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            Abstract
          
        

        
          In this study, we investigate the effect of perception and experience within Interactive Storytelling Content (ISC), a content type, on user flow experience, satisfaction, and intention to continue using ISC. We consider perceived interaction, perceived attributes of innovations, and usage patterns as types of independent variables. We classify respondents with experience using ISC into a non-portable devices-centered user group and a portable devices-centered user group, depending on their preferred device types. We examined the perceived interaction related to ISC and identified Person to Person (P2P), Person to Computer (P2C), and Person to Storytelling (P2S) interaction. We found out that P2P and P2S interaction influences are confirmed, and all variables in perceived attributes of innovations have a significant influence. The number of ISCs watched and the duration of Netflix subscriptions affect some dependent variables. Findings suggest that over-the-top (OTT) services, delivering content and media over the Internet rather than traditional cable, offer users an interaction experience and should provide different values for each device.
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      Interactive technology has also been applied to traditional video storytelling content, such as TV series, films, and animation. An emerging form of interactive content is Interactive Storytelling Content (ISC). ISC is video content in which users create a narrative while making decisions on behalf of the main characters who appear in the content (Netflix, 2020). Like Netflix, ISC is being offered by major global OTT services. Netflix’s first ISC is Puss in Book: Trapped in an Epic Tale, released in 2017, but two years later, the company raised its ISC reputation by releasing Bandersnatch as a spinoff of its famous original content Black Mirror (Elnahla, 2019). As of September 2020 (Netflix, 2020), Netflix had already released nine ISCs.

      The expansion of technological infrastructure, such as the proliferation of User Interfaces (UI)- equipped devices (Abreu et al., 2017), the growth of online streaming video platforms, and the adoption of high-speed networks like 5G, have facilitated the development of ISC. Reflecting this, Bandersnatch won the award for Outstanding Television Movie at the 71st Emmy Awards, demonstrating the potential for commercial success of ISC (Television Academy, 2020). Netflix has made it clear that it will produce even more ISCs in the future, fueled by Bandersnatch’s success (Shieber, 2019).

      With the expansion of ISC on the online platform, users’ perceptions and behaviors of ISC are of great interest, both theoretically and practically. These mainly include marketing elements (Elnahla, 2019), aesthetic characteristics (Monteiro, 2020), and studies analyzing the characteristics of Bandersnatch by a game-analysis method (de Vries, 2019). They have largely taken the primary approach of case analysis for ISC, while rarely conducting quantitative analysis. Some studies have explored users’ perceptions of ISC but they only included users in their twenties and did not propose variables that reflect the characteristics of ISC, such as perceived interaction (Roth & Koenitz, 2019). However, considering that ISC is different from traditional content in that users actively interact with the content and complete the narrative, as well as its technological innovation in implementing such interactions, we believe it is necessary to examine the influence of overlooked factors in this context. Given the limitations of existing studies, we take into account several distinctive features of ISC. First, users can perceive multidimensional interaction in ISC. Interaction is conceptualized as the dynamic information exchange between users and media (Bucy & Tao, 2007). However, beyond objective interactivity, users’ subjective experiences of these exchanges—what we term ‘perceived interaction’—play a critical role in understanding engagement. Even if interactive elements are present, users may not always perceive them as highly interactive, making perceived interaction a crucial factor in explaining user engagement. In this study, we define perceived interaction as users’ subjective evaluations of their engagement with interactive elements, irrespective of the actual interactivity embedded in the content. This distinction allows us to examine how users interpret and experience interactive storytelling content in a more nuanced way. Prior studies were applied by subdividing the perceived interaction according to the research questions and fields (Sun & Hsu, 2013). We explore perceived interaction that is highly related to ISC and put them into a research model. Second, we expect that users perceive ISC as an innovation, considering that it is a new technology or content. Therefore, we examine how users perceive the innovative attributes of ISC from the perspective of diffusion of innovations. Third, the characteristics of users’ usage patterns are important. Several media studies have predicted user adoption by considering usage patterns of digital content. Although perceived interaction and innovation are related to user perception, the number of ISCs watched and the duration of Netflix subscriptions reflect the user’s actual behavior. Through this, we consider not only user perception but also actual behavior as factors affecting the adoption of ISC from an integrated perspective. Fourth, users can use various devices to consume ISC. For example, Netflix can use ISCs through a variety of internet-connected display devices, including smart TVs, PCs, smartphones, tablets, and laptops (Netflix, 2020). In this study, we divide users into non-portable devices-centered user and portable devices-centered user groups and compare user perception and behavior between them. Finally, considering that the spread of ISC is at an early stage, we apply various outcome variables such as flow experience and satisfaction as well as the intention to continue using ISC as adoption variables.

    

    

  
    
      LITERATURE REVIEW
      
        Interactive Storytelling Content
        In general, the plot is completely controlled in linear storytelling content such as existing movies and TV series, and this is sometimes perceived as a limitation of traditional content (Coles, 2024). Conversely, ISC implements the choose-your-own-adventure format based on non-linear stories and a web of decisions (Elnahla, 2019). Its mechanism is particularly similar to the RPG (role-playing game), which is one of the game genres. RPG, unlike other game genres, considers narrative and player roles as important traits (Rolling & Adams, 2003). Like RPG players, ISC viewers can qualify the protagonist as their persona and interact with multiple story elements (Waskul & Lust, 2004). Another outstanding feature of ISC is that users can watch and play multiple stories in a single content. For example, in a movie, which is traditional video content, only one story exists in one content, but ISC users can compose several different narratives according to their own decisions and can experience various ways to develop the story even if they watch ISC multiple times (Netflix, 2020).

        Although several global corporations, including Netflix, are focusing on launching ISC, there are not many ISC-related academic studies. Elnahla (2020) explained the characteristics of interactive genres such as ISC through a review of Bandersnatch, which was released on Netflix. He emphasized that interactive content gave passive viewers more control over the content, and ISC was a meaningful case of pioneering the path to integrated entertainment content. However, a limitation is that it did not conduct empirical analysis to investigate users’ perceptions. Unlike Enahla (2020), Roth and Koenitz (2019) investigated various factors of perception (playtime, usability, enjoyment, etc.) of early users of ISC through an experimental study, one of the empirical methodologies. In addition, many previous studies have discussed ISC (bin Mohd Hanapiah, 2024; Fan, 2024), but rather than providing an empirical analysis to understand users, they tend to focus on understanding and reviewing ISC itself. Therefore, this study aims to address this limitation by exploring, at an exploratory level, how users are influenced by various factors of ISC and how they perceive it.

        Previous studies agree that ISC is based on innovative factors such as interactive technology. Therefore, this study aims to examine the effects of ISC’s perceived interaction and innovation as variables and examine their influences. This study set the dependent variables as flow experience, satisfaction, and intention to continue using ISC. In this study, flow, which is often used as a mediating variable to lead to affective and behavioral outcomes in research (Hoffman & Novak, 1996), was positioned as a dependent variable alongside satisfaction. The reason for this is that studies have verified not only the influence of flow on satisfaction but also the influence of satisfaction on flow (Chang, 2013; Wu et al., 2020). Therefore, in this study, the dependent variables will be broadly defined, and the study will exploratively examine the effects of the independent variables on flow experience, satisfaction, and intention to continue using ISC.

      

      
        Perceived Interaction in Digital Content
        The concept of interaction gained attention after the introduction of network-based media (Hoffman & Novak, 1996; Kiousis, 1999). As the domain of digital media is subdivided, the concept and types of interaction also differ somewhat by domain. Liu and Shrum (2002) defined interaction in a communication situation as how they influence each other. From a broader perspective, interaction is defined as all actions a human does with an object within a particular environment (Lombard & Snyder-Duch, 2001). In this sense, users can perceive interactions while viewing, listening, and experiencing content (Hoffman & Novak, 1996). The comprehensive concept of interaction is proposed as a multidimensional concept according to the application field (Sun & Hsu, 2013). Previous studies argue that the multidimensional concept of interaction can be divided into three major dimensions, such as interactive actor, object, and environment.

        McMillan (2002) subdivided interactions into user-to-user interaction, user-to-medium interaction, and user-to-content interaction from the perspective of computer-mediated communication. Cho and Leckenby (1999) also argued that users can perceive users-to-user, users-to-system, and users-to-content interaction with digital content. Johnson et al. (2006) also suggest that interaction should be divided into interpersonal, technical, and multiple perspectives. Similarly, previous studies have argued that interaction can be divided into functional and contextual aspects (Sundar et al., 2003). Um et al. (2005) modified the interaction of the three dimensions suggested by previous studies on digital content to fit digital online games area and suggested three dimensions: person-to-person (P2P), person-to-computer (P2C), and person-to-game (P2G) interaction. In summary, the detailed concept of interaction differs slightly depending on the detailed field of the study, but in general, users, content, and environmental interactions are considered important. This trend suggests that the interaction perceived by users within the digital content environment is expanding in various forms than in the traditional content environment. Therefore, it is a very meaningful approach to propose the dimension of interaction perceived by users appropriate to each application area.

