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An Analysis of OTT Service Review Using Text Mining:
Focusing on the Competitive Advantage of Local Service
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ABSTRACT

After Netflix entering the domestic market in 2016, the domestic OTT market is in fierce competition for
survival. This study investigates the types of user comments for OTT services and identifies the key
characteristics of each individual service. To do this, this paper collects the user comments from Google
Playstore of 12 OTT services. As a result of the topical modeling analysis, user response to OTT can be
categorized as 1) content quality, 2) service quality, (3) costs and payments, and 4) advertising and delay
avoidance. Sentiment analysis is conducted to identify OTT services and their types that received positive
reviews from users. Services with the higher user evaluation had a competitive advantage in content quality
including subtitles, and the quality of service. Positive evaluations on domestic platforms can be expected to

change the competitive landscape of the domestic OTT market in the long term.
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= Ag] ol Alst =ar 9loml o o]ajgt
ol m2 Ajo] = AR Hkedsle] BAshA] Ea)
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A=E ov|sl=d| Afreeca TV(°}ZE]Z} TV)7} AAE AEo] ohd Au) 2o w3k AlA| o]gzfe] o
2006102 A Al 5 7P eell| Sl & 7PF B g @A glem, o]F o]83t ¥4E 43
o1& 4= olrk 2 (Price) 5,50000141 11,0009 5 3 A9 o] gxle] U= AJAIA 07 glelsl 4= glrh
E 1. #4943 OTT Auls 2 714
Table 1. Description of OTT services and firms
Service Provider Nationality Lau(rizzr(:l)e ar® (Bas?zjciRW)
Seezn KT Korea 2019 5,500
U+ mobile tv LG U+ Korea 2014 7,700
Wavve KT & 3 Broadcasting Companies** Korea 2019 7,900
Naver TV Naver Korea 2012 -
Mobile B tv SKT Korea 2009 11,000
Afreeca TV Afreeca TV Korea 2006 -
Watcha Watcha Korea 2016 7,900
Kakao TV Daum Kakao Korea 2015 -
Tving CJ ENT Korea 2010 7,900
Youtube Google US 2008 10’459 for
Premium
Netflix Netflix us 2016 9,500
Amazon Prime Video Amazon UsS - -
* The launch year and price are written by referring to the website and press release of each service.
** KBS, MBC, SBS
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Table 2. OTT service type classification
Service Business Provider Provider Contents Provision
Model[11, 12] Type[13]* | Characteristics[15] | Producing[14] Method[16]
Seezn SVOD+TVOD N Linked RMC VOD
U+ mobile tv SVOD+TVOD N Linked RMC Real-time
Wavve SVOD+TVOD N+C Independent RMC VOD
Naver TV AVOD P Independent RMC+UGC VOD+Real-time
Mobile B tv SVOD+TVOD Linked RMC VOD
Afreeca TV AVOD P MCN UGC Real-time
Watcha SVOD P+C Independent RMC VOD
Kakao TV AVOD P Independent RMC+UGC VOD+Real-time
Tving SVOD Independent RMC VOD+Real-time
Youtube AVOD P MCN UGC VOD+Real-time
Netflix SVOD P+C Independent RMC VOD
Amazon Prime Video SVOD P Independent RMC VOD

*C: Content, P: Platform, N: Network, D: Device
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Service Provider Nationality | Avg. Rate|Comments| Date of First Comment
Seezn KT Korea 3.5 8,674 2016-10-25
U+ Mobile tv LG U+ Korea 1.8 3,640 2018-09-12
Wavve KT & 3 Broadcasting Companies Korea 22 21,418 2017-07-02
Naver TV Naver Korea 2.3 13,534 2014-07-29
Mobile B tv SKT Korea 2.4 2,853 2011-05-10
Afreeca TV Afreeca TV Korea 2.3 25,214 2016-04-14
Watcha Watcha Korea 3.6 15,184 2016-05-23
Kakao TV Daum Kakao Korea 1.9 7,468 2017-02-18
Tving CJ ENT Korea 2.7 12,444 2011-07-05
YouTube Google usS 2.3 39,760 2018-09-12
Netflix Netflix us 2.7 15,451 2012-09-09
Amazon Prime Video Amazon usS 3.2 182 2016-12-14
Total - - 2.5 165,822 2011-05-10
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Table 4. TOplCS and Keywords by Topic Modeling
wel | T | T | aanin
Quality) Quality) Payments) Zr\l/?)i(]i)ai]:g)

Movie Image Payment |Advertisement

0.0415 0.0465 0.0485 0.1046
Drama Update Login Video
0.0226 0.0431 0.0317 0.0361

Use Screen Join Comment
0.0160 0.0406 0.0201 0.0217
Free Play Free Person
0.0160 0.0357 0.0191 0.0158

