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Abstract This study was conducted as part of a phased study aimed at closely examining the mutual ecosystem
between creators and viewers through paying attention to the personal media environment that is in the center
of rapid changes in the media industry and particularly exploring the areas of activity of the single-person or
minority media creators who lead the mobile media environment that could be accessed, viewed and produced
anywhere. In particular, this study aimed to not only pay attention to the situation in which the potential to
expand professional YouTuber areas encounters the changing desire and demand of content service users who
continue to become more evolved as time passes, but also examine the influence of the reputation of
professional YouTubers on users’ loyalty and subscription intention, examine the moderating effect of sincerity
on the relationship between YouTubers and users, and demonstrate such relationship formation process based on
concrete data. In the conclusion section, implications that can be drawn from the study results and suggestions
for further studies in the future were proposed.
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Figure 2. Diagram of Route of Hypothetical Study Model

The Journal of the Convergence on Culture Technology (JCCT)
Vol. 9, No. 3, pp.221-237, May 31, 2023, pISSN 2384—0358, elSSN 2384—-0366

iy
b
&
(e}

o

g

, RMSEAZL

<]

2

3|
S

% 4% 9 Eo

e

ﬂ\..,.o

R

v

e}
]_IEO

J

l
L
L
L

L

A

R
1 A ol A
WA Al A

oy

g,

=
-

L

Fack 1A

]/\]6

A
=

1.0
=

~

A
& 3R o]FolA

a7 A 8918

CFI=0.971,

GFI=0911,
1

[e]

df=50),

IFI=0.972,

NFI=0.907,

X*=69.766(p=0.034,

AN

3, 7P 19

W HH,
o] Ao, EA4, 7MY A

RMSEA=0.0592 UEh} £ oA A

CEE
AGFI=0.861,

2 A5k v ol
AR

ol

gl

—_—
1o

A #AR

1

ks
pal

Ug‘

el Al A GAA
Slellx A

L
i

R
!

X

0.001
0.007
0.000

CR.
3225
2686

5599

0.365
0.243
06H

Ao ekt 7hdel
SRW

115

0.034, df=50, x*/df=1.395,

SE.
0.134
0.133
0.154

Esti
mate
0.433
0.358

L=
=

]

=0

=

7o Ao vEht 7hdo] AgE it

7

o A, FHe]

S

=
=
bz}

AR

1. fixed parameter, n

ol ey
zRge] AR ¢

Table 11. Hypothesis Test Result

v P oS

1
3}

12>¢}

3T
it

ko] #AA A
= <

A A

Z
e

3]

A

Aol A

2
- 231 -

0972,

0.907, IFI

0861, NFT
=0971

69.766, p
CFI

0911, AGFI

GFI

s

;F_
RMSEA=0.059




: Focused on Moderating

03972 BAHLE F9

)

.

gk

[¢]

Q.

kil

=
-

Effect of YouTuber Authenticity

A Yebseh(B=0.644, p<0.000). 28]

[

The Influence of Professional YouTuber's Reputation on Viewer Loyalty and Subscription Intention

9]

