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Abstract

Purpose - The Millennial Generation, which grew in the wake of the spread of the Internet and rapid changes in the media
environment, is rapidly moving from the traditional broadcasting environment to the Internet-broadcasting environment in
terms of content acceptance. With the emergence of UGC (User-generated content), the change in the status of
single-person content creators enables the growth of multi-channel networks (MCN), a new content-distribution platform and
an agency concept for single creators. Youtube-based MCN produces multiple single star producers and casts and provides
its own video series through Youtube. It is also emerging as a major M&A target for global media providers in terms of
providing content to a wide range of consumers with the same interests and consumption characteristics. In addition, for the
Millennials generation, which are part of their lives, MCN is becoming the most suitable media for TGIF (Twitter, Google,
i-phone, Facebook). Accordingly, this study defines newly emerging MCNs and analyzes the factors for accepting
MCN-produced content based on the push-pull-mooring (PPM) model.

Research design, data, and methodology - An empirical analysis is performed through a questionnaire survey. For this
purpose, 204 people who have experience of watching MCN were studied. Collected data is processed through analysis of
a structural equation model using R to test the hypothesis.

Results - For the MCN service to become an alternative to existing media, it is necessary to continuously promote cultural
diversity and diversity of attempts that conventional media cannot provide. It is the attractiveness of the alternative that has
the greatest influence on the intention to switch to a MCN service. When we look at MCN content so far, certain patterns
such as game progress, introduction, food, and chat rooms have already appeared. We need to overcome this and develop
a completely new conceptual content that we have never seen before. This requires a more generous viewer perception of
the topics covered. For diversity, linguistic and verbal violence should be tolerant in common sense to provide a foundation
for securing cultural diversity.

Conclusions - In this study, we tried to develop a comprehensive approach to the substitution effect of MCN. In terms of
academic achievement, the PPM model is used to enhance the utilization of media and broadcasting. Practical implications
are to provide an analytical framework for verifying alternative or complementary effects when viewers switch to MCN.

Keywords: MCN(Multi-Channel Network), Migration Theory, PPM(Pull-Push-Mooring), Switching Intention.
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2.2.1. 0|F0|Z(Migration Theory)

Ravenstein(1885)0| 2 E3t O|F0|22 O|FHZ|(Law of
Migration)Of| A  H|ZEZ|QUCE EIESH 23|(Royal statistical
society)Oi| Al 1881HEE =2l QATFEAH HIO|HE &A%t Of
ZFo| HE2 O|FO0|Z0| gt AZeE o= HEOS| JHK|Tt
AX|TE O|FQ| =ML |2 SO0l CHSAM HAXCI 2FHAE
T=OIX| ZRUC= H|TO| ZHSIACE Lee(1966)= O|2{zt
HIZHS 2etstr| sl o0 g&E OiXl= 2218 7|E d
X9 2921, EXX[Q| 20I, Hsl QQl, JHel™ 2921 47IX|=2
TE510] 0|0 CHot YOS FAMSInX} SHALCE

Lee(1966)= Q17H0| 7|&E HAX|0|A CHE FEX|Z LA
Sl BEE 2400 7|FE FEX|el 2211 CHE X|Hoj|M ¢l
t2 B0IS0|= SXX[Q Q218 ZZt Push®Ql Qol1t Pull
Aol goloz SR, Q7oA o|Fe] &= oLt &
Al MLEX] Z5HA| St deliel @42 Mooring 2 2I(HEIR Q1)
g FMSISICE 19°o| HF0| 2™ PushL} Pull 2910 A3k
#H2 JHelel EIto| mat HEHX|H, ZHQl0] == ZHQIE At
10 Al2|HQl tHEh otof| M O|FO{ZICH= FZO|Ct Leel| ™A
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2.2.2. PPM 23 (Push-Pull-Mooring Model)

QoM AHE HEQF ZH0| Lee(1966)= AtAIS| Push-Pull 2
ol [MLIX| 2= Mooring(glhe| MAE Xt 2218 =7t
o O|F0| P2 O|X|l= RASS Euzist=0 7|ostIACt.
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Figure 1. Research Model

