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C ) This study seeks to investigate the factors influencing the utilization of online contents subscription
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835} 27}0] T2 L& AH|AL 7|2
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Lee & Kim, 2021; Suh & Kim, 2021; Na & Dong,
2021; Zhang, 2022; B. Kim, 2022; Lee, 2022;
Kim & Kim, 2023; Chung, 2023). o}&d, t49
AFPAF A= o] &AL obd 2RI = AfH| A9
4, v, 292, 2" 5 2] FH2 75 A
|2 2o 242 Sl AR H A= A ] A
AHChung, 2020; Kim & Kim, 2020; Min, 2021;
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(Table 1) Concept of subscription service

99, AT o WEI ANAL A RS vpgor TA0) Ay
gom TRY % 9ItHPark, 2019). oIE 5o, 4 AS AXSH: WAl o Holsiei
9§ 53} go] FERY we 371H0R AL 0|9 2 AUSE BEY Au|2d 4L 2

of money on a regular basis

Researcher Concept Definition
Kim & Kim(2020) * Subscription economy-based services
J. Kim(2020) * A new business model based on the subscription economy
Na & Dong(2021) SulZ;SCl‘l.p ton * An economic model wherein consumers pay a certain amount first and
§ ervice regularly subscribe to a product or a service (Park, 2019)
. * Purchasing activities wherein an enterprise regularly provides goods or
M. Kim(2022) . . . .
services to consumers at least twice and receives payment accordingly
) * The concept of paying regular costs through the Internet and collectively
Online referring to the services of digital content
B. Kim(2022) Subscription o ST o i
Service * Considering the economic implications of a subscription, spending a lot

J. Lee(2022)

Digital-based
Subscription
Services

* Subscription services wherein consumers purchase and use are done

through digital devices, etc

FHakgH 107




| HESEY EIE A2

dl2 75 AH A0 o] 3o JF2 A= 8
£ 5 AT 20229 A5 EA] o4 ek
o h2y FaelEo] Agshe 5 FH=2
off et o] 8Ate] AL 7| 0] 86.9%= ¢
EAT ol 2]l Fd2 75 AH|AT) AlEstE

HEF A2 digt o84 77 &

Kim(2020) 18 #3715, 24715, Asst 2
A = MBI A& o] G O] 5
AR IS WAL 3R
ol AT AT 23, 22 7= A
£ o]gof 3ol 75 MBI Ao Higt £ 5
AH|2 o] o L tAlE AT e &
AALL, Thr] Qol|A] o] FAte] S0l A=
e3HA] Zstglthe A7 EAEH T mEbA 2 o
ToAE o] 84| B0 24& g0l T5 Al A
o]l mA= Gl disf Lot} gt

2.0|18xe £

1) "AE A

AEEA7|&0] HER Qo] gl digh Aol
oM, ZEU9 FOE Qs B717F E8AA|
HA o] GAEY AH] A7t AFHAUT ol &
gog Qs LT FulE AAISHA HIAUAUL, °]
SAER stolg LIl iR HEot7| k= PC
U 2EMY 52 &% vt H &8E AosHA HEqit
(Samjeong KPMG Economic Research Institute,
2021). ol 71&9 LIl = AulA7F 22l
EAES S i eE & 4 qlth

53], 23Rl 2 F= AH|Ae PCY Rupd
o 22 YA 7718 &8sl 739 FH=I A
SHE AH|20]7] fiZof o] &Ate] HAE SEA|
(Digital Literacy)= % AH|A o]&o] £Q3t Q

