Table 1S. Pearson correlation table of total willingness to pay for social network sites, corresponding items, amount of monthly fee, age, education level, and financial status.
	
	Data not used for marketing
	Data protection
	 Usage not prolonged
	Fake news reduction
	Extremism reduction
	Usage monitoring features
	External Apps access allowed
	Mental health issues minimization
	Digital virtue ensuring
	Personal development
	Total of willingness to pay
	Amount of monthly fee
	Age
	Education level(1)
	Financial wellness(1)

	
Age
	0.02
(.736)

	0.00 (.953)
	0.06
(.336)
	-0.05 (.456)
	0.00 (.997)
	0.00 
(.998)
	0.05 (.468)
	-0.13*
(.041)
	-0.04 (.493)
	0.01
(.871)
	
-0.01
 (.851)
	
-0.04
(.574)
	
___
	
	

	
Education level (1)
	0.09 (.151)
	0.00 (0.948)
	0.20** (.001)
	0.01 (.826)
	0.02 (.783)
	0.04
(.488)
	0.02 (.772)
	0.04
(.501)
	0.01 (.825)
	
0.05
(.425)

	
0.05
(.404)
	
0.05 (.390)
	
0.31*** (<.001)
	
___
	

	
Financial wellness (1) 
	0.07 (.251)
	0.00 (.957)
	0.06 (.308)
	-0.02 (.767)
	0.01 
(.863)
	0.05
(.442)
	0.06 (.346)
	-0.03
(.665)
	0.04 (.570)
	-0.01
(.862)
	
0.02 
(.801)
	
0.09 (.148)
	
0.16** (.010)
	
0.36***
(<.001)
	
___


* p < .05, ** p < .01, *** p < .001
(1)Spearman correlation 

Table 2S. Pearson correlation table of total willingness to pay for messaging services, corresponding items, amount of monthly fee, age, education level, and financial status.
	
	Data not used for marketing
	Data protection
	 Usage not prolonged
	Fake news reduction
	Extremism reduction
	Usage monitoring features
	External Apps access allowed
	Mental health issues minimization
	Digital virtue ensuring
	Personal development
	Total of willingness to pay
	Amount of monthly fee
	Age
	Education level(1)
	Financial wellness(1)

	
Age
	-0.04 (.561)
	-0.04 (.524)
	0.11 (.074)
	0.00 (.951)
	-0.01 (.899)
	0.03
(.667)
	0.13* (.043)
	0.042
(.498)
	0.01 (.825)
	0.09 
(.166)
	
0.04
(.546)
	
-0.02 (.750)
	
___
	
	

	
Education level (1)
	0.03 (.586)
	-0.07 (.268)
	0.08 (.194)
	0.01 (.909)
	0.00 (.948)
	0.04
(.499)
	0.02 (.725)
	0.01 
(.914)
	-0.02 (.770)
	0.02 
(.722)
	
0.012 (.847)
	
-0.01 (.830)
	
0.31*** (<.001)
	
___
	

	
Financial wellness (1)
	0.00 (.979)
	-0.03 (.666)
	-0.02 (.719)
	0.01 (.861)
	-0.03 (.682)
	0.03
(.628)
	0.01 (.921)
	-0.09 
(.146)
	-0.04 (.477)
	-0.03
(.587)
	
-0.03 (.620)
	
-0.05 (.468)
	
0.16** (.010)
	
0.36***
(<.001)
	
___


* p < .05, ** p < .01, *** p < .001
(1)Spearman correlation

Table 3S. Gender differences in total willingness to pay for social network sites, corresponding items and amount of monthly fee using independent sample t-test 
	 Willingness to pay items
	Male (151)
M      (SD)
	Female (111)
M      (SD)
	Statistic
	df
	p
	Cohen's d