3.1.1. Push effects
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LIEfLER, Z|CHED =2 39 205

CI20] MH|AHIf7L LIENGS Of S052 042 MU o
1, O59| Mg mESHH, CHE AHEOA 252 2H™EQ
dYES TS = FY0| WAHC= ZAO|CKHalim &
Christian, 2013; Keaveney & Parthasarathy, 2001; Kim, Ju,
& Lee, 2016; Zeelenberg & Pieters, 2004). O|&H MAHAHAJLE
HIZCZ CZar 22 7HEE HMAISHUCE

H2: 7|Z H&H¢Q DC|o{of M Sgot= SHE=0| gt =
UE2 AYAS] MCN ZHI==ZO| Mot =0 F(+)
o g&= O Aot

3.1.2. Mooring effect

MEtg I(Mooring Effect)= F2HS Bidls)
= std™ Mg E38H Push-Pull
=2 OIFSHK| RetA & = U BE UsHCHLee, 1966).
Mooring2| 240]= CiFot #H=It O
Oj2HE, =2 M8, B2 +=F9
£ AL

HX Tt HEO|ZH ME2F MH[ALL A4E0=2 HASH=L|
A0l AH|Xt7E X|Z8HoF S AMA Es= EMAH HEBE =
SiCE. Porter(2004)= X|ZHEl Mgt H|-82 HI{Q| TONXIQL A
HIXtQ| ZHAE BEHAI7|1 CHOHS MEHSHH Tt 2M LA
7= 7182l H[82| A7|0f CHat 1zie| =il lAlo|2tn
Sl¢ 1, Colgate and Lang(2001)2] H0A= ™=zt H|EO0|2t
M0 MHA SSAE HRZD & I s fEEH 4
S, ARIE, d2|H, AlZE S)0 CHst elAloj2tn StQICt of2f
ob MEto M Motk H[80| 525 1HE0| L= REHAO|
3A 7] o MHA SSZXt0| CHst o|FEM0| =OtX[7|
20| 02 |X| 7+540| HOMX|A El= A2 ZSHHJones,
Mothersbaugh, & Beatty, 2000; Morgan & Hunt, 1994). O|C|
o HAEoA ol REIX AH|O| AME CHYsH Mz H[E0|
ENE = Aon, CHE SAHEO|Lt MH|AMNM BHIXE 5
57| 2o EHAMH|EO|LE ME2 MH[A0| A=st7| 25t s
HI&, e 7|E2] MH|A0M oA 2 &|E 44 59 Hetd
Bo| &8 & Qlon, oozt CHEaf 20| 7Hdg HEst
ALk

H3: 7|& HM&EXQl O|C|ofoN 35st= =0 ozt ™
SH|82 AI™XIe] MCN ZHIX=Z09| HMat o|=0f 2¢(-)
Oj& Zo|ct.

ol AFoIM CHEY F7es 3 7 52
X 23t o] 482 ABSIaA st golztn & 5
=0, 2 Chggel =7 482 142 J7|E NEo o
£ gl=0 g2 0X|= 2242t & 5= UCHKeaveney
Parthasarthy, 2001). Ol Z&HAIst M2Z& K= AF0|L}
Hx 0|82 AlZdt7| EChe X|FTHK| AFBE HES &8
= A0l WCtn dZistn, offd XNEO|L} AMH|A0 HHESH=
AZloA, CHE KNEO|Lt MHIAE ZBESIE7| s FdYAE
O|L} MH|AZ HMelsiX| s SEE QOITICh HE0], M2
2 MEO|L} MHIAE AlEshe A0 A3HQl HEYE o0t
Ct. Ltot7t 7HQIQ| AH| THEHS 1A AH| ZHO|Lt CHd
FT MY QoM BEEMoz Fskg 9 ElCHlLattn &

Mo
r kT oo H1 30 Sk

0|8 d~0IMe| Cid =7+ Jetut SFor S AOILL Of
L AHRRS I M3 WSO ¥3 YS oo FHE O
2 QUCts A7 ARt YX|sHH(Ganesh, Arnold, & Reynolds,
2000; Bansal et al., 2005), O|2{¢t M3 HIE HIECZ L}