        Um et al. (2005) and other previous studies on the interaction of digital contents identified the dimensions of interaction related to ISC as person- to-person (P2P), person-to-computer (P2C), and person-to-storytelling (P2S) interaction. We propose the interaction dimensions for ISC as P2P, P2C, and P2S, based on previous studies dealing with the interaction of digital contents (Baron, 1999; Novak et al., 2000; Um et al., 2005). P2P refers to the level at which a user interacts with other users online or offline after watching ISC. P2C is the level of interaction that users experience from technical elements such as devices and networks between ISC use. Finally, P2S is the level of interaction users experience from ISC’s storytelling elements. Given this, we explore how the three-dimensional interaction affects flow experience, satisfaction, and intention to continue using ISC, which are dependent variables frequently used in the digital content area of this study. This study aims to examine the influence of perceived interaction in the context of ISC. This focus is driven by the fact that content consumers actively engaging with and contributing to the creation of content through interaction is the most intuitive and distinctive feature that sets ISC apart from traditional content.

        
          	RQ1. What interaction dimensions (P2P, P2C, and P2S) of ISC significantly affect flow experience, satisfaction, and intention to continue using ISC?


        

      

      
        Interactive Content as Innovation
        The diffusion of innovation perspective has long been used to explain the adoption of digital technology by users. It is defined as “an innovation is an idea, practice, or object that is perceived as new” (Rogers, 2003, p. 12). In the current media environment, video, voice, and various types of platform elements are being integrated based on the advancement of digital technology (Atkin et al., 2015). The combination of existing content and new technologies allows users to experience various levels of innovation that they have never encountered before. ISC is an innovative form of content that transitions from the passive consumption of traditional media to active engagement by content consumers, made possible through its integration with new technologies. In this regard, adopting the perspective of diffusion of innovation theory to examine user perceptions and adoption factors represents a meaningful approach to building the theoretical foundation in this field.

        On the other hand, Rogers (2003) found that individuals consider the characteristics of innovation, such as relative advantage, compatibility, complexity, trialability, and observability, in adopting innovation. The diffusion of innovations assumes that relative advantage, compatibility, trialability, and observability positively (and complexity negatively) affect the rate of adoption of innovations (Rogers, 2003). Relative advantage is the perception that the user considers innovation to be better than what exists, and compatibility is the level at which innovation matches the user’s perceived needs, values, and experiences. Complexity is the level at which the user perceives that it is difficult to use innovation, and trialability is the level of whether the user can experience the innovation around them. Finally, observability is the level at which others can see the function or form of innovation adopted by the user (Atkin et al., 2015; Hoffmann et al., 2007; Rogers, 2003).

        Previous studies on video content (Cha, 2013; Ou & Cho, 2017; Sarrina Li, 2004) and online games (Chang et al., 2006) that reflect the characteristics of ISC also consistently argue that innovation factors influence user adoption. Although there are some differences depending on the research field, in general, previous studies constructed a research model using the five factors suggested by Rogers (2003). Regarding online gaming, Chang et al. (2006) applied all five innovation factors, confirming that only relative advantage has a significant influence on determining whether users adopt online games. In the video content area, Cha (2013) found that relative advantage, complexity, and compatibility significantly affect the adoption of the online video platform. Kim et al. (2020) analyzed a research model composed of relative advantage, compatibility, and complexity, and confirmed that only compatibility affects the adoption of cord media. Ou and Cho (2017) confirmed that four innovations excluding complexity affect user satisfaction with Netflix and confirmed that relative advantage and compatibility have high explanatory power. Sarrina Li (2004) also examined how the five innovations affect the intention to adopt interactive cable television services and confirmed the influence of relative advantage.

        By reviewing previous studies, we found that relative advantage is an important factor in explaining the adoption of digital content, and the influence of complexity and compatibility was also confirmed in several studies. On the other hand, some previous studies did not consider trialability and observability, perhaps because the two variables and the research topic are not appropriate, or because these factors have less explanatory power. In fact, a meta-analysis of the diffusion of innovations found that relative advantage, complexity, and compatibility factors more consistently influence adoption than do trialability and observability (Cha, 2013). In summary, previous studies have demonstrated the theoretical simplicity and robustness of the diffusion of innovations in the area of digital content and support that innovation factors can be applied as explanatory variables for the adoption of ISC.

        In this study, we consider relative advantage, compatibility, complexity, and trialability as the innovation factors that influence ISC adoption. Considering that ISC is in the early stages of spreading through various platforms including Netflix, , etc. we have supposed that it would be difficult for ISC users to perceive observability.

        
          	RQ2. W hat innovation factors (relative advantage, compatibility, complexity, and trialability) of ISC significantly affect flow experience, satisfaction, and intention to continue using ISC?


        

      

      
        Usage Patterns of ISC
        The usage pattern is a determinant of digital content usage. Previous studies argue that active use of content can lead to a positive perception of the content (Kuem & Kim, 2018; Yoo & Park, 2018). Although usage patterns can be divided into various categories, we consider the amount and time spent on content as variables that explain the adoption of ISC.

        Indicators of content-consumption time include the time spent (Kaczmarek & Drążkowski, 2014; Kuo et al., 2012) and the subscription period for the content (Yu et al., 2018). Yu et al. (2018) also considered subscription period and usage time together to measure user use of a live video- streaming platform. Loyal users are generally likely to use the content for a long time and reuse it (Parasuraman & Grewal, 2000). Considering the positive causal relationship between loyalty and adoption factors, the more time spent, the more likely users are to adopt the content. Supporting this, Yoo and Park (2018) argued that the subscription period of Netflix needs to be considered as a factor that determines the intention to continue using digital content.

        Meanwhile, a digital content environment suitable for increasing the scale of content consumption has been established. In an environment in which a variety of content is supplied, users construct their program repertoire (Heeter, 1985) and consume a lot of content at once, such as binge-watching ( Jenner, 2016). A subscription video on content platform demand (SVOD)-based like Netflix allows users to easily increase their consumption scale because they can watch multiple contents at no cost.

        In this study, we consider the duration of Netflix subscriptions and the number of ISCs watched as usage patterns of ISCs. We expected both to affect the adoption of ISC but considering that this is an early study, We propose the following research question.

        
          	RQ3. What usage patterns (the duration of Netflix subscription and number of ISCs watched) of ISC significantly affect flow experience, satisfaction, and intention to continue using ISC?


        

      

      
        Differences in User Behavior by Device Type
        Devices are hardware related to the interface of digital content. This is an important factor that determines content interface elements, such as viewer, color, text-sound, and graphics (Bahn & Kim, 2008). In digital content, especially online games, content with unique characteristics is being developed based on each device type (Nam & Kim, 2020). As can be inferred from this background, the type of device can cause a significant difference in the content consumption experience (Paik et al., 2017). Therefore, this study aimed to explore whether the device type influences the adoption of ISC.

        Content devices can be divided into non-portable devices such as PCs and portable devices such as mobile devices. Non-portable devices have advantages in terms of display, such as screen size and definition, whereas portable devices are small and portable, so they are used anywhere at any time (Furió et al., 2013). Theoretically, non-portable and portable devices differ in terms of screen size, portability, and interactivity (Furió et al., 2013; Paik et al., 2017), it is important to analyze the moderating role of each device in how it changes user’s content consumption experience. Paik et al. (2017) categorized game users into five types, based on online game devices (PC and smartphone): PC game-oriented users, PC and smartphone game-oriented users (three groups), and smartphone game-oriented users. The analysis confirmed that there were differences in the preferred game genre, motivations, demographic factors, use time, and level of mental health depending on the device type of the online game. Meanwhile, Furió et al. (2013) proposed iPhone and Tablet PC as educational game devices, and examined the influence of the characteristics of each device on the perception of content users. They generally reported that device type does not significantly affect user perception. However, the interaction perceived by users may depend on the device because of the device’s screen size and weight.

        Considering the results confirmed by previous studies, we expect that the types of devices that are mainly used will be related to adoption according to content use (Paik et al., 2017). In particular, ISC users are likely to experience different perceptions of ISC depending on the device type. However, prior studies mainly took an exploratory approach and did not present consistent results on which device determines the user's perception or behavior. Therefore, we want to prove whether the perception and behavior of ISC differ according to the device type.

        
          	RQ4. Does the device type (non-portable or portable device) determine the relationship between the explanatory variable and the dependent variable?


        

      

    

    

  
    
      RESEARCH METHOD
      
        Data Collection and Sample
        We commissioned a survey through Macromill Embrain, a global online survey company, to confirm the number of South Korean users of Netflix's ISC. The first survey was conducted

        from June 24 to 26, 2020, and only about 5.0% of respondents were identified as ISC users. We believe that the fact that the ISC is a just-released content influenced the low number of ISC users. The main survey was done from July 8 to 13, 2020. Only people who had experience with ISC as a Netflix subscriber participated in the survey; a total of 329 survey responses were collected and used for quantitative analysis (see Table 1).

        
          Table 1. 
				
