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Understanding User Motivations and Behavioral Process
in Creating Video UGC: Focus on Theory of
Implementation Intentions*

Hyung Jin Kim**, Se-Min Song**, Ho Geun Lee***

UGC(User Generated Contents) is emerging as the center of e-business in the web 2.0 era. The trend
reflects changing roles of users in production and consumption of contents on websites and helps us to
understand new strategies of websites such as web portals and social network websites. Nowadays, we con-
sume contents created by other non-professional users for both utilitarian (e.g., knowledge) and hedonic
values (e.g., fun). Also, contents produced by ourselves (e.g., photo, video) are posted on websites so that
our friends, family, and even the public can consume those contfents, This means that non-professionals,
who used to be passive audience in the past, are now creating confents and share their UGCs with others
in the Web. Accessible media, tools, and applications have also reduced difficulty and complexity in the
process of creating contents. Realizing that users create plenty of materials which are very interesting to
other people, media companies (i.e., web portals and social networking websites) are adjusting their strategies
and business models accordingly. Increased demand of USC may lead to website visits which are the source
of benefits from advertising. Therefore, they put more efforts into making their websites open platforms where
UGCs can be created and shared among users without fechnical and methodological difficulties. Many
websites have increasingly adopted new fechnologies such as RSS and openAPl. Some have even changed
the structure of web pages so that UGC can be seen several times to more visitors. This mainstream of
UGCs on websites indicates that acquiring more UGCs and supporting participating users have become
important things fo media companies.

Although those companies need to understand why general users have shown increasing inferest in creating
and posting contents and what is important to them in the process of productions, few research results
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Understanding User Motivations and Behavioral Process in Creating Video UGC

exist in this area to address these issues. Also, behavioral process in creating video UGCs has not been
explored enough for the public to fully understand it. With a solid theoretical background (i.e., theory of
implementation infentions), parts of our proposed research model mirror the process of user behaviors in
creating video contents, which consist of infenfion fo upload, infenfion to edit, edit, and upload. In addition,
in order fo explain how those behavioral intentions are developed, we investigated influences of anfecedents
from three motivational perspectives (i.e., infrinsic, editing software-oriented, and website’s network effect-ori-
ented). First, from the infrinsic motivation perspective, we studied the roles of self-expression, enjoyment, and
social affention in forming infention fo edit with preferred editing software or in forming infenfion to upload
video confents to preferred websites. Second, we explored the roles of editing software for non-professionals
to edit video contents, in terms of how it makes production process easier and how it is useful in the process.
Finally, from the website characteristic-oriented perspective, we investigated the role of a website’s network
externalify s an antecedent of users’ infenfion fo upload 1o preferred websites. The rationale is that posting
UGCs on websites are basically social-oriented behaviors; thus, users prefer a website with the high level
of network externality for contents uploading.

This study adopted a longitudinal research design; we emailed recipients twice with different questionnaires.
Guided by invitation email including a link to web survey page, respondents answered most of questions
except edit and upload at the first survey. They were asked to provide information about UGC editing software
they mainly used and preferred website to upload edited contents, and then asked to answer related
questions. For example, before answering questions regarding network externality, they individually had to
declare the name of the website to which they would be wiling to upload. At the end of the first survey,
we asked if they agreed fo parficipate in the corresponding survey in a month, During twenty days, 333
complete responses were gathered in the first survey. One month later, we emailed those recipients to ask
for parficipation in the second survey. 185 of the 333 recipients (about 56 percentages) answered in the
second survey. Personalized questionnaires were provided for them to remind the names of editing software
and website that they reported in the first survey. They answered the degree of editing with the software
and the degree of uploading video contents to the website for the past one month. To all recipients of
the two surveys, exchange fickets for books (about 5,000~ 10,000 Korean Won) were provided according
to the frequency of participations.