	Data not used for marketing
	2.59
	1.30
	2.65
	1.23
	-0.372
	260
	.710
	-0.047

	Data protection
	2.87
	1.35
	2.95
	1.29
	-0.474
	260
	.636
	-0.059

	Usage not prolonged
	2.65
	1.37
	2.80
	1.35
	-0.899
	260
	.369
	-0.112

	Fake news reduction
	3.01
	1.44
	3.13
	1.42
	-0.667
	260
	.505
	-0.083

	Extremism reduction
	2.89
	1.39
	3.20
	1.41
	-1.781
	260
	.076
	-0.223

	Usage monitoring features
	2.38
	1.34
	2.45
	1.32
	-0.438
	260
	.662
	-0.055

	External Apps access allowed
	2.46
	1.33
	2.42
	1.17
	0.259
	251.228
	.796(1)
	0.032

	Mental health issues minimization
	2.83
	1.36
	3.17
	1.36
	-2.023
	260
	.044*
	-0.253

	Digital virtue ensuring
	2.60
	1.31
	2.63
	1.18
	-0.224
	249.021
	.823(1)
	-0.028

	Personal development
	2.97
	1.31
	3.07
	1.34
	-0.596
	260
	.552
	-0.074

	Total of willingness to pay
	27.24
	10.14
	28.47
	10.43
	-0.958
	260
	.339
	-0.120

	Amount of monthly fee
	2.92
	2.73
	2.50
	2.51
	1.288
	260
	.199
	0.161


* p < .05
(1) Welch’s t-test



Table 4S. Gender differences in total willingness to pay for messaging services, corresponding items and amount of monthly fee using independent sample t-test
	 Willingness to pay items
	Male (151)
M      (SD)
	Female (111)
M      (SD)
	Statistic
	df
	p
	Cohen's d

	Data not used for marketing
	2.93
	1.41
	2.86
	1.39
	0.408
	260
	.684
	0.051

	Data protection
	3.15
	1.42
	3.24
	1.36
	-0.520
	260
	.603
	-0.065

	Usage not prolonged
	2.17
	1.20
	2.20
	1.19
	-0.219
	260
	.827
	-0.027

	Fake news reduction
	2.52
	1.44
	2.35
	1.21
	1.006
	255.35
	.315(1)
	0.124

	Extremism reduction
	2.54
	1.38
	2.54
	1.30
	0.015
	260
	.988
	0.002

	Usage monitoring features
	2.16
	1.24
	2.18
	1.15
	-0.141
	260
	.888
	-0.018

	External Apps access allowed
	2.26
	1.30
	2.18
	1.14
	0.517
	252.04
	.606(1)
	0.064

	Mental health issues minimization
	2.46
	1.31
	2.41
	1.24
	0.322
	260
	.748
	0.040

	Digital virtue ensuring
	2.37
	1.26
	2.37
	1.27
	0.009
	260
	.992
	0.001

	Personal development
	2.54
	1.31
	2.36
	1.29
	1.127
	260
	.261
	0.141

	Total of willingness to pay
	25.09
	10.35
	24.69
	9.90
	0.321
	260
	.748
	0.040

	Amount of monthly fee
	2.26
	2.23
	1.87
	2.07
	1.435
	260
	.152
	0.179


(1) Welch’s t-test


Table 5S. Pearson Correlation for total willingness to pay for digital wellbeing, corresponding items, and amount of monthly fee in SNS and MSG
	



Variables
	Data not used for marketing
	Data protection
	 Usage not prolonged
	Fake news reduction
	Extremism reduction
	Usage monitoring features
	External Apps access allowed
	Mental health issues minimization
	Digital virtue ensuring
	Personal development
	Total of willingness to pay 
	Amount of monthly fee

	Data not used for marketing
	—
	0.832
	0.537
	0.483
	0.503
	0.464
	0.435
	0.539
	0.495
	0.429
	0.738
	0.477

	Data protection
	0.766
	—
	0.491
	0.494
	0.530
	0.459
	0.448
	0.540
	0.505
	0.452
	0.744
	0.445