          

          
            Sample Profile Comparison
          
          

        

        
          
            
              	
              	Total
              	Non-portable devices-centered user
              	Portable devices-centered user
            

            
              	
                Frequency 
              
              	%
              	
                Frequency 
              
              	%
              	
                Frequency 
              
              	%
            

          
          
            	Gender
            	Male
            	204
            	62.0
            	69
            	67.6
            	135
            	59.5
          

          
            	Female
            	125
            	38.0
            	33
            	32.4
            	92
            	40.5
          

          
            	Age
            	15-19
            	28
            	8.5
            	3
            	2.9
            	25
            	11.0
          

          
            	20-29
            	84
            	25.5
            	21
            	20.6
            	63
            	27.8
          

          
            	30-39
            	89
            	27.1
            	35
            	34.3
            	54
            	23.8
          

          
            	40-49
            	77
            	23.4
            	23
            	22.5
            	54
            	23.8
          

          
            	50-59
            	51
            	15.5
            	20
            	19.6
            	31
            	13.7
          

          
            	Education
            	Less than High School
            	15
            	4.6
            	1
            	1.0
            	14
            	6.2
          

          
            	High School
            	36
            	10.9
            	9
            	8.8
            	27
            	11.9
          

          
            	College
            	40
            	12.2
            	6
            	5.9
            	34
            	15.0
          

          
            	Bachelor’s degrees or higher
            	238
            	72.3
            	86
            	84.3
            	152
            	66.9
          

          
            	Number of ISC’s watched
            	1
            	164
            	49.9
            	52
            	51.0
            	112
            	49.3
          

          
            	2
            	113
            	34.3
            	36
            	35.3
            	77
            	33.9
          

          
            	3
            	29
            	8.9
            	8
            	7.8
            	21
            	9.3
          

          
            	4
            	12
            	3.6
            	4
            	3.9
            	8
            	3.5
          

          
            	5 or more
            	11
            	3.3
            	2
            	2.0
            	9
            	4.0
          

          
            	Total
            	329
            	
            	102
            	
            	227
            	
          

        

        

      

    

    

  
    
      MEASURES
      The formulation of the questionnaire was informed by prior research, encompassing inquiries related to perceived interaction, innovation, usage pattern, intention to continuous use, satisfaction, flow, type of device for ISC, and demographic variables (see Table 2).

      
        Table 2. 
				
        

        
          Questionnaire Items
        
        

      

      
        
          
            	Variables
            	Items
            	References
          

        
        
          	Perceived Interaction
          	P2P
          	After watching ISC, you can check the opinions of other users.
          	Baron (1999),
Novak et al., (2000),
Um et al. (2005)
        

        
          	After watching ISC, I can convey my opinion to other users.
        

        
          	After watching ISC, I can confirm the recommendations and evaluation of other users.
        

        
          	After watching ISC, you can communicate with other users.
        

        
          	After watching ISC, I can provide my recommend and evaluation to other users.
        

        
          	P2C
          	During ISC viewing, I have experienced difficulties in video playing or interaction due to network problems.
        

        
          	During ISC viewing, video or audio has disconnected regardless of my intention.
        

        
          	I have had difficulty watching ISC due to problems with devices.
        

        
          	I have had difficulty watching the ISC due to the delayed response time.
        

        
          	P2S
          	ISC gives me plenty of time to interact.
        

        
          	ISC is provided with an appropriate story that I want according to my choice.
        

        
          	Using ISC affects the use of other interactive storytelling content.
        

        
          	Perceived Attributes of Innovations
          	Complexity
          	It is not easy to use and watch ISC online.
          	Chan-Olmsted & Chang (2006),
Flight et al. (2011),
Rogers (2003)
        

        
          	Using ISC is as difficult as regular storytelling content.
        

        
          	The process for ISC is not convenient.
        

        
          	Compatibility
Compatibility
          	ISC fits my lifestyle.
        

        
          	ISC fits well with how I watch television.
        

        
          	ISC is compatible with most aspects of my video habit.
        

        
          	Relative Advantage
          	Using ISC is better than other general storytelling content.
        

        
          	Using ISC meets my needs more than general storytelling content.
        

        
          	Using ISC improves my lifestyle.
        

        
          	Trialability
          	ISC can be tested nearby.
        

        
          	I can test the ISC on the video platform.
        

        
          	ISC has environmental conditions to test.
        

        
          	Usage Patterns
          	Number of ISC Watched
          	Select all content you have a viewing experience from among 9 ISCs. 
          	
            
              Chan-Olmsted & Chang (2006)
            
          
        

        
          	Duration of Netflix Subscription
          	How long have you been subscribing to the Netflix service? (month)
        

        
          	Dependent Variables
          	Intention to continue using ISC
          	I will continue to use ISC in the future right along.
          	Bhattacherjee (2001),
Cha (2013)
        

        
          	I will use ISC in the future.
        

        
          	I will use ISC regularly in the future.
        

        
          	Satisfaction
          	I am very pleased with ISC.
          	
            
              Lee & Kwon (2013)
            
          
        

        
          	I feel relieved that ISC meets my needs.
        

        
          	Overall, I am very satisfied with ISC.
        

        
          	Flow experience
          	When I was using ISC, I had a flow experience.
          	Chang & Zhu (2012),
Novak et al. (2003)
        

        
          	I was deeply engrossed in ISC.
        

        
          	While using ISC, I was entirely absorbed.
        

        
          	Groups
          	What devices do you mainly use to watch ISC?
          	-
        

        
          	Non-portable devices-centered user
          	- Television
- Computer (Desktop or laptop)
        

        
          	Portable devices-centered user
          	- Tablet
- Smartphone
        

      

      

      Except for demographic factors, usage patterns, and types of devices for ISC, all items were measured on a 5-point Likert scale (1, Strongly disagree, to 5, Strongly agree). First, 14 questions were applied based on previous studies that measured interaction (Baron, 1999; Friedl, 2002; Novak et al., 2000; Um et al., 2005) to understand the detailed dimensions of interaction. Um et al. (2005) proposed P2C, P2G, and P2P variables as the interaction of online games. Considering that ISC is similar in interactions to online games, Um et al. (2005) revised it to fit our study. P2G was renamed P2S (Play to Storytelling) because, unlike games, users interact with narrative elements in ISC. By conducting exploratory factor analysis for 14 items, which is a statistical technique used to identify relationships among variables without predefined factors, we excluded 2 items with a factor loading value of 0.60 or less and used 5 items for P2P, 4 items for P2C, and 3 items for P2S. Attributes of innovations are based on the concept of the Innovation Diffusion Theory (Rogers, 2003) and prior research on digital content (Chan-Olmsted & Chang, 2006). Compatibility, Observability, and Trialability were put into the model; each variable contains 3 items. The number of ISCs watched and the duration of a Netflix subscription were applied to the model as factors of usage patterns, and items were constructed based on research on digital television (Chan-Olmsted & Chang, 2006). For the number of ISCs watched, all 329 respondents were asked to choose what they watched from nine ISC services on Netflix as of July 2020. The duration of a Netflix subscription was measured in open-ended questions (months). The statements were: “How long have you been subscribing to the Netflix service?” (months). For ISC, to subdivide users into portable device-centered users and non-portable device-centered users, we investigated devices mainly used when using ISC. The statements were: “What devices do you mainly use to watch ISC?” Respondents selected only one of the four questions, and the group who selected Television and Computer (Desktop or laptop) was defined as non-portable device-centered users, and the group who selected Tablet and Smartphone as portable device-centered users.

      The dependent variables are flow experience, satisfaction, and intention to continue using ISC; each variable contains three items. Items for flow experience were constructed based on prior research on flow experiences in online activities (Chang & Zhu, 2012; Novak et al., 2003; Um et al., 2005), and items for satisfaction were based on Um et al.’s (2005) research examining the relationship between the interaction of online game and satisfaction. Finally, the intention to continue using ISC was constructed based on previous studies related to media and content (Cha, 2013) (See Figure 1).

      
        
        

        Figure 1. 
				
        

        
          Research Question Modeling
        
        

        

      

    

    

  
    
      RESULTS
      We examined how perceived interaction, innovation, and usage patterns of ISC affect the satisfaction, continuous use, and flow experience of ISC through multiple regression. We classified users into non-portable device-centered and portable device-centered groups and did exploratory factor analysis using 12 perceived interaction items (see Table 3). We used varimax factor rotation, which is employed in factor analysis to enhance the interpretability by maximizing the variance of the squared loadings and promoting distinct factor structures, and applied an eigenvalue of 1.00 as a factor recognition criterion. We applied the factor- loading value of 0.60 or higher suggested by Hair et al. (2006) as a criterion to decide whether to include the factor. The exploratory factor analysis showed three factors in both groups, and these were similar to those of previous studies (Um et al., 2005). First, in the group of non-portable device-centered users, the factors had a total explanatory power of 65.5%. P2P showed 26.2% explanatory power of the total variance, followed by P2C 23.8% and P2S 15.4%. Similarly, the portable device-centered users group showed 69.3% of total explanatory power, P2P 29.2% of the total variance, followed by P2C 25.9% and P2S 14.1%.

      
        Table 3. 
				
