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Abstract As the popularity of single-person media content increases, We investigated the causal relationship
between perceived value and intention to recommend to others. Individuality was studied on the tendency to
sensation seeking and novelty seeking, which is a tendency to take boredom sensitive to monotonous and repetitive
daily routines, and novelty seeking refers to new information and stimuli. The hypothesis was that high sensation
seeking and high novelty seeking would perceived emotional value, epistemic value, and economic value for a single
person 's media content. Hypothesis testing was performed using multiple regression analysis using SPSS21. As a
result of the hypothesis test, The novelty seeking has a positive effect on emotional value, epistemic value, and
economic value. Users who want to explore and enjoy new things could perceived the emotional value of having
fun, fun, and sadness through single-person content, perceived a epistemic value and enjoy new information and
situations as a tool to recognize new stimuli and know what they didn't know. And it could be seen that users
perceive the economic value that they can enjoy at low cost or free service. The sensation seeking has a significant
effect on epistemic value, but it did not affect emotional value and economic value significantly. Those who have
a high tendency to sensation seeking can perceive curiosity about one-person media contents, so that they can
perceive epistemic value. However, those who feel that they have not significant influence on economic value and
emotional value can easily understand that expecting one's content does not feel bored by paying for a low cost or
free service.

Key Words : Sensation seeking, Novelty seeking, Emotional value, Epistemic value, Economic value, Recommendation
intention
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Fig. 1. Research model

B ATREE AT FAFTAR 27145
FA o] 191 vlrio] AlRe] A2k 749 74 74,
AAA Aol wAE P Avn g
ECSUEEEEREEEE

2l WA G B 254 gag Fan



162 d=g3sts]=aA A|9d Al125

2l 191 ve ol 2 ARk 4 @ gsh} Ae 3714 g, @ralel Fude
M, A AN UG A4 AoE wn theat 2 1 o}d) Sele|=g wi Alo] AT AR, @t
o] e AR, = E5h A AR A Qe gl Helek. A

\

WAL AT ] B2 o)At 19 riYolZl V1A A [6]9] IIFE EdlE ] 5o R 4
zo] i A A E AR A4 stk Qe MEE A& Felry|E EA45ks Hol
Zlo]t}. o, @ e Az A E77t gl Aotk @'y A
VA2 ATVl B o] 8A= 19l HHelE 2R AS Folste Ao, @y wjd AR RS
glzo] gt A4 7HAE SAHA SR A4 E7]e AHeltF. A7k THA| T A F 74 e AR 7
Zlo|t}, A= (1019 A+ Fastgen, Aedse 72474 A
W3 g o] T ol 82kE 191 MiYojEdl dEo R thgF Ak ve dld ZRxE ol&tE T
zo g AAA 7S AR AT <F DEARFE =AY, @7]Fe] FoF, @HEE =
Aotk A, U g ZR=E o]8shd OBAZ dRE
TWL: AT 0] T o8 akE 19l HTolE A g dnk, @AIAFAIRE U] £ AR 9 AL Al
glzo] gk 224 7pxE FAHH o A4 7He AAY Bl Y, Q@Eld ZHEE o] &5k
Zlo]t. Ao] AA Aty A4 H 712 o A3 [9]9] A
WG A ko] & o] gk 19 MY el B Fusglon, dREEES ) dEoz tgy) g
zol| gt AAA 7HAE THHeRE A4 ve A ZExE o)&she w3 Ot 2714 Y
Zlo|tk AA @, @l Al 22 AR AlTdy, @
TPE6 AFTYFe] L olAb 1 vl AH 878 Bedony, @EA Wl the 44
dd] dg ZA% S 3 eR A 8w Aojek, FALEE (12149 97E vhgo
Aolth 2 v gBoz FYsgon], vhevt 2v UHY 24
22 U2 Aol 2388 Roltt, QU AlgrEel
19] wejojzelzo] dis) AZkEl AR 4K, o] 18] Eelze] 3G ol7|a Aol @rTkE AldE
A A, AAA FDE A ZEPE ERIGA 21T oA ElF 19 2UXE o] &3t=E AT o, @'y
LTt =& AR Hi thie] M-S ARt = AJEA g Ze=E ik AL vlgo] Il
VAT A 7HA = 19 Y o] 2Rl =] 30 L
A4 4L 03 Zeoln 4.2 ZAPEE R AT A R4
7198 AAH 4R 19] virel sl F319) o
<A FFE A Aot Table 1. Demographics of the respondents.
P9 AAH 7= 191 v ez FHYg=
9 A 7= 1 1d e el = Demographics Frequency Ratio(%)
544 Ge vE Aolrt, Gender Female 175 22
Male 128 57.8
Less than 20 21 6.9
Between 20 and
Age 271 89.4
B AT Less than 24
4. <mA E# More than 25 11 36
Less than 500,000
41 }g%:ﬁ}é won 231 76.2
Between 500,000
AEdES oo AATE FaR s9em 54 Monthly | won and Less than 67 2.1
- - - N - income 1,000,000 won
Hsz T 4AE TG AEFEL [l B Setmeen 1000600
o] MANBS)EHE Z= theo] ) oz A5 won and Less than 5 1.7
= o o o =10 2,000,000 won
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o9 303%-0] AEAE o] skl TMIHATEAE AAlst & AHEe FARYeR 2QAAAE B B 07
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NP E BN Ea B 2 Y HABgS Axsiar. 8 SR Agsitta & 4 gl=Ele], 544
A, B AZS 95 varimaxA o® o KMO 08B WEh} 2 o] 22 2914 9 2l
& A= Table 20 LERL 9tk Eas FE 7Sl AAd 2RdE & 5 9l

