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[Abstract]

In this paper, we propose to study the factors affecting the user's intention to use smart music
platform, and on the basis of studying the impact of service quality on the user's intention to use, such
as perceived usability, perceived ease, perceived entertainment and perceived cost, respectively. Based on
this, the impact factors model on the usage intention of smart music platform users was presented, and
398 questionnaires were collected through a survey of university students majoring in Chinese music,
and the collected data were obtained by conducting frequency analysis, reliability analysis, exploratory
factor analysis, correlation analysis, and structural equation model analysis using spss20.0 and amos20.0.

The results show that: Quality of service has a positive effect on perceived usefulness, perceived
ease of use, perceived entertainment and perceived cost. A study found that perceived usefulness,
perceived ease of use, and perceived entertainment have a positive effect on users' intention of use and
perceived cost has a negative effect on their intention of use. Through this conclusion, the entrepreneur
presented an important meaning in promoting sustainable development of smart music platforms by

improving the operation and profit model of smart music platforms.
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I. Introduction

China
released the

Internet Network Information Center
45th  China

Development Statistics report, saying that as of

Internet  Network

March 2020, China's Internet users have reached
904 million, Among them,
network users is 897 million, 99.3% of total Internet

the size of mobile
users, Network music users reach 635 million,
70.3% of all Internet users, Mobile network music
users reach 633 million, Up 79.78 million from the
end of 18, 70.5% of mobile phone users, The huge
scale of Internet users has laid the user foundation
for the development of online music. 2019, The
quality of Internet entertainment applications is
constantly improving, Early 2020, Affected by the
new coronary pneumonia, Network entertainment
application user size and utilization rate have been
greatly improved. By March 2020, The number of
users of online video, music and games is 850
million ,635 million and 532 million, The utilization
rates were 94.1 per cent ,70.3 per cent and 58.9 per
cent, respectively, To become an important part of
the people's online spiritual and cultural lifel,
The steady growth of China's music industry in
recent years has become an important force to
stimulate China's pan-entertainment consumer
economy. The rapid development of artificial
intelligence has brought great innovation to the
music creation mode, streaming media digital music
dissemination, music education and training, and
the upgrading of music technology equipment such
as audio equipment and musical instrument
Artificial
penetrated into all aspects of the music industry

manufacturing[zl. intelligence has
chain. The emergence of artificial intelligence first
explored the music creation model itself, which
constructed the core power of the whole music
industry, and had a certain impact on the horizontal
and vertical industrial chain and different levels of
Chinese music. Intelligent music platform is also
gradually rising. For example, shrimp music began

to increase the pace of research and development of

Al intelligent recommendation function in 2017.
Based on artificial intelligence algorithm, intelligent
recommendation function can comprehensively
analyze the user's mood and recommend suitable
music to the customer according to the user's
scene. You can also capture user preferences based
on data to increase interactivity. At the NetEase
year-end song report that ignited the circle of
friends in the 2019 New year[g], the application of H5
products is undoubtedly the power of artificial
intelligence big data. The accuracy of these big data
and the degree of understanding of users' music
preferences and habits even surpass the users
themselves, and become the central nervous system
that moves users, drives marketing, and reaps
users. Personalized music recommendation also
promotes users' awareness of music payment,
promotes online and offline music consumption,
and further deepens the development of Chinese
music industry™.

With the rapid development of music industry,
how to make the online music platform use the
existing resources to attract users is the most
important part of the platform operation. Through
exploring the key factors and the relationship
between the user's willingness to use the intelligent
music platform, this paper puts forward some
strategies and suggestions to improve the user's

willingness to use the intelligent music platform.

II. Theoretical literature

1. Assumptions about perceived usefulness
and perceived ease of use

Perceived Usefulness (Davis 1989) refers to the
degree of influence of user individual subjective
perception of external information technology on
job performance[5]. The perceived usefulness in this
paper refers to the degree to which users feel the
use of intelligent music platform to improve job
performance, that is, the value of life and work
brought by the use of intelligent music platform®®.
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If users think that using intelligent music platform
will help their studies and work, they will change
their attitude towards the platform and enhance
their willingness to use it. At present, many studies
have proved that perceived usefulness has a
significant impact on users' willingness to use.

Perceived Ease of Use (Davis 1989) refers to the
degree of difficulty that individuals subjectively
believe in the use of an information technologym.
The perceived ease of use in this paper refers to
the user's perception of the degree of effort
required to use the online music platform, that is,
whether the user thinks that the intelligent music
platform is easy to use. Based on this, the following
assumptions are put forward:

Hl: The perceived usefulness is affecting
consumers' willingness to use.

H2: The perceived ease of use is affecting

consumers' willingness to use.

