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Abstract This study deals with the influencing factors on flow and addiction perceived by users of
Tiktok service, an SFV service platform that is expanding the market in the middle area between social
media and OTT. As the number of Tiktok users increases, researchers thought that research on the
cause of addiction would be necessary. Since media users lack media consumption time, they produce
and share SFVs rather than long videos, and are affected by exogenous variables. In addition,
attachment is divided into interpersonal relationships and attachment to services, and the path of
attachment was confirmed to be connected to flow and addiction. Through this study, the researchers
considered that there were theoretical and practical contributions in that the path leading to addiction
of video media services was set and verified as self-exposure and attachment, flow and addiction.
These research results can be applied to more diversified video-centered media services, and can be

expected to be used for new media emerging in the future.
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Table 1. Results of reliability and validity analysis

Variables of proposed model Standfg:;ig fizn T-Value CR AVE Cronbach a

SE1 0.951 * 29.720

1. Social Self-Exposure (SE) SE2 0.967 * - a) 0.935 0.828 0.957
SE3 0.904 * 23.852
AX1 0.958 * -

2. Social Interaction Anxiety (AX) AX2 0.909 * 20.169 0.856 0.666 0.908
AX3 0.770 * 14.161
EA1 0.854 * 19.073

3. Interpersonal Attachment (IA) EA2 0.964 * 29.357 0.921 0.796 0.943
EA3 0.954 * -
IA1 0.860 * 18.654

4. Entertainment Factor (EA) 1A2 0.950 * - 0.849 0.653 0.891
IA3 0.778 * 14.742
SA1 0.916 * -

5. Service Attachment (SA) SA2 0.867 * 18.008 0.893 0.735 0.928
SA3 0.919 * 21.076
FL1 0.882 * 20.437

6. Flow (FL) FL2 0.951 * - 0.897 0.744 0.939
FL3 0.918 * 23.202
AD1 0.944 * 24.090

7. Addiction (AD) AD2 0.932 * - 0.909 0.769 0.944
AD3 0.889 * 20.011

Summary of model fit indices: X?=406.194 df=168, p=0.000, X*/df=2.418, RMR=0.088, GFI=0.827, AGFI=0.763, PGFI=0.602, NFI=0.915, RFI=0.894,

IFI=0.948, TLI=0.935, CFI=0.948, PNFI=0.732, PCFI=0.7568, RMSEA=0.089,

* 1€0.001, a) fixed to 1

[R1EA A7 AFRF 9 7|29l A=} A=
Table 13} Zro] ERIg 4= SIgich AAZQ BHE A
Hols X2 406.1942 UERHY, AREE 168,
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ot el el AP0 A Se o
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139 204 AL s AERA
= Wo}%‘\ﬁ} ﬁﬂrL Table 337 22, 98l o
B A A= oS} 2ok X 537.881, A
182, p=0.000, X*/dfi= 2.955% Ul FA] 1004 34}
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Table 2. AVE and SMC(Squared Multiple Correlations)

Variables 1 3 4 5 6 10
1. Social Self-Exposure (SE) 0.828 *
2. Social Interaction Anxiety (AX) 0.203 0.666 *
3. Interpersonal Attachment (IA) 0.623 0.260 0.796 *
4. Entertainment Factor (EA) 0.204 0.123 0.239 0.653 *
5. Service Attachment (SA) 0.375 0.166 0.460 0.846 0.735 *
6. Flow (FL) 0.244 0.200 0.271 0.712 0.697 0.744 *
7. Addiction (AD) 0.412 0.347 0.518 0.401 0.623 0.563 0.769 *

Table 3. Results of Model Estimated by AMOS

Path of proposed model istgamndgg(ijziﬁg T-Value Results
Interpersonal Attachment (IA) — Social Self-Exposure (SE) H1 0.749 *** 13.661 Support
Interpersonal Attachment (IA) — Social Interaction Anxiety (AX) H2 0.232 *** 4.448 Support
Service Attachment (SA) < Entertainment Factor (EA) H3 0.895 *** 17.415 Support
Service Attachment (SA) «— Interpersonal Attachment (IA) H4 0.335 *** 8.622 Support
Flow (FL) < Service Attachment (SA) H5 0.831 *** 13.611 Support
Addiction (AD) < Interpersonal Attachment (IA) H6 0.469 *** 8.467 Support
Flow (FL) — Addiction (AD) H7 0.541 *** 9.469 Support

Summary of model fit indices: X?=537.881 df=182, p=0.000, X*/df=2.955, RMR=0.423, GFI=0.786, AGFI=0.728, PGFI=0.619, NFI=0.887, RFI=0.870,

IFI=0.922, TLI=0.910, CFI=0.922, PNFI=0.769, PCFI=0.799, RMSEA=0.104

) p¢ 0.1, %) p¢ 0.05, *¥) p( 0.001
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