Channel |Inconvenience Error Broadcasting

0.0152 0.0271 0.0179 0.0145

Subtitle Video Refund Buffering
0.0138 0.0156 0.0156 0.0114

Contents Error Use Annoyance
0.0138 0.0141 0.0146 0.0108
Resolution Function Connection Think
0.0126 0.0135 0.0136 0.0090

Broadcasting|  Problem Authentication | Disorder
0.0121 0.0134 0.0134 0.0085
Utilization Use Voucher Update
0.0117 0.0130 0.0121 0.0081
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W = B9 sgshs 719 s0) 29 elws
S 7Aoo ) AxH A = A 7|17
(Total)T: T OTT A¥]2~e] ZA] dHE] 2020137H4]
o 2l AR Aol s vERich

OTT Ap|27F ZA1E o] % Pl si9] OTT
Au]zs Aukel]] gt o] 82} 2lire] Wi A=
-30.9% 0% FgA-olqlt. shA|RE, Ax A
E AwEE 2018 -31.2% <4 20200 -25.6H2

o:]x—]-;g] B e] ZJ/\E _H;_a]7]h 3].;(]\3}’ Hzjo]
FQE-E A=A S T Stk =ie]
Afu] 2] gk ﬁﬂ7l~ H|ashH, =] Au]2rt &9
A2z~ dim] FAAQ HrEE b glge] E1ES]
o} 53], S AElaE 2019964 20201 Alo)
17.8%¢] 718k -8.8%4S 7|E53led F7I7k A7t
514 Ak sfjo] Ao H(-38.9%) S =2A A
EEEEE

A 717t 715 OTT A2 5 o8tz 8] 71
3k PHr71E wke e A= Watcha(3.57§)9\i\1}—. 1
FHE  Seezn(AE,  0.77)°]  olen 344l
Netflix(-21.88) FEl= A7l -20% o]3k& 29]al
Seezn¥e] Ax7} =7 Yelytc) 2018188
A7ZE A Holx, Watcha®} Seezn 1, 2915 tHf
o] 8] 2 vhehar, sl ARlsal Netflix <}
Amazon Prime Video= Tving(¥]®)3} 7dgsiv A
S FAI8kAL dsick W= A 717 71 7

12

7-] 0 3;1—0 18+

Sentiment Score Topic Sentiment Score

Service #1 #2 #3 #4
2018 2019 2020 Total (Content | (Service |(Costs and| (Advertising and
Quality) | Quality) | Payments) |[Delay Avoidance)
Seezn -44.8 2.6 24.3 0.7 11.5 -20.0 -17.4 -33.1
U+ Mobile tv -38.8 -50.9 -38.4 -48.2 -42.4 -52.0 -49.2 -57.1
Wavve -30.4 -41.4 -30.1 -35.8 -38.9 -50.0 -53.3 -53.4
Naver TV -45.3 -38.5 -25.2 -37.8 -43.8 -57.6 -50.0 -59.5
Mobile B tv -55.1 -38.1 -39.0 -40.2 -49.4 -56.2 -56.1 -61.6
Afreeca TV -25.7 -15.1 -27.4 -34.6 -55.3 -59.6 -57.8 -61.6
Watcha -2.0 4.3 7.3 3.5 -5.1 -27.9 -39.3 -25.6
Kakao TV -31.4 -4.0 -24.8 -47.6 -62.1 -66.7 -66.4 -66.8
Tving -49.5 -36.7 -0.3 -27.4 -21.2 -46.1 -45.0 -49.3
YouTube -41.0 -38.0 -47.0 -43.0 -40.1 -52.0 -49.8 -52.7
Netflix -34.5 -19.4 -16.0 -21.8 -28.8 -41.2 -49.6 -44.9
Amazon Prime Video -25.5 -14.6 -28.0 -22.3 -23.3 -38.3 -33.9 -43.0
Nationality Korea -28.3 -26.6 -8.8 -27.9 -27.7 -48.1 -46.1 -53.9
US -38.8 -33.8 -38.9 -37.1 -34.8 -50.1 -49.7 -51.9
Total -31.2 -29.5 -25.6 -30.9 -29.5 -49.1 -47.2 -53.0

* Shading was applied when the sensitivity score of each service was higher than the ‘Total.’
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=/ gaErte] Y &-83 OTT AH|2 2lf 4 24 A~ AAS9 S5 ieks FAow

v g71e ke OTT AH|2E U+ Mobile tv(U+
=l tv, -48.2%) E Kakao TV(ZI7LL TV, 47.6%)
9} YouTube(-43.0%)7} 248 =po| = x|z 9lch
E.g]_rg‘tg%] —‘:/‘4011*% =5 47]],] E.dui 71—/\4z4
5 Hlashd, B (= FH)o] BT -295%
OS2 7P Eskon, B 2(An] ”‘)7} -49.14
E9 3% 2 AA)o] -47.2%, EF 4(4—/ ) x]
A 7)o -53.08o8 Bl v3)] G2 AR
FAEAC Sl ARt sle] ARaR W—TSM
Hoks i, Fa 2 A 7|H(EF 4F Xﬂﬁlﬂ 2l
"Q(Ei‘ D), Al FAES 2), vE 2 Z2A
BE FAA Sl AR]2~e] A