        

        
          Exploring Factor Analysis of Perceived Interaction on ISC
        
        

      

      
        
          
            	Perceived Interaction instrument
            	Non-portable devices-centered user
            	Portable devices-centered user
          

          
            	P2P
            	P2C
            	P2S
            	Cronbach alpha
            	P2P
            	P2C
            	P2S
            	Cronbach alpha
          

        
        
          	P2P 1
          	0.87
          	0.03
          	-0.01
          	0.84
          	0.84
          	0.09
          	0.13
          	0.89
        

        
          	P2P 2
          	0.84
          	0.15
          	0.04
          	0.87
          	-0.04
          	0.04
        

        
          	P2P 3
          	0.81
          	-0.01
          	0.11
          	0.77
          	-0.01
          	0.35
        

        
          	P2P 4
          	0.70
          	-0.10
          	0.15
          	0.78
          	0.06
          	0.18
        

        
          	P2P 5
          	0.59
          	-0.01
          	0.43
          	0.79
          	-0.01
          	0.28
        

        
          	P2C 1
          	-0.08
          	0.90
          	-0.02
          	0.86
          	0.01
          	0.87
          	0.07
          	0.59
        

        
          	P2C 2
          	0.12
          	0.85
          	-0.01
          	0.05
          	0.82
          	0.01
        

        
          	P2C 3
          	0.16
          	0.82
          	-0.11
          	-0.01
          	0.85
          	0.03
        

        
          	P2C 4
          	-0.12
          	0.76
          	0.07
          	-0.04
          	0.83
          	-0.03
        

        
          	P2S 1
          	-0.04
          	-0.07
          	0.76
          	0.75
          	0.19
          	0.03
          	0.81
          	0.85
        

        
          	P2S 2
          	0.29
          	-0.06
          	0.75
          	0.35
          	-0.17
          	0.66
        

        
          	P2S 3
          	0.09
          	0.07
          	0.67
          	0.19
          	0.41
          	0.58
        

        
          	Eigenvalue
          	3.15
          	2.86
          	1.85
          	
          	3.50
          	3.11
          	1.70
          	
        

        
          	% of variance explained
          	26.29
          	23.84
          	15.46
          	
          	29.21
          	25.92
          	14.19
          	
        

      

      

      Cronbach’s α for all items except the P2C items in the portable device-centered user group was above 0.70. Therefore, the reliability of most perceived interaction variables was verified (see Table 3). However, the P2C of the portable device-centered user group showed a Cronbach α of 0.59. Since this value is close to Cronbach’s α minimum criterion of 0.60, we put the P2C of the portable device-centered user group into the study model.

      Next, we did a correlation analysis to examine the association between independent variables (see Table 4). In each model, a correlation between independent variables was partially found, and all variables except the correlation coefficient between relative advantage and compatibility showed less than 0.60. After correlation analysis, we did a multicollinearity test, which assesses the degree of correlation among independent variables in a regression model, to grasp the correlation more clearly between independent variables. It showed all of them had more than 1 VIF (Variance Inflation Factor), so we decided that there was no problem with multicollinearity.

      
        Table 4. 
				
        

        
          Correlation Matrix
        
        

      

      
        
          
            	
            	
            	P2P
            	P2C
            	P2S
            	Complexity
            	Compatibility
            	Relative advantage
            	Trialability
            	Number of ISCs watched
            	Duration of Netflix subscription
          

        
        
          	Non-portable devices-centered user (N=102)
          	P2P
          	1
          	0.04
          	0.31***
          	-0.01
          	0.35***
          	0.31***
          	0.32***
          	0.07
          	0.12
        

        
          	P2C
          	0.04
          	1
          	-0.05
          	0.51***
          	-0.11
          	-0.09
          	-0.02
          	0.16
          	0.03
        

        
          	P2S
          	0.31***
          	-0.05
          	1
          	-0.06
          	0.45***
          	0.44***
          	0.29**
          	0.05
          	0.10
        

        
          	Complexity
          	-0.01
          	0.51***
          	-0.06
          	1
          	-0.29**
          	-0.10
          	-0.09
          	0.12
          	0.10
        

        
          	Compatibility
          	0.35***
          	-0.11
          	0.45***
          	-0.29**
          	1
          	0.63***
          	0.41***
          	0.25**
          	0.15
        

        
          	Relative advantage
          	0.31***
          	-0.09
          	0.44***
          	-0.10
          	0.63***
          	1
          	0.31***
          	0.20*
          	0.17
        

        
          	Trialability
          	0.32***
          	-0.02
          	0.29**
          	-0.09
          	0.41***
          	0.31***
          	1
          	0.17
          	0.29**
        

        
          	Number of ISCs watched
          	0.07
          	0.16
          	0.05
          	0.12
          	0.25**
          	0.20*
          	0.17
          	1
          	0.15
        

        
          	The duration of Netflix subscription
          	0.12
          	0.03
          	0.10
          	0.10
          	0.15
          	0.17
          	0.29**
          	0.15
          	1
        

        
          	Portable devices-centered user (N=227)
          	P2P
          	1
          	0.03
          	0.53***
          	-0.06
          	0.55***
          	0.57***
          	0.47***
          	0.17**
          	0.03
        

        
          	P2C
          	0.03
          	1
          	0.15*
          	0.46***
          	0.00
          	0.12
          	0.05
          	0.10
          	0.01
        

        
          	P2S
          	0.53***
          	0.15***
          	1
          	0.08
          	0.49***
          	0.46***
          	0.48***
          	0.10
          	-0.09
        

        
          	Complexity
          	-0.06
          	0.46***
          	0.08
          	1
          	-0.02
          	0.03
          	-0.06
          	0.03
          	-0.10
        

        
          	Compatibility
          	0.55***
          	0.00
          	0.49***
          	-0.02
          	1
          	0.67***
          	0.46***
          	0.12
          	0.02
        

        
          	Relative advantage
          	0.57***
          	0.12
          	0.46***
          	0.03
          	0.67***
          	1
          	0.41***
          	0.21***
          	0.04
        

        
          	Trialability
          	0.47***
          	0.05
          	0.48***
          	-0.06
          	0.46***
          	0.41***
          	1
          	0.16*
          	0.10
        

        
          	Number of ISCs watched
          	0.17**
          	0.10
          	0.10
          	0.03
          	0.12
          	0.21***
          	0.16*
          	1
          	0.09
        

        
          	The duration of Netflix subscription
          	0.03
          	0.01
          	-0.09
          	-0.10
          	0.02
          	0.04
          	0.10
          	0.09
          	1
        

      

      

      We did multiple regression analyses with the three dependent variables on the non-portable device-centered user group (see Table 5). In all, among the interactions, the influence of P2P and P2S interaction was confirmed. For the innovations, the influence of compatibility, relative advantage, and trialability was confirmed. Usage pattern variables were not significant.

      
        Table 5. 
				
        

        
          Multiple Regression Analysis for the Non-portable Device-centered User Group
        
        

      

      
        
          
            	Independent Variables
            	Intention to continue using ISC
            	Satisfaction
            	Flow experience
            	VIF
          

          
            	β
            	t
            	β
            	t
            	β
            	t
          

        
        
          	Constant
          	
          	0.17
          	
          	.074 
          	
          	0.89
          	
        

        
          	Perceived Interaction
        

        
          	P2P
          	0.23**
          	2.96
          	0.16+
          	1.95
          	0.13
          	1.48
          	1.25
        

        
          	P2C
          	-0.01
          	-0.12
          	-0.01
          	-0.06
          	-0.01
          	-0.18
          	1.40
        

        
          	P2S
          	0.09
          	1.12
          	0.18*
          	2.13
          	0.11
          	1.25
          	1.39
        

        
          	Perceived attributes of innovation
        

        
          	Complexity
          	-0.02
          	-0.32
          	-0.06
          	-0.65
          	0.05
          	0.59
          	1.58
        

        
          	Compatibility
          	0.31**
          	2.87
          	0.16
          	1.44
          	0.38**
          	3.25
          	2.25
        

        
          	Relative advantage
          	0.19+
          	1.97
          	0.24**
          	2.42
          	0.20+
          	1.90
          	1.82
        

        
          	Trialability
          	0.11
          	1.38
          	0.22**
          	2.66
          	-0.10
          	-1.17
          	1.36
        

        
          	Usage pattern
        

        
          	Number of ISCs watched
          	-0.03
          	-0.45
          	0.03
          	0.48
          	0.04
          	0.54
          	1.17
        

        
          	The duration of Netflix subscription
          	0.09
          	1.23
          	-0.06
          	-0.80
          	0.09
          	1.17
          	1.13
        

        
          	R2
          	0.52
          	0.50
          	0.42
          	
        

        
          	Adjusted R2
          	0.48
          	0.45
          	0.37
          	
        

        
          	Model Fit (F)
          	11.40**
          	10.22***
          	7.57***
          	
        

      

      
        
          
            Non-portable devices-centered user group (n = 102)
          
        

        
          +p < 0.10, *p < 0.05, ** p < 0.01, ***p < 0.001
        

      

      

      Specifically, they explained 52.7% of the total variance of the model for intention to continue using ISC (R2 = 0.52). P2P (β = 0.23, p < 0.01), compatibility (β = 0.31, p < 0.01), and trialability (β = 0.23, p< 0.10) positively affected intention to continue using ISC. For the model in which Satisfaction was set as the dependent variable, the independent variables explained 50.0% of the total variable (R2 = 0.50). Among the independent variables, P2P (β = 0.16, p < 0.10), P2S (β = 0.18, p < 0.05), relative advantage (β = 0.24, p < 0.01), and trialability (β = 0.22, p < 0.01) positively affected satisfaction. Finally, the explanatory power of the model applying flow experience as a dependent variable was 42.6% (R2 = 0.42). For this model, the influence of interaction was not confirmed, and compatibility (β = 0.38, p < 0.01) and relative advantage (β = 0.20, p < 0.10) positively affected the flow experience.

