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Abstract Focusing on the TikTok, this paper studies the factors that influence the use intention, flow
and addiction of the elderly in short videos from three aspects of media attraction, perceived
usefulness and user characteristics through quantitative research methods. In recent vyears,
influenced by various factors, more and more seniors have begun to indulge in short form videos,
which will do harm to their physical and mental health. Therefore, the researchers believe it is
necessary to identify the behavioral intention of seniors and the path to addiction. According to the
research results, the attractiveness of TikTok and the characteristics of seniors have a positive
impact on the usefulness of media. In addition, the study confirms that media usefulness has an
impact on use intention and use behavior, which may develop into immersion and addiction. This
study not only supplements the classical TAM theory, but also provides a reference for helping
seniors to use the Internet in a healthy way. The researchers look forward to expanding the research
on the various Internet platforms used by seniors in different countries and regions.
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Fig. 1. Research Model
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2%) 502 FA=]o] At

r

4.2 AZD350| IH0| F0IX QO]
ATAFEL FRUHA W] o

< % FIH QIR FREA )

TRYS EAHoZ AASIYTH

Table 1. Results of Reliability and Validity Analysis
Standardized

Variables of proposed itom T-value| CR | AVE Cronb
model ) ach a
loading
P1| 0915 * -

1. Personalisation

® P2 | 0.907 * | 32.059 |0.816| 0.596 | 0.927

P3| 0.880 * | 29.620
SO1| 0.862 * | 30.456
SO2| 0.941 * | 40.171 | 0.848 | 0.651 | 0.938
SO3| 0.945 * -

2. Simple
Operation (SO)

11 0.942 * | 42.768

3. Information ()| 12 | 0.947 * | - |0.8960.741|0.961
13| 0942 % | 42,677
4. Social SC1| 0.946 * | 46.774

Communication | SC2| 0.963 * - 0.873 1 0.697 | 0.955
(80 sc3| 0904 * | 38231
E1 0.950 * | 49.000
E2 0.963 * - 0.908 | 0.767 | 0.965
E3 0.938 * | 45.648
L1 0.967 * 59.093
6. Loneliness (L) 0.9110.837 | 0.970
L2 0.974 * -
Al 0.972 * -
7. Anxiety (A) A2 0.970 * | 60.332 | 0.930|0.815 | 0.976
A3 0.955 * 53.670
T 0.923 * | 39.185

5. Entertainment

®

8. Time (T) T2 | 0946 * - 0.867 | 0.685 | 0.952
T3 | 0929 * | 40.251
FF1| 0913 * -

9. Family &

FF2| 0.907 * | 32532 |0.828|0.616 | 0.933
FF3| 0.904 * | 32.314
ult| 0916 * | 41.5621
Ul2| 0.978 * | 61.481|0.905|0.761 | 0.966
Ui3| 0.966 *
AU1T| 0.935 * | 44.573
AU2| 0.960 * | 51.697 | 0.903 | 0.756 | 0.966

Friends (FF)

10. Use
Intention (UI)

11. Active Use

(AU)
AU3| 0.961 * -
F1 0.939 * | 42.254
F2 | 0912 * | 37.677
F3 | 0.940 * | 42.434
9. Flow (F) 0.931]0.694 | 0.977

Fa | 0944 * -
F5 | 0936 * | 41.705
F6 | 0941 % | 42782

AD1| 0.856 * | 30.796

AD2| 0.889 * | 34.521

AD3| 0.926 * | 40.083
10. Addiction AD4| 0.946 * -

(AD) AD5| 0933 * | 41.201

ADB| 0925 * | 39.852

AD7| 0916 * | 38322

AD8| 0928 * | 40283

Summary of model fit indices: X?=2804.041 df=911, p=0.000,
X?/df=3.078, RMR=0.080, GFI=0.784, AGFI=0.744, PGFI=0.661,
NFI1=0.927, RFI=0.917, IFI=0.949, TLI=0.942, CFI=0.949,
PNFI=0.816, PCFI=0.836, RMSEA=0.067

*) p€0.001, a) fixed to 1

0.923 | 0.601 | 0.976

A A9 &1 92l B4 Axf A ndo] 7|2
A et AE Table 13} Zo] golg 4= YAk
AAAQ B Agshs X2 2804.0412 YeEREL
ArEE 911, p=0.000, X*/df+= 3.078°]c}. HEe
27 BSOS Y9 AR AP ApEk gEE
H1A] ol 23el= 55 YL %I RMR
£ 0.080, RMSEAE 0.067=2 ZZ+ 0.10]819] EA]
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o] Ag513l, GFI= 0.784, RFI= 0.917& 0.9914
9] duAe| tha FEsht, NFIZF 0927, IFIE
0.949, TLI= 0.942, CFI7} 0.9492 t}=9] A7}
0.901°39] gt Holal Qlo] Faala, 71 AHA|
4291 PGFI= 0.661, PNFI7} 0.816, PCFI7} 0.836 &
O = 0.60149 F23t G Ho ZNrAQl 2y A
BEL AFE FPotlel F27t ol