PLS analysis shows that user behaviors in creating video contents are well explained by the theory of
implementation infentions. In fact, infenfion fo upload significantly influences infention fo edit in the process
of accomplishing the goal behavior, upload. These relationships show the behavioral process that has been
unclear in users’ creating video confents for uploading and also highlight important roles of editing in the
process. Regarding the infrinsic motivations, the results illustrated that users are likely to edit their own video
confents in order fo express their own infrinsic traits such as thoughts and feelings. Also, their infention fo
upload contents in preferred website is formed because they want to attract much atfention from others
through contents reflecting themselves. This result well corresponds to the roles of the website characteristic,
namely, network externalify. Based on the PLS results, the nefwork effect of a website has significant influence
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on users’ infention to upload to the preferred website. This indicates that users with social atfention motivations
are likely to upload their video UGCs to a website whose network size is big enough to redlize their motivations
easily. Finally, regarding editing soffware characteristic-oriented motivations, making exclusively-provided edit-
ing soffware more user-friendly (i.e., easy of use, usefulness) plays an important role in leading o users” infention
fo edit,

Our research contributes to both academic scholars and professionals. For researchers, our results show
that the theory of implementation infentions is well applied fo the video UGC context and very useful fo
explain the relationship between implementation intentions and goal behaviors. With the theory, this study
theoretically and empirically confirmed that editing is a different and important behavior from uploading
behavior, and we tesfed the behavioral process of ordinary users in creating video UGCs, focusing on significant
motivational factors in each step. In addition, parts of our research model are also rooted in the solid theoretical
background such as the fechnology acceptance model and the theory of network externality 1o explain
the effects of UGC-related motivations. For practifioners, our results suggest that media companies need
to restructure their websites so that users” needs for social interaction through UGC (e.g., self-expression, social
aftention) are well met. Also, we emphasize strategic importance of the network size of websites in leading
non-professionals to upload video contents to the websites. Those websites need to find a way fo utilize
the network effects for acquiing more UGCs. Finally, we suggest that some ways to improve editing software
be considered as a way fo increase edit behavior which is a very imporfant process leading fo UGC uploading.

Keywords : Video UGC, Motivations, Edit, Upload, Theory of Implementation Intentions, Editing Software,
Network Effect
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UGCE ) Aol Eoll AlA st B9 2A, A2 34
% 71 mkA et o] f 3t} 53], Video UGCE

a7} 3= A}%x}go] B Z=gao o
1017] wZoll, 532 P9l
Ho} X}oﬂi% A Azt makA, 7389
z Video UGCE YZEL 3}l
WJO}»LZ} St o=t ™
A& 714 4 Adth. Video UGC
/‘}‘j}p‘ @Ec‘ﬂ]

o
O

-0

712 Zo|AY, Att= é i‘/‘r ””H
tEA A AL, e G FAAY,
U 71e e 53E ¥ 53 22 84
ol Ful Aol sjFstr] mZolt
@4, o9} 2L T /1A Felo] =S| 247
A2 e 9% £147)= B TRA(Theory
of Reasoned Action), TPB(Theory of Planned
Behavior), TAM(Technology Acceptance Model)

—r‘

ot ulo M Jzi UL
o o X2 oft fo
3O pok pok

MG E2kA BI) Y%t HA Hoe 5270, 7 ol 9JslA A HHE 4 9thPavlou and Fy-
TUE, £, UGC A& § AtelEo| AlAsto ¥ genson, 2006). Z, B3 =& AR Y92, o
frake Aol dutyolgls HolA 2=+ Video 2T orE oz 9= =yt thut
UGCE W=t A8459 A3 38 99 qojmoled ge 448 5499 5o %
Sk & 5 A R obdel A AlEAA A g ok o) A3 94 1E A9 B
AHoR Ewol He A4 FAVIE St mzg d4o AA5Eg & THYR RS A
W], He 42EEE 5H 22 Video UGC 2314 dom HYYE/YEE g% »>HY/Y
Software Characteristic—oriented Motivations
[ Ease of Use ] [ Usefulness J
Intrinsic Motivation
I ti .
ntegdﬁn to Edit
]
HA Theory of Implementationlntentions H3
o o)
Website Characteristic-oriented Motivation
<ad 1> A7z
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2E 7re] BATL AAT 5 AW, B Ao

