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Article 
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Abstract: This study examined the effect of the media usage environment, particularly TV and SNS devices, on 
advertisement acceptance, lifestyle, and psychological satisfaction. Hypothesis pathways and comparative 
structural mediating effects were analyzed. Media and Consumer Research public data were used for empirical 
analysis. A total of 6,640 people who participated in sports activities were included in the study. The results 
demonstrated that TV and SNS device usage environments had similar effects on advertisement acceptance. 
While TV did not influence the pursuit of personal life, SNS device use environments affected the pursuit of 
personal life. SNS device use environments had a greater effect on individual psychological satisfaction than 
TV. Adoption had a mediating effect on the influence of media usage environments on the pursuit of personal 
life. The pursuit of a personal life had a significant mediating effect on the influence of media use environments 
on psychological stability. This study revealed no differences in the effects of new and traditional media on 
advertisement acceptance, while new media had a greater influence on lifestyle and psychological satisfaction. 

Keywords: social network; media usage; behavioral intention; advertisement acceptance; life value; 
psychological satisfaction; public data policy; media psychology 

 

1. Introduction 

In modern society, media and social networks consumption is an important factor in increasing 
psychological satisfaction [1]. In the context of the COVID-19 pandemic and technological innovation, 
media use became an important factor affecting psychological satisfaction [2,3]. People consciously 
or unconsciously use media for their psychological satisfaction. The purpose and motive of media 
use reflect psychological satisfaction, where psychological expectations are satisfied through media 
consumption, such as information reception, entertainment component, intellectual acceptance, and 
social capital formation. Therefore, media consumption includes psychological activities [4].  

Most people selectively use media to achieve a purpose, as explained by the theory of uses and 
gratifications, which addresses the audience’s involvement in the Communication process [5]. This 
study avoided one-dimensional purposes of media use, such as entertainment and information 
acquisition, and focused on higher-dimensional purposes, such as behavioral intention and 
psychological satisfaction.  

Research on the influence of media on behavioral intention and psychological satisfaction has 
progressed considerably, including media [6], sociology [7], education [8], psychological and 
psychiatric [9], and convergence research. This was a cross-sectional study on the relationship 
between media and psychological satisfaction with a theoretical model based on media theories.  

The use and gratification theory assumes that media users pursue specific goals. This study 
considered psychological satisfaction as the purpose of media use. Therefore, this study selected 
active people striving to achieve psychological goals and pursuing life and psychological satisfaction. 
However, activities were limited to watching sports media content and participating in sports, as 
these activities improve the quality of life.  

Disclaimer/Publisher’s Note: The statements, opinions, and data contained in all publications are solely those of the individual author(s) and 
contributor(s) and not of MDPI and/or the editor(s). MDPI and/or the editor(s) disclaim responsibility for any injury to people or property resulting 
from any ideas, methods, instructions, or products referred to in the content.
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Sports participants pursue physical and mental pleasure and fulfillment through sports [10]. 
Therefore, people who participate in sports can be seen as actively practicing their quality of life. 
Therefore, people who consumed sports content were considered media audiences. This study used 
the use and gratification theory to examine the effects of media environments on psychological 
satisfaction and explore advertisement acceptance and individual life pursuit as moderating 
variables.  

The expectancy-value theory in media divides the concept of gratification into sought and 
acquired gratification and applies the rational behavior model [11], which explains the correlation 
between attitude and behavior. According to the expectation-value theory, factors determining media 
use are based on judgments of expected value [12]. Choosing traditional or SNS media is based on 
expected values. 

Dependence on media increased in modern life [13], with media being essential in people’s lives 
[14]. In addition, Corona has induced many lifestyle changes, and media consumption has increased 
due to increased indoor living [15], consumption of SNS media using smartphones is increasing, and 
media dependence increased due to the COVID-19 pandemic, requiring an investigation of empirical 
life changes based on the media consumption environment. 

The traditional media environments—where groups of people watch TV—have a different 
influence on people’s lives than the personalized SNS media environment. This study examined 
psychological attitude changes based on media environments. The media use environment was the 
independent variable, while psychological life satisfaction, which can be considered a measure of 
psychological satisfaction, was the dependent variable. Advertisement acceptance and individual life 
pursuit were considered mediators. 

