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[Abstract]

With rapid digital transformation, the media industry has undergone significant changes. This study analyzes the factors
influencing the continuous usage intention and viewing satisfaction of TikTok's paid service users. Using the UTAUT2 model, it
examines the effects of performance expectancy, effort expectancy, and social influence, as well as the impact of creator attributes
and content flow on viewing satisfaction. Structural equation modeling reveals that UTAUT2 factors positively impact viewing
satisfaction, with performance expectancy and hedonic motivation being the most significant. Creator attractiveness affects both
viewing satisfaction and content flow, while credibility, expertise, intimacy, and similarity enhance viewing satisfaction through
content flow. Content flow increases satisfaction, which in turn leads to continuous use intention. This study provides insights for

TikTok to improve user experience and maximize the value of its paid services.
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Table 1. Demographic characteristics

Item FreaLizncy Percent (%)
(people)
Male 146 47.87
Gender
Female 159 52.13
Under 19 40 13.11
20~29 126 41.31
30~39 78 25.57
Age
40~49 26 8.52
50~59 30 9.84
60 and above 5 1.64
Less than 800,000 144 68.04
Income 800,000-1,200,000 67 11.38
(KRW/ 1,200,000-1,600,000 36 6.9
month) 1,600,000-2,000,000 17 412
More than 2,000,000 41 9.56
High school graduate or 35 787
below
Education Attending or graduated 240 86.08
college
Attending or graduated 30 6.05
grad
Less than 30 minutes 38 12.46
Daily 30-60 minutes 81 26.56
usage 60-90 minutes 64 20.98
time 90-120 minutes 33 10.82
More than 120 minutes 89 29.18
Marital Single 216 79.78
status Married 89 20.22
4-2 B0l £
E 2. BN 20l84
Table 2. Exploratory factor analysis
Eigen | Cumulative | Cronbach's
[tem Value S h
value | % Variance alpha
Q1-1 | 0.852
Q1-2 |0.890
PEe’forTance 6.611 | 15.741 0.919
xpectancy: | 1-3 | 0.901
Q1-4 | 0.894
Q2-1 | 0.797
Q2-2 | 0.755
- Eef;ct’;no 3.263 | 23.510 0.831
P Y | Q2-3 | 0.819
Q2-4 | 0.730
Q3-1 | 0.784
i Q3-2 | 0.833
| ?Ioc'a' 3.115 | 30.927 0.807
nfluence 1 q3-3 | 0.769
Q3-4 | 0.758
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Q4-1 | 0.841

Faciliting Q4-2 | 0.798

Conditions

2.565 37.034 0.860

Q4-3 | 0.803

Q4-4 | 0.824

Q5-1 | 0.799

Hedonic

Motivation Q5-2

0.797 | 2.394 42.733 0.711

Q5-3 | 0.734

Q6-1 | 0.843

Price/Value | Q6-2 | 0.835 | 2.238 48.061 0.814

Q6-3 | 0.830

Q7-1 | 0.794

Q7-2 | 0.902

Habit 2.187 53.268 0.812

Q7-3 | 0.784

Q7-4 | 0.680

Q8-1
Q8-2

0.862

0.871

Credibility 2.086 58.234 0.900

Q8-3 | 0.858

Q8-4 | 0.843

Q9-1 | 0.834

Expertise Q9-2 | 0.825 | 1.770 62.447 0.804

Q9-3 | 0.784

Q10-1 | 0.769

Q10-2
Q10-3

Attractiveness 0.795 | 1.646 66.366 0.787

0.811

Q11-1 ] 0.869

Intimacy Q11-2 ] 0.850 | 1.535 70.021 0.784

Q11-3 | 0.868

Q12-2 1 0.879

Similarity Q12-3 ] 0.852 | 1.292 73.098 0.873

Q12-4 | 0.850

KMO and Bartlett's Test Results
KMO Measure of Sampling Adequacy = 0.770 — Bartlett's Test of

Sphericity: Approx. Chi—Square = 6711.083, df = 861, Sig
(p—value) = 0.000

Al @oliA Azl KMO ghol 77022 do|g7} &
QR A wesi. Fe e 4T, =
Go]o), Ahe A g, BAEd, oA B, M w84, &
¥, a2]ar ool £4(RIFA, AR, miEA, A,
AP o= Fasen, 7F 8919 ke 15.741%