108 2024-0{E

Qlo] & A0 & Kt} Gilster(1997)= YAE 2
2 5% g JEE ot

HEE 540 gA 295t AHgote TYCE 4
95} tH(Na, 2022). Rubbla-Bailey(2007)= HA]
g YA E HAE 7eS AT £ ol 9%
I} AA| of @A ARETA] WA £ Q= sHOR A
95} THS.Kim, et al., 2018). T3t Rubbla and
Bailey(2007)& HAE ZEHAE HAE 71&2 A
€2 £ oh= AFY AA AZA AEEA B 5
= 5802 HosFATHS. Kim, et al., 2018). &
gt, Van Dijk(2006) YA€ ZHHAIE HAE 7]
71U QIEYl 59 B i Aot 2449 J
oA "gAd 7171¢} vtof, AE 55 S8t &
|4 HLAY7HA] =69 tHChoi, et al., 2021)

I24 HA g ZEPAE 28] 22 L5 A
A o] g0 P v|A = QR E £ AfdA= tha
RESITh ok, 220l FHl2 s AH|AQL FAF
g Al A, 21 WA, ARAAR Tl FF
< HA= 8RICE HAY HHZAE 1 AP
T e Aok

Na(2022)= YA 2JE2iAl= BidiE AH]29] gt
Z3t A7 5= B0l HItH AH AL & AR 9
To] A7HEAR] FFE Rtk g5l E3E,
Choi, et al.(2021)9] @74l 50~60tH Hjo]H]F
o Ao 44, dAE wto] EHA} 2255
oA 2|4 0]-§ o FHAQ FF= PIFITHL 5131
oH, Mun(2017)& AAIA o]-&Ate= Ho|-&A
Hlg] 2Rl &5 s 28] o] #Fo] BF =
7] YERHTH AL 3HAT. Lee(2022)9] Ao 15 A
H| A o]-g HPH o] HejAJo] A|& o] JaFS m|XItt
1 AR, o8& e HeAd ke fAE gEY
A9t BEoE & 4 9l Aol

ol 3t =9 & v o2 B dFoA= YA
2AI7} el FEH = = AJH|A o] &of FoFS 1A
A got 1A} gt

39 o

|

O



(@771 o83k T A ool &
B2 5 A2 ojgo] 2HHd §F
2 vjAn

2) AlE T AF

Al Tl A ol Feol 2-S &, Bl
HE= aHRE 7RI So]z ABRIRE & 4 9
(Yang & Jang, 2014). F-&9] 45 AMulAe= §=2
2 AEE7] gizof o]- &4 T} ko] tisfAE 1
2 EQ71 g AR Helr

AYATLE A EGNS 1), 5 AH[AY TR,
A& o8 & 5o thet b9 A4 = A
H| A0 H[ &5 F27% JF 8ol F4stqi
Kim and Kim(2020)2 7= Au|29f A4 FE
HEEE Ao E AR STt HA| o]Fof
Aof Rkl 5911, Lee(2022)= 5 AHIA o]&
H-§o] A& o] gof FFg wAL st EIE,
Kim(2022)2& 75 AH|29 Ag @9l 5 o]-&8+9]
e} o] Al ol g0l fofH]et JFS mIFIThaL k%l
o 22 UEEL, HY 5 OTT AHIA7F 254
WA Y3k &0l olEqte AU, SOl
%LUHEM E‘:}h T AHAE F5) THHGHA AR
q.E /\113]/\2 EOH 741]24 &O ) z

Fote O]%Z]”éa A & 4 9tk 53], 2 &
Q2 5 AHlAs Bl A 708 ooftt
AHIAE o&T & qlof H2Y 4H| EFES} ¥
ghetal & 4 Qi

Suh and Kim(2021)%& 0] 8A-9] 48] A4S 1}A]
Ao AT AAATFO R JLHFI] L= AU|A
gHEEof tfe] AslTh BAA 0| AFAQA 4
Hl 32 7ML QIZE 2= 5 AHlA ol&
off gt 121’_}'—“‘1:'-7]' o =0l skglow, AAIAQl 4%
o] Ao ooju|st Aake x| Skrhy 259l
o} Eﬁ} A4 2B o gA o] BEE 4 1
A 5 A2 S4AR1 I AT 5t

