J. Inf. Technol. Appl. Manag. 31(3): 1~18, June 2024 ISSN 1598-6284 (Print)
https://doi.org/10.21219/jitam.2024.31.3.001 ISSN 2508-1209 (Online)

The Impact of YouTube Creator Characteristics and Channel Access Factors
on Users Continuous Viewing Intentions: An Application of the Extended
Technology Acceptance Model

Jae Hee Cho* - Sang Hyeok Park™ - Seung Hee Oh*™*

Abstract

This study analyzed the impact of YouTube creator characteristics and channel access factors on the intention
to continue watching content, noting that the development of the digital media environment has diversified media
audiences’ content preferences and access routes. Specifically, we analyzed the effects of YouTube creator
trustworthiness, attractiveness, familiarity, and social influence, as well as the effects of recommendation services
on perceived usefulness, perceived ease, and perceived enjoyment.

The study found that creator credibility and recommendation service had a positive impact on the perceived
u?efulness of content, while intimacy and charm were important factors in increasing the easy of use and playfulness
of content.

These perceived usefulness, ease, and playfulness also had a strong positive impact on users’ intention to
continue watching the channel. This suggests that trust and intimate relationships with creators and appropriate
content recommendations play an important role in increasing user satisfaction and channel persistence.

The significance of this study’s analysis of creator and channel access factors based on the extended technology
acceptance model is that it shows the potential for extending and applying the existing technology acceptance
model to the digital content environment.
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(Table 1) Operational Definition and Measurement Tools

Measured variable Survey questions Source
The creators of the channels I subscribe to are trustworthy people. Eun(2022)
Reliability The creators of the channels I subscribe to are genuine people. Park(2020]
The information provided by the creators of the channels [ subscribe to is reliable.| Yoo0(2019)
Creators of channels I subscribe to provide objective facts. Lee(2019]
The creators of this channel respond quickly and effectively to questions or
feedback from viewers.
The creators of this channel tend to actively communicate (comment) with
Creator | Intimacy |viewers. m(2019)
Factor It feels like spending time with the creator of this channel.
The creators of the channels I subscribe to make me feel comfortable, like
I'm with a friend.
The creator of the channel I subscribed to has an attractive appearance.
The personality and style of the channel creators I subscribe to are cool. p
. . o ; ark and
Attractiveness|The channel creator I subscribe to has a sophisticated image. Lee(2009)
The appearance and attitude of the channel creators I subscribe to make me| ¢
feel friendly.
The reason I watch this channel is because people around me recommend it. Str
raub et

Social

think well of it.
Influences

The reason I watch this channel is because the people around me or society al. (1997)

Moon and

The reason I watch this channel is because it is known to many people, so Kim(2001)
I watch it to keep up with trends.

Access
Factor

Service Impact|consideration.

videos I find on my own.

YouTube recommendation service helps you select videos.
YouTube recommendation service provides content that is appropriate for me.
Recommended | YouTube recommendation service provides videos that take your interests into

I watch more videos recommended by YouTube's recommendation service than

Lee(2019)
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(Table 1> Operational Definition and Measurement Tools(Continued)

Measured variable Survey questions Source
The content on this channel provides useful information.
The content of this channel provides a variety of knowledge on topics of interest.

Perceived Usefulness | This channel's content improves my hobbies and work efficiency.
The content of this channel allows you to efficiently handle tasks related to| Lee et al.
your work or areas of interest. (2019)
You can easily find this YouTube channel. Woo(2009)

Perceived Fase of Use The interface and design of this channel are convenient to use.
The content of this channel is organized so that it is easy to understand.
The content on this channel is simple to use.
Watching this YouTube channel is enjoyable.
The content of this channel is interesting and entertaining. Lee ot al

Perceived Enjoyment | When I watch this channel, I get so absorbed in it that I don't notice the time (2019) )
passing.
The content on this channel helps relieve stress in daily life.
I want to watch this channel continuously.