/qu] PN E—’J 7“424*3 AR, BE 2
A et o] BY AMASE R Alas

Seezn, Watcha, Tving, Amazon Prime Video2] 47}
o], Netflix7} ¥4 2 Ax|(E2 3)E #|e)d =&
EdeA Hi& 3]k 2o Yebgrh YouTube

= AA BH et A sksldelal e, vlg
2 AA(EY 4)ellx] Hne} =7 ek

4.3 OTT §aid ZIMEA
3 6> 3 2004 Ak 9] OTT A¥]2~ -3

B ZPAEA Asjelr) 7'*4?4f|—(Sentiment
Score)= 2+ Holl ldsli= Aulasel gt 259
S AR} B5e malelx] oko- 7hA)H s}
S8k f3de] W 7HAA<R(Topic  Sentiment
Score, 3 5 %) w3l FAHA R BAEo] & 69
A= ALtk

=) el (Business Model) ZHdH5E A Hw,
A 717K Total) 715 SVOD7} -14.5%H°=2 714
E3kon], SVOD+TVOD(-28.7%), AVOD(-40.27)
7} 2 HE o]k 2018 diw] 20204 -
71 wo] 718 f32 SVOD+TVOD(+23.9%3)°]
1}, 20204 7| A9 SVOD7} - 145302 7
=94k

E 6. OTT ]2 33 2 23
Table 6. Sentiment scores by OTT service type classification
. Sentiment Score
Category Service
2018 2019 2020 Total
SVOD+TVOD | Seezn, U+ mobile tv, Wavve, Mobile B tv -34.3 -38.2 -10.4 -28.7
Busi
;{S‘gefs AVOD Naver TV, Afreeca TV, Kakao TV, YouTube 364 | 308 | -442 | -402
ode
SVOD Watcha, Tving, Netflix, Amazon Prime Video -20.7 -13.5 -6.8 -14.5
N Seezn, U+ mobile tv, Mobile B tv -46.0 -31.9 9.1 -18.7
N+C Wavve -30.4 -41.4 -30.1 -35.8
Provider Naver TV, Afreeca TV, Kakao TV, YouTube,
Type* P Amazon Prime Video -36.4 -30.7 441 -40.1
P+C Watcha, Netflix -14.2 -8.1 -8.5 9.3
C Tving -49.5 -36.7 0.3 27.4
Wavve, Naver TV, Watcha, Kakao TV, Tving,
. Independent Netflix, Amazon Prime Video 2L = b ot
Provider
Characteristics Linked Seezn, U+ mobile tv, Mobile B tv -46.0 -31.9 9.1 -18.7
MCN Afreeca TV, YouTube -34.4 -31.2 -44.9 -39.8
Seezn, U+ mobile tv, Wavve, Mobile B tv,
C RMC Watcha, Tving, Netflix, Amazon Prime Video 272 -28.3 85 210
ontents
Producing RMC+UGC Naver TV, Kakao TV -42.1 -26.0 -25.0 -41.3
UGC Afreeca TV, YouTube -34.4 -31.2 -44.9 -39.8
VOD Seezn, Wa\{ve, Mpbile B tv, Watcha, Netflix, 2438 276 96 2199
.. Amazon Prime Video
Provision
Method VOD+Real-time | Naver TV, Kakao TV, Tving, YouTube -42.7 -36.6 -40.4 -39.9
Real-time U+ mobile tv, Afreeca TV -25.7 -15.1 -27.4 -34.6
Total -31.2 -29.5 -25.6 -30.9
*C: Content, P: Platform, N: Network, D: Device
**Shading was applied when the sensitivity score of each type was higher than the ‘Total.’
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AtdAte] Abg] B (Provider Type) AHHTE
Al R, 214 717K Total) 715 FHE+T € 2(P+C)
7} -934oR 7P Egkon] | E9=(-18.7%)%}
Zel2(-49.2%)7} 1 FE o]k 20184 wiR] 2020
| AR P Wl e 3 vESY=
(+55.0%) = 2020 71+ Ag w3t 9.1 o= A1
Eoker, ZE=0) 3 =3 243k 49.240] S}
skl

Ald Al EAW(Provider Characteristics) 7334
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(-39.8%)°] L FE o]ick 2018 tv] 2020 7
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o

QAF thv] Ao vehve S g3t 5
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v FAA]] FrHE wa g)glen, B3] o] 52 &
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