2. Perceived entertainment hypothesis
Perceived entertainment refers to the subjective
happiness of wusers in the process of using
intelligent music platform®. Moon et al .(2001)
that

significant effect on users' willingness to accept the

proved perceptual entertainment has a
use of new information technology[g], Liu Hong
(2013) confirmed that perceived entertainment has
a positive and positive effect on users' willingness

to use video sites!!”

. Based on this, the following
assumptions are put forward:
H3: The Perceived entertainment is affecting

consumer' willingness to use.

3. Perceived cost-related assumptions

When the user perceives the cost to pay more, it
will actively reduce the use of the platform, that is,
the perceived cost will negatively affect the user's
willingness to use continuously“”. Yu Yue et al
(2018) studied the purchase intention of college
students on the basis of perceived value theory.
The results show that the monetary cost dimension
in perceived cost is the primary factor affecting
college students' online purchase intention. The

perceived cost in this paper refers to the cost that
users think they should bear in the process of

1121 Based on this,

using intelligent music platform
the following assumptions are made:
H4: The perceived cost is affecting consumers'

willingness to use.

4. Perceived Quality of Service Related
Assumptions

Perceptual service quality refers to the
perception and evaluation of the service provided
by the operator of the intelligent music platform.
of the

platform can give timely help and solution to the
[13]

When the customer service personnel
problems or feedback raised by the user ™, it will
enable the user to use the platform more smoothly,
thus reducing the wuser's efforts to use the
perceived cost of using the platform. It makes it
easier for users to use smart music platforms'™
High-quality services require significant cost, which
will be passed on to users. Ming Yang et al .(2017)
put forward that the quality of service positively
affects the perceived usefulness of users to the
system. Guo Wengian (2017) proved that the quality
of service has a positive effect on the perceived
usefulness and entertainment of online English
1 Based on this, the
following assumptions are made:

course platform users
H5: Perceived Quality of Service is affecting
consumers' perceived usefulness.
H6: Perceived Quality of Service is affecting
consumers' perceived ease of use.
H7: Perceived Quality of Service is affecting
consumers' perceived entertainment
H8: Perceived Quality of Service is affecting

consumers' perceived cost.

ITII. research method

1. Research Model

Based on the above analysis, this

paper
constructs the research model.
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Fig. 1. Research model

2. Operational Definition and Measurement
Scale of Variables

Table 1. Operational Definition and Measurement
Scale of Variables
Variable Definition AT
Literature
Reflect the extent to which
Perceived | a person considers the use
usefulness of a specific system to Venkatesh &
improve his performance. Davis(2000) ,
Perceived Reflect the extent to which | Heijden(2003)
Ease of a person considers it easy
Use to use a specific system.
. Objective feelings of an
Perceived L .
. individual when performing Moon &
Entertain L . .
an act or participating in Kim(2001)
ment L
an activity.
Perceived Pc:jsusrlibnle f;:nuoszlsz;iies Ho Cheong
Costs 9 & Park 2005
system.
. Results of user evaluation Parasuraman
Perceived ) .
. and comparison of actual A. Zeithaml
Quality of .
Service and expected service . Berry
experience. (1988)
- Intention to use refers to
Willingness the psychological tendenc Panpan
to Use psycnholog j Y| sun(2016)
of using behavior.

IV. Analysis Result

1. Demographic Characteristics of The Sample
From the general characteristics to see of the
study, men accounted for 221(55.5 %), in response
the name 398, women account for 177(44.5 %). Ratio
of men than women. In addition, for 257 for the
most - year-old respondent, (64.9 %).This was
followed by 20 - year-old (21.2 %) at the age of
84.20 - year-old respondent from the age of 84 (21.1
%). Answer to the more than 50 years old with the
lowest rate of response has 45(11.3%).Graduated

Table 2. Demographic Characteristics of the Sample

Division Freque | Perce
ncy nt
Gender Male 221 55.5
enae Female. 177 | 445
20 ~ 29 84 211
Age 30 ~ 39 257 64.6
9 40 ~ 49 12 3.0
over 50 years of age 45 1.3
a high school graduate 63 15.8
. graduate from college 83 20.9
Academic - -
record graduate from a university 179 450
graduate student or above
73 18.3
graduate level
less than 2 million won 62 15.6
Monthl Two to three million. 110 27.6
onthly Three to four million. 80 20.1
salary - —
Four to five million. 105 264
more than five million won 41 10.3
Total 398 100.0

from college, most respondents in the academic
investigation, for 179 (45 %). This was followed by
specialist graduates, 83 73 more than a graduate
student, (20.9 %) (18.3 %).Answer the high school
graduates with the lowest rate of 63 (15.8 %).The
results showed that monthly salary survey, up to the
Korean won the response of a further 110 people
(27.6%), the highest ratio. This was followed by 105
(26.4%) 400~500 million. This was followed by
300~400 (20.1%). 80 million Answer the more than 5
million Korean won with the lowest rate of

respondent(10.3%) with 41.