Continuous Viewing |I want to see more of this channel’s other content. Park(2020]

Intention I intend to increase my use of this creator's channel to which I subscribe. | Eun(2022)

I am willing to recommend this creator's channel to others.

o
2
©
e
Sl
)
oo
ol
<
oo
hin

3
2
iyl
Lo
A
o,
rlo
N
H
jo5)
=
@

28 7Pk worew, 40~50ch7t 10078 (34.1%), 60+

(Table 3)¢l }ept npe} 7o) Lebaje] pjpio

2L 21399, 47.4%)% 4L
4.1 E20| QTSNS SN 30.4%) FEARS AL AR 2

oleh. FEADL ol gah olft 22

o
FAe] 17.1%
al

o2 AYsT Sl Ao vehgeh

o]4fo] 26%(8.9%) = A=l et

(Table 2) Demographic Characteristics of the Sample

s,

]

NE

£ (897,
02 FALE
F4, An

50] 72 o)59lT, SRHA 4T.4%% 1~107)
Aze] Y-S FE(1399, 47.4%)5k3 ik &

3070 olgel AL 75 U A%

[
Z_I

(Table 3) General Characteristics of the Sample

Division Frequency %
Division Frequency % 0 13 4.4%
Mal 147 50.9% B 1~10 139 47.4%
Gender - ael TR ITYY Subscribe 10~20 61 | 22.9%
emae o7 20~30 24 8.2%
10 7 2.4% Over 30 50 17.1%
20's 145 49.5% Obtain information 103 35.2%
g 9 Entertainment/
Age ‘ 30's ‘ 15 5.1% " Relaxation 133 45.4%
40s ~ 505 100 |34.1% rea:(e)n Habit / Killing time 46 15.7%
Over 60s 26 8.9% Because many people 4 1.4%
; - tch )

Middle and high " wa
school students 10 4.4% Etc - 7 24%
p Recommendation 139 47 4%
College student 84 47.4% algorithm 20
Education |High school graduate 70 22.9% When to | Recommended by an 23 7 8%

. watch a acquaintance )

College graduate 71 8.2% channel Search 59 304%
Graduate school 58 17.1% Youtube shorts 24 8.2%
graduate Etc 18 6.1%