dzss - BsE g - gece
A% FRanEe 59 vge
g nth 43 ol stnnt o

H1 : Video UGC QEE 5= HHY 59 F
A2 JATE A& Aot

H2 : Video UGC 7 =& AP} A
2 #A} A& Aol

H3 : Video UGC H & 42 P99} 344
FAZE SE& Aol

H4 : Video UGC Y 2E 9T= 2= 99}
FAA A UE Aolth

3.2 LiZiy 37|t UGC HI&t
3.2.1 X}7| &8l (Self-Expression)

Kim and Sherman(2007)] W29, 27| %d
S A 54 wdste Aotk AR A
As 7591’3}*’ Js= Fote A4, HE, 5
71, B4, dE, 95 534 2 WA &4 (inter-
nal attributes) < %l'_T’_ A TH(Fiske et al., 1998). 1
2l 271 %8 3 B (self-expressive acts) &3l
Aol g A3 S FAStetL R 5o
ZH 2225 YERf 3 Ao} Sh(Kim and She-
rman, 2007). Koh et al.(2008)2 #7128 &7}
<2t A UE ol AR stoig HAR oo
S FojstA gval FAsd

A71 28 UGCS 2 ZH=2E FellAE 4
dd s ol JAEdlEd, £21, 971 59 7t
BATUYE A 2Ed A 7449 Jﬁﬂ(expresswn
of emotion), 9|7 7 A (offering opinion) &< A
7|ZE 02 WHF3} 3 Moore and Serva(2007)<]
AT A FHA FAEC] Ade L
31 ADBRE AFetuA ste Ae AVED
Z F7]8al g Papacharissi(2002) € &34 A
2hg 4= 9% 9], Video UGCY #2He& 247 &4

=]

g F 7] "ol wekA A71E A
2} ke B7]& Video UGCE HYF A 3}
Admd Fd&E & F UG

H5 : Video UGCel| #3+ A71Ed F7]+= Video
UGC #HA =9} A4 AA7 A& Aol

m{o

3.2.2 ®E9 EHZ(Enjoyment of Editing)

Video UGCE Wt=& &F5 L Text UGCS &
Fu = %‘*M F& aRHE, F9/F0k
£2% ZH F)E FUket A/ s A
AE Z¥s U AA

, Text UGC$} Video UGCE W=+ H L7
1w A=E v ?‘SP Stoeckl et al.(2007)]
A= Video UGC7} U & AL S &ty Ay
A Text UGCE AR wjxo Bt} o]
&t7] wjZolth, ARA2E AT ALLH &
A% WFe ARV ES Agste HA e
Avje} EAR, FHAFCE FE AFYHY Y5
oo s YFE Foh(Li et al., 2005 Lee and
Lee, 2005). £3], A=A &4 7H7l A Folut
AMul2~g o] & o wg Fag F7] 81le]Y]
% 3tth(Van der Heijden, 2004). whebA H3 4
IEYAE o] &3lY Video UGCE TE+= HA
o] EALFE, ANEAEY HY JgrE Eold

T Ao

~

~

>0 l-m o >~10 )
ol
e o
|
2
A
~=
rr
?0 it

OFO

H6 : Video UGCe| #3t &7 57|+ Video
UGC H4 =9 FA-H AN d& A
ojt}.

3.2.3 AIEI™ FF(Social Attention)

Maslow(1954)ll T2, Q172 AL H o2 ¢
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A9 Aol BA ZRE 247 ol 87 ac-

ceptance)& =711 Aojdth o] e &=
ERlezfE e £, 94, A4 52 &3 A
< B3 Alofsts Ao EAM, e FHHA Fo
A QI7Ee A3 EH (social anxiety)s -7
A B Lzeplol Ao} n7A 2 o} e
A3 A FEoluy 1A 2Eiel SAAME Y
gt Akdlo]l 9 2, A, 394 59 29
25 driy B /\PELEO] ela HekeAE U

z35y dS Axd we, FEIL

AL 7 AR g2 FHI90(ung et dl,

E«ﬁl, Video UGCE Text UGCHl| Hl3j
© Hgol oy BRer] gEol Aol &
o S

ofata F& Wi 42 &7 43 5 (Ashton
and Lee, 2002), AHHES AT I71E & 5 8

+ Video UGC A && 5 =3
o]—_T’_X]- 3} Aolt}, o]
)

§]Z4 _7|:.E_'° vy A
o 9% 2 4 Uk

H7 : Video UGCo| #3 A34d &
%

Video UGC Y ZE 9=
RS Aol

3.3 HEAZEQN E

Video UGC HIZt

o Jldt 3019t

3.3.1 7341 AE2014

Video UGCE %
9o EA maME g2t 4 .
G AeAT dake .
& WALIEALS] Frel 48317
Ao wet gebd o Q7] WEolth & 4