	Usage not prolonged
	
0.557
	0.612
	—
	0.548
	0.520
	0.649
	0.594
	0.620
	0.617
	0.575
	0.779
	0.289

	Fake news reduction
	
0.547
	0.627
	0.566
	—
	0.873
	0.515
	0.493
	0.605
	0.606
	0.553
	0.791
	0.403

	Extremism reduction
	
0.511
	0.556
	0.538
	0.865
	—
	0.482
	0.488
	0.597
	0.584
	0.526
	0.784
	0.409

	Usage monitoring features
	
0.481
	0.486
	0.545
	0.471
	0.454
	—
	0.687
	0.662
	0.621
	0.568
	0.771
	0.337

	External Apps access allowed
	
0.450
	0.491
	0.556
	0.498
	0.433
	0.622
	—
	0.612
	0.606
	0.534
	0.745
	0.362

	Mental health issues minimization
	
0.543
	0.585
	0.642
	0.620
	0.607
	0.540
	0.579
	—
	0.758
	0.744
	0.849
	0.419

	Digital virtue ensuring
	
0.489
	0.534
	0.580
	0.568
	0.556
	0.489
	0.539
	0.667
	—
	0.838
	0.843
	0.453

	Personal development
	
0.405
	0.440
	0.459
	0.492
	0.506
	0.422
	0.454
	0.637
	0.660
	—
	0.791
	0.433

	Total of willingness to pay
	
0.744
	0.791
	0.787
	0.818
	0.789
	0.714
	0.726
	0.835
	0.787
	0.710
	—
	0.517


	Amount of monthly fee
	0.431
	0.457
	0.338
	0.463
	0.418
	0.256
	0.240
	0.388
	0.331
	0.311
	0.473
	—


All correlations are significant with p < .001
SNS items are presented below the diagonal, MSG items are presented above the diagonal.

Table 6S. Descriptive statistics and mixed ANOVA results for the total WTP and the individual services by age groups
	
	Emerging adults (96)
	Adults (166)
	
Whitin-subject main effect
	
 Interaction
	
Between subject effect

	
	Social Network Sites
M              SD
	Messaging

M            SD    
	Social Network Sites
M            SD      
	Messaging

M                SD
	
	
	

	Total willingness to pay
	27.65
	10.39
	24.76
	10.05
	27.83
	10.22
	25.01
	10.22
	F(1,260)= 39.41, p < .001 , ω² = 0.017
	F(1,260)= 0.01, p = .937 , ω² = 0.00
	F(1,260)= 0.03, p = .861 , ω² = 0.00

	Data not used for marketing
	2.50
	1.27
	2.90
	1.35
	2.68
	1.27
	2.90
	1.43
	F(1,260)= 19.58, p < .001 , ω² = 0.011
	F(1,260)= 1.67, p = .197 , ω² = 0.00
	F(1,260)= 0.34, p = .561 , ω² = 0.00

	Data protection
	2.90
	1.33
	3.27
	1.39
	2.90
	1.32
	3.15
	1.40
	F(1,260)= 19.68, p < .001 , ω² = 0.011
	F(1,260)= 0.93, p = .335 , ω² = 0.00
	F(1,260)= 0.14, p = .712 , ω² = 0.00

	Usage not prolonged
	2.52
	1.32
	2.02
	1.11
	2.83
	1.37
	2.27
	1.23
	F(1,260)= 48.42, p < .001 , ω² = 0.038
	F(1,260)= 0.13, p = .721 , ω² = 0.00
	F(1,260)= 3.68, p = .056 , ω² = 0.005

	Fake news reduction
	3.10
	1.37
	2.49
	1.34
	3.03
	1.47
	2.42
	1.36
	F(1,260)= 61.24, p < .001 , ω² = 0.042
	F(1,260)= 0.00, p = .969 , ω² = 0.00
	F(1,260)= 0.20, p = .659 , ω² = 0.00

