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The Impact of Heuristic Viewing Characteristics on Continuance
Intention Among Short-Form Content Users:

The Mediating Effect of Emotional Responses
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[Abstract]

This study examines the effects of heuristic viewing characteristics on continuance viewing intention among short-form content
users and investigates the mediating role of emotional responses. Data were collected through an online survey of 258 users who
had experience viewing short-form content; these were analyzed using SPSS 29.0 and SPSS Macro 4.3. The results show that
representativeness, availability, and affect heuristics have significant positive effects on emotional responses, whereas anchoring
and adjustment does not. Emotional responses also have a significant positive effect on continuance viewing intention.
Furthermore, availability, affect, and representativeness heuristics significantly influence continuance viewing intention, while
anchoring and adjustment do not. Emotional responses mediate the relationships between representativeness, availability, and affect
heuristics and continuance viewing intention. These findings suggest that short-form content consumption is driven by intuitive
information processing and emotional experience, with emotional responses playing a key role in sustaining user behavior.
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Table 1. General characteristics of participants

Classification N %
Male 57 22.1
Gender
Female 201 77.9
Teens 6 2.3
20s 99 38.4
Age
30s 92 35.7
40 or older 61 23.6
High school graduate or below 16 6.2
) ) College enroliment/graduation 22 8.5
Highest Education Level - - -
University enrollment/graduation 181 70.2
Graduate school or above 39 15.1
Less than 30 min 88 34 .1
Average Daily Short-form 30 min—1 hour 86 33.3
Content Viewing Time 1-2 hours 50 19.4
2 hours or more 34 13.2
YouTube (including Shorts) 220 47.8
Main Short-form Content TikTok 35 7.6
Platform Used Instagram (Reels) 190 41.3
(Multiple Responses) Naver TV 8 17
Others 7 1.5
Rarely watch 13 5.0
1-3 times per month 21 8.1
Short—form Content Viewing 1-2 times per week o6 10 1
Frequency
3-4 times per week 49 19.0
Almost every day 149 57.8
Total 258 100.0
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Table 2. Reliability and validity of heuristic viewing characteristics

Representa— TSN
Affect Availability | "o and
ltems s s tiveness .
Heuristic Heuristic L Adjustment
Heuristic L
Heuristic
15. I tend to vvat.ch ;hortfform cgntent until the end when | am emotionally 790 092 172 177
attracted to it without a specific reason.
16. Wheh the mooq or.energy conveyed by the content feels positive, | want to 788 50 153 180
continue watching it.
14. Short—form content that makes me feel good or entertained tends to be 733 55 054 145
watched repeatedly.
6. When | frgqyently encounter a certain type of short—form content, | tend to 177 802 343 062
choose similar videos.
7.1 becomg more interested in videos similar to short—form content that remains 271 761 200 219
strongly in my memory.
5. | naturally watch short—form content that frequently appears in recommendation 240 712 317 135
feeds.
2. ]f the style or format of. the content |§ similar to familiar types, | decide to watch 168 931 847 087
it without closely examining the details.
1.1 Fend to watch short—f.orm cpmem if its format or atmosphere resembles popular 244 173 790 149
videos | usually associate with short—form content.
3. | feel more trust toward videos that follow trending short—form content styles. -.016 .310 .666 .055
11. My flrstllmpressmn Qf subtitles, music, or screen composition affects my 027 136 050 860
evaluation of the entire content.
10. If | p.ercelve the. contept quality as high in the beginning scenes, | tend to 390 022 143 708
continue watching until the end.
12. If the pontent does not deviate greatly from my initial expectations, | continue 343 o84 109 519
watching it.
Eigenvalue 2.253 2.145 2.132 1.699
Variance Explained (%) 18.778 17.875 17.770 14.156
Cronbach’s a 773 .826 .762 .639

KMO=.870, Bartlett's test=1190.633(p<.001), df=66
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Table 3. Reliability and validity of emotional response