2. Exploratory Factor Analysis and Reliability
Analysis

2.1 Exploratory Factor Analysis and Reliability
Analysis of exogenous variables

The exploratory
performed to see if the various measuring tools

factor analysis was first
used in this study were consistent with the intent of
this study. In order to minimize the number of
factors, prevent information loss to the maximum
extent and eliminate variables that impede the
properness of measurement, this paper implements
the princlusion compendium analysis and further
clarifies the classification of the variables. The
criteria for evaluation of factor extraction are

above EignValue and above 0.5.In addition, to
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ensure reliability of the measured variables, the
coefficient of Cronbach's Alpha coefficient, which
represents the internal character, was determined.
It is generally considered that holding a price
above 0.6 is more reliable and that holding a price
above 0.7 is higher.

The results show that all factors are extracted
above 0.5 and that the Cronbach's Alpha coefficient
is above 0.7 for the general allowable value, in the
reliability analysis of the test item.

2.2 Confirmatory Factor Analysis

In order to verify the convergence and discriminant
appropriateness of measurement variables, the
deterministic element analysis was carried out. The
suitability of the measurement model is X*=824.991,
P=.000, DP=1944, CMIN/DF= 4.253, GFI=.799,
NFI=.897, IF1=.919, CFI=.919, RM=.433. The suitability
of the measurement model is acceptable. In addition,
the measurement model X*df) = shown in 824.991
(1944) and suggested that X*/d.f. be priced below
5(large number of specimens), so the survey model
used in this study is well fitted.

Table 3. Confirmatory Factor Analysis

Compositional | Estim SE. CR. AVE CR
concept ate
Perceived 8;;2 0.061 | 17.805
quality of ' 0.065 | 15549 | 0.545 | 0.867
i 07521 5069 | 17.086
service 0.821 . .
. 0.967
Willingness 0.049 | 15377
0.646 0.556 | 0.885
to use 0.633 0.047 | 14924
. 0.879
Percet'ved 0.911 8'835 215;5;9 0.635 | 0.857
costs 0.759 . .
Perceived 00'88683 0.043 | 24.661
eve ; 0.042 | 25.197 | 0.642 | 0.902
entertainment | 0.889 0.043 | 23958
0.867 : :
erceived gggg 0.067 | 18.879
egse e | 0710 | 0085 | 14837 | 0541 | 0896
0811 0.068 | 17.094
erceived gg;; 0.047 1 24.608
P : 0.047 | 25246 | 0.554 | 0.857
usefulness 0.899 0.042 | 25085
0.896 ) )
X2=824.991, P=.000, DF=194, CMIN/DF=4.253, GFI=.846,
AGFI=.799, NFI=.897, ,IFI=.919, CFI=.919, RMR=.043

In addition, the correlation coefficient between
each variable is statistically significant, and both
Estimate and S.E. of the validation factor analysis
show statistical significance and confirm the
rationality of convergence. CR was also evaluated
through Amos. All projects exceed the generally
allowed 0.6 and the results are trustworthy.
Contingency, on the other hand, has other
determination values-AVE, which is the size of the
dispersion that an indicator can account for a
potential concept, which is more than 0.5.The AVE
values for all factors in this study are above 0.5

and ensure convergence rationality.

3. Research Hypothesis Verification

Structural model analysis was used to verify the
the path
coefficients for the structural model can be found in

hypothesis. To verify the hypothesis,
<Table 4>.The suitability index for the structural
model used in this study is X* = 862.849, P = .000,
DP = 201, CMIN/DF = 4.293, GFI = .838, AGFI = .796,
IFT = .89, IFI = .915, CFI = .88, RMR=0.499.The
suitability of the structural model in this study is not
a problem and can be assessed as an acceptable level.

Table 4. Structural model analysis result

Avenue =il S.E. C.R. P
ate
Perception quality of
service ——> Perception 0.439 | 0.414 | 7.795 | *xx
usefulness
Perception quality of
service —-> Sensory ease | 0.291 0.28 5.143 | **x
of use
Perception Service Quality
--> Perception 1.052 | 1.018 | 17.902 | **x
Entertainment
Perception Ser.wce Quality 1095 | 0.831 | 15152 | xsx
-> Perception Cost
perceived
usefulness-->Willingness | 0.088 | 0.077 | 2.575 | 0.01
to use
perceived ease of 0.087 | 0.074 | 2561 | 001
use—->Willingness to use
Perceived
entertainment-->Willingn | 0.766 | 0.649 | 10324 | *xx
ess to use
Perceived
costs——>Willingness to use 0.208 | -0.225 3821 | was

X?=862.849 , P=.000, DF=201 , CMIN/DF
=4.293 , GFI=.838 , AGFI=.796 , NFI=.892 ,

IFI=.915, CFI=.838 , RMR=.049
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H1. The effect of perceived service quality on
perceived usefulness, as observed in Table 6 , on
perceived usefulness is 0.439.These results are
statistically significant at a limited level of 0.05 (C.R
= 7.795, p < 0.05). Therefore, Hl is verified as
expected.