	Extremism reduction
	3.03
	1.37
	2.63
	1.38
	3.01
	1.42
	2.49
	1.33
	F(1,260)= 44.07, p < .001 , ω² = 0.025
	F(1,260)= 0.65, p = .423 , ω² = 0.00
	F(1,260)= 0.22, p = .644 , ω² = 0.00

	Usage monitoring features
	2.38
	1.34
	2.10
	1.17
	2.43
	1.33
	2.21
	1.22
	F(1,260)= 10.78, p = .001 , ω² = 0.008
	F(1,260)= 0.10, p = .750 , ω² = 0.00
	F(1,260)= 0.28, p = .596 , ω² = 0.00

	External Apps access allowed
	2.31
	1.24
	2.12
	1.23
	2.52
	1.27
	2.29
	1.23
	F(1,260)= 10.47, p 0.001 , ω² = 0.006
	F(1,260)= 0.08, p = .782 , ω² = 0.00
	F(1,260)= 1.78, p = .184 , ω² = 0.001

	Mental health issues minimization
	3.12
	1.39
	2.34
	1.23
	2.89
	1.35
	2.49
	1.31
	F(1,260)= 65.92, p < .001 , ω² = 0.043
	F(1,260)= 6.44, p = .012 , ω² = 0.004
	F(1,260)= 0.07, p = .797 , ω² = 0.00

	Digital virtue ensuring
	2.71
	1.31
	2.44
	1.30
	2.55
	1.22
	2.33
	1.25
	F(1,260)= 14.96, p < .001 , ω² = 0.008
	F(1,260)= 0.14, p = .708 , ω² = 0.00
	F(1,260)= 0.77, p = .381 , ω² = 0.00

	Personal development
	3.08
	1.37
	2.46
	1.33
	2.98
	1.29
	2.47
	1.28
	F(1,260)= 62.06, p < .001 , ω² = 0.041
	F(1,260)= 0.69, p = .408 , ω² = 0.00
	F(1,260)= 0.10, p = .753 , ω² = 0.00

	Amount of monthly fee
	3.12
	2.88
	2.37
	2.24
	2.52
	2.48
	1.94
	2.11
	F(1,260)= 28.84, p < .001 , ω² = 0.017
	F(1,260)= 0.42, p = .517 , ω² = 0.00
	F(1,260)= 3.26, p = .072 , ω² = 0.004




















Table 7S. Descriptive statistics and mixed ANOVA results for the total WTP and the individual services by gender
	
	                  Males (151)
	             Females (111)
	
Whitin-subject main effect
	Interaction
	
Between subject effect

	
	Social Network Sites
M              SD
	Messaging

M            SD     
	Social Network Sites
M            SD       
	Messaging

M                SD
	
	
	

	Total willingness to pay
	27.24
	10.14
	25.09
	10.35
	28.47
	10.43
	24.69
	9.90
	F (1, 260) = 45.47, p < .001, ω 2 = 0.020
	F(1,260 )=3.47, p 0.064 , ω² = 0.001
	F(1,260) =0.12,    p =.732 , ω² = 0.00

	Data not used for marketing
	2.59
	1.30
	2.93
	1.41
	2.65
	1.23
	2.86
	1.39
	F(1,260 ) =16.25, p < .001 , ω² =.009
	F(1,260)= 0.93, p = .335 , ω² = 0.00
	F(1,260 ) =0.00, p =.969 , ω² = 0.00

	Data protection
	2.87
	1.35
	3.15
	1.42
	2.95
	1.29
	3.24
	1.36
	F(1,260 ) =18.42, p < .001 , ω² = 0.01
	F(1,260)= 0.01, p = .926 , ω² = 0.00
	F(1,260 ) =0.29, p 0.588 , ω² = 0.00


	Usage not prolonged
	2.65
	1.37
	2.17
	1.20
	2.80
	1.35
	2.20
	1.19
	F(1,260 ) =54.26, p < .001 , ω² = 0.042