HE 849 REIHRASE RS gk HolF
Aow MIAHE CRS RE FEo] (0.8 oJ4},
TEASE AVEE BE3E0] 05 o, #7180 =
3t F2utT gughe 0.9 ooz BRIF o] A
St Lo A AFR7FSEE B AFEE SR A
oF B & Gk AFAEL IR HdEARE
AVE®} SMCE ®]uol= HHos Waegd s 3¢
St BTt oA BESHA Btk 2 A
olf{7} WHEIGE SHA EE3 g HYo
A9 Ql o] Hetwel At FES] o o
ARl AREA0R HPspr|o] Fog AR Wi

-
% ek

o K

2 %

==

43 FXISO| JHd HA

ATAELS AR 29 AFS Yol A=EAS
AAIEHtt. A= Table 23 22|, AvtAol 2y
9] Al 4= o} Zoh X 3188997, AHRE
970, p=0.000, X*/df= 3.288% tia RZ3SA| 5
ugte 2 71EAE S5t RMR2 0.097, RMSEA
+ 0.070& Yeht 0.10]5t9] Z7of gstA Ukt
3, GFI= 0.757, NFI= 0917, RFI7} 09115°&

Table 2. Results of Model Estimated by AMOS

0.9°19 AXAE HAHeRE FFokqct L,
I[FI= 0.941, TLIE= 0.937, CFI7F 0.9412 Yett 0.9
ol/de] AR AFotA, IFPARA R PGFl=
0.679, PNFI= 0.859, PCFI7} 0.882% YEFY 0.6 ©]
&9 Fag £E0E IIHI

ZF 7P R gRlE 235 Aeohd oh3at 2tk
7Hd H12 B2 2A57F 0.268, t31o] 4.354% Y
EfLt PS7F PUOY 93 H(H)9] 9F= vA= A
& 5= Adlon 7HE2 QY QI 7H H2= #E5)
ARASG7Y 0.744, tgko] 11.859% YERY CS7} PUC
FOg B9 FFE A= AL & 5 AeH 7t
He Adsdot. M H3L EES ARASTE
0.946, t#to] 31.402% Yehd PUZL ULl 423 3
(HY FFS A= AL ¢ F U 7HE2 A
=tk 7Hd Hé= #23F AEAS7E 0.509, thtel
7.5602 YERY AUZ} PUOY| F-215F F(+)9] F3Fe 1]
e AL & 4 Aglon 7ML Y==|Qict. 714 H5
L ®&3} A2AS7F 0461, 3] 75602 UERG
UI7F AUCT f9J3t A(HY 9= A A & &
Aoy 7Hd2 Yt 7 Ho2 EESE =
Al7E 0.215, tgte] 3.487= HeLt UL Foll folgt
BAH)Y FFE A= AL & 5 Ao M2 A
=9t 7Hd H7S BESH A 24571 0.749, tgkol
11.807= et AUZF Foll Rl H(+)9] FaFE v
e AL & 4 Aglor 7ML ==l Qict 714 HS
2 B35} AZA L7 0.877, the] 29.017& YERY
F7} ADOl §95F A(+H)Y L A= AL & &
AoH 7ML A==t

Path of proposed model i;ar:df;:ézisg T-Value Results
Perceived Usefulness(PU) «— Attractiveness of the Product (AP) H1 0.268 *** 4.364 Support
Perceived Usefulness(PU) «— Characteristics to the Senior (CS) H2 0.744 *** 11.859 Support
Use Intention (Ul) < Perceived Usefulness to the Senior (PU) H3 0.946 *** 31.402 Support
Perceived Usefulness(PU) — Active Use (AU) H4 0.509 *** 8.246 Support
Active Use (AU) — Use Intention (Ul) H5 0.461 *** 7.560 Support
Flow (F) < Use Intention (Ul) H6 0.215 *** 3.487 Support
Flow (F) — Active Use (AU) H7 0.749 *** 11.807 Support
Addiction (AD) < Flow (F) H8 0.877 *** 29.017 Support

Summary of model fit indices: X?=3188.997 df=970, p=0.000, X?/df=3.288, RMR=0.097, GFI=0.872, AGFI=0.729, PGFI=0.679, NFI=0.917,
RFI=0.911, IFI=0.941, TLI=0.937, CFI=0.941, PNFI=0.859, PCFI=0.882, RMSEA=0.070

*) p( 0.1, **) p{ 0.05, ***) p( 0.001
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