
RSU International Research Conference 2026 

https://rsucon.rsu.ac.th/proceedings                                   1 MAY 2026 

 

[651] 

 

Proceedings of RSU International Research Conference (RSUCON-2026) 

Published online: Copyright © 2016-2026 Rangsit University 

 

The Impact of Short-Form Video Platforms on Music Consumption: A Comparative Study 

of UTAUT2, Uses and Gratifications, and Algorithmic Trust among Thai Gen Z and 

Millennial Community Members at Rangsit University 

 
Kamonwan Kaewjorhor*, Ussanee Malisuwan, Assoc. Prof. Dr. Suttisak Jantavongso 

Master of Science in International Digital Business International College, Rangsit University, Thailand 

*Corresponding author, e-mail: kamonwan.k68@rsu.ac.th 

Abstract 

As the global music industry transitions from physical ownership to ubiquitous streaming access, short-form 

video platforms have emerged as primary drivers for artist discovery. This study investigates the impact of these platforms 

on music consumption by comparing Generation Z and Millennial within the community members at Rangsit University. 

By integrating the Unified Theory of Acceptance and Use of Technology 2 (UTAUT2) and the Uses and Gratifications 

(U&G) theories, the study identifies the psychological and technological drivers that shape contemporary music discovery 

and streaming intentions. The study employed a quantitative, cross-sectional survey design conducted within the RSU 

community in Pathum Thani, Thailand. The sample size was determined using Taro Yamane’s formula with a 95% 

confidence level and a ±5% margin of error, resulting in a minimum requirement of 400 respondents. Although the initial 

target was 450 respondents, a total of 459 valid responses were collected through stratified sampling, consisting of 235 

Gen Z students and 224 Millennial staff and graduate students. Data were collected via a self-administered questionnaire 

and analyzed using PSPP to test hypotheses related to motivational and technology adoption factors. The findings reveal 

a significant generational divide in digital music consumption patterns. For Generation Z, music consumption is primarily 

driven by the need for social connection (β = .28, p < .001) and a high level of algorithmic trust (β = .30, p < .001). In 

contrast, Millennials prioritize algorithmic trust (β = .50, p < .001) and established habits (β = .31, p < .001), while 

performance expectancy does not show a significant effect (Sig = .858). Notably, income levels do not show a significant 

relationship with music streaming intentions (r = -.076, p = .103), suggesting that user satisfaction and personalization 

outweigh socioeconomic factors in the Thai digital music market. In conclusion, these results highlight the critical role 

of automated curation in transforming music discovery into a habit-based behavior, particularly among younger users. 

For music marketers and platform developers, it is recommended to prioritize social features for the Generation Z cohort 

to enhance interaction, while focusing on reliable recommendations and personalization for Millennials to sustain 

engagement. These insights are essential for designing more effective strategies that move beyond generic algorithms to 

create trusted, community-driven music experiences. 
 

Keywords: Short-Form Video Platforms, Music Consumption, Gen Z, Millennials, Algorithmic Trust, UTAUT2, Uses And 

Gratifications 
 

1.Introduction 

The global music economy has transitioned from physical ownership to a pervasive streaming-first 

model, with industry revenues increasing by 4.8% in 2024 (IFPI, 2024). In the current digital environment, 

music engagement is no longer limited to passive listening; rather, it involves active creation and discovery 

through short-form video platforms (IFPI, 2023). Within the Thai context, social media serves as the "center 

of digital life," significantly influencing lifestyle and entertainment choices (Dataxet, 2025). Consequently, 

platforms such as TikTok, YouTube Shorts, and Instagram Reels have emerged as essential drivers of artist 

discovery, where algorithmic systems play a decisive role in shaping user preferences (Chan et al., 2025). 

TikTok, in particular, has transformed how songs become viral through user-generated challenges and 

trending sounds, enabling emerging artists to reach global audiences without relying on traditional marketing 
channels (Paprach et al., 2025). 

