from the open-ended questions are summarized in
Table 8. Results from paid platform users confirm that advertising intrusiveness, alternative
attractiveness, and usage habits are significant factors influencing push, pull, and mooring
factors, respectively. Furthermore, viewers pay attention to the quality and content of the
video. Moreover, users are also reported to be concerned about whether videos placed on free
platforms violate copyright and intellectual property rights.

Characteristic Items Count Percent
W =121)

Gender Male 57 471%
Female 64 52.9%

Age 18-20 14 11.6%
21-30 37 30.6%
3140 27 22.3%
41-50 27 22.3%
51-60 16 13.2%

Education High school or below 19 15.7%
College or university 67 554%
Graduate school or above 35 289%

Yearly income Below USD 10,000 17 14.0%
USD10,001 to 20,000 19 15.7%
USD20,001 to 40,000 26 215%
USD40,001 to 60,000 37 30.6%
Above USD 60,001 22 18.2%

OTT experience Less than 1 year 16 13.2%
1-4 years 35 289%
5-8 years 40 331%
9-12 years 18 14.9%
Above 12 years 12 99%




Most frequent factors in each category Frequency

(push, pull, and mooring) Examples (Percentage)

Category: Push effects

Advertisement intrusiveness Too much advertising; advertising which 51 42.1)
interrupts the program; pop-up ads

Low quality Unstable connection; poor picture quality; 45(37.2)
complex interfaces

Limited contents Unwanted programs; lack of variety; low 33 (27.3)
selectivity

Category: Pull effects

Alternative attractiveness Favorable combinations; flexible pricing 42 (34.7)
strategy; simultaneous access

Content variety Rich content; multiple content types; wide 38 (314)
variety of content

Ad-free Skippable ads; no forced ads; lack of ads 27 (22.3)

High quality Plays smoothly; clear picture quality; intuitive 25 (20.6)
interface

Category: Mooving effects

Usage habit Daily routine; platform dependency; most 47 (38.8)
frequently used

Perceived convenience Intelligent search function; fast connection; 34 (28.1)
personalized video recommendations

Ethical and legal issues Intellectual property; ethical violations; 28 (23.1)

suspected copywrite infringement

The
perceptions of
non-subscribers

Table 8.

Respondent answers in
the follow-up survey
reflected in PPM
factors

6. Discussion and implications

6.1 Discussions of the key findings

Results show that the push factor (perceived intrusiveness) in the research model positively
motivated viewers to switch to the paid OTT platform, consistent with past research. When
users are using online services, the intrusiveness of advertisements negatively impacts their
intention of continuing usage (Li et al, 2002; McCoy et al, 2008).

Results also illustrate that the pull factor (alternative attractiveness) significantly
influences viewers to switch to paid OTT platforms and that users are influenced by
alternatives offered by other platforms and are inspired to transfer. This outcome is also in
line with previous studies (Gu et al, 2019; Singh and Rosengren, 2020).

Asfor habit, which represents the mooring factor, results confirm that it negatively affects
viewers’ switching intention to move to a paid OT T platform. This result suggests that users’
habits hinder them from moving to other platforms, which is consistent with previous
studies’ findings (Lai and Wang, 2015; Huang et al,, 2019).

The two antecedents of habit also show a positive association with habit after the
examination. Perceived convenience significantly influences habit, representing that users
form habits because of convenience, which is consistent with previous research findings (Liu
et al., 2015; Chen et al,, 2019). The other antecedent, perceived enjoyment, is found to influence
habit positively, which is similar to results obtained in previous studies (Turel and Serenko,
2012; Hsiao et al, 2016).

A few past studies (e.g. Cheng et al, 2019; Lu and Wung, 2021) have examined the
influence of the interaction with push and pull factors on switching intention. As for studies
examining habit as a mooring factor, Cheng et al (2017) and Lai and Wang (2015) verified a
direct relationship between habit and switching intention and found that habit negatively
affects switching intention, which accords with the findings of the present study. However,
Cheng et al. (2017) and Lai and Wang (2015) did not examine the moderating effects of habit.
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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.

The
perceptions of
non-subscribers




ITP

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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