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[Abstract]

In this paper, we propose a model that explains how the quality of YouTube clip and the credibility
in YouTuber affect the usefulness of information and attitude of adapting information, based on
‘Information Adoption Model’ proposed by Sussman and Siegal. Additionally, we investigate the
moderating role of YouTube genre in this model. Empirical analysis has shown that both the quality of
YouTube clip and the credibility in YouTuber in the entire genre have a significant impact on the
usefulness of information, which in turn significantly affects the attitude of information adoption. But
only the quality in YouTube clip is found to have a significant impact in the ‘information-oriented’
genre, whereas, in the ‘entertainment-oriented’ genre, only the credibility in YouTuber is found to have
a significant impact. The findings of our study provide various implications for building a business

strategy for using YouTube as an information providing tool.
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I. Introduction
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II. Theoretical Background

1. Information Adoption Model
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Fig. 1. Information Adoption Model[7]

2. YouTube genre
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Table 1. YouTube Genre Classification

Genre(2nd) Genre(1nd)
Information Technology, News/Politics
Genre

Cooking/Health, Culture/Education,

Composite Genre Beauty/Fashion

Music, Movies/Animations,
Entertainment, Games,
Sports, Comedy

Entertainment
Genre

3. Quality of YouTube clip
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IV. Empirical Analysis

1. Development of the measurement items
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Table 2. Operational Definition of Variables and

Related Literature

Variable Operational definition Source
The degree of value that the
. user perceives and includes Nagash
Quality of . ) .

YouTube clip the information provided by et al.
the system and features of [26]
the system itself.

Factors that reduce risk and
Credibility in .uncertaln.ty in .future . Lee[38]
YouTuber interrelationships and increase
certainty of future rewards
The degree to which you

Usefulness of | believe that using a particular Davis

information |system can improve your [47]
performance

Attitude of An assessment of when, but not
information | at present, action will continue | Kim[50]
adoption at a point in the future

2. Data Collection
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Table 3. Demographic Characteristics
Division FCNEEY Ratio(%)
(persons)
Men 125 53.2
Gender Women 110 46.8
20-29 72 30.6
Age 30-39 87 37
Above 40 76 32.3
Over high school 35 14.4
Edu- Under university 28 11.9
. University 153 65.1
cation
Above 19 8.1
graduate school ’
Student 25 10.6
Office work 87 37
Professional 15 6.4
Education 8 3.4
Occu- Production 13 55
pations Service 25 10.6
Self-employment 12 5.1
Housewives 15 6.4
Unemployed 23 9.8
Etc. 12 5.1

3. Analysis Methods
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V. Results

1. Validity and reliability of measurement items

S0 Al=ld 2 B BrF 2t & 49} 1 59
A=} it} WA Gd Alz]wof digh A¥bARl 7]&o
2 Cronbach’s alpha7} AFE]T 0.8 ~ 0.99] Zto|H Of$-
Algert 2o 7oz HBr} JA7IE Al2]A)(Composite
Reliability)2 01} 1A}o]Q] BALS 71X|0] Zfo] =348 =
2 A= 2 7K Cronbach’s alpha®] JYH&Ql 51A417]
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Table 5. Fornell-Larcker Criterion
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0 vl Z¥A olagfjo A7} AT Usefulness | 0486|0523 | 0357 | 0554 | 0470 | 0536 | 0844
ol AVE Algeol s ofehel a7 %?JJ SUAR Attitude | 0365 | 0583 | 0520 | 0547 | 0545 | 0557 | 0620 | 0:860
of 3 Ao WS WEESETL HEEAT F Note, GzM 212 TREAEEY HF2 S LERY,
7feb=d], 2 oML o] e x70] FEE 1 988 b CfZtH9 gtE2 Y529 YE#A+E HEHY
Table 4. Convergent Validity
Measurement Factor Composite Avgrage Cron'—
VeI Items Loading Reliability VeI PR
Extracted alpha
Timeliness 1 0.748
Timeliness 2 0.788
Timeliness 3 0.805 0.911 0.673 0.878
Timeliness 4 0.745
Timeliness 5 0.773
Vividness 1 0.799
Quality of Vividness 2 0.815
YouTube Clip Vividness 3 0.584 0.900 0.644 0.862
Vividness 4 0.543
Vividness 5 0.619
Reliability 2 0.636
Reliability 3 0.598
Reliability 4 0.602 0.909 0.714 0.867
Reliability 5 0.665
Professionalism 1 0.733
Professionalism 2 0.705
Professionalism 3 0.553 0.932 0.734 0.909
Professionalism 4 0.632
Professionalism 5 0.609
Truthfulness 1 0.751
I Truthfulness 2 0.752
C?odﬁﬂl;yerm Truthfulness 3 0.759 0.946 0.779 0.929
Truthfulness 4 0.774
Truthfulness 5 0.768
Attractiveness 1 0.735
Attractiveness 2 0.687
Attractiveness 3 0.747 0.887 0.614 0.842
Attractiveness 4 0.668
Attractiveness 5 0.549
Usefulness 1 0.702
Usefulness of Usefulness 2 0.806
information Usefulness 3 0.794 0.925 0.713 0.899
Usefulness 4 0.813
Usefulness 5 0.622
Attitude of Attitude 2 0.671
Information Attitude 3 0.646 0.895 0.740 0.824
Adoption Attitude 5 0.749
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2. Testing research hypotheses
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Fig. 3. Path Model Results using PLS Analysis (*p<0.01)

Table 6. Results of Hypotheses Test(All Samples)

. Coeffi T P

RiRcEE cient | Statistics | Values P
Quality of YouTube
clip — Information | 0.207 2.209 0.028 | Accept
Usefulness

Credibility in

YouTuber — 0.441 | 4610 | 0000 | Accept
Information

Usefulness

Information

Usefulness — 0.620 12.522 0.000 | Accept

Attitude
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Table 7. Results of Hypotheses Test(Information
-oriented Genre)

. Coeffi T P
ChpeinzE cient | Statistics | Values s
Quality of YouTube
clip— Information 0.611 3.221 0.001 | Accept
Usefulness
Credibility in
YouTuber — 0048 | 0203 | 0839 | Reject
Information
Usefulness
Information
Usefulness — 0.636 8.982 0.000 | Accept
Attitude
g S, gal/ofyuo)d, AEERIHE, AY, A=
=, 0|4 Ago] zaE JS|(AEfEHJIHE =20 O
Joz 74E53e o= Rl digt AlElido] gHo]
84l Fojulst A+ Y= UIRAL TA] Y] 7
842 AESEEE0] RAulst A(+Y dF= UlIAl=
Aoz Ueptoll gE8 U uol 4840 9o
O]t T2 URIA] Y= oz RAREQITHE 8 1)

Table 8. Results of Hypotheses Test(Entertainment -
oriented Genre)

. Coeffi T P
AEEEEE cient | Statistics | Values FULE
Quality of YouTube
clip — Information 0.113 0.841 0.400 | Reject
Usefulness
Credibility in
YouTuber = 0532 | 3.740 | 0.000 | Accept
Information
Usefulness
Information
Usefulness — 0.623 8.641 0.000 | Accept
Attitude
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Table 9. Result of Genre Effect

Informati Entertain
Hvpothesi All on- ment-
ypothesis Samples oriented oriented
Genre Genre

H1: Quality of

YouTube CI.ID - Accept Accept Reject

Information

Usefulness

H2: Credibility in

YouTuber. ~ Accept Reject Accept

Information

Usefulness

H3: Information

Usefulness — Accept Accept Accept
Attitude

VI. Conclusion
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