=it 22 7HEE 25U

He: 7|Z HEHO OCiojolN Behs ZExo| Chet &
S Cj¥y FIE AEAO MON 2Hxzo| Mt o
20| g()2| ¥S 0lA Holct

3.1.3. Pull Effect

Pull 29212 MZ2 AMH|A0 2HEQ QAZM MEE A
HAZ Q018 =ZISICHBansal et al., 2005). CHRHO| OHEHE
= X 0|88t= AMHIAE CiM[E I ZMO| CHRHO| El= A
H|AQl 7| =FC=2 CHXZAON =2 = U= BEH=0f| Of
ot 178o| OlAo|2t Holgh 4= QUCh Ciat, MBO|=Tt L0f
L OjgEXel Cfjeto] 2x otA £|H At8Xh= CHE CHMAE
Totgt 7t540| ROIX|4, A HAE AL otdfes 2R
M7ICHPing, 1993). 20 1AEZ2 J|E MH[AQ| C{RtO|
HCtn QIAISEAHLE CHOFA QI MH|AL NE S=XHe| Azt
H XSSOl A AL FQ AMYXELH S5t QA |
| fo™ nH=2 J|EALXE FXISHHLD oo THeF HXY
AL O L2 Z0E 7|0 = Ues CHRto] EXstH o
2AE X&5I = =7|= HOHX|A =ICHANnderson & Narus,
1990). HiFY ZSHH, CHOtO| DHH2 J|E DiAetel Ao A
oM 38He [olez AMEAte| Moto|zo| 3-Hel Fo
2 0JFIC)

0| Tl MH|ALE MIE MSAtO| I3A HESHA| M
2t HMH|A HSKAZH CHE CHetE ECH SCH0 A215HH,
SiXf NS0 Chet M=7t LtEFE ZdO0|Ch HHRY ZSHH, MH|A
7 BEEAEA AX|CEIE O TEAZER AuE 7|tiE £
SICHH, CHE Ciotg Mzg &= QUot &, CtE C{etel E=X|7t
Dol Moto|Lt Mz=EO| FE 0O/ ZOo|CKSharma &
Patterson, 2000; Won, 2013). 0|23t Mdl HALAE ELCHZ C}
St 22 7H4E HMASHICH

H5: MCNA{H|AO|A CHOF OfEHE A|™X}S| MCN EHXZ
o Het o=0of (+)el kS b[E AOo|Ct
Zengyan, Yinping, and Lim(2009)°| A{0ME S5 I
O] MH|A MEedut HMstof SR8 QA2 SHRICE EH Hou,
Chen, Shang, and Chern(2012)0|A= MZ AMH|A0 CHTH
SES9| FHO| MH|A T B2 IS FChd SHRICh
Ol2fgh M A4S ELOHZ Ctait 22 7HES MAISHRACL

H6: MCNAH|AOIA 20| ¥eke A|FAIS] MCN ZEIX
o

29| Mgt o0 A(+)2| St OjE AHO|th

2 972 2| ol ABE WAt 5Y ¥8 Jan
O 9t M ARE <Table 1>It 2Tt 2t 5% @22 2
7{E(Likert) 78 M & 22310 HIISIRACE
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Table 1: Operational Definition of Variables

Classification Operational Definitions # of Iltems Reference
Dissatisfaction The degrge of ovgrall dissatisfaction of viewers on existing 3 Zeelenberg & Pieters(2004)
broadcasting media
Disappointment Passive and negative emotions that viewers get from using 3 Oliver(1993)
PP existing broadcast media Keaveney & Parthasarathy (2001)
I The degree of viewer awareness about the likely costs of Jones, Mothersbaugh &
Switching Cost - - ) ) 4
switching from the existing media to the MCN media Beatty(2000)
Low Variety of Seekin The degree to which viewers are reluctant to consume 3 Bansal et al.(2005)
Y 9 | content through other media Lattin & Mcalister(1985)
Alternative Attractiveness The attractiveness c?f MCN that viewers of existing media 4 Ping(1993)
expect compared with present Bansal et al.(2005)
Peer Influence Peer recommendations for MCN 3 Hou et al.(2012)
Switching Intention The degrge of de.5|re and expectation for viewers to switch 3 Mattila & Ro(2008)
from existing media to MCN