= oo o
R o - ST g g c
I e N = S IS o IS
Zm O WL B + | B 2 S 3 El
T - foare] —_ X o 2 ~ S S = ] e
% Mo E LT w i g
ooy 1 A2 5 8 5 > iy
iy S T RN o i o |
- T M = MM — o m =~ 7 g 5 @ |kl & i o
0 = ~ o p— e 3 3
S g EIEEEREEEE s x5 | ot
zi ~ q‘ﬂdll =~ S al S3 S S 3S SS3S 3 = %o
0| S RN T ) = 5 = 3 ry o
wE oMW =5 A 238 | 2698 i °
N =< o] ~ a2 ol v | s SRS p w = 5
o E LT wﬂ o 3 2 a e
= R W o x o Moy gl = = i 5 = b
Wﬂmwﬁﬂﬂﬁa?g M o B 38 28 tﬁm oK e
of W o o o S o o T o T T o
o Al w8 . _ o = =2 wmE L M1
i Y *8 |u|zs| 538 | 3558 3 | [ETEEEE 0 z
Bo 2 ~_A/rl1_|__.,|,_|4‘n_v.n.ﬂ_olﬁ. ~K 72 SRS S S 3 ISRSRSRS T oTﬂLMAoTELMA o
~ )| N - .
B 7o — K E | BraBTa > !
or s e Mo E om LU S8 | 888 | 2888 H mwEg o v Nx -
oF 7 o ~— < S 3 S S S ISR=R=R=] ol o ~ |90} o X
o % _ﬂi oE %o..g b m 5 3 < tE7 SRTTON )
F oo X oz U ook 7 2 il ol o g el o )
X =X ™
o xR R : AT > 7 T I Sl AU = = Mo jo | &
i ,lmﬂjﬁidr No B L2 fan | Lzmem s Wy x.ﬂ@z.wm eﬁmﬂu
o0 W o 7o f % o -z . TR CTrpr | 5B r iy - Weﬁﬂiwchui I\
B HoT RS T 2L T . S =2 Ee R ~
W OB RN OROWONW RO E B S 2 ’ Koo oS
=
N DS R 5 | S 2 T g EEE
1 ) B RO o o) 9 ~ N s £ = B fo°
A I R L x| g g 5 T I R -
XTI B R s X %0 w S S S = o W oE w B
R R g HE T T g Nen = RO N W R
i} —_ To0 < = m & m@ ﬁz _H —_
gp WP A w0 T o ol 5 |=| & | & & T oy UFER T
W = Wk o ol ml MAA < WL o]J B X 3 3 = = T - W o oF
T ~ . X I o ) ! —_—
PR G e T L S |algg|ssg8| =zzzs o W e W S kg
o o= A I R JE,mﬂLA = o SRS S33 ISRSESRS o TS H_I/\oa H
T e Xmoa o omE T a o 2 S A )
— %0 = 0|/ foare) oy & = =l ~ %
FETnEtysFTaa w8 |- BE| 230 | 5HEE T BEEE R d
= S | ! T oF | K oE ™M SR
To R MBS ETE gf |a] Z| =3 EE T ogadREa
s i TogEN . B8 5| S5 == Bpz Todgl
o &0 Sy p BN oS N5 [8ag ags | gszz 7ouE BT Rom
g SR ooz MM e ® 22 (PSS SSS | SS3SS T FUETE oo
RLTVRSEEE TR M8 [alpw| py | CEEE A .
BEgdg wmg®IW s w3 SS| =SS HS38 o W W KU T oo
o W OW R B P - T NES L [ _ » Moy X BT
o o o 130 0w = 9 1T = ! al] o = =
SR N T BIE| N F L | Tee Fee s g o BaddR®
~ o o == T — B = T ~N Al O |ge| %) | % o oK X ARG N oF —=
o w T <0 ~ TR W2 B M S T E | IR IR R DR R R R 7o 9F R Mo oGS
EHT TR R T T P et . ST T Agn P
B oo "ok T o ®m o Nodh N T T e 2 63 T BB oo B o

bl AANA 2%

of WA

- 232 -

A= Ao Y TH(B=0.347, p<0.000). Al H) 3|



#3} FEJE zhe] A o)

3

2

The Journal of the Convergence on Culture Technology (JCCT)
Vol. 9, No. 3, pp.221-237, May 31, 2023, pISSN 2384—0358, elSSN 2384—-0366