This study used public data managed at the national level, which has recently been encouraged 
in academic research [16] and applied in various fields [17–19]. However, the public empirical scale 
area remains under-investigated. 

Korea Broadcast Advertising Corp. (KOVACO) oversees all broadcasting, Communication, and 
advertising in South Korea. Open public data are integrated and managed through the national 
public data portal (https://www.data.go.kr). This media and consumer research (MCR) is the largest 
and most credible media behavior survey in Korea. Nationally, public data are recommended for 
policy establishment and practical use by companies and academic applications. Raw data, 
processing information, periodic reports, and manuals are provided. This study conducted an 
empirical analysis using public datasets, which contributes to the generalization of results. 

This study examined the effect of TV and SNS device media use environments on psychological 
life satisfaction, advertisement acceptance, lifestyle, and psychological satisfaction. The specific 
research questions are as follows. Effect of media use on acceptance of advertisements (H1), effect of 
media use on value of life (H2), effect of value of life on psychological satisfaction (H3), effect of 
acceptance of advertisements on value of life (H4) , A research question was set regarding the impact 
of life values on psychological satisfaction (H5). 

2. Background, research hypotheses, and model 

2.1. Public data for MCR 

Recently, there was a shift from an information to a hyper-connected society. While data used 
to be regarded as a basic element of information, with the rapid development of artificial intelligence 
technology, data after the 4th industrial revolution are becoming an economic asset and source of 
value creation [20]. Traditionally, behavioral analysis through mass data contributed to creating new 
value through business insight. Furthermore, state and public institutions attempt to provide new 
services to the public and make policy decisions using big data [21]. As there are no restrictions on 
usage rights, such data have been used as a public resource, defined as public data in this study. 
Therefore, public data include all shared data produced, held, and managed by central governments, 
local governments, and public institutions, including not only information directly produced by 
public institutions but also collected through outsourced production and donation [22]. 
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Korea pursues public values, such as fulfilling rights to information and transparency in 
administration, using the Act on the Disclosure of Information by Public Institutions. Private use is 
encouraged by providing raw data in public datasets to improve convenience, expand businesses 
and jobs, and increase academic research. The governments of major countries actively implement 
open data policies. Korea enacted the Act on the Promotion of Provision and Use of Public Data in 
October 2013 and provides national data through a public data portal (https://www.data.go.kr).  

The MCR dataset was used for analysis in this study. MCR was established in 1999 and has 
provided basic marketing data to help advertisers establish media strategies. It was converted into a 
public data source and used for policymaking, advertising strategy establishment, and academic 
research.  

The database included men and women aged 13 to 64 in urban areas nationwide. The survey 
was conducted once per year between July and September. Each survey sample size was 4,000 to 
5,000 people. Individual face-to-face interviews were conducted. The allocation sampling method 
based on population composition was used. The error range was ±1.5%p at a 95% significant level. 
Answers were provided on a Likert scale. 

Table 1. MCR Contents. 

Demographics 
Media usage  

behavior 
Advertisement Product use / purchase Lifestyle 

Characteristics* 

Media contact rate 

Media evaluation* 

Information 

acquisition media by 

information type 

Hours of use by 

media 

Evaluation by a 

detailed channel 

Usage behavior for 

each media* 

Evaluation of media 

use 

Trust and influence 

medium 

Concentrate on 

advertising by 

media* 

Media selection by 

purchase stage 

Evaluation by 

advertising attribute 

medium 

Preferred advertising 

and advertising model 

Preferred advertising 

type 

Advertising interest 

by product 

Consumer purchasing 

behavior 

first upper airway 

Whether to use / 

purchase 

Brand used 

Favorite / mainly used 

brand 

Considerations when 

purchasing 

Advertising influence at 

the time of purchase 

Information channel for 

purchase / selection 

1-month contact channel 

Intention to use 

continuously 

Overall life 

values* 

Psychological 

satisfaction* 

food 

finance 

Home appliances 

Auto SNS 

Shopping behavior 

Communication 

clothing 

* The survey factor of the adopted item. 

