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Abstract

Purpose: Through this study, First, to examine how the key quality attributes of online sports streaming platforms—presence,
convenience, interactivity, information richness, and stability—affect users’ perceived value and use satisfaction. Second, to
identify the structural relationships through which perceived value and use satisfaction influence users’ intention to continue using

online sports streaming platforms. Research design, data and methodology: To analyze the 198 questionnaires collected, the
SPSS and AMOS statistical programs were used, and after examining the reliability and validity of the responses, the quality
attributes of the online sports streaming platform were reclassified. Results: It was confirmed that all quality attributes of online
sports streaming platforms (presence, convenience, interactivity, information richness, and stability) positively influence
perceived value and use satisfaction, that perceived value positively affects both use satisfaction and intention to continue use,
and that use satisfaction positively affects intention to continue use. Conclusions: The findings show that the key quality attributes
of online sports streaming platforms significantly enhance users’ perceived value and satisfaction, which subsequently lead to a
stronger intention to continue using the service, underscoring the importance of effective platform quality management for long-

term user retention.
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3. Research Methods and Materials

3.1. Research Model and Hypotheses
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Figure 1: Research Model
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H2-1. 22tQ 2Z X JF7 SAEF9 AdZY0| 0|8
UH0| 7ot el dg= 0l ALt

H2-2. 22t Axx FA FEF2 H|go| 0|8
HH0| Folot el S 0l AOoICt

H2-3. 22t A2ZXx JF7 SUZF J=2HEFO|
0|8 TUF Fofgt Yol s o1& AOoICt
H2-4. 22l AxXx F FAEF2 FEIFF0|
0|8 =0 Folot el k= olE Ao|Ct
H2-5. 22t Axx FA F3F2 Hgd80| 0|8
UH0| Fofet el dL= 0/ ALt

3.1.2. Relationships Among Perceived Value, Use
Satisfaction, and Intention to Continue Use in Online
Sports Streaming Platforms

XZE 7= 2HAdsS o5g = Us
Fa He F oLz, B2 ddIFoAM
MEZ/MBI20 oigh XZE K7 =25
2H|XLe OlAZE, dS9lk, S3EE

2F&FA| 7| 0§ (Brady et al., 2005; Kettinger & Smith, 2009;
(McDougall & Levesque, 2000; Kim & Lee, 2018; Hur &
Choi, 2022), M&/MH|AQ E41} WEZ = (X +0f,
R&olg,  EMIH) 22 e Fa
MAH~AZ ZTHSI D QUCH(Kettinger & Smith, 2009;
Sim, 2019).

CC ol- |:||-x o

=2 AH[RPF M E/MB|AE 0|83 A

=
ZHOILt gatof ojsf Lajls #A™Eel ZAntE,
ME/MHl20| datrt J|CH¥E  AWECH FCtn
Botste A= o[ 0| St (Oliver, 1980).

X&0|8eles HME/AMHIZS 0l BHE Sl

20z AL O|8SHAX St= 2X|el HEEE
O| 0| StC(Bhattacherjee, 2001). CHE&E2| AH[Xb=
=S LW 8T ME/MHAE AL 0|85t =
dseS  HOo|n,  aH[Xe o dZ2

ME/MElAe] 522 O|N XA El Ch(Yousaf, 2021;
Park et al., 2022; Yi & Chon, 2020).

Lin et al(2005)2 CQIELl ZIZEHAIOIE 0|&
LT XESAEQz0 IFH Fd¥E2 OXle=
Ag OISIYR D, Kim(202002 2|4 020 SEHE
=& E4do| igt X|ZE ZtX[7t 024 oEEat
X|&01 89 =of, D 38X

k50| X|40|80|20 2
Hg 2ols g

OTT AMH|A~ Sd0of oigh X|Z=

—

ACE Park et al.(2022)2
ZHX[ZE AR AL

Rzt X[H0|ELE0, O[8UFEIH  OTT
MH|A9] X|£0|82z0 3¥H 2 OX|=
AE YR, Lee et al(2024)2 ZZOFF
=2t ZA ZAUZFO| i X|Z4E ZHX|7F O] 8XAt
Ly X|£50| 82 =0, O| &4t 2HZ0]
X&olge=of I3EH dJI&dE2 OX= AS

2tOISL AL Yoon & Kim(2022)= OTT A{H|AO| CHgH
0|8 EPtE0| X|£H0|82 %0

O|XICtD SEQICE

—

=sEO
88 Jdg=S

metA = A= 2HIXFSO| NE/AMEIAE
TO5t=d XzEdots HIEEL ¥s # Us
S|E40] RICD QM HE TRLEIF 0K i
HE/MHASE X&EHoZ2 0|88 Z{oz HHGHSID