T E g W N e R R o " OFE T ool ®ORH OB TO O Uy B g oo op T T P U o ® o K M
=) PFEE T T E N BT WTRTR_Fle 58 BTW X ETEEE D
Pl e} &5 - 0 ol o o = oAb — o N | B &k T = o o 0 =
o o) mm = o Ny o iR I H ¥ mdtxw S5 o R R K P oo °
T2 e LR TR kR YT R o L 5o o BT ooy
N i,mﬂﬂo Em%%o:,__] ]A\U/Hﬂzuoﬁ;oepﬁmMo_umWﬂL]oﬁ%u A o e
IR ST R - 2P ST wmleeel BT ®eo 2 piglgs®®
XPIATSETTTEET O TASUTMS WOl T e Ryx ©ox L
o X = 72K K —_— T ~ ' ) — ' —
é7ﬁMﬂAWn1ﬂﬁMuxM ﬁq,ﬁﬁgwﬂﬂgmiwﬂﬁ uﬁwlooﬂe]ﬂeee eaﬂﬂdr,ﬁq]c,ﬂ7
Book g HX 2% o T IR N5 = x % M - F 3 S o)
¥ Emwme R imTa Py Tmagoy Tt Wy i Hoamfdr Boaf gy ®ds
K gl 2o’ & - S T I (R W I s i DL ESTE L
PR rdn T TR wrEIalideny w0 N AT T
%%%%E1é%ma@rﬂ.{%ﬂﬂd% @W%ﬂﬂﬁ&w«,,iﬂ N R
o TR T RTINS : R I Y B I -
o B M = <) o T C o KB o - TR HoN
@oﬂo_n.moﬂawﬁmumﬂoﬂlieﬁoqdﬂ@\uﬂlmuiﬁwﬁrbtwquaduﬂumﬂthwm“ﬁﬂb.m&.;?iﬂLiﬂmﬁo]ﬂ
~ N - NG e X el ro! = 0
T X E TR e PHE T N wd sl (B dd RN
TR E g o wa il N R g F e Cwa BRI H RN Sy B
T o i L A /R Bl I S S VIR TR Sl
moﬂwﬁmmﬂi?%ﬂﬂ%wr%ﬁuwwﬁeweimﬂ%%o,%%%&h@u.%ﬁ%ﬂﬂf?ﬂxma1%
BE oy hw LT ﬂilomﬁ?%éﬂm}mg%ﬂ%ﬁ%ﬂ@kﬂ%%ﬂ@,ﬂ%ﬂ.%%ﬂ.%
I e I e T ezl e P B EE T s w o I D a ® 0o
T ENSSTPUHRJUR T RS p S ETEE S @S0 N R g B o g g &
SEEE RIS EE R  E  E M S S A e
TN O M m|m N T d H ol T = o oo ® O R H oz v 0 o m o L &M E N R BjH]
o oF o W %o M T & o 2 o S owr 7T ERETH N o o) o E oW el e 3 o B
R e By e B Mﬁ Mﬁ 2y o#uﬂ%ﬁ_oﬁw ﬂ@ﬂﬁﬂﬂ%gﬁr%iﬂﬂﬂ,%
I o No T =1 == AL D To
Ko &ma e o Py Lo TFeyHE GRNglpowadddsTE LT
1#%35&% gx IR =X %MO_H@L& w..mm%zmﬂ%%j%wwﬂﬁ aai
X o= ) B TR ﬂL‘m NB' ) i7‘uMMy1ﬂo WﬂNEﬁOOLwﬁm . oW .
Mkﬂﬁoﬂ%ﬂﬂw oy T o ﬂ% LT G Mmgoﬂ%ow zw,omylgawﬁﬁagm%&
TR ThRAs e o7 oI PN r T gt aome B LT gy
SeIgECLrER 9T Dg BRuzic TREREEIascosazic
O g w6 W I o oop - 700 o= o] N BO oy o .BH R B BB m R op
SCIE= I TR S S i S Doy Doy TR BT oo g N = Lo
= < = 9 AT BT i = Jo 1 oo o N
B el R s L eRa g WP LITUD ﬂﬁwﬂwmﬂmﬁE%CT@%E%%
C e M P as B e T Ty g T Ry B G Mg T
B O = o ol el NS G M B = Mo X N % owr
H T ETE N as IR TR T NENEL sy MRkt TR TR TS
T %o g ko m ok B FRxH mlogoZe®R e B2
B el e s ud s g f8F, s PEETEEELEESI Lap
X p— D& %F o »° s T © ~ Hm o 4]0\Mﬁamo
o o om e ~ N T o N g o X ol T o NFo—x = R SO
wma%ﬂﬂaa,%?%mﬂﬁmﬂ%Amaﬁx,%w_rfr @#W%H,OAM,i%Eﬂ%ﬁ%Z_O
E#EM}ﬂAﬁﬁuﬂﬂ T oo @ﬁ]ﬁlﬂﬂnuHOE“nﬂeﬂL o T m@mﬂLm,@_oﬂﬁlﬂﬂEoE
1rL,_|rV| 7J.HI4E.HH77,|‘._ﬂH77,|‘._ﬂuy) T 7o N o= 2 A M X X — — 7o )
N —~ X =X =3 o) T T E Q oy %o oF ~ o o Moy ) = g X :LZTFOAA
Egaxfﬁ.}ﬂr K 5 A _- ® o o " R o N o oMo =
o m P a N EgRETHITRES ARy s Ty 4o ,afﬁ%moﬂ%mﬂ%& <
o N MR T Mo B OEK 6 T M T M e TR "L TORB T O N M our K fmoor ) E )