In Thailand, the entertainment and media market is projected to surpass 700 billion THB in 2025 

(PwC, 2025). However, a significant challenge remains in terms of monetization. Previous research indicates 

that although Thai users report high levels of satisfaction with streaming services, they remain hesitant to pay 
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for premium subscriptions (Sae-tae & Wang, 2024). This paradox suggests that specific psychological and 

contextual factors influence the decision-making processes of Thai music consumers. The adoption of these 

digital tools is often driven by perceived usefulness and the enjoyment derived from music discovery 

(Aranyossy, 2022; Lee et al., 2023). 

Current research in Thailand primarily focuses on general social media usage (Bhatiasevi, 2024; 

Jitsaeng et al., 2024) or specific platforms such as TikTok in isolation (Paprach et al., 2025). There is a 

scarcity of integrative research that combines motivational factors (Uses and Gratifications), technology 

adoption (UTAUT2), and algorithmic trust within a single analytical framework. Furthermore, while 

demographic data on Generation Z and Millennials in Thailand is available (Walderich, 2024), empirical 

evidence comparing differences in their algorithmic trust and music consumption patterns remain limited. 

Previous studies in the ASEAN region suggest that Gen Z values interaction and enjoyment, while Millennials 

prioritize usefulness and familiarity (Hasan & Scorpianti, 2024). These algorithmic systems play a significant 

role in organizing music culture and shaping user preferences (Werner, 2020). 

To address these gaps, this study investigates the impact of short-form video platforms on music 

consumption within the Rangsit University (RSU) community. By comparing Generation Z and Millennials, 

this study provides insights into how contemporary digital habits—particularly the transition from video-

based discovery to music streaming—are shaped by psychological needs, technology acceptance, and 

algorithmic trust. 

 

2.  Objectives 

The main objective of this study is to investigate the impact of short-form video platforms on music 

consumption behavior among Thai Generation Z and Millennial within the community at Rangsit University. 

Specifically, the study aims to: 

1) To examine how motivational factors derived from Uses and Gratifications Theory, including 
entertainment, identity expression, and social connection, influence music consumption 

behavior. 

2) To evaluate the technology and behavioral determinants of music streaming adoption based on 

the Unified Theory of Acceptance and Use of Technology 2 (UTAUT2), with a focus on 

performance expectancy, habit, and hedonic motivation. 

3) To compare the levels of algorithmic trust and perceived personalization between the two 

generations groups in order to determine their effect on music consumption behavior. 

 

3.  Materials and Method 

To compare digital habits across generations, this study employed a quantitative, cross-sectional 

survey design. The sample size was calculated using Taro Yamane’s formula (1973) with a 95% confidence 

level and a ±5% margin of error, requiring at least 400 respondents. In this study, data were collected from 

459 valid participants using a stratified sampling technique, consisting of 235 Generation Z participants and 

224 Millennials. Data collection was conducted through online questionnaires distributed via the Office of 

the Registrar and university networks. 

The conceptual framework (Figure 1) explains music consumption behavior through psychological 

and technological factors. The framework incorporates specific U&G motives: entertainment, identity 

expression, and social connection. The reasons for excluding certain variables are as follows: 'surveillance' 

was removed to maintain a focus on entertainment motives; 'price value' was omitted, as Thai users often 

prefer free-tier access; and 'effort expectancy' and 'social influence' were also excluded to prioritize primary 

drivers such as 'habit' and 'algorithmic trust'. 

As shown in Figure 1, the framework connects psychological and technological factors to the final 

outcome, which is music consumption behavior. 
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Figure 1 Conceptual framework of the study Source: Author, 2026 

 
Following the conceptual framework, the following hypotheses were formulated: H1: Generation Z 

reports significantly higher levels of U&G motives (entertainment, identity, and social) than Millennials. H2: 

Habit is a stronger predictor for Millennials, while hedonic motivation is more influential for Generation Z. 

H3: Trust in algorithmic curation significantly predicts music consumption for both groups but has a stronger 

effect on Millennials. 

Operational definitions are provided to clarify all variables. "Entertainment" refers to fun and 

relaxation; "identity expression”  refers to the presentation of one’s self-concept; and "social connection" 

refers to interaction with peers. "Habit" refers to the automaticity of use, and "algorithmic trust" refers to the 

belief in the reliability of automated recommendations. 