2.2. Theoretical background and hypotheses 

This study adopting the research factor from the classification range in the MCR manual. Five 
experts tested the extracted items for content, construct, and discriminant validity. This study utilized 
the use and gratification theory (Re) of media use and the rational behavior model (Re) of behavioral 
science. Based on the theory of media effects, media significantly influences users (Media Effect; 
Strong Theory; Medium Theory). In addition, media influences individual psychology and 
psychological satisfaction [23].  

People perceive and understand society through media, and media use is expressed through 
individual actions and changes in society [24]. Media research can be divided into attribution studies 
on content and creative and media channel studies [25]. This study examined the influence of 
medium characteristics; therefore, the independent variable was set to distinguish media channel 
properties. A company induces responses to advertisements and media content presented through 
the media [26]. Broadcasting and advertising constitute a positive SUtually dependent relationship, 
and the acceptability of advertisements increases without viewer awareness [27]. Therefore, this 
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study examined the influence of media environments, particularly traditional TV media and new 
SNS media, on advertisement acceptance. The following hypotheses were proposed: 
Hypothesis H1. Media use environment positively influences advertisement acceptance 

1. H1-a. TV use positively influences advertisement acceptance. 
2. H1-b. SNS use positively influences advertisement acceptance. 

The hierarchical effect model explains the effect of media Communication, which includes 
delivering information or content, changing perceptions and attitudes, and triggering behavior. 
Communication effectiveness is explained by various Communication components, such as sender 
effect, receiver theory, content theory, and media type. As this study used public data, effects based 
on media type were analyzed without limiting specific programs or content. The media path effect 
was used to determine the effect on life’s Lyle. The activities, interests, and opinions (AIO), value and 
lifestyle survey (VALS), and list of value (LOV) were used as representative lifestyle measurements 
[28,29]. This study examined individual life pursuit values, including opinions on individual life 
values, which encompass single-families, the pursuit of individual life, and the importance of married 
people's personal life. Media and lifestyle integration studies include content production feedback, 
product production, advertisement production, and social policy decisions. Research on personal life 
and pursuit value based on media used has been conducted in various fields [30]. The following 
hypothesis was proposed: 
Hypothesis H2. Media use environment positively influences individual life pursue. 

1. H2-a. TV use positively influences individual life pursue. 
2. H2-b. SNS use positively influences individual life pursue. 

Psychological satisfaction is a subjective feeling of happiness and satisfaction, which is 
influenced by psychological and environmental factors and is an essential factor in determining 
psychological satisfaction [31]. Research has demonstrated the direct relationship between media use 
and psychological satisfaction. Convergence research on psychiatric treatments using gamification 
had been conducted [29]. The following hypothesis was proposed: 
Hypothesis H3. Media use environment positively influences psychological satisfaction. 

1. H3-a. TV use positively influences psychological satisfaction. 
2. H3-b. SNS use positively influences psychological satisfaction. 

There is a growing body of evidence that the influence of advertisement acceptance on [30,32]. 
Advertising acceptance affects lifestyles. The use and gratification theory defines ‘seeking 
gratification’ as ‘gratification obtained through use’ [33] According to the expectation-value theory, 
lifestyle and advertisement acceptance can be interpreted as expectation-fulfillment, with media and 
advertisement acceptance having mutual influence [34]. The following hypothesis H4 was proposed: 
Hypothesis H4. Advertisement acceptance positively influences individual life pursuit. 

Lifestyle influences on psychological satisfaction have been studied extensively [35,36]. An 
individual life is not a life satisfaction factor; however, actively and selectively pursuing an 
individualized life can improve the quality of life. The relationship between lifestyle and health has 
been investigated in behavioral science. Furthermore, lifestyle affects cognitive function [37]. 
Research on how lifestyle affects psychological satisfaction has practical implications [38]. Lifestyle 
is a complex of human life consciousness, values, and personality and affects overall behavior [39] 
and psychological satisfaction. Therefore, the following hypothesis H5 was proposed: 
Hypothesis H5. Individual life pursuit positively influences psychological satisfaction. 

3. Conceptual Model 

A conceptual model was proposed (Figure 1). 
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Figure 1. Conceptual model. 