Table 32 FeHEA A o] et 2 2 A9 34
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Table 2. The measurement model for independent

and dependent variables. AA 7R, BAA 7R, FE el me] Mg 7] A
= = 77V 2= LA Bkal A A A 2] 0] WZ=7}o
Measurement Factor Cronba S BTt AT AL BAH THA] e it
tem Loadng | chisa | o7k o155 0ol el AT 918
Sensation _
Seeking 4 869 o5, 11 9]e] WEze] A AAE 001 Fo]5Fol A
Sensation Seeking Sensation 863 89 AAAA T} Q= Ao2 YT
Seeking 3
o2 |
Novelly Seeking 3 % Table 3. The correlation analysis
Novelty Seeking Novelty Seeking 4 782 .85 Sen- | Novel-S| Emo- Epis- | Econ- | Reco-
Novelty Seeking 1 707 Seek eek value | value | value | intend
Emotional Emotional value 2 .838 Sen— 1 531" 3117 349" A7 317"
mvgﬂfe”a Emotional value 3 | 811 91 Seek 000 | 000 | 000 | .41 | 000
Emotional value 1 769 Novel- | 531" 1 519" 4737 2617 584"
Perce Epistemic value 3 790 Seek | .000 _ | 000 .000 000 | 000
-ived | Epistemic | Epistemic value 4 778 Emo- | 311 519 1 605 | 255 625
value value Epistemic valug 2 758 88 value 000 000 000 000 000
Eoi - e 1 '7 76 Epis— 349" 473" .605” 1 389" 577"
| Epistermnic value - vaue | 000 | 000 | .000 000 | 000
Economic | Economic value 3 | 835 9 Eoonval| 117 | 261" | 255" | 389" | 3220
value | Economic value 1 | 832 ve | 041 | 000 | 000 | .000 000
Recommendation 83 Reco- | 317" | 584" | 625" | 577" | 322" ’
intention 4 i intend | .000 000 .000 .000 .000
Recommendation 785
Recommendation intention 5 ' %
intention Recommendation 760 ' 4.4 7]_;2 Zj =7 31]_ \;1% %g
intention 3 ) ’
Recomrendaton | 720 7Vdel AL 918 SPSS 218 o] §alo] T3 AE
Intention - N =
KMO=885, Bartleti’s test=4076994, p-.000 A& Ak 7M1 AAETA ] 2 Al A
= 19 vejo} zalzel] Ug A g SRH o
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A Zre Aoty e 7HdS B=.049, t-value= 837, p=.403 dzo) et AAH 7IAE sHH oz A4 Aoty
o= eh} 12T, A2 AR TR o) AFATHE B 43, t-value=65, p=5172 R 7]
S AR 18] mitjolEel o) it A VENE T AEHSAE 7HE6 AT FTFAE Tl B ARE 19
Ao A7ke Foltfel= 7S 3-493, t-value=8479, njtjo] & | i3t AAA 7HxE FAHAow A7E
p=0002.% Yeh} AQHESIT) Aoltf o] AFAIE= B=27, t-value=4.086, p=.0002.=
73 AT AsRe] e A A= 19 mo]ZEl YeR} e
2o v A48 S 2AA0 ALY AL B Tbl~69] RAAIE R, BAFFATE 242
=136, t-value=2.288, p=.0232.% Yel} A= om, 7Fx o foleht, A A JkxeF AAZ Aol = o
V4 A7 FTFAA ] w2 AR 19 mEojZEl &S nX]XH] g Ao® YElt ol vHEEE A3
zo it XA H 7}xE T o2 A7E Aot & o giE] f4A AFES =75 A 19 vYoiEd 2
Al B=401, t-value=6.730, p=0002.= Yeht} A= o i8] A= A8 7S FFAE 9o A
oh 7HE5 AR o] & AFAE 12 vitlolE 4§78 F2AY 5 9l ) v A4H AN E L
Table 3—1. Results of Regression Analysis(The effect between Personality and Emotional value)
Path 9 Adjusted . Regression coefficient  val s
a R R? B standard error B value o
Hi Sensation Seeking — 039 046 049 837 403
Emotional value
- 271 .266 55.84
Ho Novelly Seeking = 425 050 493 8479 | 000
Emotional value
Table 3—2. Results of Regression Analysis(The effect between Personality and Epistemic value)
) Adjusted Regression coefficient
Path > F B t value Sig.
R R? B standard error
H3 Sensation Seeking — 123 054 136 2288 | 023
Epistemic value
: 237 22 4663
Ha Novelly Seeking — 39 058 401 670 | .00
Epistemic value
Table 3—3. Results of Regression Analysis(The effect between Personality and Economic value)
Path 9 Adjusted . Regression coefficient 8 © val s
a value ig.
R R? B standard error ¢
H5 Sensation Seeking — -042 065 043 - 650 517
Economic value
- 062 .056 9.9%6
H6 Novelty Seeking — 290 o7 270 4086 | .000
Economic value
Table 4. Results of Regression AnalysisII(The effect between Perceived value and Recommendation intention)
path 9 Adjusted E Regression coefficient vl s
al R R? B standard error B value 0.
H7 Emotional value > 481 059 4% | 8187 | 000
Recommendation Intention
Epistemic value—
H8 Recommendation Intention 463 457 85.81 264 .055 271 4833 .000
Ho Economic value 095 041 107 2327 021
Recommendation Intention
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