      Next, we analyzed the portable device-centered user group model for ISC in the three regressions and confirmed the influence of P2, P2S, complexity, compatibility, relative advantage, and trialability. In addition, unlike the non-portable device-centered user group, the usage patterns, such as the number of ISC and Length of Watching ISC, influenced the dependent variable. Specifically, In the model for intention to continue using ISC, the independent variables explained 51.2% of the total variance (R2 = 0.51). In innovations, we confirmed that complexity (β= -0.10, p< 0.05) negatively affects, and compatibility (β = 0.31, p < 0.01) and relative advantage (β = 0.28, p < 0.001) positively affect intention to continue using ISC. In the usage patterns, only the number of ISCs (β= 0.08, p< 0.10) has a positive influence on the intention to continue using ISC. For the satisfaction model, the independent variables explained 57.8% of the total variance (R2 = 0.57). Among the interactions, we confirmed that only P2S (β = 0.12, p < 0.01) positively affects satisfaction, whereas the influence of all innovations was confirmed. Specifically, complexity (β = -0.13, p< 0.01) negatively affects, and compatibility (β= 0.25, p< 0.01), relative advantage (β= 0.28, p < 0.001), and trialability (β = 0.18, p < 0.001) positively affect satisfaction. Finally, the explanatory power of the flow experience model was 51.4% (R2 = 0.51). Among the interactions, only P2P (β = 0.17, p < 0.01) had a positive effect on flow experience. In innovations, complexity (β = -0.10, p < 0.05) negatively, compatibility (β = 0.21, p < 0.01), and relative advantage (β = 0.33, p< 0.001) positively affect flow experience. For usage patterns, only the length of watching ISC (β = -0.11, p < 0.05) negatively affects the flow experience (see Table 6).

      Next, we confirmed that the influence of independent variables between non-portable device-centered users and portable device-centered users was somewhat different (see Table 6). In the model of Intention to continue using ISC, the model explanatory power was somewhat higher for non-portable device-centered users. In addition, the influence of P2P, compatibility, and relative advantage of non-portable device-centered users was confirmed, whereas, in the portable device-centered user group, the influence of complexity, compatibility, relative advantage, and number of ISCs watched was confirmed.

      
        Table 6. 
				
        

        
          Multiple Regression Analysis for the Portable Device-centered User Group
        
        

      

      
        
          
            	Independent Variables
            	Intention to continue using ISC
            	Satisfaction
            	Flow experience
            	VIF
          

          
            	β
            	t
            	β
            	t
            	β
            	t
          

        
        
          	Constant
          	
          	2.13 
          	
          	3.60 
          	
          	2.12
          	
        

        
          	Perceived Interaction
        

        
          	P2P
          	0.08
          	1.33
          	0.09
          	1.61
          	0.17**
          	2.70
          	1.87
        

        
          	P2C
          	-0.00
          	-0.01
          	-0.01
          	-0.07
          	0.08
          	1.49
          	1.33
        

        
          	P2S
          	0.06
          	1.03
          	0.12**
          	2.21
          	0.06
          	1.01
          	1.73
        

        
          	Perceived attributes of innovation
        

        
          	Complexity
          	-0.10*
          	-2.00
          	-0.13**
          	-2.56
          	-0.10*
          	-1.97
          	1.31
        

        
          	Compatibility
          	0.31***
          	4.53
          	0.25***
          	3.90
          	0.21**
          	3.12
          	2.15
        

        
          	Relative advantage
          	0.28***
          	4.02
          	0.28***
          	4.43
          	0.33***
          	4.77
          	2.15
        

        
          	Trialability
          	0.07
          	1.32
          	0.18***
          	3.37
          	0.04
          	0.71
          	1.53
        

        
          	Usage pattern
        

        
          	Number of ISCs watched
          	0.08+
          	1.69
          	-0.03
          	-0.74
          	0.05
          	1.02
          	1.07
        

        
          	The duration of Netflix subscription
          	0.01
          	0.32
          	-0.03
          	-0.81
          	-0.11*
          	-2.28
          	1.05
        

        
          	R2
          	0.51
          	0.57
          	0.51
          	
        

        
          	Adjusted R2
          	0.49
          	0.56
          	0.49
          	
        

        
          	Model Fit (F)
          	25.25***
          	32.99***
          	25.52***
          	
        

      

      
        
          
            Non-portable devices-centered user group (n = 227)
          
        

        
          +p < 0.10, *p < 0.05, ** p < 0.01, ***p < 0.001
        

      

      

      For the model of satisfaction, P2P, P2S, relative advantage, and trialability affected the satisfaction of non-portable device-centered users. On the other hand, among perceived interaction, only P2S and all attributes of innovations showed a significant influence on the satisfaction of portable device-centered users. The explanatory power of the model was higher for portable device-centered users than for non-portable device-centered users, which is different from the model of Intention to continue using.

      As in the model of flow experience and perceived attributes of innovations, compatibility, and relative advantage influenced the flow experience of non-portable device-centered users, the influence of perceived interaction was not confirmed. On the other hand, in the portable device-centered user group, we confirmed the influence of P2P and that complexity, compatibility, and relative advantage influenced flow experience. The explanatory power was somewhat higher for portable device-centered users than for non-portable device-centered users (see Table 7).

      
        Table 7. 
				
        

        
          Multiple Regression Analysis Camparison
        
        

      

      
        
          
            	Independent Variables
            	Intention to continue using ISC
            	Satisfaction
            	Flow experience
          

          
            	NP group
            	P group
            	NP group
            	P group
            	NP group
            	P group
          

          
            	β
            	t
            	β
            	t
            	β
            	t
          

        
        
          	Perceived Interaction
        

        
          	P2P
          	0.23**
          	0.08
          	0.16+
          	0.09
          	0.13
          	0.17**
        

        
          	P2C
          	-0.01
          	-0.01
          	-0.01
          	-0.01
          	-0.01
          	0.08
        

        
          	P2S
          	0.09
          	0.06
          	0.18*
          	0.12**
          	0.11
          	0.06
        

        
          	Perceived attributes of innovation
        

        
          	Complexity
          	-0.02
          	-0.10*
          	-0.06
          	-0.13**
          	0.05
          	-0.10*
        

        
          	Compatibility
          	0.31**
          	0.31***
          	0.16
          	0.25***
          	0.38**
          	0.21**
        

        
          	Relative advantage
          	0.19+
          	0.28***
          	0.24**
          	0.28***
          	0.20+
          	0.33***
        

        
          	Trialability
          	0.11
          	0.07
          	0.22**
          	0.18***
          	-0.10
          	0.04
        

        
          	Usage pattern
        

        
          	Number of ISCs watched
          	-0.03
          	0.08+
          	0.03
          	-0.03
          	0.04
          	0.05
        

        
          	The duration of Netflix subscription
          	0.09
          	0.01
          	-0.06
          	-0.03
          	0.09
          	-0.11*
        

        
          	R2
          	0.52
          	0.51
          	0.50
          	0.57
          	0.42
          	0.51
        

        
          	Adjusted R2
          	0.48
          	0.49
          	0.45
          	0.56
          	0.37
          	0.49
        

        
          	Model Fit (F)
          	11.40***
          	25.25***
          	10.22***
          	32.99***
          	7.57***
          	25.52***
        

      

      
        
          
            NP group: Non-portable devices-centered user group (n = 227)
          
        

        
          
            P group: Portable devices-centered user group (n = 102)
          
        

        
          +p < 0.10, *p < 0.05, ** p < 0.01, ***p < 0.001
        

      

      

    

    

  
    
      CONCLUSION AND DISCUSSION
      In this study, we examined the factors that influence the flow, satisfaction, and continuation intention of ISC by surveying ISC users in South Korea, one of the countries with high digital content consumption. Considering that this is an early empirical study on ISC, we investigated the various nine independent variables included in the categories of perceived interaction, innovation, and usage pattern. In addition, we refined the research design by analyzing the differences between portable device-centered users and non-portable device-centered users.