The model was tested using SEM. The independent variable was the media use environment, 
including TV and SNS media, and the dependent variable was psychological satisfaction. The 
mediating variables were advertisement attitude and life value. Model characteristics were 
comparative analyses possible based on the media use environment, including media characteristics 
and dual mediating effects.  

The preferred media use environment was measured. Attitudes and behaviors demonstrated 
consistent tendencies, indicating the actual media use environment. The advent of new media, such 
as the Internet and SNS devices, caused changes in the functions of existing media and individual life 
and society [40]. The media acts as an important environment that has a significant influence on daily 
lives [41]. This study investigated differences in the influence of traditional and new media.  

Advertisement acceptance is the acceptance of media content, which is affected by the media 
preferences and information flow, and indicates how favorable the media environment is or how 
much focus is on media content [42]. Therefore, this study examined advertisement acceptance. 

Lifestyle refers to individual behavioral aspects revealed externally. External behavior is a 
complex reflection of internal characteristics, such as motivation, learning, individual personality, 
and value system. Therefore, lifestyle synthesizes social and cultural factors and psychological 
characteristics that affect individual behavior [43]. Lifestyle includes individual values and beliefs; 
however, there are external influences [44]. The media usage environment is gradually becoming 
more personal, and the pursuit of individual life with privacy has expanded worldwide. Changes in 
social culture have been influenced by the media [45,46]. Therefore, this study examined the effect of 
media on lifestyle changes and life satisfaction.  

In addition, psychological life satisfaction influences psychological satisfaction [47]. 
Measurement items consisted of satisfaction with the environment. Social members define the basis 
of internal standards for evaluating happiness through external interactions [31]. Theory of use and 
gratification was adopted to evaluate motives for seeking psychological satisfaction. 

Psychological life satisfaction is often used to measure psychological satisfaction, such as 
depression, anxiety, suicidality, and alcohol and substance dependence [48]. Lehman et al. [49], 
defined the quality of life that individuals perceive and subjectively evaluate. Shunaker et al. [50], 
regarded quality of life as an individual's overall satisfaction and well-being with life. This study 
investigated the effect of media environments on individual socio-psychological characteristics and 
psychological satisfaction using the theory of use and gratification. This study does not aim to 
validate a theoretical model. As a study that recognizes the theoretical background and verifies the 
public reality results accordingly, various media usage theories are set as a background. 
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4. Materials and Method 

4.1. Participants 

MCR public data (https://www.data.go.kr) were used for this study. This study used 13,000 data 
items from 2019 to 2021. Participants that fit the purpose and theory of the study were selected. The 
inclusion criteria were leading a universally positive life and being an active media user. People who 
directly watch or participate in sports were selected. A total of 6,640 participants were included (Table 2). 

Table 2. Participant characteristics. 

 Characteristics   N    (%) 

Gender 
Male 3,739 56.3 

Female 2,901 43.7 

Ages 

10’s 411 6.2 

20’s 1,099 16.6 

30’s 1,202 18.1 

40’s 1,579 23.8 

50-69 years 2,349 35.4 

Work 

Management/professionals 587 8.8 

Office worker 1,174 17.7 

Sales / service 1,256 18.9 

Function / labor position 1,190 17.9 

Housewife 1,103 16.6 

Students 980 14.8 

Unemployed / other 350 5.3 

Type of residence 

Self-owned 5,206 78.4 

Charter 1,193 17.9 

Monthly rent 212 3.2 

Others 29 0.5 

Marital status 

Married 4,479 67.5 

Single 1,982 29.8 

Others (Divorced / Widowed / 

Separated) 
179 2.7 

Children 
Present 2,213 33.3 

None 4,427 66.7 

4.2. Measures in MCR 

A content validity analysis was conducted. Five experts conducted Multi-dimensional verification. 
Agreement of at least four experts was required. Next, the construction validity and reliability of the 
factors were verified using confirmatory factor analysis (CFA) and reliability analysis, with maximum 
likelihood estimation utilizing SPSS and AMOS version 26.0. Following this, discriminant validity was 
verified by comparing the average variance extracted (AVE) and squared correlation value. Structural 
equation modeling (SEM) was performed. The results are shown in Table 3. 