4. @17 2t

41. Xtg2 =3 9 229| QI

2 F0jME MCN AIH ZHo| s
Moz 2018 7HRH 252 H4ES HA[S
e 2F7H = NFE Helet 2045

%C} SPSS 2003t RS 0|83}0f QI7E

23 ASS HABIACL

2 7E g3t JPEA SN
X HUH HEE 22} 50.49%, 49.51%2 12H| LERCE A
OIS AMHE D, 20047} 47H(23.04%), 30CH7} 79H(38.73%),
40CH7} 40H(19.61%), 50CH7} 38H(18.63%)2  LIEFLC.
MCN 22 ZEE M= Z1} Youtube?} 78H(38.24%)2 7}
& = LERRCE TEEITV 52H(25.49%), H(O|H TVIHAE

28H(13.73%) =2 Z LIE}SLCE

EMO
= o

Table 2: Demographic Characteristic(n=204)

<Table 2>9} ZICt. ™

Measure Frequency %

Male 103 50.49%
Gender
Female 101 49.51%
20s 47 23.04%
30s 79 38.73%
Age

40s 40 19.61%
50s 38 18.63%
Youtube 78 38.24%
Yuku 6 2.94%
MCN Daum TV 23 11.27%
acceptance ”
path PandoraTV 52 25.49%
Vimeo 17 8.33%
Naver TV 28 13.73%

Total 204 100

2
2 7L o JtMe ZHSEY| 5H0 PLS(Partial Least
Square)S O £ 5P 71X 20| oA
XEo| M5 H SA0| EEE = Js SA7IHEeE, &4
T4 J4E0| o3t ZFM=(Indicator)e| HMIX|E FH3 =,
HE FHsH= aPdS AHEICHFornell
74

|

& Larcker, 1981).

PLSOIAM T+x= BHo| AT2 A=A A7t #=, &
A Rold, M HE Sl Y= S5H,ol 2FA
w2 S°ot0] O|FO0fZICt YHMOE PLS HIHES =3 Y
OlM Z-Hs0 22 ZHEMK)E MIHCE =7 FH¥stn
Ue B, AXZDHO|M= FH7HE Qo HEA=E MOH
o= | FEst= ZFO0| LIEtHCE o2t 5 2¥ut +
ZEY AO|e] 2N 7t B2 MY BE JIXl BL B
o Z& B =HC} 108f FEo| 2 HE /= Sl of
4 £ RUCKChin, 1998). CIE0 2 HF0|AM= PLS-SEMZ
=2351QIct. Moz JAXEPHAIL  CB-SEM(Covariance-
Based Structural Equation Modeling)1t PLS-SEM(Partial Least
of Square Structural Equation Modeling)@ 2 L} X|H L=
Ol, PLS-SEMZ &&%t O|f= CB-SEMEL} M2 40| ME
2 24M0| Jtssthct 2 MHQ| MEMHECs B9t B
Zto] QutHAIE ZLA| 7| oHH, o|FX SXO| =F2
otz=71 QICh PLS-SEME= OLS(Ordinary Least of Square)Q|
BHE X oM 225 28 A0 CHiM SEHoEMN LY
M R HSSO A it 42 XChste = UCks &
HE Z=C0h FelstH g+ =Y XN7t $85HH CB-SEM2
MEASH= Z40| HEEFASHH, 4= 7to| QlmpatA|of Chet 37O
£02%H PLS-SEMZ MElSH= Z{0| HZASICEL 2 AT0|=
to] HAE Ert dEEo= HEHET| s PLS-SEM

3

= G0ME EE20| 20482 F=2 A FFO| A =

M7t g8 AOI2tn TEEH, 2o RoldE =lsty| /Y
=1

=

.