	F(1,260)= 0.66, p = .416 , ω² = 0.00
	F(1,260 ) =0.43, p 0.514 , ω² = 0.00


	Fake news reduction
	3.01
	1.44
	2.52
	1.44
	3.13
	1.42
	2.35
	1.21
	F(1,260)= 69.82, p < .001 , ω² = 0.048
	F(1,260 ) =3.54, p .061 , ω² = 0.002
	F(1,260)= 0.02, p 0.884 , ω² = 0.00


	[bookmark: _Hlk153815563]Extremism reduction
	2.89
	1.39
	2.54
	1.38
	3.20
	1.41
	2.54
	1.30
	F(1,260)= 55.47, p < .001 , ω² = 0.031

	F(1,260)= 5.42, p .021 , ω² = 0.003
	F(1,260)= 0.95, p 0.330 , ω² = 0.00


	Usage monitoring features
	2.38
	1.34
	2.16
	1.24
	2.45
	1.32
	2.18
	1.15
	F(1,260)= 11.11, p < .001 , ω² = 0.008

	F(1,260)= 0.12, p .725 , ω² = 0.00
	F(1,260)= 0.11, p 0.738 , ω² = 0.00


	External Apps access allowed
	2.46
	1.33
	2.26
	1.30
	2.42
	1.17
	2.18
	1.14
	F(1,260)= 11.82, p < .001 , ω² = 0.007

	F(1,260)= 0.09, p = .771 , ω² = 0.00
	F(1,260)= 0.17, p 0.677 , ω² = 0.00


	[bookmark: _Hlk153815581]Mental health issues minimization
	2.83
	1.36
	2.46
	1.31
	3.17
	1.36
	2.41
	1.24
	F(1,260)= 65.29, p < .001 , ω² = 0.043

	F(1,260)= 7.88, p = .005 , ω² = 0.005
	F(1,260)= 0.96, p 0.329 , ω² = 0.00


	Digital virtue ensuring
	2.60
	1.31
	2.37
	1.26
	2.63
	1.18
	2.37
	1.27
	F(1,260)= 15.27, p < .001 , ω² = 0.008

	F(1,260)= 0.08, p = .772 , ω² = 0.00
	F(1,260)= 0.01, p 0.909 , ω² = 0.00


	[bookmark: _Hlk153815607]Personal development
	2.97
	1.31
	2.54
	1.31
	3.07
	1.34
	2.36
	1.29
	F(1,260)= 67.43, p < .001 , ω² = 0.044

	F(1,260)= 4.09, p = .044 , ω² = 0.002
	F(1,260)= 0.08, p 0.777 , ω² = 0.00


	Amount of monthly fee
	2.92
	2.73
	2.26
	2.23
	2.50
	2.51
	1.87
	2.07
	F(1,260)= 28.11, p < .001 , ω² = 0.016

	F(1,260)= 0.024, p = .877 , ω² = 0
	F(1,260)= 2.16, p = .143 , ω² = 0.002





















Table 8S. Descriptive statistics and mixed ANOVA results for the total WTP and the individual services by financial wellness
	
	Low band (194)
	High band (68)
	
Whitin-subject main effect
	
Interaction
	
Between subject effect

	
	Social Network Sites
M              SD
	Messaging

M            SD     
	Social Network Sites
M            SD       
	Messaging

M                SD
	
	
	

	Total willingness to pay
	27.60
	10.16
	24.94
	10.07
	28.21
	10.63
	24.87
	10.41
	F(1,260)= 36.26, p < .001 , ω² = 0.016
	F(1,260)= 0.46, p = .500 , ω² = 0.00
	F(1,260)= 0.04, p = .844 , ω² = 0.00

	Data not used for marketing
	2.56
	1.26
	2.88
	1.41
	2.77
	1.32
	2.94
	1.36
	F(1,260)= 10.59, p = .001 , ω² = 0.006
	F(1,260)= 0.88, p = .349 , ω² = 0.00
	F(1,260)= 0.58, p = .446 , ω² = 0.00