A= thoksl A 3_5,_49} HAAT TR 7
Video UGCE A& fr&A°] 2 #H4

S —U ot @

ZEJ ol & o]&ato] TtEo A& ThsAel &
-‘Hoi‘r} Aeg 7H4 B LZEY ol o]—lﬂi]—_,_
AEZE A dukel A= A A
@ AeAY ARt Fasithe HellA, HAY
AZE o] ol AL Gl 9T A
341'19}1:} o}-& 2, Video UGCY HH #A4 L& &
Edolof oz BF FHATGE HAA, o] F
2 7lETE RHAAY AYLZEY
A 63 aql ED}-E, A2}
57] 89lo=

o}.

o o 1B |

s
®

SEEEAT EREREEEE
o AgAe By xg 398 BAT 9
Aol

HO : B AZEd o] o] 55 88
=ge A Y owst ?

92 Zolth,

o

) Jl
o[l
ol
)
r o)
L

3.4 ¥ AMO|IE §H 7[dt 7|2t UGC HIZ

3.4.1 HES3 &1t

AFgAHE 0] Video UGCE Y EE 3= 43
Al EEL UGCY &g 4nH7F &7
dojibe Aboly Fztolth wekA FEAEA 9
AEAE Y29 ABAZAMY AFEA Y27 &
B 29l EXNS 717 9 Ao EVF AAA
Y £t} o= T = AAA o] A2y A& S o}
THE Video UGCE ©E AMZEANA 373t
A3 A 2ES Wy AojdtE ALAE A=
A2 9] UGCE 4T = e AgEo]l B2 4
AlEZEH AEE F des Yrdt ol & 9
A A QIEC] Bol 7His ¢ Ao Eo 2 ¢
2C 3AY S gk tFEe] ol o] &dte
4 Apo]Eo] AAlo] BEE Video UGCE ¢ Z T3}
A Ak o]y AL Lakol 43 A A O
e AHAL o] &3t £BE F2 LENA
o o B2 #ujAsc] v @4 FAEH.
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mebal 9 Ao E7} UGCS A 8 F& ¥
A% dvht wol HuaHL Yk AER
o gRE oEd] LT 9L HAE 57
Aojghz & % Ao

ko it Md

H10: Y25 ¢ Ao EQ] Y
Ao drE 9
Aol

EQ g3= A

=9 T4 A AdS

V. |74y

ATE B9 = AA WFfWF o #
xosta 7] wEel, 9= A F dA
A Zko]l Ak A Ao A AA P9 E ZA (Paviou
and Fygenson 2006)3t7] 3t & A& %
geon, MEY Y YL Video UGCE H
A dJEE FHE AEAE|H.

1 A2 s W 1270 UGC d2=
Aol Bl Video UGCE HJEZETE AHEE A
A 3H 8L st SEAEC] A He
Z2 &g oW dos 22l Aozt Thsd
so|A 2 A4H URL F32E Al &4t 14
AEZA g AEAES JoY F99t o
2T Pof #3 AEE A ZE Hgol

A ST 4 A48 SEAEL U
-

ol

YAOIES BAH B SHAS
Heg BPLZE oS SH(HEHT AEE
o) 9)% YT 9 Aol E] SHMEAD L)
of o3l $RIATH Wk ope), SYAIL A
1 UYLZEYE o] 439 Video UGCE
e R
M, g2 et Bolo] HuE 1 YAl
Ed| Video UGCE uEE 1zt e o=
ol $HAEE shaith 209 F% AW 17
24 F 407700 AES Fustg o, o) F

ok
ol
on
2 rr

=3

S Sof AAE 23} HERAE 13 24 §
BAE T 22 A FA AE W AR ES
ez st 14 ZA} SHAERY A
2 AEL YHEAY Exze 14 2A 9 mlE
g L oY FAE EoH ol Y Hct. 22k A
o dgt #oE Fxt7] dste 23 A8 F
Az BRAE F7IE E34FA(B,0009)0]
o AFE AYs 12 24 vlE FA L F
of JAS Flstdth 22k 2AEA FAd &

