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Latent Variables Mean Std Skewness Kurtosis 
Information quality -0.00017 1.003104 -0.31303 0.116328 

Intention to use Media 0.000061 1.002993 0.030698 -0.3835 
Mental rules -0.00003 1.003031 -0.15355 -0.75085 

Perceived aesthetic experience 0.000018 1.003077 -0.17742 -0.46996 
Perceived benefit 0.000109 1.003081 -0.30955 0.294858 

Perceived easee of use -0.000152 1.002981 -0.4391 -0.46415 
Perceived joy -0.000097 1.002963 -0.17462 -0.12243 

Perceived value -0.000012 1.00305 0.18539 0.117589 
Social value 0.000048 1.002957 0.158531 -0.49179 

System quality -0.000061 1.003006 0.118077 -0.95844 



   
 

 
 
 

 

PLS-SEM

AVEHTMT

R2

Smart PLS

Construct Before Delete (44) After Delete (40) Deleted Items 
Perceived joy 7 6 Q19 

Aesthetic experience 7 7 - 
Perceived benefit 4 4 - 

Ease of use 3 3 - 
System quality 2 2 - 



   
 

 
 
 

Construct Before Delete (44) After Delete (40) Deleted Items 
Information quality 4 4 - 

Mental rules 9 7 Q51, Q49 
social value 4 3 Q53 

Intention to use 4 4 - 
Total 44 40 4 
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Composite Reliability

Average Variance Extracted

Indicators Scale CR AVE 
Information quality Reflective 0.874 0.776 

Intention to use Media Reflective 0.911 0.72 
Mental rules Reflective 0.874 0.7 

Perceived aesthetic experience Reflective 0.844 0.576 
Perceived benefit Reflective 0.843 0.642 

Perceived ease of use Reflective 0.917 0.787 
Perceived joy Reflective 0.863 0.56 
Social value Reflective 0.866 0.52 

System quality Reflective 0.886 0.796 
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SmartPLSt

N=

Hypothesis Relationship Beta 
Std 

Error 
t-

value 
p-value Result 

H1 
Perceived value -> 
Information quality 

0.  0.076 7.613 0.00 Significant 

H2 
Perceived value -> Intention 

to use Media 
0.  0.069 8.09 0.00 Significant 

H3 
Perceived value -> Mental 

rules 
0.695 0.049 14.058 0.00 Significant 

H4 
Perceived value -> Perceived 

aesthetic experience 
0.533 0.077 6.9 0.00 Significant 

H5 Perceived value -> Perceived 0.81 0.024 33.393 0.00 Significant 



   
 

 
 
 

Hypothesis Relationship Beta 
Std 

Error 
t-

value 
p-value Result 

benefit 

H6 
Perceived value -> Perceived 

easy to use 
0.408 0.086 4.75 0.00 Significant 

H7 
Perceived value -> Perceived 

joy 
0.712 0.05 14.213 0.00 Significant 

H8 
Perceived value -> Social 

value 
0.763 0.047 16.338 0.00 Significant 

H9 
Perceived value -> System 

quality 
0.33 0.076 4.336 0.00 Significant 

R2 

R2

 

Construct Coefficient of determination R2 

Information quality 0.337 
Intention to use Media 0.314 

Mental rules 0.483 
Perceived aesthetic experience 0.284 

Perceived benefit 0.656 
Perceived easy to use 0.166 

Perceived joy 0.507 
Social value 0.582 

System quality 0.109 

 
R2R2



   
 

 
 
 

f2Q2

Q2

R2

f2Q2

f2R2

f2f2f2

Q2Q2

Target Construct Q2 Interpretation 

Perceived Benefit 0.45 Large 

Social Value 0.38 Large 

Mental Rules 0.28 Medium 

Perceived Joy 0.27 Medium 

Perceived Aesthetic Experience 0.20 Medium 

Information Quality 0.14 Small 

Intention to Use 0.12 Small 

S Perceived Ease of Use 0.06 Very Small 

System Quality 0.03 Very Small 
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Cross-Loadings
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Media 

Q15 0.758         
Q16 0.831         
Q17 0.679         
Q18 0.796         
Q19 0.665         
Q25  0.772        
Q26  0.597        
Q27  0.642        
Q28  0.774        
Q33   0.780       
Q34   0.817       
Q35   0.824       
Q39     0.869     
Q40     0.925     
Q41      0.899    
Q42      0.863    
Q45       0.766   
Q46       0.730   
Q47       0.707   
Q48       0.773   
Q49       0.677   
Q50       0.686   
Q51        0.916  
Q52        0.883  
Q53        0.706  
Q54    0.895      
Q55    0.905      
Q56    0.861      
Q57         0.848 
Q58         0.874 
Q59         0.866 
Q60         0.788 

Target Construct f² Interpretation 
Perceived Benefit 1.857 Large 

Social Value 1.500 Large 

Mental Rules 1.000 Large 
Perceived Joy 1.041 Large 

Perceived Aesthetic Experience 0.786 Large 
Information Quality 0.471 Large 

Intention to Use 0.408 Large 

S Perceived Ease of Use 0.190 Medium 
System Quality 0.124 Small 