Table 3. Summarized results for the validity and reliability assessments. 

Construct (Latent Variables) Standardized 

R.W. 

AVE

* 

CR*

* 
𝜶 

Items 

TV use  

1. Watching on TV is more fun than watching on SNS. .809 

.495 .742 .727 
2. Even in the age of smart media, the TV should be at home. .712 
3. I watch my favorite TV shows on live TV, not on VOD or 

replays. 
.568 

SNS use 
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1. Even when I am at home, I watch TV programs on my SNS or 
PC. 

.782 

.522 .813 .776 
2. I watch more VODs and replays than I watch TV live. .683 

3. I watch TV programs on my SNS phone while on the go or 
outside. 

.660 

4. I can find programs more easily on my phone / PC than on TV. .760 
Advertisement acceptance 

1. I am more interested when the main character or performer of 
the program appears in the advertisement before and after the 

program. 
.722 

.454 .768 .779 
2. A product or brand featured in a TV show is more memorable 

when it appears in an advertisement. 
.643 

3. When I watch a TV show I particularly like, I tend to focus on 
TV commercials as well. 

.711 

4. Product presented in interim advertisements are more 
memorable. 

.613 

Individual life pursuit  

1. I prefer to spend my free time alone. .687 

.411 .633 .729 
2. Eating out or watching a movie alone is more comfortable than 

with others. 
.576 

3. Eating out or watching a movie alone is more comfortable than 
doing it with other people. 

.546 

Psychological satisfaction 

1. My life is close to my ideal life. .791 

.506 .802 .802 
2. Even if I am reborn, I want to live my present life again. .770 

3. I am satisfied with my life. .637 
4. Various conditions of my life are satisfactory. .634 

Notes. x2 / df = 9.631; P=.000 ; CFI = 0.967; RFI = 0.955; TLI = 0.960; RMR = 0.025; RMSEA = 0.036.         

* Average Variance Extracted = (∑ 𝑙𝑜𝑑𝑖𝑛𝑔 𝐹𝑎𝑐𝑡𝑜𝑟𝑠)2 /(∑ 𝑙𝑜𝑑𝑖𝑛𝑔 𝐹𝑎𝑐𝑡𝑜𝑟𝑠)2 + (∑ 𝑙𝑜𝑑𝑖𝑛𝑔 𝐹𝑎𝑐𝑡𝑜𝑟𝑠)2; ** Composite 
Reliability =  (∑ 𝑙𝑜𝑑𝑖𝑛𝑔 𝐹𝑎𝑐𝑡𝑜𝑟𝑠)2 / (𝑛𝑢𝑚𝑏𝑒𝑟 𝑜𝑓 𝑖𝑡𝑒𝑚𝑠). 

The five factors had a good structure. The goodness-of-fit indices of CFA displayed generally 
satisfied model fit (x2 / df= 9.631, P=.000, CFI = 0.967, RFI = 0.955, TLI = 0.960, RMR=.025 and RMSEA 
= 0.044). Due to the large number of cases, the x^2 / df value was out of the acceptable range; however, 
the rest indexes were within the recommended thresholds [51]. To evaluate convergent validity, 
factor loadings, construct reliability (CR), and AVE was calculated based on the measurement model. 
All Standardized factor loading values were statistically significant (p<0.001). AVE values were 
greater than the cutoff value of 0.4 [52]. All CR values (0.727–0.802) exceeded the minimum 
requirement of 0.7 (Table 1). Therefore, convergent validity was satisfactory. Reliability estimates 
(Cronbach’s alpha) for TV use (TU), SNS use (SU), advertisement acceptance (AA), psychological 
satisfaction (PS), and life satisfaction (LS) were above the recommended threshold of 0.7 (0.729–
0.802), suggesting that the measures were reliable [53].  

To verify the SEM analysis, a discriminant validity analysis between the factors was conducted. 
To derive the meaning of correlations between variables, the difference between measured values 
must be clear. A discriminant validity analysis was conducted based on the correlation coefficient. 
Following Fornell and Larcker [53], discriminant validity was obtained when AVE was greater than 
the squared correlation value (Table 4). 

Table 4. Summarized results for the validity and reliability assessments. 