T
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(Table 4> Exploratory Factor Analysis Result
Division Factor
1 2 3 4 5 6 7 8 9
Reliabilityl 0.854771| 0.115908| 0.128856| 0.124499| 0.178938| 0.088303| 0.048048| 0.101908| 0.009597
Reliability2 0.839986| 0.102904| 0.279999| 0.128993| 0.124458| 0.057003| 0.0327| 0.123821| 0.014866
Reliability3 0.834973| 0.254272| 0.11705| 0.000183| 0.052308| 0.113095| 0.041804| 0.100503| 0.123693
Reliability4 0.720244| 0.277378| 0.232355| 0.087062| 0.050518| 0.014799| 0.125011| 0.090826| 0.171832
Usefulness3 0.076539|0.844683| 0.166897| 0.002736| 0.096548| 0.084574| 0.071594| 0.053061| 0.028544
Usefulness4 0.161845/0.820332| 0.055176| -0.0137| 0.025471| 0.02633| 0.216897| 0.097937| 0.106805
Usefulness2 0.21370110.719689| 0.081858| 0.203012| 0.169404| 0.132813| 0.015381| 0.065242| 0.194892
Usefulness1 0.373117/0.698828| 0.00866| 0.074008| 0.177691| 0.186493| 0.014519| 0.083428| 0.09068
Intimacy?2 0.207803| 0.111678]0.791792| 0.076905| -0.01489| 0.084865| 0.005204| 0.0956| 0.14873
Intimacy3 0.130611| 0.093478(0.751856| 0.107744| 0.32394| 0.066509| 0.105877| 0.154063| 0.082554
Intimacy4 0.124991| 0.029117/0.733972| 0.135321| 0.289817| 0.119372| 0.112277| 0.066731| 0.021388
Intimacyl 0.265587| 0.113156(0.721999| 0.162304| -0.03575| 0.064385| 0.011714| 0.183033| 0.153506
Enjoyment1 0.16748| 0.06376| 0.090773]|0.832451| 0.190651| 0.141214| -0.11156| 0.118914| 0.12015
Enjoyment2 0.091067| 0.112999| 0.113206{0.811381| 0.247991| 0.096786| -0.11914| 0.101576| 0.206254
Enjoyment3 0.023144| -0.00531| 0.197082|0.775196| 0.24607| 0.114914| 0.138957| 0.066354| 0.078597
Continuous Viewing3 | 0.09427| 0.108221| 0.165512| 0.228047(0.777157| 0.160713| 0.061444| 0.058335| 0.121312
Continuous Viewing4 | 0.138407| 0.178523| 0.052651| 0.136566(0.772667| 0.143563| 0.10849| 0.160635| 0.15308
Continuous Viewing2 | 0.099294| 0.065315| 0.171692| 0.376441| 0.66034| 0.134196| -0.04877| 0.077995| 0.210461
Continuous Viewingl | 0.189672| 0.195538| 0.206984| 0.451976(0.595943| 0.136466| -0.10672| 0.020716| 0.162352
Recommended Service2| 0.070007| 0.118617| 0.109221| 0.093657| 0.138326(0.852334| 0.102061| 0.030547| 0.10719
Recommended Service3| 0.064759| 0.123759| 0.046761| 0.122464| 0.109299(0.842131| 0.084207| 0.112358| 0.134557
Recommended Servicel| 0.103028| 0.081879| 0.118558| 0.119084| 0.150701(0.800813| 0.182034| 0.006327| 0.085085
Social Influencel 0.049203| 0.120319| 0.025863| -0.06681| 0.057265| 0.081845|0.870743| 0.128663| -0.00635
Social Influence3 0.023611| 0.070237| -0.01041| -0.02486| -0.02158| 0.106896(0.866043| 0.153318| -0.00631
Social Influence2 0.104633| 0.07709| 0.167006| 0.004146| 0.036857| 0.146866(0.788447| 0.085278| 0.11206
Attractivenessl 0.104235| 0.050828| 0.200125| 0.021847| 0.049483| 0.12016] 0.097208(0.857228| 0.097641
Attractiveness3 0.171094| 0.12425| 0.035026| 0.038783| 0.076222| -0.00301| 0.235303(0.806798| 0.081248
Attractiveness?2 0.08983| 0.087285] 0.197946| 0.23557| 0.144954| 0.039551| 0.093498/|0.794851| 0.103206
Easel 0.051181| 0.117639| 0.080516| 0.067849| 0.124753| 0.064719| 0.13736| 0.116524|0.818513
Ease3 0.120185| 0.123249| 0.120049| 0.221001| 0.142084| 0.075154| -0.0074| 0.071627|0.806151
Ease2 0.103043| 0.122264| 0.188615| 0.145251| 0.227853| 0.300453| -0.04251| 0.105675|0.716965
Eigenvalues 3.236 2.827 2.809 2.693 2.640 2.473 2.447 2.311 2.239
Dispersion rate 10.438 9.120 9.060 8.686 8.516 7.976 7.895 7.456 7.221
(Cumulative 10.438| 19.558| 28.619| 37.305| 45.821| 53.797| 61.692| 69.148| 76.370
dispersion rate
KMO=.875 ; Bartlett sphericity test=5681.971 ; P-value=.000 : sample size:293

Extraction method : Principal component analysis.
Rotation method: Varimax with Kaiser Normalization.
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(Table 5y The Confidence Test Results of Measurement Variables

