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Abstract

This research aimed to: 1) examine the general conditions of feature usage
in  music application recommendation systems among users; 2) investigate
the relationship between demographic characteristics and factors influencing user
experience with music recommendation features; and 3) explore user satisfaction
toward the recommendation features of music applications. A mixed-methods
approach was employed, integrating both qualitative and quantitative methods.
For the qualitative phase, in-depth interviews were conducted with 10 users of music
application recommendation features. For the quantitative phase, data were collected
from 501 users of music applications (Spotify, JOOX, and YouTube Music) in Thailand.
Descriptive statistical analysis was applied to interpret the data.

The research findings revealed that: 1) regarding the general conditions
of music recommendation features, user experience was influenced by the accuracy
of recommendations, social influence, system controllability, and operational
smoothness. Enhancing the precision and personalization of recommendation
algorithms significantly improved user satisfaction, engagement, and long-term usage
intention. 2) all demographic variables were found to have statistically significant
relationships with user experience (p < 0.05). Gender affected emotional responses
and perceptions of musical relevance female users placed greater emphasis on
the emotional tone and listening atmosphere of recommended songs compared
to male users. Age influenced technology acceptance and satisfaction levels users
under 30 years old were more receptive to discovering new music and more frequent
in customizing recommendation features. Income was correlated with the use
of premium or subscription services higher-income users prioritized sound quality
and recommendation accuracy. Occupation shaped feature utilization patterns
creative and media professionals tended to use recommendation features for musical
discovery, whereas office employees primarily used them for relaxation during work.

Education level affected perceptions of algorithmic credibility highly educated users



valued transparency, such as understanding why a particular song was recommended,
and 3) overall, users demonstrated a high level of satisfaction with music
recommendation features, with an average satisfaction score of 4.56. Key influencing
factors included feature interaction, feature awareness, attitude toward adoption,
subjective norms, perceived behavioral control, perceived ability, and perceived
experience — all of which collectively contributed to user satisfaction with music
recommendation systems. These findings highlight the importance of user-centered
communication and algorithmic transparency in enhancing satisfaction and

engagement with personalized music recommendation features.
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