 TU SU AA IL PS 

TU .495     

SU -.190** .522    

AA .263** .240** .454   

ILP -.016 .304** .166** .411  

PS .030* .359** .258** .319** .506 
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Although the overall AVE value and correlation coefficient tended to be low, after calculating 
squared correlation values for constructs, all AVE values were larger than the squared correlation 
between all constructs. Therefore, the discriminant validity was confirmed. 

4.3. Data process 

SEM was performed to check individual hypotheses and confirm model fit. The SEM analysis 
was verified using the maximum likelihood method. Path comparisons were performed due to the 
design characteristics of the structural model. Four mediation paths were established and direct, 
indirect, and total effects were analyzed. To verify the mediating effect, the bootstrapping method 
was used. The number of bootstrap samples was set to 5000, and the bias-corrected confidence level 
was adjusted based on the 95% level. All statistical significance levels were set to p<.05. 

5. Results 

5.1. Hypothesis test and model fit 

All goodness-of-fit indices of the structural model exceed an acceptable fit standard, except 
CMIN/DF (x2 /df= 10.128, P=.000, CFI = 0.965, RFI = 0.953, TLI = 0.957, RMR=.027, RMSEA = 0.037). 
Considering the large sample size, this was a reasonable result [54].  

H1 was confirmed, with TV (γ=.423, p < 0.001) and SNS (γ=.429, p < 0.001) similarly influencing 
advertisement acceptance. H2 was partially adopted, with TV use affecting the pursuit of individual 
life rejected (γ=.036, p > 0.05) and SNS use affecting the pursuit of individual life adopted (γ=.418, p 
< 0.001). H3 was confirmed, with SNS having a greater influence than TV (γ=.374, p < 0.001 versus 
γ=.132, p < 0.001). Advertisement acceptability slightly affected individual life pursuit (H4; γ=.100, p 
< 0.001). Individual life pursuit affected life satisfaction (H5; γ=.291, p < 0.001). 

Table 5. Hypothesis test by structural parameter estimates. 

Hypothesis Path 
Standardized 

Coefficient 
t-value Remark 

H1 
1: TV use → Advertisement acceptance .423 22.003*** Accepted 

2: SNS use → Advertisement acceptance .429 22.824*** Accepted 

H2 
1: TV use → Individual life pursuit .036 .084 Reject 

2: SNS use → Individual life pursuit .418 17.561*** Accepted 

H3 
1: TV use → Psychological satisfaction .132 8.676*** Accepted 

2: SNS use → Psychological satisfaction .374 19.019*** Accepted 
H4 Advertisement acceptance → Individual life pursuit .100 4.726*** Accepted 
H5 Individual life pursuit → Psychological satisfaction .291 14.495*** Accepted 

Notes. x2 / df = 10.128; P=.000; CFI = 0.965; RFI = 0.953; TLI = 0.957; RMR = 0.027; RMSEA = 0.037. 

5.2. Mediating Effect 

Testing the mediating effect of the structural model after testing individual hypotheses enables 
a more sophisticated interpretation of results. Thus, this mediation path analysis was developed 
based on two interpretations: the basic mediating effect analysis approach, which identifies the 
function of mediating variables, and the prominent design of this study. Inter-comparisons were 
conducted based on the independent variables of TV and SNS use preference. Mediator paths (I) and 
(II) were compared through advertisement acceptance, and mediator paths (III) and (IV) were 
compared through individual life as a medium. 
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Figure 2. Results of hypotheses testing and moderate paths. 

Table 6. Modeiating effects. 