HFAEAAE 12 2AAA ARl AERd
HYLZE $l°19} HEE ) A ETE F9l0]%)
cAE NEA R v AINA Fo2H,1-2
A 24 %% HAEALZEY Y, 2= ¢
Aol E)ol dAF ¢ IEE st &, 24 =
Aol A= 12 ZARI A AEd AL ZE Yo
& AHgste] dAlE HAZ FEok #elo] AH
g YAtolEo] AR YEEF Ao S
ATk ol gk #o] /s A A (personalized
survey) % &7} o] 9l th(Pavlou and Dimoka,
2006). ¥ 185 0] 1 - 22} AEZAb EF 3o
gowA, 12 AE A F oF 56%7F 24+ A

TAE Fosts 2345 B
4.2 sx8=

2 A7y AE FEES 7 7H YAE F
T2 Ao, A8 AFA o2 W T
Aol Fd AEES ARSI s E 2%
2 ol W =AHFgEO <F >3 g By I
oz H AL EL =2 WIst 4395 A |
o A3A7} A AEEH oM, Video UGC A
2B A W& B§3AEES Al F 33l AH
Hed HEE AA FF AEAE dAE Y
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<E 1> WFol =3 Fo| ¥ EFES
T8 | % =547 39 =4 g2 FaEd
o 7] 4t
L& . . . Malhotra
o ARgate) Ushe YL s A 4o
2014 |E7 ¥ Qo) 47 ag | - HESel WE AU e ol A et al.(2008)
a3 ST T RS B TS o Agugel Besta olslay) A
(Ease T+ 9ty A= A Pl . Gefen
AZE o AHgol FHEAE A 4tk
s of Use) R et al.(2003)
o} (ES) o AL85t] 4T
54 o W3 4}E AN Malhot
7] oo |ES7H Video UGC ®39) |- #AE was 9 & oA A e
%7] T o0 *334-% fyok}\o]'/‘]?:‘ z 7;\10] o 101_%__5_]_‘:]_. et ul.(ZOOS)
(Usefulness) By m= Aw o W2 NS 2T Gefen et
- Mol EapHolo. al.(2003)
A7) . W7t THE Video UGCE 53l Kim and
i g 53 A4 o
e |0 SR T AT |- 0 Aael e Ane £ g Serman(2007)
(Self- ’S}"!X}j ’5};17&2 - o U A4l RS AT F Yok Papacharissi
Expression) - st o U e 2EY 4 Slvh (2002)
HA Y . 240 Stoeckl
2714 | Video UGC #H€ Aml | zalﬁam et al.(2007)
(Enjoyment | 131 S48 =7 A5 | 5 077 %]- 9 Van der
WAA | of Editing) coTETT Heijden(2004)
=
57 o Y7} HE Video UGCE 53 T2 TS 244
e e Folut.
A3 % i » W7t BE Vi 2 53 02 Agse
P Video Uccs g9 g |7 7t BE Video UGCE 5 HE HHE
T }\].E—E—Q,] O]EQ_ _7_11}]_ “d’\:xTﬂ__ Z]"l’ ‘?:’CE}’ Ashton and
(Social 6}_2_ e T o W7} gHE Video UGCE 53 T2 AZEY Lee(2002)
Attention) e [AE TE A B0
o Y7} ¥HE Video UGCE WE Aol RoFE
AL Folat),
FECE - e AREe] PEHT.
g AbolE _ AR A AZtE, = Ao = - 5
Lag| mw | TEE AT |0 avE 5 we 1 osun Van Slyke
T 7 Y| (Network 29 T o Y 7EE F WS F7 o] 83T et al.(2007)
© Effects) o e AFE s For o] &d Aot
] Z o 9 o}
e AEdhe ESE ol gdtd | ° 17]1;:30 el o) Pavlou and
I% ideo UGCE BAstun | @ BHE =78 Fygenson
(Intention e o o HWRT Aol itk (2006)
to Edit) v o AT AR diEnh
A 14E B2,
py | HESE ESE CIgse] | dni AE BYSEIR Lalvor and
g | 24 Video UGCE #3 | - Avht wol AYsA&UA Toaai150s
wen | B e g cBASE o ol Axe) ALE Agaggysp | 10419
59 0: F8¢ 0Nt 7 @ 87 9N TH1L54 3L interval)
= - g3 7)Y oF
%LEE Azste ¢ AlES & | T ! IH:E% j ],': o Pavlou and
Bl o T 9z @ 9xs) A
. Alo] 7HE Video UGCE N 5 o) Fygenson
(Intention dzc sug = o5 | H2E & Aol Sl (2006)
to Upload) - ST e dRE oz T
HEshs 9 AolEd A A 1hY 5
[ R=R= 4
D= |49 wE Video UGCE | o Wt A7 @zE SaEUR Talyor and
(Upload) | 94 gz= & 4= |- @oi wol Q2= azUm 0dd(19%)
Vol. 19, No. 4 Asia Pacific Journal of Information Systems 137