L), ol AFAE 20~30HHE 3HE517] W=

__o‘l

of BAIA JFHETE FAGFL A54F] | {9
o)t Uehgd Acg Bolth ot OTTE §
AR Al E= EH2E0] Holuha e, °lE1'5J
=4 FHz2S0] AAHCE & OHZlUW oTT 29

27} fgke] 83 FAE He=E1 It} Kim and
Kim(2020)2 =5 3438 4ol 5 AH| A0
et ghE o ARl YIS mHThL skglen, &
BAEZ iEiZ F hske] 247 Ha 22 =S
o]-g3tth= A A&7 L7101 5}l

oleit 012 HigoE o §2 HAH AE 7o)
Kapo] ool BRI 75 AH|2 o)) oS %)
& 891914 s 919 Thah ge A7AbEg 4
At

1] T AE T YRS L2}
62 75 AHA o] o] 4l
2 )3t

(G77182) °]
/

ro
m %o

of,
001' ¢

o
=~
oflt

oX,
wo, ¥ ox

o
o
=

tlo

:{o Eh)

Costa and McCrae9 Big 5 83
2 ARED Qe A, A4, 9
3, 233, Ao E 2T 4= It} Yang and
Jang(2014) Big 5 44 R@°l dhall (& 2)3} 2ol
J s}t
Dobre and Milovan-Ciuta(2015)2 424 §30]
22l T a0 E TS v[A+= 8elojgal of
o™, Turkyilmaz, et al.(2015)Y AFolAE= A
35 ﬂ;‘?}’ﬂ 7HH“‘4, 2o 22l S5
]’}5\ "} *El“’“ﬁr ’qﬁo%
131 St =0

o
rE

3|
A

o

% ot

I-N

N e rlo o% ¥
ol -‘]I. 0 :lO
:?Hg o ==
o) % ol
s %)

oo N
_>|~I_‘ _u
10,
°—‘~ =]
:‘:‘.:

K

2 %S “]731‘:}% 7/12 S o]oq‘ﬂr E

Dobre and Milovan-Ciuta(2015)2 A4 432 2
Zhel i} Yol & Y& PA= 8ol 51gle
o, Igbal, et al.(2021)9] Aol E= 44 73 5 4l
A8 e A, AR, 28, A 2

FHakEH 109



| SN HIIH S

* Propensity to accept new information and to be more receptive to change

(H 2) Big 5 84 ¥
(Table 2) Big 5 Personality Types
Division Definition
* Less resistance to new experiences or innovations and tendency to embrace actively any and all
Openness challenges encountered in life

Conscientiousness

* Propensity to work hard to achieve one's goals
* Prepared, thorough, rule-based tendency

Extroversion

forming relationships with various new people

* Tendency to want to interact with others and try to gain others' attention
* Characteristic of expressing one's feelings honestly and interacting with others and easily

* Propensity to maintain a comfortable, harmonious relationship with others

Agreeableness

* Propensity to maintain a friendly relationship with others by not showing one's feelings too much

Neuroticism

* Tendency to feel unpleasant emotions easily such as anger, depression, and anxiety

* Tendency to perceive society as a threat, such as showing unstable feelings that include anxiety
or depression and not trusting others well

source: Yang & Jang (2014)
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Digital Literacy

Conspicuous product

purchasing tendencies

Personlity Type

Openness, Agreeableness,
Sociability, Extroversion

Experience with online

contents consumption

The number of subscribed
online contents services

(I8 1) a2y
(Fig. 1) Research Model
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(B 3) OX|E 2H= 0|8 38 0l

(Table 3) Experience with dig

ital contents consumption

Division Frequency Ratio(%)
Yes 847 8.7
Education Video
None 8,839 91.3
Yes 2,596 26.8
Online news/Magazine/E-book

None 7,090 73.2
Yes 3,364 34.7

Music
None 6,322 065.3
Yes 1,815 18.7

Game
None 7,871 81.3
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(E 4) 22 2H= 7= MH[AY 57