	Data protection
	2.90
	1.33
	3.21
	1.42
	2.91
	1.30
	3.13
	1.34
	F(1,260)= 12.27, p < .001 , ω² = 0.007
	F(1,260)= 0.38, p = .540 , ω² = 0.00
	F(1,260)= 0.03, p = .856 , ω² = 0

	Usage not prolonged
	2.67
	1.31
	2.19
	1.20
	2.85
	1.49
	2.15
	1.18
	F(1,260)= 50.58, p < .001 , ω² = 0.039
	F(1,260)= 1.95, p = .164 , ω² =0.00
	F(1,260)= 0.20, p = .652 , ω² = 0.00

	Fake news reduction
	3.10
	1.41
	2.44
	1.35
	2.94
	1.49
	2.47
	1.37
	F(1,260)= 43.51, p < .001 , ω² = 0.03
	F(1,260)= 1.22, p = .271 , ω² = 0.00
	F(1,260)= 0.12, p = .725 , ω² = 0.00

	Extremism reduction
	3.05
	1.39
	2.57
	1.33
	2.93
	1.45
	2.47
	1.41
	F(1,260)= 37.67, p < .001 , ω² = 0.021
	F(1,260)= 0.04, p = .852 , ω² = 0.00
	F(1,260)= 0.39, p = .535 , ω² = 0

	Usage monitoring features
	2.34
	1.29
	2.13
	1.17
	2.62
	1.42
	2.28
	1.31
	F(1,260)= 10.87, p = .001 , ω² = 0.008
	F(1,260)= 0.64, p = .425 , ω² = 0.00
	F(1,260)= 1.87, p = .173 , ω² = 0.002

	External Apps access allowed
	2.41
	1.28
	2.19
	1.22
	2.54
	1.22
	2.34
	1.28
	F(1,260)= 8.66, p = .004 , ω² = 0.005
	F(1,260)= 0.02, p = .887 , ω² = 0.00
	F(1,260)= 0.79, p = .374 , ω² = 0.00

	Mental health issues minimization
	2.95
	1.35
	2.47
	1.27
	3.03
	1.41
	2.34
	1.31
	F(1,260)= 53.70, p < .001 , ω² = 0.036
	F(1,260)= 1.66, p = .199 , ω² = 0.00
	F(1,260)= 0.03, p = 0.870 , ω² = 0.00

	Digital virtue ensuring
	2.59
	1.25
	2.38
	1.27
	2.66
	1.27
	2.34
	1.27
	F(1,260)= 14.56, p < .001 , ω² = 0.008
	F(1,260)= 0.64, p = .424 , ω² = 0.00
	F(1,260)= 0.01, p = .937 , ω² = 0.00

	Personal development
	3.04
	1.31
	2.49
	1.29
	2.96
	1.38
	2.41
	1.33
	F(1,260)= 48.08, p < .001 , ω² = 0.032
	F(1,260)= 0.00, p = .963 , ω² = 0.00
	F(1,260)= 0.21, p = .648 , ω² = 0

	Amount of monthly fee
	2.66
	2.60
	2.19
	2.19
	2.99
	2.76
	1.82
	2.08
	F(1,260)= 36.47, p < .001 , ω² = 0.021
	F(1,260)= 6.79, p = .010 , ω² = 0.003
	F(1,260)= 0.00, p = .950 , ω² = 0




















Table 9S. Descriptive statistics and mixed ANOVA results for the total WTP and the individual services by educational level
	
	Basic education (135)
	Higher education (127)
	
Whitin-subject main effect
	
Interaction
	
Between subject effect  

	
	Social Network Sites
M              SD
	Messaging

M            SD     
	Social Network Sites
M            SD       
	Messaging

M                SD
	
	
	