Quantitative data analysis was performed using PSPP software. The statistical methods were aligned 

with the research hypotheses as follows: 1) Descriptive statistics (mean and S.D.) were used to analyze 

demographic profiles and variable levels. 2) Independent samples t-tests were used to test H1 by comparing 

the mean differences in U&G motives between Generation Z and Millennials. 3) Multiple regression analysis 

was used to test H2 and H3, identifying how factors such as habit, hedonic motivation, and algorithmic trust 

predict music consumption behavior for each group. 

 

4.  Results and Discussion  

Before examining the impact of independent variables, descriptive statistics (mean and standard 

deviation) were analyzed for all research variables. This provides a clear baseline for comparing Generation 

Z and Millennials at RSU. 
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Table 4.1 Descriptive Statistics for Research Variables 

Variable Generation Z (N=235) Millennials (N=224) 

 Mean (S.D.) Mean (S.D.) 

Entertainment (U&G) 4.38 (0.59) 3.74 (1.17) 

Identity Expression (U&G) 4.15 (0.70) 3.14 (1.11) 

Social Connection (U&G) 4.07 (0.70) 3.09 (1.08) 

Hedonic Motivation (UTAUT2) 4.26 (0.58) 3.47 (1.11) 

Habit (UTAUT2) 4.12 (0.58) 3.35 (1.14) 

Algorithmic Trust 4.15 (0.64) 3.15 (1.06) 

Music Consumption Behavior 4.10 (0.56) 3.28 (1.07) 

 

Source: Author’s Analysis (2026) 

 

4.1 Analysis of Uses and Gratifications (U&G) Motives (Objective 1)  

The first objective examined how motives such as entertainment and social connection influence 

music consumption behavior. For Generation Z, social connection is the strongest predictor 

(β = .28, p < .001). For Millennials, entertainment is the primary U&G driver (β = .15, p = .002). 
The results are summarized in Table 4.2. 

 

Table 4.2 Multiple Regression Results for U&G Motives 

 

 

 

 

 

 

 

 

 

 

 

*Note: p < .05. Source: Author’s Analysis (2026) 

 

4.2 Evaluation of Technology and Behavioral Factors (UTAUT2) (Objective 2) 

The study evaluated how UTAUT2 factors influence music streaming behavior. Habit was found to 

be a strong predictor for both groups, however, it is more influential for Millennials (β = .31) than for Gen Z 

(β = .19). Notably, performance expectancy did not show a significant impact on Millennials (Sig = .858). 

 

 
 

 

 

 

Predictors (U&G) Generation Z (β) Millennials (β) 

Social Connection .28* .01 

Entertainment .06 .15* 

Identity Expression -.12 

.04 
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Table 4.3 Multiple Regression Results for UTAUT2 Factors 

 

 

 

 

 

*Note: p < .05. Source: Author’s analysis (2026) 
 

4.3 Comparison of Algorithmic Trust (Objective 3)  

As shown in Table 4.4, there is a significant difference in algorithmic trust between the two 

generations. Generation Z (mean = 4.15) has much higher trust in algorithms than Millennials (mean = 3.15). 

However, regression analysis shows that Millennials rely more on this trust (β = .50) when deciding to stream 

music. 

 

Table 4.4 Independent Samples T-Test for Algorithmic Trust 
 

Variable Generation N Mean Std. Deviation t-value 
Sig. 

(p-value) 

Trust in 

Algorithm 
Generation Z 235 4.15 0.64 12.31 .000* 

 Millennials 224 3.15 1.06   

 

*Note: p < .001. Source: Author’s Analysis (2026) 

 

According to the t-test results in Table 4.4, there is a significant difference in algorithmic trust 

between the two groups. Generation Z (mean = 4.15) shows a significantly higher level of trust compared to 

Millennials (Mean = 3.15). The mean difference is 1.00, and the p-value is less than .001, indicating that the 

difference is statistically significant. 

Furthermore, the regression analysis confirms that trust in algorithms is a vital factor for both groups. 

However, it is a stronger predictor for Millennials (β = .50, p < .001) than for Generation Z (β = .30, p < 

.001). This indicates that while Generation Z trusts algorithms more, Millennials rely more heavily on this 

trust when making their final decisions regarding music consumption behavior. These findings align with 

Hasan and Scorpianti (2024), who identified trust as a critical factor for both cohorts when making music 

platform decisions. This finding supports Hypothesis 3 (H3). 
 

