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Abstract Amidst the rapid growth and intensifying competition in over-the-top (OTT) real-time video
content, the key to securing competitiveness lies in offering services that resonate with user preferences.
This paper proposes that boosting user authenticity by establishing methods to augment authenticity
could reduce intentions to switch to other OTT services. Specifically, the assumptions are that services
meeting OTT usage motivations amplify authenticity, and susceptibility to interpersonal influence
intensifies that authenticity's impact. A survey was conducted with adults utilizing OTT platforms, with
the hypothesis tested by applying 341 secured samples to AMOS 22.0 and Process 3.1 tools. The test
results show that-through authenticity-a recommendation function, a lenient refund policy, and
technical support policies reduce switching intentions. Additionally, the interaction between
susceptibility to interpersonal influence and the perception of authenticity contributes to the reduction
in switching intention. The findings suggest that strategies to enhance sincerity in OTT platforms

discourage users from switching to other OTT platforms and promote a sustainable service.
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Table 2. Result for Confirmatory Factor Analysis

Conbach’| SRW

Constructs =%l cRP CR® AVE?
s a Estimate!
RF3 0.844 -
RF | RF2 | 0.890 | 0.857 |18.859 | 0.835 | 0.628
RF1 0.863 | 19.030"
AF3 0.880 -
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PAl 0.821 | 17.014"
SI4 0.766 -
SI3 0.822 | 15577
S g | 9877 | 0gos 150717 0.819 | 0.532
SI1 0.812 | 15.373
SI4 0.856 -
SII3 0.824 | 18.510"
S| gy | 0895 | gin 18.001" 0.848 | 0.583
SII1 0.808 | 17.931
SNI4 0.815 -
SNI3 0.773 | 15.739
SNI | o\ | 0887 | ggoi | 171307 | 0828 | 0546
SNI1 0.848 | 17.801"
a. Standardized Regression Weights, b: Critical Ratio, c:
Construct Reliability, d: Average Variance Extracted
RF(Recommendation  Function),  AF(Additional  Function),

LRP(Leniency Return Policy), TSP(Technical Support Policy),
PA(Perception of  Authenticity),  SI(Switching Intention),
SII(Susceptibility to Informational Influence), SNI(Susceptibility
to Normative Influence)

**: p € 0.01
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Table 3. Result for Discriminant Validity

1 2 3 4 5 6 7 8
RF 0.79*
AF | .53 |0.82°
LRP | .53 | 52" | 0.83
TSP | 567 | 587 | .67

PA | 537 | 487 | 527 | 557 |0.80°

SI |-45"|-40"|-42" |-46"|-43" | 0.73°

S | 517 | 407 | 497 | 44" | 43" |-.627 | 0.76°

SNI | 417 | 367 | 42" | 407 | 37" |-67"] 64" | 0.74*
RF(Recommendation  Function), AF(Additional ~ Function),

LRP(Leniency Return Policy), TSP(Technical Support Policy),
PA(Perception  of  Authenticity),  SI(Switching Intention),
SlI(Susceptibility to Informational Influence), SNI(Susceptibility to
Normative Influence)

a: square root of the AVE, **' p { 0.01
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Perception of
Authenticity
R: = 0.518)

Switching
Intention
R? = 0,29

A a7t JHot=AE gRlsks ZA2&, Hayes[2017]
9] Process 3.1& 53l a3t &£ A= ZE &

7t HAE Az g o] glong wd (R
2E#Y 5,000, FoFE 5% Z-8orom33], 2
T}= Table 59 2ttt 4 Ayt B J3F WA (H6a)
I I WAAEHGb)o] 2z A4 AT AAE
45 LYol A gro] JFS FAHHSa: t =
2.399, p < 0.05; H5b: t = 2.507, p < 0.05). A2 &8
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Process 3.19] 81X gk SPSS 21.0 Alg)2of 283}

o] gelstoirt. ATHe Fig. 338 FF WA Fig.
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Fig. 2. Results of SEM Tests (H1-H5) o7x A% or g Aok Zo] 8T
Table 4. Results of SEM Tests (H1-H5) Table 5. Results of Moderating Effect
Path Coefficient | t-value Result Coefficient | t-value Result
H1 PA — SI -0.542 | -8.864" | Supported Constant 3.628 77.003"
H2 RF — PA 0.295 4.244" | Supported PA ~0.191 | -3.962
0 AF — PA 0.124 1.839 Rejected Hb6a SII -0.518 *ll.3l§ Supported
" Interaction 0.086 2.399
H4 LRP — PA 0.191 2.506 Supported F=87.2788 R = 04372
H5 TSP — PA 0.233 2.781" | Supported Constant 3.633 83.404"
RF(Recommendation ~ Function), — AF(Additional ~ Function), PA -0.217 -5.010"
LRP(Leniency Return Policy), TSP(Technical Support Policy), N N
PA(Perception of Authenticity), SI(Switching Intention) Hob SNI‘ 0.5%6 13'75? Supported
* p ¢ 0.05 *: p < 0.01 Interaction 0.085 2.507
F = 114.9394", & = 0.5057
PA(Perception of  Authenticity), SI(Switching Intention),

7Hd 1L OTT AAA Ql4o] A3} Q& 7AAZI
th= Aog, o5z 5%S 71208 YHYrHHI:
£ =-0.542, p < 0.01). 7} 2= OTTY &3 7150]
AR QAL =0t} AoZ Q0] 5ys J|ZOo
2 AHEATHH2: £ = 0.295, p < 0.01). vhd, 714
3~ OTTY] H714 7150l 1384 QA4S =R1tk= A2
FolEE 5%E VEoZ J|AEAHHE: 4 =
0.124, n.s.). 7Ha 4= OTTS| &gt 3 o] 1H
*é OVJ% == ALE, FAFE 5%E 7I1E2E A
ATHH4: £ = 0.191, p < 0.05). ES, 7H4 5&
OTT«] 71ed XY Fdo] 1A A4 =A== A
e

og YHEUHHE: 4 =
0.233, p € 0.0D).

7Hd 62 HiRl 7 9F W WA 14 7o =

as

SII(Susceptibility to Informational Influence), SNI(Susceptibility
to Normative Influence)

* p €0.05 * p <001
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