Division Number of initial | Final number of Cronbach'’s
§ items items Alpha coefficient
Reliability 4 4 0.906
Creator Factor Intimacy 4 4 0.843
Attractiveness 4 3 0.848
Access Social Influences 4 3 0.846
Factor Recommended Service Impact 4 3 0.860
Perceived Usefulness 4 4 0.856
Perceived Ease of Use 4 3 0.822
Perceived Enjoyment 4 3 0.857
Continuous Viewing Intention 4 4 0.861
Total 36 31
(Table 6y The Result of Correlation Analysis
Division Average| S.D 1 2 3 4 5 6 7 8 9
Reliability 3.620 | 0.765 | 0.764
. 0.528
Intimacy 3.515 | 0.787 (0.218) | 0604
) 0.379" | 0.465
Attractiveness | 3.341 | 0.817 0.143 0.216 0.685
. 0.183° | 0219 | 0.365
Social Influences| 2.575 | 0.964 0.033 0.047 0.133 0.607
Recommended 0.284° | 0.348" | 0.257 | 0.311"
Service Impact | 2% [ 991 o080 | 0121 | o066 | 0096 | 74
Perceived 0542 | 03717 | 0.328" | 0.264 | 0.39"
Usefulness | 228 | 973 0903 | 0137 | 0107 | 0069 | 0152 | *642
Perceived Ease 0.3427 | 0.459° | 0.372° | 0.12 | 0461 | 0.445
of Use 3.821 1 0623 1 016 | 0210 | 0138 | 0.014 | 0212 | 0198 | O
Perceived 0.342° | 0435 | 0.332° | -0.055 | 0.361 | 0.318 | 0.595
Enjoyment 4.061 106461 196 | o189 | 0110 | 0003 | 0130 | 0101 | 0354 | 0777
Continuous 0.437°| 0559 | 0.356 | 0.087 | 0.467 | 0475 | 074 | 0515
Viewing Intention| 3.856 1 0.693 | 190 | 0312 | 0126 | 0.007 | 0218 | 0225 | 0547 | 0265 | O78
Concept reliability(CR) 0.928 | 0.858 | 0.867 | 0.822 | 0.896 | 0.877 | 0.897 | 0.912 | 0.937

"1€0.01, "p{0.05.
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RMSEA=0.069, GFI=0.827, RMR=0.046, AGFI
4l =0.784, NFI1=0.84, IF1=0.901, CFI=0.9&2 1}
o Rt ope) AR AL AE SRR tehet,
, AFARE 2 s
=943.363(p=.000, df=398)= yelyton x?/
df=2.370(71F:<3) 22 B3o
et
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(Table 7> The Result of Confirmatory Factor Analysis