(Table 4) Types of online contents subscription services

Division Type of service
nowledge * Service including Kakao View, Naver premium, Naver premium, Naver premium, publishers,
Knowledge/ S luding Kakao View, N N N blish
Contents publishers, Naver premium, and publishing information
ews, * A service involving subscribing to articles by language company or subject within the portal site or
News/ A | bscrib les by | b hin th 1
Newsletter providing information in the form of newsletter, such as Newnick, Affi, and Catalog
Music + Service, Genie, and YouTube music content provided by unlimited music content, Apple Music,
! Apple Music, Apple Music, YouTube Music, YouTube Music, YouTube Music, and YouTube music
-boo * Services involving receiving unlimited book content tor a monthly fee, such as Millie s and Lidyselect
E-book S | limited book fi hly f h as Millie's and Lidysel
Stud * Service that provides unlimited learning contents including hobbies and languages for a monthly
Y fee such as Class 101 and MyPaul
£ 5) QI7AHEIEH £
(Table 5) Demographic characteristics
Division Frequency Ratio(%)
Male 4,449 45.9
Sex
Female 5,237 54.1
13~19 715 7.4
20~39 2,054 21.2
Age
40~59 3,628 37.4
More than 60 3,289 34.0
Highest Below high school graduate 2,164 22.3
Fducational High school diploma 3,304 34.2
Attainment College graduate and above 4218 435
Less than 2 million won 5,545 57.2
Average
Monthly 2~5 million won 3,816 39.4
Income More than 5 million won 325 3.4
Single-person household 657 6.8
HOltl;g}elOld Two-person household 2,076 21.4
Household of three or more people 6,953 71.8
¥R 1okt 399, B84 45, 7MY 2o 229 FH2 A
AB|AC] "D £ Qe 94 49l HAE 7171

3) $AES

2 A7olAe AFAR
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(Table 6) Digital device ownership status

Division Frequency Ratio(%)
Y 9,50 98.1
Cellphone es g
None 183 1.9
Y 1,770 18.
Tablet = )
None 7,916 81.7
Yes 6,103 03.0
Desktop
None 3,583 37.0
Yes 4,006 41.4
Laptop
None 5,680 58.6
v Yes 9,653 99.7
None 33 0.3
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(Table 7) Technical statistical analysis