- 233 -



ok elA
Sl o}
J, W=

7>0] AlE =

il

fu

o
3N ol )

o we A

hyA
3t

0

=

o

3.
oA <

F
2

: Focused on Moderating
Al
=4

o1

L
L

HlolE7F e

i
T-oll A
0}

i
pal

1070 gH&olA #
T MmOl Hx 1070 oM HE 6

%
£ A3l
X
glole]
o &

p

o= T}
1O

eH T
2o] 4

S

olglg A7 AT = et &

T
oIek. webd %

2 4 9 aejee $HE g A% sl uy
Nee %

Iy, of
agla o uf

3*
%
A

9/]

=

J A=

A

Effect of YouTuber Authenticity
[}

2 4ojo] 3
oA
Fkso] A

o

2 AMps Al
Al

S|

7]
DEpARS
59 4o} g <
o
=
=
Aol

Hapel

EECIES
agslel Qggel Az olga

BREE
151}

skl AMu|az Z1g)

z

A, A P54

E

3 A

5]
oA
AL
&

El

&

=

Fol A
WA} ok gick
BE

J

(2021)0] A=

5
S

|
] Al

&

o] Z Al

o]
1
o

©

The Influence of Professional YouTuber's Reputation on Viewer Loyalty and Subscription Intention

7} oA

1o H]E

3k

=

2 Z5(Gilmore & Pine, 2007)3}

ABA] B o)
i AH| 2] o)
Aol v sl

2015)%
e
A

Q

471

=y

3

utjo] Aj]

A= AE mHo] Al

of BAoIA the

)

%9

3 O,

%
T

<l

k3

ole}. 4

)
™

L
i

Ak ol F= 20-30tH

=~

=0t
nn

2]
2
feig
=

Al 7]

=

=

o] )
B

3t g

AE
—=

=
=

L

L

A

X

ejellolE 9|

H

=
T

A 3

3]
A el 4714 @A A9 da 89

]_ ¢

sk ALg A ES] el AHgAEESL FE e

3

1

s
<l

fl, 7]

9|

_CH

Bk

X0

jrveel

X
e

el

A3 Aol

1

7

i Wl tEh 2ok A

&

2 9

A7F A, F-2 20-30H
=

&
- 234 -

o= 7t

A EYE vicle] B A ste]



The Journal of the Convergence on Culture Technology (JCCT)
Vol. 9, No. 3, pp.221-237, May 31, 2023. pIlSSN 2384—-0358, elSSN 2384—0366

o thaket B4 1Y Barel EANAAE, &4
Bagleh, Wt g Aol AzjelelEe] A
R ARA Zdzsh olgAE el fAT WA,
auln AFEAA 29lol we e gAg v
tol Bz Wslel me Algste Aug Ay 2
27 gk

References

[1] McCombs, M. & Bell, T., ‘The agenda-setting
role of mass communication, in An Integrated
Approach to Communication Theory and
Research” Salwen, M. & STacks, D. (eds.),
Lawrence Erlbaum Associates, Hillsdale, NJ.
1996

[2] Jun, Jong Woo, “Factors Affecting Uses of
Boycott Japan Information: A Focus on Channel
Differences between New Media and SNS
Information”, Korean Women's Association for
Communication Studies, p.47, 2022.

[3] Park, Eun Won, Shin, Jae Wook, “Impact of
Information from the SNS Social Media
Community on Reliability when Purchasing
Cosmetics”, Department of Cosmetic Invention
Design of The Graduate School in Anyang
University, p.29, 2021.

[4] Eun, Chang Ik, “The Influence of YouTube
Recommendation Service on Reliability,
Involvement and Subscription Intention: focused
on the mediating effect of Reliahility”, Z7ke
Journal of the Convergence on Culture
Technology; p.2, 8131, 2022.