BHEAEM Ii-MZ2l(Bootstrap Resampling) EXIE £=3HSIA
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Ct. 2 A0 = Chin(1998)1} Hair, Black, Babin, Anderson,
and Tatham(2006)2| #Z% £=X|9l 1,0003| O|AHQl 2,0003|2
REAEYW WY-MEYS WS ZYS ABSIUACL

2 977t JHdE dBTH7| sl PLSE At8% olfe
PLSE Z&24F @& ML(Maximum Likelihood)Z=H HE A2
Ste 7|E AN g2l BXf B0l BF X 7t o
Ol21E Z|aziste WHE AMESH| WE0| ZE2AH 2| olx
HE I = Aes FFO| UX7| WFo|C B Howell
and Higgins(1990)= SITX}7 &£7| 0|2 74 THAoN =Y
o MotHECt= &Y HsF 7+ 2A 2Mojs PLS7L ECt
O MgsiCtn FESHQUIC M2t 2 A FA] o2{3t HH
2 Btgslo] PLSE =&SIQICt LXEHo| AFM= TH|
Hotdg Eoret 20| 28 ZEAS| |RoldE HIISIRL &
Ao FERZYEO| Ot Mtees #2E2Y Mgr, 222
d Htn, M JjEol BEA MEAR)CE MIstA =
2t Bl X[ EE2 %A NA[SH <Table 3>0f LIEHL} QALY

rerr

Table 3: Reliability Assessment

Table 4: Discriminant Validity and Correlation Analysis

1 2 3 4 5 6 7
DA | 0.868
DS | 0.364 | 0.861
SC | 0.413 | 0.666 | 0.896
LowV| 0.604 | 0.527 | -0.541 | 0.896
AA | 0.262 | 0.529 | -0.520 | -0.599 | 0.892
Pl | 0.722 | 0.509 | -0.512 | -0.661 | 0.556 | 0.911
7 | Sl |-0.477|-0.442| -0.285 | -0.674 | -0.467 | -0.421 | 0.843
Note. DA: Disappointment, DS: Dissatisfaction, SC: Switching
Cost, LowV: Low Variety of Seeking, AA: Alternative Attraction, PI:
Peer Influence, SI: Switching Intention.

DN |B|W|IN|—~

44. 7}M0| AS

= ATFOA LEI F2RAe T Zifs <Table 5>
7I-|:|.

Table 5: Results of Path analysis

Note. DA: Disappointment, DS: Dissatisfaction, SC: Switching
Cost, LowV: Low Variety of Seeking, AA: Alternative
Attraction, Pl: Peer Influence, SlI: Switching Intention.

AW, TEDY MM MOk HA HBELE Stone
Geisser®| Q2 A EAZHCZE WXZ2 ASE Redundancyg}
of YLt O] X EE Px BHO| §A XYM IX 2Y
o] HMotgE LIEILM, 7|&EX= RedundancyztO] 2% =
ofof st AMA[St QICHChin, 1998). 2 SITL0|A
Redundancygte %4+8 LIERTE mEtN Pxm#ol MA
Hyct EHO2 Qo5 HOR LiEHNTE

EM, & A7 Dol Z=2H ™A ZH3Z(Goodness-
of-Fit) X|=£ BE T H=o| 24 MYH(R2)Z Wt
&9 HauE I% Flo| Ol CRAl MaETshA AHESHH,
0| MEEo| IJ|= %|4 0.10|2 HEFSICHChin, 1998) & ¢
To| PLS Z22Yo| MA Mgk X|4=& 0.5428 LIE(LHD
olof ZRBHO| MEL ROt £F02 2 4 UL

OlX|2toz, zh 24 YR ME o7t A 2Ho|
37.8%E MHSI= HAOZ LIEIL} Falk and Miller(1992)7} #
o YARIQl 10%E P U= HOE Liept 2Eol Xy
48 FFAN7|= HoE HETHEICH

StHE, Fornell and Lacker(1981)0f [M2H, ZF Q0I9| =&
= HRELAAVE)S ME20| siE aflnt CHE 20lI7to] A
A E=ELCE AWM, PLSEHEEO| IHHAEIEHY(Discriminant
Validity)0| ZX{st= A2 7tFESHCL <Table 4>9| Z1t0f|A

0| AVEQ| Z}0| &f#tA|s=o| Xl sErCt 322, 474
= 7+ EHE EtEdo| Exfsictn mhekst = QUCk

rot

AVE CR. Cranbach's o R?