      RQ1 asked whether interaction dimensions including P2P, P2C, and P2C of ISC would affect the three dependent variables. Exploratory factor analysis largely identified interaction as P2P, P2C, and P2, which reflects the perspective of previous studies on interaction (McMillan, 2002; Um et al., 2005). Our results support the fact that interaction can be distinguished in terms of individuals, subjects, and environments depending on each field. In both device-based user groups, the effects of P2P and P2S were confirmed. The effects of P2P can be interpreted in two ways. First, users are more likely to use ISC as a topic source to communicate with others. Previous studies on content have consistently found the influence of social motivation (Borbora & Srivastava, 2012). The effects of P2P are likely due to users’ social motives. Second, we believe that the influence of P2P stems from the desire to encounter new narratives that users have not experienced. A feature of ISC is that users can experience new narratives each time they watch ISC. Users are likely to actively participate in interactions with others to learn about new narratives that user themselves have not discovered. That is, social motivation and interest in new narratives drive P2P, which leads to adoption. In addition, the effects of P2S were found to have a positive effect on satisfaction in both models. ISC contains a large number of plots, and users can choose from a variety of alternative stories (Stern, 2008). Users are also given the impression that they can influence the outcome of the story through interactions by using controllers or touch (Vosmeer & Schouten, 2014). These attributes of ISC consistently allow users to interact with the story, and as a result, positive attitudes toward ISC may be formed. Interestingly, the effect of P2C was not found in the analyses. This indicates that the interaction with the Netflix system is not a burden or an important factor in the use of ISC.

      RQ2 examined the effects of perceived innovation attributes of the ISC on flow, satisfaction, and continuous use of ISC. The effects of innovation factors were generally confirmed in the analyses. In the non-portable device-centered user group, compatibility, relative advantage, and trialability, excluding complexity, were significant. Compatibility showed more explanatory power than other innovations. Users have experience with OTT platforms and RPG games, which take formats similar to ISC. Therefore, users may experience high suitability for ISC based on their experience with existing technologies and how they are used, which may lead to innovation adoption (Rogers, 2003). On the other hand, the insignificant effect of relative advantage may result from differences in properties between ISC and existing storytelling content. If the two types of content have similar properties, users are likely to perceive the relative advantage of an innovation such as ISC as high, but if the opposite is true, it is difficult for users to compare their advantages. This result probably means that the two types of media are substitutes, rather than complements. Relative advantage had significant effects on all outcome variables. These results are consistent with most of the previous studies of the diffusion of innovations that proposed relative advantage as an important predictor (Cha, 2013; Chang et al., 2006). We found that relative advantage is an important variable in explaining the adoption of innovation regardless of the nature of each research field.

      In the model of the portable device-centered user group, all innovations were identified as significant variables. Note that, unlike the model of non-portable devices, complexity negatively affects all outcome variables, as is consistent with Rogers’ (2003) assertion that the level of adoption decreases when users find innovations to be difficult to understand or use. This result shows that the user interface of portable devices is still difficult to use from the perspective of general users. Although it has become easy to use portable devices such as smartphones, people who are familiar with traditional media, such as TV and PC, find it inconvenient to operate portable devices to use ISC.

      In RQ3, the effects of usage patterns were only confirmed in the model of the portable device-centered user group. Similar to Yu et al. (2018), our study also proved that the two variables need to be considered together in the category of usage patterns. Specifically, users who have viewed multiple ISCs are more likely to continue to use ISCs. Thus, as users increase the number of uses, they have an attachment or loyalty to the ISC, and continuation occurs based on this. ISCs offered by Netflix have different genres. For example, Black Mirror: Bandersnatch is a TV series, and You Vs. Wild is reality. Puss in Book: Trapped in an Epic Tale is based on a fairy tale, Minecraft: Story Mode is a game, and Buddy Thunderstruck: The Maybe Pile is a stop-motion series. In an environment with such a variety of genres, users can easily increase the amount of ISC usage, which leads to continuation by mediating perceived interest. Future research needs to explore the mediating variables between the number of ISCs viewed and continuation. In the meantime, our study showed that the shorter a user’s Netflix subscription period is, the more likely the user is to continue ISC. This finding reflects the characteristics of the initial users. Users who have been using the OTT service for a long time are likely to have their own content repertoire. Users form a consistent usage pattern (repertoire) by considering their tastes and convenience in various content environments (Heeter, 1985). Initial users of the service have not clearly formed their usage patterns, so they are likely to actively explore innovative content, including ISC.

      This study identified differences in the effects of perception and usage of ISC on continuation intentions and experiences depending on the type of device. Specifically, complexity and usage patterns were confirmed only in the model of the portable device-centered user group. In addition, the adjusted R2s of the portable device-centered user group were relatively high compared to those of the non-portable device-centered user group. These results differ from the previous study by Furió et al. (2013) which claimed that there were no significant differences in user perceptions across devices, indicating that the functional and user interface differences between non-portable and portable devices need to be considered in content usage studies. Users seem to be more likely to have a more consistent experience and perception when using portable devices, which are mainly a smartphone and a tablet, and the UI for interaction is screen touch, which is the same for almost all devices. In contrast, we counted smart TVs and personal computers as non-portable devices. These devices interact through a variety of controllers, such as remote control, keyboard, and mouse. Unlike portable devices with the same UI, non-portable devices have different UIs. Netflix has a cross-platform strategy that allows different devices to use ISCs with the same properties. This makes it clearer that the difference in impact across devices is due to the UI, not the content properties.

      In this study, we have integrated the perspectives of three sub-interaction, innovations, and usage patterns. In this new media environment, the integrated model we propose is expected to adequately explain the adoption of innovative content. This study was also an initial study of ISC that expanded the scope of dependent variables by including intention to continue use, satisfaction, and flow experience. In future research, a detailed model can be developed through theoretical elaboration based on the relationship presented in this study.

      Our findings have academic implications. First, this study makes a significant contribution to the understanding of ISC adoption by uniquely integrating perceived attributes of interaction, innovation, and usage patterns into a comprehensive framework. This integration is noteworthy as it brings together the subjective perceptions of users—capturing the complexities of interaction and innovation—and usage behaviors, which were often considered separately in previous research. Furthermore, by conceptualizing interaction as a multidimensional construct, this study enhances explanatory power, offering a deeper understanding of how different forms of interaction, such as Person to Person (P2P), Person to Computer (P2C), and Person to Storytelling (P2S), impact user engagement. This multidimensional approach helps to shed light on the nuanced factors influencing the adoption and engagement with ISC. Additionally, by identifying device-specific differences in user experience and perception, this study underscores the critical role of user interface design in adopting digital content. For example, we found that users who primarily consume ISC on portable devices may exhibit different engagement patterns compared to those using non-portable devices, highlighting the need for tailored design strategies. Future research could build on these contributions by exploring the relationships identified in this study with greater theoretical precision.

      Our findings have practical implications for the digital content industry. First of all, to drive the adoption and continuation of ISC, users need to be fully aware of the interaction. If providers offer a community where users can share their experiences and explore the opinions of others after viewing ISC, they will perceive a high level of P2P, which will drive adoption. Similarly, there should be a variety of ways to interact within the story. To provide a rich story through interaction, providers need to build complex story flows, which takes a lot of time and money. Therefore, providers need to realize cost savings by considering the actual interactions that change the composition of the story and the ‘fake’ interactions, which give only interaction opportunities and do not affect the story structure. For example, ‘choose what cereal to have for breakfast’, or ‘choose what music the main character is currently listening to’. A study by Vosmeer and Schouten (2014) confirmed that the fake interaction did not differ significantly from the experience gained from the actual interaction. Therefore, it is necessary to form an efficient ISC so that users can access many opportunities for interaction by appropriately applying all dimensions of interaction. One thing we should keep in mind is that the complexity of interaction affects users differently depending on the device they use. According to our findings, increased complexity can negatively impact portable device users. This can be understood by considering the smaller screen size of portable devices compared to non-portable devices. Given the nature of ISC, where additional interaction buttons must be inserted into the content, this suggests that content providers should focus on keeping interactions intuitive and simple when designing the content. Providing simpler and more intuitive interactions can ensure a smoother and more enjoyable user experience. One possible suggestion is to minimize complexity and avoid obstructing the screen with too many buttons by not displaying the options right away. Instead, inform the user that they are in a section where choices are available, and allow them to view the options only when they want to reflect their choice. This approach gives users the option to engage with the complexity selectively, providing them with the flexibility to navigate without being overwhelmed. We also found that users with shorter Netflix subscription periods are more likely to adopt ISC. This can also be interpreted as suggesting that long-term subscribers, who already have loyalty to the platform, show less influence regardless of the new content type, since their loyalty is already established. However, we cannot overlook the fact that, based on these findings, consistently exposing new platform users to ISC content can be an effective promotional strategy that leads further to platform loyalty.

      However, this study has the following limitations. First, this study has limitations in that data were collected exclusively from South Koreans, focusing solely on ISC content on Netflix. While Netflix, as the first OTT platform to introduce ISC and one that has garnered significant attention, was chosen as the research subject, the findings may be influenced by the unique context of South Korean users.

