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[Abstract]

YouTube realistically shows fake news and biased content based on facts that have not been verified due to low entry
barriers and ambiguity in video regulation standards. Therefore, this study aims to analyze the influence of the media
and YouTube on individual behavior and their relationship. Data from YouTube and Twitter are randomly imported with
selenium, beautiful soup, and Twitter APIs to classify the 31 most frequently mentioned keywords. Based on 31 keywords
classified, data were collected from YouTube, Twitter, and Naver News, and positive, negative, and neutral emotions
were classified and quantified with NLTK's Natural Language Toolkit (NLTK) Vader model and used as analysis data.
As a result of analyzing the correlation of data, it was confirmed that the higher the negative value of news, the more
positive content on YouTube, and the positive index of YouTube content is proportional to the positive and negative
values on Twitter. As a result of this study, YouTube is not consistent with the emotion index shown in the news due
to its secondary processing and affected characteristics. In other words, processed YouTube content intuitively affects
Twitter's positive and negative figures, which are channels of communication. The results of this study analyzed that
YouTube plays a role in assisting individual discrimination in the current situation where accurate judgment of information

has become difficult due to the emergence of yellow media that stimulates people's interests and instincts.
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I. Introduction
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Fig. 1. Video viewing channel statistics[2]
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II. Related works

1. Data collection
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2. Data Analysis
2.1 Collected Data
Table 12 Youtube9
Twitter)Q] &, A A= 24, Fal HAA
TALE el Hoji, v 24, K 2y e d
| 2712 31} Table 1.0] That ANIEE 242 2510]
3R AN M3t

A=,  SNS(instagram,
X2 A

Table 1.
and News

Correlation coefficient of Youtube, SNS

Yout | Yout | Yout SNS- | SNS= | SNS+ | N News | News
ube- | ube* | ube+ * +

Yout

ube- !

Yout

ubes | 09961

Yout

0.902 0895 | 1
ube+

SNS- | -0030 | -0018 | 0.004 | 1

SNS* | 0297 [ -0326 | 0398 | -0284 | 1

SNS+ | 0.262 | 0.288 | 0.384 | 0.001 | 0948 | 1

News- | 0.417 | 0.397 | 0.644 | -0055 | -0.129 | 0.165

News | 0291 | -0311 | -0509 | 0.066 | 0.497 | -0526 | -0¢55

News | 4172|0207 | 0.340 | 0057 | 0556 | 0.575 | 0.361 | -0921

Table 2= £743F 317§9] 24| % Youtube A=<
7 Aro] b7fe} 5H9] 57j2 UbERA mo|n, E3F ZA|
olo]l 217}e] ZAo] el HolEE Hastoict

Table 2. Top 5 topics with average views and
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2.2 The Effects of Youtube on User Activity
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III. Result and Discussion
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