H3. X|ZE 7HX[= 0|8 WHRo| J[eolst FHHe
ggS 0E Aok

H4. X|ZHE 7HX|E X|£H0| 820 Felst F+Hel

H5. 0|8 RUH2 X|£H0[82z0 {olst FH+el
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3.2. Data Collection & Analysis Methods

= g7 JEE @IS /gt 2=R=
4 7HX Jfge= Fgotglct. HA, 22te AxX
A EUF 542 ¥Y, HAY, ¥4=HE84Y,
JESFY, ¥ge oteafez g,
ANz ZFZ, o0& TF, XH08k:
Hegeolez #YoIRAL; dSEMS fldh 2025 A

2 11 28H 8 F 20 WA % 10 €7 222

=
MeXAb MEIE  WsHS S 22l
YRZANE TYSHUCL B 215 £O| H2SY 5
OlMXI BHM SY 5 2M0| MK ACiD
BESE ZEA 17 RS HMSD HBZEA

Bl 2 M(frequency analysis), AMEZE|T 22X (reliability

analysis), Q™ 2 Q12X (confirmatory factor analysis,

CFA), 22 M (correlation analysis),
2| =AM (regression analysis)= & A|SIRALE
3.3. Measurement of Variables

2 G0N SUWSE ALSY 270l AEx

A BAE| BT Y

=
—
843, JEIFYE, AF8e=z HESRL:

DeLone & McLean(1992), Li & Zhu(2022), Kim(2023),
Park et al.(2019), Xiao & Zhang(2025), Sim(2019), Lee et

al.(2021), Jung et al.(2024), Chu et al.(2024) =<2
HYARLOAM HAGH 5HLFS EMZ 2 A7

4

SNI BF LA 4+F- =AY B 20
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5to|2to|E & d7|ad 2H=XE NS, @ thest
871 AMEE 0l 0| Ye OfE &= BE
Mol 4 /| 2oz, PEEE @ MH CHRO|Lt
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MESH S0l 47 2222 FESHRALt
X|ZtEl  7}X|= Parasuraman &  Grewall(2000),

Zeithaml(1988), Kim & Se0(2020), Kim & Lee(2023),
Park & Lee(2024) S°| MIMAROIAM KAl
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Lee(2018), Ju & Cho(2017), Han et al.(2022), Hwang &
Cho(2023) 0| HAlst HEAd=E EOE @
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sd88ez g, @ EE of7 feH
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4. Empirical Analysis Results

4.1. Demographic Characteristics & Platform
Using Characteristic Analysis
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4.2. Analysis on Reliability and Validity of
Measurement Tool

2tQIA 2 QIF M (confirmatory factor analysis, CFA)

AT}, 4?=549.071, df=493, p=.041, y¥/df=1.114, GFI=.869,
CFI=.987, NFI=.889, RFI=866, IFI=987, TLI=984,
RMSEA=.031 = LEtGCH ARZ0 ME 2 9
MOt (/dH0| 3 O|THO|H TH| ZHo| Hgtert
EAZR Ao=E HEHEH, GFI, NFI, RFI & H 2|9
X==7t 7|88 d26ta

Ngest  ze

[

He=z
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Mg Sof EBEIYNES ABY

1L = .
41, BE H$E9| BE R4S (average variance
2

extracted, AVE) #f= 501 O|MC =2 7|FEX| 5 EC}
=4 LIES D (Fornell & Larcker, 1981), E&=3}
2 Q12 5t S(standardized factor loading)T .583-.932
LH Off A 7|Z=X| 2 5 olge= LHEFLE

B EIE H(convergent validity)2 =HE S} % CHBagozzi

& Yi, 1988). ot ZF H==0| AVE MN& 240 =&

-
yEA4  ZES oEE Nzem  of

THHEME M(discriminant  validity) & SESIE D,
7hE0M MAlSH At 20| BR= dEtA el B2t
dHL2Z LIEtLE HAEFE A (nomological validity)O|
et E|QACH DLt A oHEE(749), 0|8
Z1 X|H0[89|E(.737)0] AVE HM&EZ 4ECH
A LtEtLE HTMT 7|&E2
= HTMT 7t 7|ZX|Q 85 HCI A
Aol MEE 4 FdME 2t #20| Pt Ao
2l x| Of
2t H B ACH(Henseler et al, 2015).
A7 oehz % LESH
L2 E0f VIF 2t &AXf(Tolerance) af= At&Ect ZAut
VIF £ 1.467-2.806, SXt= 357-.682 2 L3440

LELE

-

SPEYol HEEIGE0l  BES

3T

rlo

—_
MA

Ao
=
N

o ok

L

EMSHX| U= A0 ZOIZ|ACHHair et al, 2019).
OFX[Ete =2 M2[MHE2  Cronbach’s o  #taf
et M 2| & (composite reliability, CR) a42 SOl =QIst
A1t Cronbach’s o #f2 719 0|4 ThHAMZ|E
U2 800 Olgez 7|FQ 7 & EF 251

I Ck(Nunnally, 1978).