      Second, the data used in this research are not up to date. Given the rapid advancements in interactive technologies, significant shifts in user perceptions and behaviors, particularly due to the COVID-19 pandemic, and the rapid development of generative AI, the findings may require additional variables to account for the temporal gap and changes in behavioral and technological factors. Further examination is needed to better understand the current dynamics and user engagement with interactive content. Finally, this study has a limitation in that it divided users' device usage types into two categories (non-portable devices centered user & portable devices centered user). While the focus was on examining the differing relationships based on different user interfaces, an explanation for users who use a combination of devices in a hybrid manner may be lacking.

    

    

  
    
      Disclosure Statement
      No potential conflict of interest was reported by the author.

    

    

  
    
      References
      
        
          	
          	
        

        
          	
            
              1. 
            
          
          	Abreu, J., Almeida, P., Varsori, E., & Fernandes, S. (2017). Interactive television UI: Industry trends and disruptive design approaches. In Proceedings of 6th Iberoamerican Conference on Applications and Usability for Interactive TV, UA Editora (pp. 213–224).
        

        
          	
            
              2. 
            
          
          	Atkin, D. J., Hunt, D. S., & Lin, C. A. (2015). Diffusion theory in the new media environment: Toward an integrated technology adoption model. Mass Communication and Society, 18(5), 623–650.
			[https://doi.org/10.1080/15205436.2015.1066014]
		
        

        
          	
            
              3. 
            
          
          	Bahn, K., & Kim, H. (2008). A study on the effects of experience-based physical interface on game flow. Archives of Design Research, 21(3), 201–210.
        

        
          	
            
              4. 
            
          
          	Baron, J. (1999). Glory and shame: Powerful psychology in multiplayer online games. In Proceedings of the Computer Game Developer’s Conference (Vol. 5).
        

        
          	
            
              5. 
            
          
          	Bhattacherjee, A. (2001). Understanding information systems continuance: An expectation-confirmation model. MIS Quarterly, 25(3), 351–370.
			[https://doi.org/10.2307/3250921]
		
        

        
          	
            
              6. 
            
          
          	bin Mohd Hanapiah, M. L. H. (2024). A systematic review towards evolution of interactive storytelling and audience engagement in films. International Journal of Creative Multimedia, 5(1), 55–73. 
			[https://doi.org/10.33093/ijcm.2024.5.1.4]
		
        

        
          	
            
              7. 
            
          
          	Borbora, Z. H., & Srivastava, J. (2012, September). User behavior modeling approach for churn prediction in online games. In 2012 International Conference on Privacy, Security, Risk and Trust and 2012 International Conference on Social Computing (pp. 51–60). 
			[https://doi.org/10.1109/SocialCom-PASSAT.2012.84]
		
        

        
          	
            
              8. 
            
          
          	Bucy, E. P., & Tao, C. C. (2007). The mediated moderation model of interactivity. Media Psychology, 9(3), 647–672. 
			[https://doi.org/10.1080/15213260701283269]
		
        

        
          	
            
              9. 
            
          
          	Cha, J. (2013). Predictors of television and online video platform use: A coexistence model of old and new video platforms. Telematics and Informatics, 30(4), 296–310. 
			[https://doi.org/10.1016/j.tele.2013.01.001]
		
        

        
          	
            
              10. 
            
          
          	Chang, C. C. (2013). Examining users′ intention to continue using social network games: A flow experience perspective. Telematics and Informatics, 30(4), 311–321. 
			[https://doi.org/10.1016/j.tele.2012.10.006]
		
        

        
          	
            
              11. 
            
          
          	Chang, B. H., Lee, S. E., & Kim, B. S. (2006). Exploring factors affecting the adoption and continuance of online games among college students in South Korea: Integrating uses and gratification and diffusion of innovation approaches. New Media & Society, 8(2), 295–319.
			[https://doi.org/10.1177/1461444806059888]
		
        

        
          	
            
              12. 
            
          
          	Chang, Y. P., & Zhu, D. H. (2012). The role of perceived social capital and flow experience in building users’ continuance intention to social networking sites in China. Computers in Human Behavior, 28(3), 995–1001. 
			[https://doi.org/10.1016/j.chb.2012.01.001]
		
        

        
          	
            
              13. 
            
          
          	Chan-Olmsted, S. M., & Chang, B. H. (2006). Audience knowledge, perceptions and factors affecting the adoption intent of terrestrial digital television. New Media & Society, 8(5), 773–800.
			[https://doi.org/10.1177/1461444806067588]
		
        

        
          	
            
              14. 
            
          
          	Cho, C. H., & Leckenby, J. D. (1999, June). Interactivity as a measure of advertising effectiveness: Antecedents and consequences of interactivity in web advertising. In Proceedings of the conference-american academy of advertising(pp. 162–179). American Academy of Advertising.
        

        
          	
            
              15. 
            
          
          	Coles, J. N. (2024). Potential applications of transmedia storytelling for fostering SDG awareness and action. In Effective digital marketing for improving society behavior toward DEI and SDGs (pp. 104–122). IGI Global.
			[https://doi.org/10.4018/978-1-6684-8984-0.ch006]
		
        

        
          	
            
              16. 
            
          
          	de Vries, B. M. (2019). The merging of passive and active: An analysis of the game elements in the interactive film Black Mirror: Bandersnatch[Unpublished manuscript]. Universiteit Utrecht.
        

        
          	
            
              17. 
            
          
          	Elnahla, N. (2019). Black Mirror: Bandersnatch and how Netflix manipulates us, the new gods. Consumption Markets & Culture, 23(5), 506–511.
			[https://doi.org/10.1080/10253866.2019.1653288]
		
        

        
          	
            
              18. 
            
          
          	Fan, Z. (2024). When the audience becomes the storyteller: Role identification and emotional experience in interactive films. In SHS Web of Conferences (Vol. 193, p. 04005). EDP Sciences.
			[https://doi.org/10.1051/shsconf/202419304005]
		
        

        
          	
            
              19. 
            
          
          	Flight, R. L., D’Souza, G., & Allaway, A. W. (2011). Characteristics‐based innovation adoption: Scale and model validation. Journal of Product & Brand Management, 20(5), 343–355.
			[https://doi.org/10.1108/10610421111157874]
		
        

        
          	
            
              20. 
            
          
          	Friedl, M. (2002). Online game interactivity theory with Cdrom. Charles River Media, Inc.
        

        
          	
            
              21. 
            
          
          	Furió, D., GonzáLez-Gancedo, S., Juan, M. C., Seguí, I., & Costa, M. (2013). The effects of the size and weight of a mobile device on an educational game. Computers & Education, 64, 24–41.
			[https://doi.org/10.1016/j.compedu.2012.12.015]
		
        

        
          	
            
              22. 
            
          
          	Hair, J. F., Black, W. C., Babin, B. J., Anderson, R. E., & Tatham, R. L. (2006). Multivariate data analysis (6th ed.). Pearson Prentice Hall.
        

        
          	
            
              23. 
            
          
          	Heeter, C. (1985). Program selection with abundance of choice: A process model. Human Communication Research, 12(1), 126–152. 
			[https://doi.org/10.1111/j.1468-2958.1985.tb00070.x]
		
        

        
          	
            
              24. 
            
          
          	Hoffman, D. L., & Novak, T. P. (1996). Marketing in hy permedia computer- mediated environments: Conceptual foundations. Journal of Marketing, 60(3), 50–68.
			[https://doi.org/10.1177/002224299606000304]
		
        

        
          	
            
              25. 
            
          
          	Hoffmann, V., Probst, K., & Christinck, A. (2007). Farmers and researchers: How can collaborative advantages be created in participatory research and technology development? Agriculture and Human Values, 24(3), 355–368.
			[https://doi.org/10.1007/s10460-007-9072-2]
		
        

        
          	
            
              26. 
            
          
          	Jenner, M. (2016). Is this TVIV? On Netflix, TVIII, and binge-watching. New Media & Society, 18(2), 257–273.
			[https://doi.org/10.1177/1461444814541523]
		
        

        
          	
            
              27. 
            
          
          	Johnson, J. P., Lenartowicz, T., & Apud, S. (2006). Cross-cultural competence in international business: Toward a definition and a model. Journal of International Business Studies, 37(5), 525–543.
			[https://doi.org/10.1057/palgrave.jibs.8400205]
		
        

        
          	
            
              28. 
            
          
          	Kaczmarek, L. D., & Drążkowski, D. (2014). MMORPG escapism predicts decreased well-being: Examination of gaming time, game realism beliefs, and online social support for offline problems. Cyberpsychology, Behavior, and Social Networking, 17(5), 298–302. 
			[https://doi.org/10.1089/cyber.2013.0595]
		
        

        
          	
            
              29. 
            
          
          	Kim, H., Chan-Olmsted, S. M., Hwang, K. H., & Chang, B. H. (2020). Examining the use, perception, and motivation of cord-cutting: A consumer segment approach. Journalism & Mass Communication Quarterly, 98(1), 126–147.
			[https://doi.org/10.1177/1077699020946442]
		
        

        
          	
            
              30. 
            
          
          	Kiousis, S. (1999). Broadening the boundaries of interactivity: A concept explication. In Annual Conference Association for Education in Journalism and Mass Communication, August, New Orleans, LA.
        