o)A 73.098%714 thkslglth BE
A7} 0.8 o)Fo = Ve AlF vy

29} 2,

229l9] Cronbach's a
F gkt A4 23t

L
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Table 3. Internal consistency reliability
ltems Lo(;‘étiﬁgs VIF Cr%gﬁgh‘s CR | AVE
Q-1 | 0.880 |2.516
e 21:2 2:22? 222 0.920 |0.943]0.805
Q-4 | 0.919 |3.507
Q2-1| 0.816 |1.871
Q2-2 | 0.826 |1.779
Expif;ct’;tncy 3 085 121091 08%2 |0888/0.665
Q2-4 | 0.760 |1.604
Q3-1| 0.801 [1.719
i Q3-2 | 0.887 |1.995
ln?lﬁgfée oo om0 Troas] 00 |0873[06%s
Q3-4 | 0.739 |1.517
Q4-1| 0.864 |3.588
CFoar%'iitti‘QSS 21:2 2:223 222; 0.860 |0.905|0.704
Q4-4 | 0.839 |2.788
Q5-1 | 0.804 |1.455
MHO?SZEL; Q5-2 | 0.829 |1.478| 0.712 [0.839|0.635
Q5-3 | 0.757 |1.302
Q6-1| 0.844 |1.864
Price/Value | Q6-2 | 0.913 |1.850| 0.815 |0.886|0.722
Q6-3 | 0.788 |1.711
Q7-2 | 0.832 |1.668
Habit Q7-3| 0.895 |1.842| 0.778 |0.870|0.691
Q7-4 | 0.763 |1.471
Q8-1| 0.862 |3.314
Credibility Q672 0875 |3.566 0.900 |0.930(0.768
Q8-3 | 0.883 |2.777
Q8-4 | 0.884 |2.668
Qo-1| 0.830 |1.776
Expertise | Q9-2 | 0.879 |1.873| 0.804 |0.884|0.718
Q9-3| 0.831 |1.617
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Q10-1| 0.839 |1.553
Attractiveness | Q10-2| 0.859 |1.762| 0.788 |0.876(0.701
Q10-3| 0.813 |1.694
Qi1-1| 0.909 |2.353
Intimacy ~ |Q11-2| 0.902 |2.376| 0.874 [0.922|0.797
Q11-3| 0.867 |2.324
Qi2-2| 0.898 |2.519
Similarity |Q12-3| 0.872 [2.133| 0.874 [0.922|0.798
Qi2-4| 0.909 |2.477
Q13-1| 0.794 |1.492
Content Flow |Q13-2| 0.866 |1.976| 0.802 [0.884|0.717
Q13-3| 0.879 |1.978
Ql4-1| 0.775 |2.062
Q14-2| 0.753 |1.991
Satisfaction Q1a-3] 0720 11307 0.733 0.832|0.553
Qi4-4| 0.725 |1.231
Qi5-2| 0.879 |1.694
ucsgr:gt”;n?fn Q15-3| 0.890 |2.523| 0.836 |0.898|0.747
Qi5-4| 0.822 |2.141
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Table 4. Fornell-Larcker criterion for discriminant validity
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Social '

Q1 Q2 Q3 Q4 Q5 Q6 Q7 Q8 Q9 Q10 Q11 Q12 Q13 Q14 Q15

Q1 0.897

Q2 | 0.233 | 0.816

Q3 | 0.026 0.09 0.796

Q4 | 0.138 | 0.277 | 0.046 | 0.839

Q5 | 0.004 | 0.193 | 0.215 | 0.105 | 0.797

Q6 | 0.046 | 0.166 | 0.148 | 0.057 | 0.057 | 0.850

Q7 | 0.113 | 0.167 | 0.143 0_609 0.102 | 0.072 | 0.832

Q8 | 0.093 | 0.241 0.051 0.180 0.1 0.099 010_29 0.876

Q9 | 0.137 | 0.204 | 0.143 | 0.227 0_602 0.015 | 0.095 | 0.196 | 0.847

Q10| 0.134 | 0.324 | 0.155 | 0.208 | 0.183 | 0.228 | 0.108 | 0.183 | 0.281 0.837

Q11| 0.189 | 0.177 | 0.019 | 0.162 | 0.015 | 0.171 0.113 | 0.212 | 0.243 | 0.223 | 0.893

Q12| 0.157 | 0.275 0.618 0.208 | 0.068 | 0.032 | 0.016 | 0.180 | 0.224 | 0.203 | 0.212 | 0.893

Q13| 0.319 | 0.361 0.155 | 0.261 0.118 | 0.064 | 0.084 | 0.330 | 0.345 | 0.351 0.355 | 0.381 0.847

Q14| 0.356 | 0.591 0.267 | 0.375 | 0.292 | 0.267 | 0.236 | 0.194 | 0.228 | 0.439 | 0.176 | 0.290 | 0.462 | 0.743

Q15| 0.233 | 0.232 | 0.101 0.611 0.159 | 0.162 | 0.129 01691 0_644 0.165 0.626 0.046 | 0.053 | 0.547 | 0.864
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Table 5. Hypothesis verification results

El

-
S 2 Ay

|20 BHEE ot XA o of 2
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Hypotheses (0) S.D. t-value -value Result
Hi—1  Cerformance - Satisfaction 0.173 0.042 4.105 e
Expectancy
H1-2 Exp'fefé?;cy - Satisfaction 0.332 0.046 7.235 ey
H1-3  Social Influence - Satisfaction 0.123 0.042 2.905 - AN EH
Hi-a  Lfactiing - Satisfaction 0.171 0.049 3.450 - A
H1-5 M'lﬁfi‘;:'gn - Satisfaction 0.120 0.046 2.589 : e
H1-6 Price/Value - Satisfaction 0.131 0.039 3.344 - {f 4
H1-7 Habit - Satisfaction 0.102 0.040 2.524 : RN EH
H2-1 Credibility - Satisfaction —-0.034 0.041 0.829 0.407 7|2t
Ho-2 Expertise — Satisfaction -0.017 0.043 0.386 0.699 7|2t
H2-3 Attractiveness - Satisfaction 0.150 0.046 3.298 " R EH
H2—-4 Intimacy i Satisfaction -0.072 0.050 1.444 0.149 7|zt
H2-5 Similarity - Satisfaction 0.057 0.043 1.349 0.178 712
H3-1 Credibility - Content Flow 0.184 0.054 3.374 ” XH EH
H3-2 Expertise — Content Flow 0.159 0.045 3.532 R Ed
H3-3 Attractiveness - Content Flow 0.183 0.048 3.845 ZHE
H3-4 Intimacy — Content Flow 0.186 0.051 3.657 R E4
H3-5 Similarity — Content Flow 0.236 0.049 4.785 R E4
H4 Content Flow - Satisfaction 0.160 0.051 3.123 " R EH
H5 Satisfaction - CO'}EPeUnC;Lfn“SQ 0.547 0.049 11.242 A ey
"p<.05 "p<.01, " p<.001
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