sent to others

o : Std.
Questionnaire Min | Max | Average Dev.
(PC utilization) The degree to which video files can be played through
. 1 5 3.27 | 1521
the video playback program
(PC utilization) The degree to which one can watch videos on video 1 5 348 | 1.506
platforms such as YouTube and Africa TV : ’
(PC utili.zation) The degree to which a computer can be used by 1 5 334 | 1.542
connecting to the Internet
(PC utilization) The degree to which information can be searched using 1 5 361 1,487
search terms in Internet search engines such as Google and Naver ' '
(PC utilization) The degree to which web browser environments can be set 1 5 3.16 | 1542
(PC utilization) The degree to which financial transactions are possible 1 5 328 1590
through the Internet, such as Internet banking : ’
(PC utilization) The degree to which reservations/reservations can be 1 5 324 | 1587
made, such as shopping and performances through the Internet : ’
(PC utilization) The degree to which a received e-mail can be viewed 1 5 337 | 1582
and checked
(PC utilization) Can be sent to other people 1 5 331 | 1.603
Digital (PC util?zation) The degree to which the required computer programs 1 5 306 | 1571
L can be installed/deleted/updated
iteracy
(PC utilization) The degree to which an external device can be 1 5 294 | 1559
connected to a computer
(PC utilization) The degree to which documents and materials can be
X 8 1 5 291 | 1557
prepared using the document preparation program
(PC utilization) The degree to which a computer can be inspected and 1 5 276 1519
treated for malware
(Using smart devices) The degree to which a wireless network can be setup | 1 5 3.87 | 1.404
(Using smart devices) The degree to which information can be searched 1 5 396 | 1371
using search terms in Internet search engines such as Google and Naver ' '
(Using smart devices) The degree to which financial transactions such as
. i ) 1 5 3.56 | 1.582
mobile banking are possible
(Using smart devices) The degree to which reservations/reservations can
: 1 5 3.43 | 1.601
be made, such as shopping and performances
(Usmg smart devices) The degree to which a received e-mail can be 1 5 350 | 1587
viewed and checked
(Using smart devices) The degree to which e-mails can be written and 1 5 342 | 1.608
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(B AHS
N . Std.
Questionnaire Min | Max | Average Dev.
(Using smart devices) The degree to which the display/sound/security/
. 1 5 3.53 | 1.499
alarm/input method, etc. can be set
(Using smart devices) The degree to which files can be moved to a 1 5 317 1616
computer
Digital (Using smart devices) The degree to which the necessary applications 1 5 327 1,585
Literacy | can be installed/deleted/updated ' ‘
(Using smart devices) The degree to which documents and materials can 1 5 3.05 1.600
be prepared
(Utilization of smart devices) Recognition of dangerous character 1 5 3.03 1,560
classification and blocking methods such as spam and phishing characters ' :
[ enjoy adventure 1 5 2.77 .984
I like change 1 5 284 | 1.049
[ am spontaneous and free 1 5 2.82 | 1.050
I hate being bound by the rules, and I don't follow the rules very well 1 5 2.65 1.030
[ like being with other people 1 5 3.14 .983
[ like to get attention 1 5 2.99 956
Personality I enjoy conversations with others and lead the conversation 1 5 3.21 917
Type [ don't have a change of heart 1 5 3.23 .900
[ rarely get angry 1 5 3.31 921
[ am not fickle-minded 1 5 3.08 .952
[ am well-versed in everything 1 5 3.24 .887
I trust others very well 1 5 3.08 879
[ tend to enjoy various activities outside even if nothing special happens | 1 5 2.77 .967
I tend to go on a trip whenever I have time 1 5 2.72 .920
Whether it's the latest product is important 1 5 2.86 | 1.045
Products that others don't use are more attractive 1 5 2.80 | 1.050
Conspicuous
product | Sensitive to fashion 1 5 2.66 | 1.044
purchasing
tendencies | The reputation of people around you or on the Internet is important in
. 1 5 3.12 | 1.085
purchasing
Whether it's a famous brand is important 1 5 2.80 991
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(Table 8) Validity and Reliability Analysis Results

input method, etc. can be set

Factor Questionnaire fasier | (Crenlozely
value Alpha
(PC utilization) The degree to which e-mails can be written and sent to others 0.924
(PC utilization) The degree to which the required computer programs can be 0.920
installed/deleted/updated :
(PC utilization) The degree to which a received e-mail can be viewed and checked 0.919
(PC utilization) The degree to which reservations/reservations can be made, such 0.912
as shopping and performances through the Internet ’
(PC utilization) The degree to which an external device can be connected to a computer 0.912
(Using smart devices) The degree to which files can be moved to a computer 0.911
(Using smart devices) The degree to which e-mails can be written and sent to others 0.910
(Using smart devices) The degree to which a received e-mail can be viewed and
0.908
checked
(Using smart devices) The degree to which the necessary applications can be 0.904
installed/deleted/updated ‘
Digital (PC utilization) The degree to which documents and materials can be prepared
. ) . 0.903 0.990
Literacy using the document preparation program

(PC utilization) The degree to which web browser environments can be set 0.902
(Using smart devices) The degree to which documents and materials can be prepared 0.898
(Using smart devices) The degree to which reservations/reservations can be 0.895
made, such as shopping and performances :
(PC utilization) The degree to which a computer can be used by connecting to 0.883
the Internet :
(Utilization of smart devices) Recognition of dangerous character classification 0.882
and blocking methods such as spam and phishing characters :
(PC utilization) The degree to which financial transactions are possible through

) 0.879
the Internet, such as Internet banking
(PC utilization) The degree to which a computer can be inspected and treated for 0.869
malware .
(Using smart devices) The degree to which the display/sound/security/alarm/ 0.862