	Total willingness to pay
	27.05
	10.39
	24.37
	9.70
	28.51
	10.11
	25.50
	10.60
	F(1,260)= 42.28, p < .001 , ω² = 0.019
	F(1,260)= 0.14, p = .709 , ω² = 0.00
	F(1,260)= 1.20, p = .274 , ω² = 0.00

	Data not used for marketing
	2.49
	1.27
	2.81
	1.39
	2.75
	1.27
	2.99
	1.41
	F(1,260)= 17.67, p < .001 , ω² = 0.010
	F(1,260)= 0.31, p = .579 , ω² = 0.00
	F(1,260)= 2.17, p = .142 , ω² = 0.002

	Data protection
	2.88
	1.38
	3.27
	1.40
	2.92
	1.26
	3.11
	1.39
	F(1,260)= 18.49, p < .001 , ω² = 0.010
	F(1,260)= 2.16, p = 0.143 , ω² = 0.00
	F(1,260)= 0.14, p = .706 , ω² = 0.00

	Usage not prolonged
	2.45
	1.33
	2.01
	1.06
	2.99
	1.34
	2.36
	1.30
	F(1,260)= 54.41, p < .001 , ω² = 0.043
	F(1,260)= 1.62, p = .204 , ω² = 0.00
	F(1,260)= 10.58, p = .001 , ω² = 0.018

	Fake news reduction
	3.07
	1.43
	2.44
	1.35
	3.05
	1.44
	2.46
	1.35
	F(1,260)= 65.59, p < .001 , ω² = 0.045
	F(1,260)= 0.07, p = .796 , ω² = 0.00
	F(1,260)= 0.00, p = .999 , ω² = 0.00

	Extremism reduction
	3.02
	1.43
	2.56
	1.39
	3.02
	1.38
	2.52
	1.31
	F(1,260)= 50.60, p < .001 , ω² = 0.029
	F(1,260)= 0.15, p = .699 , ω² = 0.00
	F(1,260)= 0.01, p = .912 , ω² = 0.00

	Usage monitoring features
	2.36
	1.34
	2.07
	1.13
	2.46
	1.33
	2.27
	1.28
	F(1,260)= 10.88, p = .001 , ω² = 0.008
	F(1,260)= 0.48, p = .491 , ω² = 0.00
	F(1,260)= 1.07, p = .303 , ω² = 0.00

	External Apps access allowed
	2.37
	1.27
	2.16
	1.20
	2.53
	1.25
	2.30
	1.26
	F(1,260)= 11.80, p < .001 , ω² = 0.007
	F(1,260)= 0.01, p = .917 , ω² = 0.00
	F(1,260)= 1.16, p = .283 , ω² = 0.00

	Mental health issues minimization
	2.94
	1.38
	2.37
	1.21
	3.01
	1.36
	2.50
	1.34
	F(1,260)= 57.95, p < .001 , ω² = 0.039
	F(1,260)= 0.22, p = .638 , ω² = 0.00
	F(1,260)= 0.46, p = .497 , ω² = 0.00

	Digital virtue ensuring
	2.56
	1.24
	2.33
	1.25
	2.67
	1.27
	2.41
	1.28
	F(1,260)= 15.34, p < .001 , ω² = 0.008
	F(1,260)= 0.09, p = .760 , ω² = 0.00
	F(1,260)= 0.44, p = .508 , ω² = 0.00

	Personal development
	2.92
	1.31
	2.36
	1.26
	3.12
	1.33
	2.58
	1.34
	F(1,260)= 62.81, p < .001 , ω² = 0.042
	F(1,260)= 0.04, p = .843 , ω² = 0.00
	F(1,260)= 2.13, p = .145 , ω² = 0.002

	Amount of monthly fee
	2.64
	2.54
	2.09
	2.09
	2.84
	2.75
	2.11
	2.25
	F(1,260)= 29.32, p < .001 , ω² = 0.017
	F(1,260)= 0.57, p = .450 , ω² = 0.00
	F(1,260)= 0.15, p = .695 , ω² = 0.00