S

B 4. XEAHo s SHEEe| MEz 5 ElEE

Table 4. Reliability and validity of continuance viewing

Emotional intention
ltems i
Response Continuance
. o . , ltems Viewing
2.1 expeﬂence positive emotional changes while 859 Intention
watching the content.
2. lintend to repeatedly watch short—form content 865
4. My overall viewing experience is remembered as 830 on the platform whenever | have time. ’
satisfying and pleasant. ’ ;
3. | plan to continuously search for short—form 847
3. | feel that the mood or flow of the video affects my 707 content with similar topics or formats. '
emotions. 1. lintend to continue watching this type of 817
1. | feel enjoyment or fun while watching the 781 short—form content in the future.
short—form content. ’ 5. lintend to maintain short—form content viewing 812
- - - - - - - as part of my daily routine. ’
5. Emotional immersion or lingering feelings continue 710 - -
even after watching the content. : 4. | may increase my platform usage time to watch 774
this content. ’
i 17 .
Figenvalue 3176 Eigenvalue 3.392
Variance Explained (%) 63.518 Variance Explained (%) 67.835
Cronbach’s a .849 Cronbach’s a 877

KMO=.822, Bartlett's test=577.059(p<.001), df=10

http://dx.doi.org/10.9728/dcs.2026.27.6.1537 1542

KMO=.833, Bartlett's test=679.887(p<.001), df=10



LZ JHIX 0| X2 FE|AE A|IHEMO| X|EA|H | Fof 0|X|= Ysk 2™ uteo| ofr st

A T S=o

E5. 72 Holo| 7|25 ¥ oltel] E3hel F0 wel 7k T 4 A3k £ 6
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Representativeness 338|098 | 1-5 |- 568 |- 149 PN o o1 - _
Heuristic . : : : AEA A A Eo . o)t AH(+)9] FAAAE YEeRTE 3
Availability A AN A AEAP ol Fo13 A(+) o] g
Heuristic 3.77 | 0.93 | 1-5 |-.828| .391 - L ~ ‘ ~
Heuristic 2 Holt= Jo FAHU ofejdt Auk Frag A%
Anchoring and EX g 28RS 2|2 X) o) =) A 2 wlA gl o3k )|
Adjustment 4.09 | 0.72 | 1-5 |-.917|1.395 5747+ 4 oo 154178 )7k A 2 =R Ak o] 8L
Heuristic 5 AR
Affect Heuristic | 4.04 | 0.88 | 1-5 |-.990| .695
Emotional Response 3.20 | 0.83 | 1-5 |-.056|-.096 4-4 A3 1ol AS
Contiruance Viewing | 338 | 0.92 | 1-5 |-.260|-.314
S Rl o] gApe] Fel g APEA o] AN 1]
A= G BAG Aok E 73 2ok FARA 24 o

4-3 7|28 % AEA = _
ZE3AAE 3t A3} VIF g 1.440~1.957% el
= =2

=49 slelal] 98 Wit gEAAk 1= 212, Durbin-Watson #k= 2.0662.
474 AEZ o) 911+9]r s 3l 2 kY] =59Ae]l drHn IFRge] AdwHe
R2=357% YER} 2k 4 35.7%% dysl= Aow &

Ao, Byl A= F=35.113(p<.001) L2 F4
Ao fFefalnt. =¥ -r/] FEES vy, g
F2]=8(B=.263, p<.00D), 7F FE="H(B=.219,

E 6. T2 HQl Zh Ak
Table 6. Correlations among major variables

Heuristic
Anchoring ' Continuance
Variables Representa | »\ - ijabiit and Affect | motonal | = viewing
—tiveness 1olsy ; el Response .
10 Heuristic | Adjustment | Heuristic Intention
Heuristic L
Heuristic
Representativeness Heuristic 1
o Availability Heuristic .615™" 1
Heuristic
Anchoring and Adjustment Heuristic .335™"" 433" 1
Affect Heuristic 386" 525" 516" 1
Emotional Response 498" 515" 369" 4427 1
Continuance Viewing Intention 510" 601" 375" 504" 595" 1
"p<.001
E7. %% 20X 0l8Re| f2lAE M SHo| 2y uhgl ojxlE P
Table 7. Effects of Heuristic Viewing Characteristics on Emotional Response among Short-form Content Users
Unstandardized Coefficient S(t?ndf?rqzed
Variables oefficient t P VIF
B SE I¢]
(Constant) .600 .259 2.312 .022
Representativeness Heuristic 223 .054 .263 4.091™" .000 1.631
Availability Heuristic 195 .063 .219 3.105™" .002 1.957
Anchoring and Adjustment Heuristic .108 .069 .094 1.561 120 1.440
Affect Heuristic .166 .060 A77 2.760"" .006 1.615