118 202405




| efol 261X 7% A4 0[80] UfSt B CIRIZ 2IERIAL HB 70N N3, 4% 9, 018 Fe FHo2

I o= o, o7

(B8 A%
L Factor | Cronbach
Factor Questionnaire value Alpha
(PC utilization) The degree to which video files can be played through the video 0.860
playback program :
(PC utilization) The degree to which information can be searched using search
. ) 0.853
terms in Internet search engines such as Google and Naver
(Using smart devices) The degree to which financial transactions such as mobile 0.853
Digital banking are possible ’
Literacy
(PC utilization) The degree to which one can watch videos on video platforms 0.843
such as YouTube and Africa TV ’
(Using smart devices) The degree to which a wireless network can be set up 0.810
(Using smart devices) The degree to which information can be searched using
. ) 0.785
search terms in Internet search engines such as Google and Naver
Whether it's the latest product is important 0.798
Conspicuous Sensitive to fashion 0.782
produq Whether it's a famous brand is important 0.753 0.865
purchasing
tendencies | prodycts that others don't use are more attractive 0.752
The reputation of people around you or on the Internet is important in purchasing 0.650
[ am spontaneous and free 0.803
Personality | I hate being bound by the rules, and I don't follow the rules very well 0.758
Type 0.790
Openness I enjoy adventure 0.693
[ like change 0.642
[ rarely get angry 0.796
[ am not fickle-minded 0.741
Personality
Type I don't have much to worry about 0.666 0.707
Agreeableness
I am well versed in everything 0.616
[ trust others very well 0.400
I like to get attention 0.727
Personality
Type I enjoy conversations with others and lead the conversation 0.720 0.683
Sociability
[ like being with other people 0.687
Personality | Itend to go on a trip whenever I have time 0.812
Type 0.754
Extroversion | I tend to enjoy various activities outside even if nothing special happens 0.781
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(Table 9) Regression Results

Variable Coef. ‘ Std. Err. ‘ t
Depgndent Number of online contents services subscribed to
Variable
Digital Literacy 0.074™ 0.012 6.00
Conspicuous product purchasing tendencies 0.002 0.007 0.32
Openness 0.006 0.007 0.90
Personality Agreeableness -0.015* 0.006 -2.34
Independent Type Sociability -0.020% 0.007 -2.93
Variable Extroversion 0.006 0.007 0.93
Education Video 0.139™ 0.025 5.64
Experience with Online news/Magazine/E-book 0.436™* 0.018 24.79
online contents : o
consumption Music 0.402 0.018 22.13
Game -0.140% 0.020 -7.08
Sex (Male) Female 0.029 0.015 1.95
13~19 -0.115* 0.034 -3.43
Age - e _
20°39) 40~59 0.144 0.020 7.05
More than 60 -0.083** 0.029 -2.84
Highest Educational High school diploma -0.066** 0.023 -2.83
Attainment
(Below high school College graduate and above 0.009 0.029 0.29
graduate)
Average 2~5 million won 0.018 0.017 1.07
Control Monthly Income
Variable (Less than 2 More than 5 million won 0.040 0.041 0.99
million won)
Household type Two-person household -0.056 0.030 -1.85
(Single-person .
household) Household of three or more people -0.072 0.031 -2.32
Cellphone -0.076 0.051 -1.49
Tables 0.233%* 0.019 12.35
Digital Device N N
(None) Desktop 0.003 0.016 0.17
Laptop 0.053%* 0.015 3.50
TV -0.298** 0.116 -2.58
cons 0.388 0.131 2.96

*pC.05, *pC.01, **p(.001
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CERIEELES:

23

Variable

Questionnaire

(PC utilization) The degree to which e-mail can be written and sent to others

(PC utilization) the degree to which required computer programs can be installed/deleted/updated

(PC utilization) The degree to which e-mail received can be viewed and checked

(PC utilization) The degree to which reservations/reservations can be made, such as shopping and
performances through the Internet