Route Estimate S.E. SRW C.R. P
Reliability4 — Reliability 1 0.746
Reliability3 — Reliability 1.086 0.076 0.813 14.205 e
Reliability2 — Reliability 1.187 0.074 0.911 16.014 .
Reliabilityl — Reliability 1.181 0.076 0.888 15.632 o
Intimacy4 — Intimacy 1 0.798
Intimacy3 — Intimacy 1.087 0.072 0.859 15.069 o
Intimacy?2 — Intimacy 0.822 0.069 0.689 11.949 o
Intimacyl — Intimacy 0.732 0.063 0.668 11.541 e
Attractiveness3 — Attractiveness 1 0.761
Attractiveness2 — Attractiveness 1.043 0.078 0.823 13.426 o
Attractivenessl — Attractiveness 1.101 0.081 0.840 13.578 e
Social Influences3 — Social Influences 1 0.815
Social Influences2 — Social Influences 0.9 0.069 0.744 13.0217 o
Social Influencesl — Social Influences 0.991 0.069 0.861 14.428 o
Recommended Service3 <  Recommended Service 1 0.825
Recommended Service2 <  Recommended Service 1.124 0.073 0.861 15.456 o
Recommended Servicel <  Recommended Service 1.023 0.072 0.780 14.212 e
Usefulness4 — Usefulness 1 0.736
Usefulness3 — Usefulness 0.981 0.083 0.728 11.75 o
Usefulness2 — Usefulness 0.945 0.073 0.802 12.885 e
Usefulness1 — Usefulness 0.973 0.074 0.820 13.129 .
Continuous Viewing 4 <« Continuous Viewing 1 0.711
Continuous Viewing 3 < Continuous Viewing 1.084 0.087 0.780 12.401 o
Continuous Viewing 2 < Continuous Viewing 0.945 0.074 0.803 12.74 e
Continuous Viewing 1 <« Continuous Viewing 0.99 0.076 0.828 13.097 o
Ease of Use3 — Ease of Use 1 0.795
Ease of Use2 — Ease of Use 1.073 0.08 0.830 13.38 .
Ease of Usel — Ease of Use 0.87 0.075 0.701 11.66 o
Enjoyment3 — Enjoyment 1 0.714
Enjoyment2 — Enjoyment 1.069 0.075 0.900 14.186 e
Enjoyment1 — Enjoyment 1.035 0.075 0.867 13.865 o
Fitness of measurement model
X*= 943.363, p=0.000, df=398, CMID/DF=2.370, RMSEA=0.069, GFI1=0.827, RMR= 0.046, AGFI1=0.784,
NFT1=0.84,1F1=0.901, CFI=0.9
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(Table 8> Multiple Regression Analysis of the Impact on Perceived Usefulness
Unstandardized Standardized . .
Indepgndent coefficient coefficient t p Rollinearity Result
variable B SE B Tolerance | VIF
(Constant) 1.083 0.243 4.462 | 0.000
Reliability 0.391 0.057 0.397 6.844 | 0.000 0.722 1.385 | H1-1 : Accept
Intimacy 0.027 0.057 0.028 0.471 | 0.638 0.681 1.467 | H1-2 : Dismissed
Attractiveness 0.065 0.052 0.070 1.240 | 0.216 0.758 1.320 | H1-3 : Dismissed
Social Influences 0.074 0.042 0.095 1.767 | 0.078 0.841 1.188 | H1-4 : Dismissed
Recommended 0.167 0.053 0.168 3.129 | 0.002 | 0.842 | 1.187 | HI-5 : Accept
Service
F 25.045 (.000)
R? 0.304
(Table 9> Multiple Regression Analysis of the Impact on Perceived Ease of Use
Unstandardized |Standardized . .
Indepgndent coefficient coefficient t p Rollinearity Result
variable
B SE B Tolerance VIF
(Constant) 1.857 0.208 8.919 | 0.000
Reliability 0.080 0.049 0.098 1.639 | 0.102 0.722 1.385 H2-1 @ Dismissed
Intimacy 0.158 0.049 0.200 3.238 | 0.001 0.681 1.467 H2-2 : Accept
Attractiveness 0.122 0.045 0.160 2.7137 | 0.007 0.758 1.320 H2-3 : Accept
Social Influences | -0.037 0.036 -0.057 -1.020 | 0.309 0.841 1.188 H2-4 @ Dismissed
Recommended | o po3 | g 046 0.272 4886 | 0.000 | 0.842 | 1.187 | H2-5 : Accept
Service
F 19.369 (.000)
R? 0.304
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<Table 10> Multiple Regression Analysis of the Impact on Perceived Enjoyment
Unstandardized | Standardized . .
Indepgndent coefficient coefficient t D follinearity Result
variable
B SE B Tolerance| VIF
(Constant) 2.185 0.215 10.159 | 0.000
Reliability 0.072 0.051 0.085 1.420 0.157 0.722 1.385 |H3-1 : Dismissed
Intimacy 0.203 0.051 0.247 4.013 0.000 0.681 1.467 |H3-2 : Accept
Attractiveness 0.136 0.046 0.172 2.944 0.004 0.758 1.320 |H3-3 : Accept
Social Influences| -0.126 0.037 -0.189 -3.397 | 0.001 0.841 1.188 |H3-4 : Accept
Recommended | 515 | 7 0.253 4554 | 0.000 | 0.842 | 1.187 |H3-5 : Accept
Service
F 19.782(.000)
R 0.256
<Table 11> Multiple Regression Analysis of the Impact on Continued Viewing Intention
Unstandardized Standardized . .
Indepfendent coefficient coefficient p Rollinearity Result
variable
B SE B Tolerance VIF
(Constant) 0.140 0.226 0.620 | 0.535
Usefulness 0.184 0.041 0.200 4.435 | 0.000 0.862 1.161 H4 : Accept
Ease of Use 0.230 0.054 0.207 4.295 0.000 0.752 1.329 H5 @ Accept
Enjoyment 0.536 0.050 0.499 10.776 | 0.000 0.814 1.228 H6 : Accept
F 94.684(.000)
R 0.496
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