Path 
Standardized 

Coefficient 

95% CI 

(Bias-corrected) 
P 

Path (I) 
TV Use 

→ (Advertisement acceptance) → 
Individual life pursuit 

Direct effect .036 -.009–.081 .137 
Indirect effect .042 .021–.064 .000*** 

Total effect .078 .040–.118 .000*** 

Path (II) 
SNS use 

→ (Advertisement acceptance) → 
Individual life pursuit 

Direct effect .418 .375–.461 .000*** 
Indirect effect .043 .021–.064 .000*** 

Total effect .461 .426–.188 .000*** 

Path (III) 
TV use 

→ (Individual life pursuit) → 
Psychological-satisfaction 

Direct effect .132 .097–.166 .000*** 
Indirect effect .023 .012–.035 .000*** 

Total effect .154 .119–.496 .000*** 

Path (IV) 
SNS use 

→ (Individual life pursuit) → 
Psychological satisfaction 

Direct effect .374 .333–.413 .001** 
Indirect effect .134 .114–.159 .000*** 

Total effect .508 .477–.537 .001** 

First, the results of mediator paths (I) and (II) were compared with AA as a parameter. In path 
(I), the independent variable TU had no direct effect (γ=.036, p > 0.05) on the dependent variable 
individual life pursuit (ILP), as confirmed in H2-1. Nonetheless, a weak total effect (γ=.078, p < 0.001) 
was established by adding the indirect effect (γ=.042, p < 0.001). The TV use environment did not 
influence the mediator of advertisement acceptance. In path (II), there was a direct effect (γ=.418, p < 
0.001) of TU on ILP, as confirmed in H2-2. In addition, the total effect (γ=.461, p < 0.001) was increased 
by adding the indirect effect (γ=.043, p < 0.001) of AA. Therefore, AA had a positive mediating effect. 
There was virtually no mediating effect of ILP on TU, while it had a mediating effect on SU.  

ILP was compared and confirmed with paths (III) and (IV) as a mediator. In path (III), the 
independent variable TU had a direct effect (γ=.132, p > 0.05) on the dependent variable PS, as 
confirmed in H3-1. In addition, the indirect effect (γ = .023, p < 0.001) slightly increased to the total 
effect (γ = .154, p < 0.001). Path (IIV) results demonstrated a large direct effect (γ=.374, p < 0.001), as 
in H3-2. An indirect effect on ILP (γ=.134, p < 0.001) was added, and the total effect (γ=.508, p < 0.001) 
greatly increased. Therefore, ILP positively affected PS, with a larger mediating effect for SU. 

6. Discussion 

6.1. Comparative discussion 

This study examined and compared the effects of TV and SNS use on AA, ILP, and PS.  
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The effects of TU and SU on advertisement acceptance had no significant difference. As media 
users use their preferred media relatively consistently [55], media acceptance based on media use is 
likely to be maintained at a certain level [56]. Traditional and new media had an advertising 
acceptance effect [57], with similar effects regardless of usage environment.  

TU did not influence ILP, while SU influenced ILP. Lifestyle was measured using LOV [58], 
which can be used to predict future consumption patterns through relatively consistent lifestyles. In 
this aspect, this study can be interpreted on the premise that values and behaviors are consistent. The 
use of TV, a traditional media type, can be seen as pursuing a traditional lifestyle, such as a family 
unit or a shared life of two or more people. As people who pursue traditional family life do not pursue 
individual life, TU did not influence ILP. By contrast, it could be seen that the influence of SU, a media 
type centered on one person, on ILP was consistent from a lifestyle point of view. Previous studies 
have also emphasized that the media environment affects lifestyle [59]. Blumler [60], highlighted that 
media is used to pursue a current lifestyle and identified three media use motives: cognitive, 
entertainment, and identity. The media usage environment affects lifestyle and the use of SNS media 
can be seen to impact the pursuit of personal life.  

The effect of TU on PS was small compared with SU. Therefore, both media environments 
influenced PS. Moreover, the technology acceptance model (TAM) argues that the increase in 
technological innovation factors expands acceptability [61]. Katz et al. [5], classified media use 
motives into five categories: cognitive, emotional, personal integration needs, social integration 
needs, and escapism needs. In other words, the motivation for media use was explained through a 
psychological aspect. TV and SNS use influence psychological stability, and innovative technology 
has a greater influence on the psychological stability and satisfaction of users. Brod [61], used the 
phrases techno stress and technophobia to describe a phenomenon that caused the body and mind to 
reject a new technological fad. Adapting to technological development sometimes acts as a stress 
factor [62]. New media is already influencing traditional aspects of life and is an extension of 
traditional media, such as product purchasing decisions and self-actualization and self-esteem [63]. 
New media appears to have a greater influence than TV on the quality of life.  