(PC utilization) The degree to which an external device can be connected to a computer

(Using smart devices) The degree to which files can be moved to a computer

(Using smart devices) The degree to which e-mail can be written and sent to others

(Using smart devices) The degree to which e-mail received can be viewed and checked

(Using smart devices) The degree to which necessary applications can be installed/deleted/updated

(PC utilization) The degree to which documents and materials can be prepared using
the document preparation program

Digital
Literacy

(PC utilization) The degree to which web browser environments can be set

(Using smart devices) The degree to which documents and materials can be prepared

(Using smart devices) The degree to which reservations/reservations can be made, such as
shopping and performances

(PC utilization) The degree to which a computer can be used by connecting to the Internet

(Utilization of smart devices) Recognition of dangerous character classification and blocking methods
such as spam and phishing characters

(PC utilization) The degree to which financial transactions are possible through the Internet,
such as Internet banking

(PC utilization) The degree to which a computer can be inspected and treated for malware

(Using smart devices) The degree to which the display/sound/security/alarm/input method, etc.
can be set

(PC utilization) The degree to which video files can be played through the video playback program

(PC utilization) The degree to which information can be searched using search terms in Internet
search engines such as Google and Naver
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CERIERES

Variable Questionnaire
(Using smart devices) The degree to which financial transactions such as mobile banking are possible
(PC utilization) The degree to which you can watch videos on video platforms such as YouTube
. and Africa TV
Digital
Literac
Y (Using smart devices) The degree to which a wireless network can be set up
(Using smart devices) The degree to which information can be searched using search terms in Internet
search engines such as Google and Naver
It's important whether it's the latest product
) be sensitive to fashion
Conspicuous
produc.t It's important whether it's a famous brand or not
purchasing
tendencies , )
Products that others don't use are more attractive
The reputation of people around you or on the Internet is important in purchasing
I am spontaneous and free
Personality I hate being bound by the rules, and I don't follow the rules very well
Type
Openness [ enjoy adventure
I like change
[ rarely get angry
I don't have a change of heart
Personality
Type I don't have much to worry about
Agreeableness
I am well versed in everything
I trust others very well
I like to get attention
Personality
Type I enjoy the conversation with others and lead the conversation
Sociability
I like being with other people
Personality I tend to go on a trip whenever [ have time
Type
Extroversion | I tend to enjoy various activities outside even if nothing special happens

source: KISDI(2022)
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Factor

Questionnaire

(PC utilization) The degree to which e-mail can be written
and sent to others

0924 0.131] 0.068| 0.013| 0.048| 0.032

(PC utilization) the degree to which required computer

programs can be installed/deleted/updated 0920 0.05| 0.101 0034] 0014 0013

(PC utilization) The degree to which e-mail received can be

viewed and checked 0.919| 0.138] 0.052| 0.014| 0.054| 0.029

(PC utilization) The degree to which reservations/reservations
can be made, such as shopping and performances through 0.912] 0.154| 0.050| 0.008| 0.036| 0.043
the Internet

(PC utilization) The degree to which an external device can be

0.912| 0.097| 0.103| 0.041| 0.004| 0.016
connected to a computer

(Using smart devices) The degree to which files can be moved to

0911 0.132] 0.093| 0.016| 0.011| 0.050
a computer

(Using smart devices) The degree to which e-mail can be written

0.910| 0.160| 0.057| 0.000| 0.041| 0.060
and sent to others

(Using smart devices) The degree to which e-mail received can

be viewed and checked 0.908| 0.166| 0.042| 0.007| 0.058| 0.050

(Using smart devices) The degree to which necessary applications

can be installed/deleted/updated 0904| 0.120| 0075 0011 0024 0012

(PC utilization) The degree to which documents and materials

can be prepared using the document preparation program 0.903| 0074| 0.108 0038 0001} 0003