        
          	
            
              31. 
            
          
          	Kuem, H., & Kim, J. (2018). A study on the motivations, viewing behaviors and satisfaction of VOD use. Korean Journal of Communication & Information, 91, 7–40.
			[https://doi.org/10.46407/kjci.2018.10.91.7]
		
        

        
          	
            
              32. 
            
          
          	Kuo, W. C., Wang, S. T., & Yang, J. C. (2012, March). An empirical analysis of the playing time by different genders and ages in an MMORPG. In 2012 IEEE Fourth International Conference on Digital Game and Intelligent Toy Enhanced Learning (pp. 114–116). IEEE. 
			[https://doi.org/10.1109/DIGITEL.2012.30]
		
        

        
          	
            
              33. 
            
          
          	Lee, N., & Kwon, O. (2013). Para–social relationships and continuous use of mobile devices. International Journal of Mobile Communications, 11(5), 465–484. 
			[https://doi.org/10.1504/IJMC.2013.056956]
		
        

        
          	
            
              34. 
            
          
          	Liu, Y., & Shrum, L. J. (2002). What is interactivity and is it always such a good thing? Implications of definition, person, and situation for the influence of interactivity on advertising effectiveness. Journal of Advertising, 31(4), 53–64.
			[https://doi.org/10.1080/00913367.2002.10673685]
		
        

        
          	
            
              35. 
            
          
          	Lombard, M., & Snyder-Duch, J. (2001). Interactive advertising and presence: A framework. Journal of Interactive Advertising, 1(2), 56–65.
			[https://doi.org/10.1080/15252019.2001.10722051]
		
        

        
          	
            
              36. 
            
          
          	McMillan, S. J. (2002). Exploring models of interactivity from multiple research traditions: Users, documents, and systems. In Handbook of new media (pp. 205–229). Sage Publications.
			[https://doi.org/10.4135/9781446211304.n12]
		
        

        
          	
            
              37. 
            
          
          	Monteiro, A. C. (2020). Interactive digital narratives: A close reading of Bandersnatch to analyze the aesthetic relations with the user. Media Literacy and Academic Research, 3(1), 57–72.
        

        
          	
            
              38. 
            
          
          	Nam, K., & Kim, H. J. (2020). The determinants of mobile game success in South Korea. Telecommunications Policy, 44(2), 101855. 
			[https://doi.org/10.1016/j.telpol.2019.101855]
		
        

        
          	
            
              39. 
            
          
          	Netflix (2020, November 20). Interactive TV shows and movies on Netflix. https://help.netflix.com/ko/node/62526
        

        
          	
            
              40. 
            
          
          	Novak, T. P., Hoffman, D. L., & Duhachek, A. (2003). The influence of goal‐directed and experiential activities on online flow experiences. Journal of Consumer Psychology, 13(1-2), 3–16.
			[https://doi.org/10.1207/153276603768344744]
		
        

        
          	
            
              41. 
            
          
          	Novak, T. P., Hoffman, D. L., & Yung, Y. F. (2000). Measuring the customer experience in online environments: A structural modeling approach. Marketing Science, 19(1), 22–42. 
			[https://doi.org/10.1287/mksc.19.1.22.15184]
		
        

        
          	
            
              42. 
            
          
          	Ou, Y., & Cho, J. (2017). A study on the satisfaction and continuance usage intention of Netflix - Cross-national comparisons of Korean and Taiwanese users. Korean Journal of Journalism & Communication, 61(5), 341–375.
			[https://doi.org/10.20879/kjjcs.2017.61.5.011]
		
        

        
          	
            
              43. 
            
          
          	Paik, S. H., Cho, H., Chun, J. W., Jeong, J. E., & Kim, D. J. (2017). Gaming device usage patterns predict internet gaming disorder: Comparison across different gaming device usage patterns. International Journal of Environmental Research and Public Health, 14(12), 1512.
			[https://doi.org/10.3390/ijerph14121512]
		
        

        
          	
            
              44. 
            
          
          	Parasuraman, A., & Grewal, D. (2000). The impact of technology on the quality-value-loyalty chain: A research agenda. Journal of the Academy of Marketing Science, 28(1), 168–174.
			[https://doi.org/10.1177/0092070300281015]
		
        

        
          	
            
              45. 
            
          
          	Rogers, E. M. (2003). Diffusion of innovations (5th ed.). Free Press.
        

        
          	
            
              46. 
            
          
          	Rollings, A., & Adams, E. (2003). Andrew Rollings and Ernest Adams on game design. New Riders.
        

        
          	
            
              47. 
            
          
          	Roth, C., & Koenitz, H. (2019). Bandersnatch, yea or nay? Reception and user experience of an interactive digital narrative video. In Proceedings of the 2019 ACM International Conference on Interactive Experiences for TV and Online Video (pp. 247–254).
			[https://doi.org/10.1145/3317697.3325124]
		
        

        
          	
            
              48. 
            
          
          	Sarrina Li, S. C. (2004). Exploring the factors influencing the adoption of interactive cable television services in Taiwan. Journal of Broadcasting & Electronic Media, 48(3), 466–483.
			[https://doi.org/10.1207/s15506878jobem4803_7]
		
        

        
          	
            
              49. 
            
          
          	Shieber, J. (2019, September 14). Netflix is pursuing more interactive content, including, maybe, a rom-com. https://techcrunch.com/2019/03/12/netflix-is-pursuing-more-interactive-content-including-maybe-a-rom-com
        

        
          	
            
              50. 
            
          
          	Stern, A. (2008, November). Embracing the combinatorial explosion: A brief prescription for interactive story R&D. In Joint International Conference on Interactive Digital Storytelling (pp. 1–5).
			[https://doi.org/10.1007/978-3-540-89454-4_1]
		
        

        
          	
            
              51. 
            
          
          	Sun, J. N., & Hsu, Y. C. (2013). Effect of interactivity on learner perceptions in web- based instruction. Computers in Human Behavior, 29(1), 171–184. 
			[https://doi.org/10.1016/j.chb.2012.08.002]
		
        

        
          	
            
              52. 
            
          
          	Sundar, S. S., Kalyanaraman, S., & Brown, J. (2003). Explicating web site interactivity impression formation effects in political campaign sites. Communication Research, 30(1), 30–59. 
			[https://doi.org/10.1177/0093650202239025]
		
        

        
          	
            
              53. 
            
          
          	Television Academy. (2020, September). 71st Emmy Awards: Bandersnatch wins for outstanding television movie. Television Academy. 
        

        
          	
            
              54. 
            
          
          	Um, M., Kim, T., & Kim, C. (2005). An exploratory study for investigating loyalty in on-line games: Focus on interactivity and the sense of presence. Korean Management Science Review, 22(1), 47–66.
        

        
          	
            
              55. 
            
          
          	Vosmeer, M., & Schouten, B. (2014, November). Interactive cinema: Engagement and interaction. In International Conference on Interactive Digital Storytelling (pp. 140–147).
			[https://doi.org/10.1007/978-3-319-12337-0_14]
		
        

        
          	
            
              56. 
            
          
          	Waskul, D., & Lust, M. (2004). Role‐playing and playing roles: The person, player, and persona in fantasy role‐playing. Symbolic Interaction, 27(3), 333–356.
			[https://doi.org/10.1525/si.2004.27.3.333]
		
        

        
          	
            
              57. 
            
          
          	Wu, L., Chiu, M. L., & Chen, K. W. (2020). Defining the determinants of online impulse buying through a shopping process of integrating perceived risk, expectation- confirmation model, and flow theory issues. International Journal of Information Management, 52, 102099. 
			[https://doi.org/10.1016/j.ijinfomgt.2020.102099]
		
        

        
          	
            
              58. 
            
          
          	Yoo, J., & Park, J. (2018). A study on the factors influencing continuous usage intension based on OTT service user. Journal of Broadcasting and Telecommunications Research, 102, 46–79.
        

        
          	
            
              59. 
            
          
          	Yu, E., Jung, C., Kim, H., & Jung, J. (2018). Impact of viewer engagement on gift-giving in live video streaming. Telematics and Informatics, 35(5), 1450–1460.
			[https://doi.org/10.1016/j.tele.2018.03.014]
		
        

      

    

    

  OEBPS/images/big_22_1.jpg
Asian |
Communication
Research

Volume 22 Number 1 April 2025

(F Asian al j i
A A0 eation An official journal of the Korean Society
A Résearch for Journalism and Communication Studies





OEBPS/images/data/journalism/44841/ACR_2024_v22n1_71_f001.jpg
recived attributes RO L J
of Perceived Interaction ‘

Perceived atiribures
ofinnovations

P20 (erson to Person)

P2 (Persan to Computer)

P25 (Person to Storyteling)

[Relative advantage

Triulabiity

L

Number of ISCs watched

the duration of Netfi subscription

son-portable devices-

partable deviews-
centered user

contered user

Flow experience

Sattfaction

Latcation fo continue using 15C






OEBPS/images/_common/images/crossref.gif





OEBPS/images/_common/images/orcid.gif