Meldlt Etgd =24 Zits ChE2l <Table 1>,
olA

. .
x7tsom mMgs AL,

Table 1: Reliability and Confirmatory Factor Analysis Results

Constructs Stc'l. Cronbach's a CR AVE
loading
.696
672
Presence 583 719 .800 .501
.591
752
. .756
Convenience 683 .816 .900 .692
724
.706
. .730
Interactivity 825 .864 .903 .701
877
.827
Information .683
Richness 793 .848 .900 .693
.824
.755
. .676
Stability 828 .859 .879 .646
.827
796
b ved 724
erceive
Value .671 .879 .907 .663
.785
.854
.855
U .835
se
Satisfaction .849 .919 .948 .786
757
.886
.804
Intention to 932
Continue .859 .897 .938 .753
Use 813
.785
“= 549.071, df=493 p=.041, x*/df=1.114, GFI=.869, CFI=.987,
F1=.889, RFI=.866, IFI=.987, TLI=.984, RMSEA=.024
Table 2: Discriminant Validity by Correlation Analysis
Constructs 1 2 3 4 | 5 6 7 []
1. Presence Jo8 | 43 | 438 | 611 | 49 | 481 | 613 | 485
2. Convenience g | g2 | 30 | 475 | 4w | 383 | 603 | 581
3. Interactivity 4+ | 310" | 83 | 533 | 319 | 48 | 40 | 355
4. Irformation Richness B | 475 | 5B | sz | Sz | 5w | g2 | 560
5. Stability T4y | gt [ 3197 | s2v | 8M | A8 | 619 | 46
6. Perceived Value 481 | 363" | A08” | 5907 | 48" | B4 | 616 | 465
7. Use Satisfaction 613% | g03™ | A0~ | 652% | 619* | 616 | 886 | 737
8 Intention to Contine Use | 485" | 581 | 355™ | 560™ | 466™ | 465™ | 737" | 868
Mean 35 | 394 | 33 | 355 | 3& | 349 | 371 | 3%
Std. Deviation 061 | 058 | 071 | 066 | 076 | 071 | 069 | Q&7

* <01, a: The Bolded diagonal value represent the square root of AVE, b: The
upper triangular matrix is the HTMT index.
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4.3. Results of Analysis
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Choi(2022), Kim(2020), Kim et al.(2022), Park et al.(2022),
Park & Lee(2024)52| AT ZADTIQ} ZHCt,

am, 22tel AZXX FH EME 08T
X|&0] 89 (=739, p<.00)0 SAXCZE &
ol g2 0K Aoz HolL|of <IHY s>

AEHE 9D, 0
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o
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s

lo

+ Chen et al.(2023), Ghaisani et al.(2022),

Hwang et al.(2022), Kim(2020), Park et al.(2022), Song et
al.(2015), Yi & Chon(2020), Yoon & Kim(2023),

Yousaf(2021) &2 ATFZANL ZC} 719l HAF
ZIHE <Table 3>0f A A[S}HRICH

Table 3: Hypothesis Testing Results

Path Es?i::-ate S.E. t-value | Results
P e 466 075 | 7.2107 | Accept
Sonvenience -~ 350 | .081 | 5301 | Accept
phteractivity - 403 064 | 6.282" | Accept

Information Richness 586 062 | 10.095™ | Accept
petapilty -~ o 431 062 | 6.520™ | Accept
s on 605 068 | 9.997 | Accept
Sonvenience 599 | .070 | 10.329™ | Accept
Jnteractivity - 401 065 | 6.047" | Accept

Information Richness 646 060 | 11.319™ | Accept
etabiity — 621 054 | 10.357™ | Accept

Perceiyed Yalue 621 058 | 10.409™ | Accept

Irﬁ)teegct(ieci)\r/\(acé})aohrjlﬁn:e AT6 .063 7.109™ | Accept

Irlftse%tisoar;(itsgaggﬁ{}n_u)e 739 .049 14.80™ | Accept

Use

**n<.001
5. Conclusions

2 e 2210 AXZX FH EHE O|EXIE
ooz Z3ME 22 HE2 o84, HO4Y,
48, "YEISIFEY, oaddezE  FE5H9
Xzt 7bK|, o8 o= 3 X|£0[82|=0f ofmst
dgS OX|=Xg M. 24 Z0E
298510 MAISHH CH=20F ZCh AW, =22t0!
A2EX FA BB EE HH2 X[ZE ZHXOf
foot H+el Fg2 0O/X= A= LIERRC
Ol EMZF2l 7[s™ - -ZEH™ EZHO| O|&X7}
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