[6] NASMEDIA, “2019 Intenet User Survey”, 2019
NPR  Summary Report pp.l-41, 2019[3],
pp.1-51, 2019

[6] MACROMILL EMBRAIN, “Investigation on
personal broadcasting and YouTubers on the
Internet”, Research Report, 2018(7), pp.1-41,
2018.

[7] Ahn, Jun-seob, “Effect of Fashion Youtuber’'s
Reputation on Viewer’'s Loyalty: focus on
development of reputation scale and halo effect”,
Major in Advertising and Public Relations
Department of Media and Communications in
Sungkyunkwan University, pp.2-3, 2020.

[8] Burt, R. S, “The social capital of opinion
leaders”, The Annals of the American Academy
of Political and Social Science, 566(1), pp.37-54,

1999.

[9] Lee, Wontae, Cha, Meeyoung, Yang, Haeryun,
“Network Properties of Social Media Influentials:
Focusing on the Korean Twitter Community®,
Journal of communication research —48(2),
pp.44-79, 2011.

[10]Lee, Suejin, “Youtuber's Work, Profitability, and
Autonomy”, Department of Communication of
The Graduate School in Seoul National
University, pp.4-11, 2020.

[11]Florida, R. L., “The rise of the creative class:
And how it's transforming work, leisure,
community and everyday life”, New York, NY:
Basic Books. 2002.

[12]Shim, Dahae, “Doing Feminism on YouTube:
Focusing on  Feminist  Yotube  Channel
Subscribers’  Experiences”,  Interdisciplinary
Programs in Gender Studies of The Graduate
School in Seoul National University, pp.22-23,
2021.

[13]Casare, S. Sichman, J.S. “Using a Functional
Ontology Of Reputation to interoperate different
agent reputation models”. J Braz Comp Soc, 11,
pp.79 - 94, 2005.

[14]Ahn, Jun-seob, op. cit., p.21. 2020.

[15]Deephouse, D. L.. “The effect of financial and
media reputations on performance”, Corporate
Reputation Review; 1, pp.68-71. 2002.

[16]Cho, Youngwook, “A Study on the Mediating
Effects of Celebrity Reputation in Relationship
between CEO Reputation of Entertainment
Agency and Intention to Investment in
Entertainment Agencyt”, Major in Advertising &
Public  Relations, Department of Mass
Communication  Studies in  Sungkyunkwan
University, p.7, 2020.

[17]Cho, Youngwook, Ibid, p.20, 2020.

[18]Gotsi, M.; Wilson, AM. “Corporate reputation:
Seeking a definition”, Corporate Communications:
International Journal, 6, pp.24-30. 2001.

[19]Hur, Youngjo, “The Effect of Trust in Beauty
YouTubers on Purchase Intention of Cosmetics:
Focusing on the mediating effect of product
trust”, Department of K-Beauty of The
Graduate School Of Korean Wave in Kyonggi
University, pp.8-9, 2021.

[20]Ahn, Jun-seob, op. cit., pp.26-27, 2020.

[21]Choi, Jin-Young, “The Effects of Dance
Performance Viewing Barriers on Audience
Attitude, Satisfaction and Loyalty”, Dept. of
Physical Education Graduate School in Korea

- 235 -



The Influence of Professional YouTuber's Reputation on Viewer Loyalty and Subscription Intention : Focused on Moderating

Effect of YouTuber Authenticity

National Sport University, p.19, 2010.

[22]Ahn, Ju Young & Cho, Yong Hyun, “Customer
Segmentation by Dimensions of Customer
Loyalty in Family Restaurants: Focused on the
Cross—Classification of Behavioral Loyalty and
Attitudinal ~ Loyalty”, Journal of Tourism
Sciences, 30(5), pp.91-113, 2006.

[23]Noh, Heechan, “The Influence of Service
Marketing Mix Factors on Customer Satisfaction
and Brand Royalty in Specialty Coffee Shop:
Comparison of Domesticand Global Brand”,
Major of Service Management of Service
Business  School in  Kyonggi  University,
pp.37-40, 2011.

[24]Rhee, June Woong & Shim, Mi-seon, “Program
Quality Evaluation, Channel Brand Equity, and
Channel Loyalty in Terrestrial Broadcasting
Channels”, Korean Association Hor Broadcasting
& Telecommunication Studies, 6(2), pp.98-135,
2005.

