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[Purpose]

This study, based on the Technology Acceptance Model (TAM) framework, aims to examine and clarify how
perceived usefulness and perceived ease of use, as felt by Japanese sports OTT users, vary depending on
sports highlight viewing frequency and individual attributes.

[Methods]

For this study, research was conducted on the Internet using an online questionnaire provided by Macromill,
Inc. There were 376 valid responses to the questionnaire. Survey items consisted primarily of individual
attributes, sports highlight viewing frequency, and an awareness scale related to sports OTT usage and usage
purpose (Lee et al., 2019; Xu et al., 2023). For the analysis, unpaired t-tests and MANOVAs were conducted
to examine differences associated with individual attributes and sports highlight viewing frequency in
awareness related to sports OTT usage and usage purpose.

[Results]

The results of the unpaired t-tests and MANOVAs did not reveal any significant differences associated with
gender or age group in awareness related to sports OTT usage and usage purpose. On the other hand,
significant differences were found in usage type (free or paid) and sports highlight viewing frequency. When
analyzing each usage type, paying users were found to report significantly higher scores than free users for
all of the following factors: “usage purpose,” “convenience,” “perceived ease of use,” “perceived usefulness,”
and “enjoyment.” Similarly, analysis by sports highlight viewing frequency showed that users with a high
viewing frequency reported significantly higher scores across all factors than users with a low viewing
frequency.
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[Conclusion]

This study revealed that perceived usefulness and perceived ease of use, as felt by Japanese sports OTT
users, vary significantly not by gender or age, but rather by usage type (free or paid) and sports highlight
viewing frequency. In particular, paying users and users with high viewing frequencies reported higher
ratings in terms of usage purpose and awareness-related factors, suggesting that usage experience and level
of participation are important in sports OTT reception.
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