DA 0.754 0.901 0.836 Path |Estimate| SE t p | Result
DS 0.741 0.895 0.824 H1 | DA — SI 0.069 0.082 0.838 | .402 | Reject
LSCV 8-282 g-g‘z‘i S-Z;z H2 | DS — SI | 0461 | 0055 | 8318 | .000 | Accept

ow . . .
A 079 0940 0915 H3 | SC — Cl | -0.141 | 0.065 | 2169 | .036 | Accept
o 0.531 0.936 0.898 H4 |LowV — SI| -0.076 | 0.077 | 0990 | .322 | Reject
SI 0.711 0.908 0.864 0.378 H5 | AA — SI 0.610 0.044 13.798 | .000 | Accept
Gof 0.542 H6 | PI - SI | 0360 | 0061 | 5897 |.000 | Accept

Note. DA: Disappointment, DS: Dissatisfaction, SC: Switching
Cost, LowV: Low Variety of Seeking, AA: Alternative
Attraction, Pl: Peer Influence, SlI: Switching Intenti.

7|& OiAof CHet AZ0| MCNL=ZQo| HMeho|xof O|X|=
Qerol b 12 7|2 BT JIE OfHof st 20HEol
MCNe 2 Heto|zof O[X|l= FEe 714 2= FEAH=7}
0.461, t7f0| 8.3182 L}EIL} XHEH E|RICt O|]= Keaveney
and Parthasarathy(2001)1} Zeelenberg and Pieters(2004)2|
ATE X|X|St= AuE LIERGCH ARSXRZE J1E OiA|0fM
MCNO{H| 2 Metet Of 2dst= Mot H8of st 7Hdol 7t
A 32 AEAH T} 0441, 242 2.1692 KHEH T|RUCt Ol
TeHH| 80| 37fet+E MCN OjM| 22| HM=to| ojHYEE Lt
EfLij 2, Jones et al.(2000)1t Morgan and Hunt(1994)2| &t
£ XXt ZdutE LIERGCH CH2o 2 AEXIel R CHd
FT7¢ Meo|zof OjXl= EEel 7Hd 4= 712 ERJALCE 7|
Z OjH|et H|wsto] £Mo R M2tz(= MCNe| Oj#=FS Lt
EtLj= CHotoj=do| Metele OjX|l= FEE LiEtl= 7H4 5
L ZZA 471 0610, tZ40| 13.7982 X{EHE|= ZH{o= LiEFL
Ch. Ol= |elet 78 30| 7t =2 FEHS LEHHE He
EAM MCNOj Cist oj=d0| CHE 2010 H|siAM 7|E OiX| 0] A
MCNeZ M2 EHZlsts de2 4otA st= A2=E LIEMR
Ch OIX|2Ho 2 F=O0f Cipt F0| Meto|zof {Fol3t =
0j& ZAol2tl= 78 6= HZZ27 4= 0.360, tZ} 5.8972 KH{EHL]|
ALt Ol= MCNAMH|AE & Q2T ol Hekg Htn UZS
2 = Q= Zoet g 5= Uk MCNE2 0|83= A8AE &
OEof 2t AtgMeto) o B2 g2 D0jE Aoz 14E

C}. <Figure 2>= ZZ£A ZAqto|Ch
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Figure 2: Research Result

A8t 9= MCN| Hstolzof
o 9<a|0| A% 2 @S alile, Bz oE Qe 8
g o olef 22 M

o
g Ugoz onuws TN AFHY EHS Eb
ySR=k
==

O|E ol AlY Halol Mstof| Fgk2 O|X|=X| Push 29I
MooringR Q!, PUull29Io = LiEM FSHS SOl @l—_rL
ZUE Qo 2™, Push Effect 2521, 7|& OfX[0f CHSt
S0HE0| Moz of F(+)e| F&S LEH1, Mooring Effect
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o Q7| ESE EO0|EIC ORI = *HE._ Ho*“o* =l f=
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