4.4 Discussion 

Predictors (UTAUT2) Generation Z (β) Millennials (β) 

Habit .19* .31* 

Hedonic Motivation .09 -.10 

Performance Expectancy .12 .01 
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The results of this study confirm a fundamental shift in how digital music is discovered and 

consumed within the RSU community. While both generations utilize the same short-form video platforms, 

their underlying motivations and adoption drivers are distinct, as supported by the integrated theoretical 

framework of U&G and UTAUT2. 

Generation Z views music primarily as a "social tool," where the need for social connection (β = 

.28) outweighs identity expression. This finding strongly aligns with Bhatiasevi (2024), who noted that for 

Thai social media users, building social relationships and enhancing psychological well-being are the primary 

motives for engagement. This suggests that for Generation Z at RSU, music discovery is an active and 

interactive process in which songs serve as a medium for peer interaction rather than just passive listening. 

In contrast, Millennials exhibit a "habit-based" consumption pattern ( β = .31), prioritizing 

entertainment and familiar routines. This generational divide suggests that as users age, their technology 

adoption shifts from social exploration to functional habituation. However, the common link between both 

cohorts is their high reliance on algorithmic trust, which emerged as the strongest predictor for Millennials 

(β = .50) and a significant driver for Generation Z (β = .30). This highlights the success of automated curation 

in the Thai digital market, where users increasingly trust algorithms to filter the "rising tide" of new content, 

as noted by Paprach et al. (2025). 

Notably, this study found that income has no significant relationship with music consumption 

behavior (r = -.076, p = .103). This finding empirically supports Sae-tae and Wang (2024) who found that 

Thai users focus on satisfaction rather than financial considerations. Furthermore, the strong impact of 

algorithmic trust confirms that automated curation is now a central part of the Thai digital experience. 

Based on these findings, music marketers are advised to avoid a "one-size-fits-all" strategy. For 

Generation Z, platforms should prioritize social features and community-sharing tools. Conversely, for 

Millennials, the focus should remain on reliable recommendations and the refinement of personalization 

algorithms to reinforce existing habits. By addressing these specific generational drivers, platforms can create 

trusted, community-centric music experiences that resonate with the modern Thai digital lifestyle. 
 

5.  Conclusion 
In conclusion, this research investigated the multidimensional factors shaping music consumption 

behavior among 459 members of the Rangsit University community. The study integrated Uses and 

Gratifications (U&G), UTAUT2, and algorithmic trust to reveal that modern digital music habits are driven 

by a complex interaction between psychological needs and technological trust. The empirical results provide 

strong support for Hypotheses H1, H2, and H3, confirming that generational differences significantly 

influence how users discover and engage with music. 

The findings reveal a clear generational divide: Generation Z is a "socially driven" cohort that 

utilizes music primarily as a tool for peer interaction and social connection (β = .28, p < .001). In contrast, 

Millennials are "habit-driven" users who prioritize entertainment efficiency and established routines (β = .31, 

p < .001). However, algorithmic trust emerged as the universal "engine" for future intentions across both 

groups, with a particularly strong impact on Millennials (β = .50). Notably, the study confirms that music 

consumption in Thailand is driven by satisfaction and perceived value rather than socioeconomic status, as 

income showed no significant relationship with streaming intentions (r = -0.076). 

Practical Recommendations: Based on these insights, music marketers and platform developers 

should avoid a one-size-fits-all strategy in the Thai market. For Generation Z, platforms should prioritize 

social features and community-sharing tools that enhance the interactive nature of music discovery. 

Conversely, for Millennials, the focus should remain on reliable recommendations and the refinement of 

personalization algorithms to reinforce existing consumption habits. Furthermore, creators should focus on 

building algorithmic trust through consistent engagement, as Thai users’ value personalized experiences over 

price. 

Recommendations for Future Research: While this study provides a robust snapshot of the RSU 

community, future research should expand the scope to include rural populations or older generational cohorts 

such as Baby Boomers, to determine whether these behavioral patterns remain consistent across a wider 

demographic. Additionally, qualitative research could further explore the "satisfaction over money" paradox 

to better understand the cultural nuances of monetization in the Thai streaming industry. 
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