(PC utilization) The degree to which web browser environments
can be set

0.902| 0.128| 0.092| 0.033| 0.026| 0.043

(Using smart devices) The degree to which documents

and materials can be prepared 0.898| 0.111| 0.099| 0.019| 0.002| 0.030

(Using smart devices) The degree to which reservations/
reservations can be made, such as shopping and performances

0.895| 0.180| 0.029| 0.005| 0.052| 0.060

(PC utilization) The degree to which a computer can be used

by connecting to the Internet 0883 0.160| 0079 0032 0059] 0045

(Utilization of smart devices) Recognition of dangerous character
classification and blocking methods such as spam and 0.882] 0.091| 0.093| 0.038| 0.011| 0.018
phishing characters

(PC utilization) The degree to which financial transactions are

possible through the Internet, such as Internet banking 0879| 0.152| 0023 0002 0044) 0059

(PC utilization) The degree to which a computer can be inspected 0869| 0.066| 0.124

and treated for malware 0.057| -0.021{ 0.009

(Using smart devices) The degree to which the display/sound/

security/alarm/input method, etc. can be set 0862) 0.131) 0055] 0035 0081 0028
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: : Factor
Questionnaire
1 2 3 4 5 6
(PC utilizatior}) The degree to which video files can be played 0860! 0.160! 0.095! 0059! 0.044| 0044
through the video playback program
(PC utilization) The degree to which information can be searched
using search terms in Internet search engines such as Google 0.853] 0.159| 0.027| 0.014| 0.084| 0.044
and Naver
(Using smart.devices? The degreg to which financial transactions 0853 0.186| -0.013| -0.004| 0.068| 0.065
such as mobile banking are possible
(PC utilization) The degree to which you can watch videos on
video platforms such as YouTube and Africa TV 0843] 0.163) 0.066| 0.030| 0.065| 0034
EJUsing smart devices) The degree to which a wireless network can 0810| 0.174| 0.015| 0.040| 0132] 0051
e set up
(Using smart devices) The degree to which information can be
searched using search terms in Internet search engines such as 0.785] 0.181| -0.015| 0.032| 0.131| 0.046
Google and Naver
It's important whether it's the latest product 0.249| 0.798| 0.146| 0.001| 0.037| 0.122
be sensitive to fashion 0.255| 0.782| 0.146| 0.021] 0.065| 0.126
It's important whether it's a famous brand or not 0.259| 0.753| 0.066| 0.048| 0.055| 0.081
Products that others don't use are more attractive 0.202] 0.752| 0.142] 0.069| 0.041| 0.053
The reputa.tion of pe(?ple around you or on the Internet is 0347] 0.650| -0.003| 0.067| 0.160| -0.063
important in purchasing
I am spontaneous and free 0.076| 0.086| 0.803| 0.059| 0.077| 0.058
I hate being bound by the rules, and I don't follow the rules 0068 0081 0758| 0032 0.050| 0.181
very well
I enjoy adventure 0.172] 0.140| 0.693| 0.047| 0.280| 0.098
I like change 0.176| 0.182] 0.642| 0.080| 0.317| 0.120
I rarely get angry 0.012| 0.017| -0.046| 0.796| 0.008| -0.028
I don't have a change of heart -0.001| 0.038| 0.016| 0.741| 0.077| -0.107
I don't have much to worry about 0.021] 0.074| 0.186| 0.666| 0.000| 0.211
[ am well versed in everything 0.093| 0.038| 0.027| 0.616| 0.310| 0.167
I trust others very well 0.041] 0.009| 0.089| 0.400| 0.216| 0.379
I like to get attention 0.054| 0.114] 0.233| 0.069| 0.727| 0.156
I enjoy the conversation with others and lead the conversation 0.131] 0.095| 0.123| 0.230| 0.720| -0.015
I like being with other people 0.021] 0.050| 0.176| 0.075| 0.687| 0212
I tend to go on a trip whenever [ have time 0.109| 0.157| 0.188| 0.059| 0.097| 0.812
I ten.d to enjoy various activities outside even if nothing 0000| 0126 0225 0109 0230 0781
special happens
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