Understanding User Motivations and Behavioral Process in Creating Video UGC

g3t Aojth. 48 =W A= Video UGCE ¢
% hyA

o)

T Ue AZE o] AgFYHo] & Ao
5.1 E=E0| EM 1= = 10l Al 30t 71 A o &527) vl oA
FE2A EEHY 9oH, Video UGCE M B
<E 2>F SEAEY AdFFATH EAE A o] & Ao g FzHE A AAle] i
<E 2> AT SHEHH 54
S H T H] & (%)
10tH 44 23.7%
20tH 102 55.3%
o1 30Th 28 15.3%
40tH 3.9%
50TH 1.2%
60t ©]’% 0.6%
gt 113 61.3%
274 38 20.4%
A4 5 7 3.6%
I 10 5.4%
7] et 17 9.3%
ucc #d o 41 22.2%
A o7 ol & 144 77.8%
F3 A7 3 1.5%
T 1AL o) ~4A17E H B 23 12.6%
ke F9 4% o F-7A Ww 7 144%
o8 A7 ¥ 7A3F o] ~1547F mu 29 15.9%
T 1547 o] ~3041 2t |7 42 22.5%
1 30A17E o) 61 33%
JEEJAREAR, F5dd 5) 33 18%
g3}, ool A 24 12.9%
7HE, 2T, 99 26 13.8%
T2, AA 9 4.8%
A, H, 5} 21 11.4%
%’ﬁﬂi;é] %‘% 20 10.8%
R A, S 11 5.7%
of s, Wi 42%
2E2(R7NAH, 2B F) 3%
Hd T &= 0.3%
kel FA&F (2, 9F F) 8 4.5%
7] e 18 10.5%
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Wl A7 08~092 YEhy U
A du4d e BATH<E 3> Fx)
Pavlou and Gefen(2005)°l WZH, PLSE At