H2a. The effect of perceived service quality on
perceived ease of use as observed in Table 6 is
0.291.The results of such a study were statistically
meaningless at the level noted in 0.05 (C.R = 5.143,
p < 0.05).Therefore, H2 is verified as expected.

H2b. Regarding the effect of perceived service
quality on perceived entertainment, as observed in
<Table 6>, the effect of perceived service quality on
perceived entertainment is 1.052.The results of
such a study were statistically meaningless at the
in 005 (CR = 17902, p <
0.05).Therefore, H3 is verified as expected.

level noted

H3a. Regarding the effect of perceived service
quality on perceived cost, as observed in Table 6 ,
the effect of perceived service quality on perceived
cost is 1.095.Such research results were statistically
significant at a limited level of 0.05 (C.R = 15.152, p
< 0.05). Therefore, H4 is verified as expected.

H3b. Concerning the useful on the use will affect,
for influence, useful on the use of will observed as
<Table 6> 0.088.The results of such studies is
statistically meaningful results, under the limited
level of 0.05 (p<0.05, C.R=2.575). H 5, therefore, as
expected receive verification.

H4a. The effect of ease of use on willingness to
use is 0.087 as observed in Table 6 .These results
are not statistically significant at a limited level of

0.05 (CR = 2561 , p < 0.05). Therefore, H6 is
verified as expected.
H4b. Regarding the effect of perceived

entertainment on willingness to use, as observed in
Table 6 , the effect of perceived entertainment on
willingness to use is 0.7666.These results are not
statistically significant at a limited level of 0.05 (C.R
= 10.324, p < 0.05). Therefore, H7 is verified as
expected.

Hb5a. Assume 10. The effect of perceived costs on
willingness to use, as observed in Table 6 , on
-0.208.These
statistically significant at a limited level of 0.05 (C.R
= - 3.821, p < 0.05). Therefore, H8 is verified as
expected.

perceived costs, is results are

V. Conclusions

1. Conclusions

The following important conclusions are drawn
from empirical research.

1. Perceived usefulness, perceived ease of use,
perceived entertainment have a positive impact on
the user's willingness to use; When users feel that
the use of intelligent music platform has brought
great help to their own studies and work, and the
platform is easier to use, it will also produce
positive emotions when wused. It also produces
positive attitude and behavior intention. Therefore,
companies need to focus on the ease of use and
entertainment of their products while designing and
developing music apps, which will increase users'
willingness to use them.
service users'

2. High quality improves

willingness to use. The high-quality service
provided by platform operators will make it easier
for users to use the smart music platform, which in
turn will increase their users' willingness to use it

3. Perceived cost has a negative impact on the
user's willingness to use. When users considers
that a higher fee is required in the use of a smart
music platform, it reduces the user's willingness to
use the platform and proactively reduces the use of

the platform.

2. Practical Revelations

the following suggestions are put forward for the
development of online music platform:
On the
basis of meeting the needs of users, the online

1. Upgrade Platform service content.
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intelligent music platform should introduce
differentiated  products, services and user
experiences to provide consumers with the

information they need to make them feel the
convenience and benefits.

2. Focus on the quality of service of the
Platform. The empirical research proves that the
service quality has an important influence on the
user's willingness to use, that is, to build an
intelligent music platform with high service quality,
which can improve the user's willingness to use.

3. Improved pricing strategies, subdividing user
types. Enriching the pricing model, increasing the
service content of the intelligent music platform as
much as and

possible, improving  the

performance-price ratio on a certain basis is a
necessary condition for the development and

growth of the business,

3. Limitations and future research direction

This study aims at collecting data for college
students. The results may be limited by the sample
population, and whether the results are applicable
to other groups remains to be tested. This study
constructs the theoretical model on the basis of the
existing research, but in practice, the factors that
affect the user's use of intelligent music platform
are not only these, but also the variables that may
be ignored in this study. In addition, the study did
not explore the degree of interaction between the
various influencing factors.

In view of the limitations of this study, we can
start with the following aspects in the future:

1. Expand the sample size and improve the
proportion of samples in all regions and ages

2. In-depth study of the interrelationship between
internal variables and a more complete model.

3. In-depth understanding of customer needs, for
different users to develop a corresponding pricing
model, so that customer perception of the service
is far higher than the cost required.
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