Dependent Variable: Emotional Response

R*=.357, Adjusted R?=.347, F=35.113"*", p=.000, D/W=2.066

“p<.01, ***p<.001
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Felg, 7184 el g
. ol E}E} 714 H1-1, H1-2,
& 7123

15-0] A4l o] w A o
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SAHIES] 35.4%F ARFHE Ao

S+ F=140.536(p<.001) &
TEgh 2P RR(B=.595, p<.001)>

o thg 7 urgol
shelmgle

of X|&A|R 2]

|=ofl o|x|= ¥&
Table 8. Effect of emotional response on continuance viewing
intention for short-form content

e
$95E A

W, 7Pd H2+= A

Unstandardized | Standardized
Variables Coefficient Coefficient t D
B SE B8
(Constant) | 1.272 184 6.907 | .000
Emotional | = gg4 | 056 595 11.855™* | .000
Response

Dependent Variable: Continuance Viewing Intention

R?=.354, Adjusted R?=

.352, F=140.536""", p=.000, D/W=1.590

“"p<.001

£T 2R o)
ﬂlﬂ%%%%
FH VIF g

A= Si” Ao R

1.915% #=z}e] E2Ao] SR} AR
Re=43627 UEh} X|&A 4929 43.6%% HHehs

E9. £5 2= 0|ZAe {228 Al S4Ho| X%

A AR ¥

3to]

= o]gxle] B Al A HEA o] A LA HE
9¢} 2t} v A
1.440~1.957% 713X olat= UEh} &

gol¥9l o, Durbin—Watson

S Jo

Aee

.

Ao zof p|X]

Al

p

o= HEm, WY A F=48.968(p<.001) 02 &
AX o2 frolalqlnl. SHwr] S A9 Ed, 7F8A
FEAEE=302, p00D), WA FelsE(p-2%5,
p<.001), tEA FE2=E(B=.198, p<.01) AHAIH Y=
o frolgh A(+)9] FaS vA= A o= Yesdth vhiE 7]
T 2 24 FEage foskA] 42 o= IRIFH
A FEFE e 7R FrElaE, I FrElsE, oA F
g 28 Fow UEeisten, ofd wat M4 H3-1, H3-2,
H&AEﬂ%l%z}BS 71245 AT

= TEI= o] gA}e] F|2E AHEAH AEAIH =
7F AN Bguks-e] milaTE ASsh] 9l SPSS
Macro(Model )& &85t FEXEgY 245 HAJs1gle
W, Ade 3% 103 2k wihEse] oS i Ee
95% A F 7kl 0] E3E A o P2 Aegial, FEX
E BE-L 500032 A8t 33]. 4 A, o3

E10. =T ZU = 0[SAIe| FE|AE A SEMI XEAFHO T
ke Ao M ekl tiZi &0 HE
Table 10. Mediating effects of emotional response on the
relationship between heuristic viewing
characteristics and continuance viewing intention
among short-form content users

95%
Confidence
Path Erfect | 502 | ntenval
LLCI | ULCI

Representativeness Heuristic —
Emotional Response — .0787 | .0262 | .0326 | .1366
Continuance Viewing Intention

Availability Heuristic —
Emotional Response — .0689 | .0267 | .0226 | .1281
Continuance Viewing Intention

Anchoring and Adjustment
Heuristic — Emotlonal. Re;ponse 0383 | 0264 -.011 0923
— Continuance Viewing 0

Intention

Affect Heuristic = Emotional
Response — Continuance .0587 | .0233 | .0161 | .1080
Viewing Intention

= o5k
- o

Table 9. Effects of heuristic viewing characteristics on continuance viewing intention among short-form content users

P Unstandardized Coefficient S(t?;:fﬁgéznetd . o e
B SE B8
(Constant) .310 .269 1.151 .251
Representativeness Heuristic .185 .057 .198 3.280** .001 1.631
Availability Heuristic .337 .065 .342 5.178%xx .000 1.957
Anchoring and Adjustment Heuristic .056 .072 .044 778 437 1.440
Affect Heuristic .235 .062 .225 3.757#xx .000 1.615

Dependent Variable: Continuance Viewing Intention

R*=.436, Adjusted R>=.427, F=48.968™*", p=.000, D/W=1.915

“p<.01, ***p<.001
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