[25]0h, Mi-Young & Jeon, Hyung-Yeon, “A Study
on the Scale Development and Evaluation of
Channel Brand Equity: Focusing on Cable TV
Channels”, Korean Association of AD & PR,
8(4), pp.128-166, 2006.

[26]Ahn, Jun-seob, op. cit., p.31. 2020.

[27]Kim, Hyo Kyung & Son, Soo Jin, “The Effect
of Utilizing StarMarketing on Ad Attitude,
Brand Attitude and Purchasing Intentions: in the
DaeMyung Resort Vivaldi Park”, Korean
Journal of Tourism Research 25(2), pp.229-251,
2010.

[28]Jung, Min Woo, “The Effect of Travel YouTube
properties on view satisfaction, Intention to
Subscribe to Channel, and Intention to Visit
Tourism Area”, Department of Smart Tourism
Education Platform in The Graduate School in
Kyung Hee University, pp.19-20, 2021.

Reused in Eun, Chang ik, “The Influence of
YouTube Recommendation Service on Reliability,
Involvement and Subscription Intention: focused
on the mediating effect of Reliability”, 7he

Journal of the Convergence on Culture
Technology; 8(3), p.117, 2022.

[29]Lee, Seung Min, “The Effect of Social
Influencer Characteristics on Brand Image,

Attitude and Purchase Intention”, Department of
Image Management, Graduate School of
Business Administration in Soongsil University,
p.25, 2020.

[30]Chun, Jong Sung, “A Study on the Structural

Impact of Perceived Network Externalities on
Intention to Subscribe YouTube Channels: An
Application of the Expectation-Confirmation
Model”, Ph.D. thesis of Dept. of Journalism and
Mass Communication in The Graduate School of
Hanyang University, p.54, 2018.

Reused in Eun, Chang ik, “The Influence of
YouTube Recommendation Service on Reliability,
Involvement and Subscription Intention: focused
on the mediating effect of Reliability”, 7he
Journal of the Convergence on Culture
Technology; 8(3), p.117, 2022.

[31]Gilmore, J. H., & Pine, B. J., Authenticity: What
Consumers Really Want. Harvard Business
Press, 2007.

[32]Kim, Sang Hee, “Is service recovery made with
customers'  head? with the heart?? A
Comparison of Relative Influence between
Justice vs Authenticity”, The Korean Academic

Society Of Business Administration, 43(1),
pp.1-39, 2014.

[33]Yun, Je-Beom, “The Effect of Service
Authenticity and Service Quality on the

Customer Satisfaction: Focused on Financial
Investment Company”“, Major in Convergence
Industry and Business Administration of
Department of Convergence Industry in Seoul
Venture University, pp.13-14, 2016.

[34]Goulding, C., “The commodification of the past,
postmodern pastiche, and the search fr authentic
experiences at contemperary heritage
attractions®, FEuropean Journal of Marketing,
34(7), pp.35-53, 2000.

[35]Choi, Yun-Seul & Lee, Kyung Yul, “Measuring

SNS authenticity and Its Components by
Developing  Measurement  Scale of  SNS
authenticity®, p.164, 2013.

[36]Lee, Dong-Keol, “The Effect of Social
Enterprise’s YouTube-Based Marketing

Communication on Brand Equity and Behavioral
Intention: Focused on Moderating Effect of
YouTuber  Authenticity”,  Department  of
Cooperative Course for Urban and Real Estate
Study of Commercial Science The Graduate
School in Sejong University, p.5b, 2021.

[37]Lee, Dong-Keol, Ihid, pp.44-46, 2021.

[38]Lee, Dong-Keol, Ihid, pp.80-87, 2021.

[39]Fornell, C., & Larcker, DF., “Evaluation
Structural Models with Unobservable Variables
and Measurement Error”, Jownal of Marketing
Research, 18(1), pp.39-50, 1981.

- 236 -



The Journal of the Convergence on Culture Technology (JCCT)
Vol. 9, No. 3, pp.221—237, May 31, 2023. pISSN 2384—-0358, elSSN 2384-0366

% 0 =22 2022 SYTielm Sa%T
HlO| XIBOZ IS

- 237 -