Overall, it was confirmed that media use had a positive effect on individual lifestyles and life 
satisfaction. Some studies have pointed out that excessive online activity inhibits individual social 
interaction and induces negative effects that increase depression and loneliness [64,65]. Monica and 
McLauglin [66], stated that the higher the tendency to loneliness, the stronger the will to relieve stress 
through online activities rather than offline activities. In the interaction between lifestyle and 
behavior, it is difficult to establish priorities. However, this study used public data from Korea and 
limited the participants to a group that exercised. Therefore, under these conditions, media use 
positively affected the quality of life. 

6.2. Mediating effects discussion 

The mediating effect included four pathways.  
The mediating effect of AA on the influence of media use environment on ILP was examined. 

There was no effect of TU on IL; however, a total effect was achieved through an indirect effect, 
forming an effect. However, the effect of SU on IL had a direct effect, and an indirect effect was added, 
increasing the total effect In the relationship between TV and SNS influence on lifestyle, AA had 
almost the same positive mediating effect on ILP.  

Therefore, AA, directly and indirectly, influenced the pursuit of personal life. Adoption of 
advertising means that there is a high tendency to accept the latest consumption trends and culture 
[67]. Previous studies revealed that a mutual relationship between advertisement acceptance and 
lifestyle [68,69]. Recipients are more likely to pay attention to and value ads that they identify with 
their own lives [70]. Therefore, media consumer lifestyles appear to be affected by accepting 
advertisements.  

There was a total and a slightly increased indirect effect of TU on PS. Conversely, there was a 
total increased effect of SU on psychological satisfaction. The mediating effect of lifestyle on 
psychological satisfaction was greater for TV environments than SNS environments.  
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Therefore, ILP has mediating effects of varying sizes for TV and SNS, which may be because TU 
did not influence ILP. The effect of ILP on PS was independently vital. Rational, emotional content 
that reflects the age of one-person media is rapidly growing in popularity and persistence around the 
world [71]. That is, future media use environment will gradually change to one-user-centered [72,73]. 
Therefore, this personalized lifestyle is expected to act as a more important factor for psychological 
satisfaction, which aligns with previous studies[74] that demonstrate that a stable individualized life 
provides mental stability and psychological satisfaction in complex social relationships. 

6.3. Conclusions 

This study examined the effects of TV and SNS media usage environment on AA, lifestyle, and 
PS. Hypothesis pathways were tested, and comparative structural mediating effects were analyzed. 
This study touches upon the important issue of media consumption and lifestyle changes. 

TV and SNS usage environments had similar effects on AA. TV did not influence ILP, while the 
SNS use environment affected ILP. The SNS use environment had a greater effect on individual PS 
than TV. Differences in media technology had the same level of influence on advertisement 
acceptance but different influences on lifestyle, such as ILP, with only SNS influencing ILP. In 
addition, the media use environment can be recognized as a leading factor affecting individual PS, 
whether small or large. In addition, the SNS use environment has a greater influence on PS.  

AA had a mediating effect on the influence on ILP based on media use environments. For both 
media, regardless of media attributes, AA had a mediating effect on ILP. ILP had a significant 
mediating effect on the influence on PS based on the media use environment. The media use 
environment affects PS, and ILP acts as a strong mediator. Media use affects ILP through a chain 
reaction through AA and lifestyle change.  

The media usage environment is changing worldwide, and depending on usage characteristics, 
exerts significant influence on lifestyles and psychological satisfaction. In particular, online media 
usage is increasing due to the COVID-19 pandemic and the technological development of the 4th 
industrial revolution. This study demonstrated that, compared to traditional media, new media had 
the same influence on advertisement acceptance but a greater influence on lifestyle and psychological 
satisfaction. 

6.4. Future directions 

Most public data analyses tend to simply check and compare perceptions. Current research has 
progressively accepted the theoretical background and structurally demonstrated the causal 
relationship between variables. Little has been done in this direction to date. The derivation of 
academic information through public data is recommended worldwide. This study presented 
significant results. As this study focused on Korean adults aged 13 and over who exercised, the results 
cannot be generalized. Future research with public data should target more diverse media types and 
various countries. 
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