o] dHT Ao, Tz & FF I &3 BA oA HF B3 (convergent validity)
TEA FEH oA T FHz2E wE 7 #HEFG A (discriminant validity)© 1) PLS
= A ARAEY] SR Ae & A Z4gES0 g8 sdEgE JHgE a2
o ®ol AA 5 ofok O}ﬁ(iﬂ%kol A2 2Y
5.2 &8 2 (measurement model) &4 % Btk Aok 3ka1) 2) 2t 2919 AVE(Average
Variance Extracted) AFgko] O Q957
AaEH 8 M AF< el PLS(Partial o FoAFRG 7ok Ik A MA H2EE
Least Square)7} o] &5 At TTH AF=E 13 3] PLS AL AEA(PLS confirmatory factor
H 123 AEA QdstE Mol Al analysis)e AAIT 23, BE SHFESY =2
ol 12 A& SHAEY 24 A& Fo HlFo Batol A=22Y g By 7lon (<& 4 3x),
o ERAT B Aol kg E Al 7EA B ol T WA H2E Ade <k 3>AA & F AR
ddd H2EHES o W) WS = Ak o], ZE AVEAFT go] 422 FA s HT
o] g1l Pavlou and Fygenson(2006)+ PLS7} Atk mets 28Ho® HF g4 B E
FAZE N, A Atojzol thdt Al o] A g0l FAdHAH
o= Chin et al.(2003)9] F4& EHE, @2
o AXEHE PLS7}F A#sty Assn. 5.3 X 2E(structural model) &4
284 2 EgA 42 Pavlou and Gefen
(2005)°1 A A WS et AEHUG. 9 <19 2>= FEZF WHG00 sample)S At
A, AH AL FTAH A -4 (composite reliability  -&(Chin, 1998)F HZEA Axte} YARSFES
scores)E B3 AGE 5 e WA IAH(in- Ard 24R)E deiz o A, WA F
ternal consistency)s ¥ E skt 71 A3} 57 SHAAE AV B A FEo| 7
<¥E 3> M4D BteM 24
Alpha| AVE| CR | (1) | @ | @) | W | O | ©®© | O | & | O | (10
(1) EOU 090 | 070 | 092 | 0.84
(2) Ed 088 | 0.82 | 093 | 0.15 | 0.90
(3) IE 096 | 092 | 097 | 053 | 0.36 | 0.96
4)E 096 | 0.89 | 097 | 037 | 0.28 | 051 | 0.94
(5) NE 075 | 0.62 | 083 | 032 | 0.01 | 016 | 0.15 | 0.79
(6) SE 091 | 0.84 | 094 | 026 | 029 | 049 | 051 | 0.14 | 0.92
(7) SA 087 | 072 | 091 | 031 | 0.30 | 036 | 0.50 | 0.19 | 0.60 | 0.85
(8) Up 099 | 099 | 099 | 0.07 | 042 | 0.09 | 0.14 | -0.02 | 0.20 | 0.13 | 0.99
91U 097 | 094 | 098 | 029 | 030 | 041 | 0.26 | 0.30 | 033 | 039 | 022 | 0.97
(10) U 091 | 073 | 093 | 038 | 0.16 | 048 | 056 | 0.21 | 041 | 043 | 0.16 | 0.37 | 0.85
F) WA Ae AVE #E AFS & #Y.
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Zggolnet QrEne 14 2 4L FE 2 FAA A A7 AL mdsn 4o
F71 Aoz detgth AHEAES Video UGC 3] W&o Y #4 & FasA tFadhB=
<E 4> 2Y-I2AZYH

e | Bt | TR [Eooyment| “SEE | presion | Avenion | P | 15 Gl | Ui
EOU1 | 088 | 018 043 0.28 0.24 0.19 0.26 0.10 0.24 0.18
EOU2 | 081 0.17 0.51 041 0.26 0.28 0.26 0.04 023 0.49
EOU3 | 085 | 012 0.54 0.44 0.36 0.26 0.34 0.05 0.34 0.49
EOU4 | 079 | 008 0.29 0.14 0.18 0.14 0.17 0.02 0.13 0.06
EOU5 | 085 | 007 0.36 0.18 0.27 0.15 0.19 0.06 0.21 0.18
Ed1 018 | 0.95 033 0.26 0.01 0.26 025 0.39 0.27 0.11
Ed2 016 | 0.95 0.32 0.25 0.01 0.26 0.23 041 0.27 0.12
Ed3 0.08 | 080 0.33 0.24 0.01 0.27 0.34 0.33 0.27 0.20
IE1 052 | 035 0.96 0.53 0.16 0.49 0.39 0.07 043 0.50
IE2 048 | 034 0.98 0.48 0.14 0.49 0.34 0.08 0.39 0.46
IE3 053 | 035 0.93 0.44 0.14 044 0.31 0.11 0.36 042
El 034 | 029 0.48 0.93 0.11 045 0.46 0.13 0.23 0.50
E2 035 | 029 0.50 0.95 0.12 051 047 0.13 0.24 0.53
E3 037 | 024 047 0.95 0.19 0.48 0.44 0.10 0.26 0.51
E4 036 | 022 045 0.93 0.14 0.46 0.51 0.15 025 0.56
NE1 029 | 008 0.12 0.13 0.89 0.07 0.17 0.07 0.33 0.23
NE2 025 | -0.09 0.18 0.15 0.68 0.16 0.08 0.13 0.09 0.14
NE4 023 | -0.07 0.11 0.09 0.78 0.16 0.17 0.11 0.19 0.11
SE1 017 | 029 0.37 0.48 0.14 0.90 0.60 0.19 0.29 0.36
SE2 027 | 026 046 0.46 0.17 0.93 0.54 0.17 0.28 0.37
SE3 025 | 0.26 0.50 045 0.08 0.92 0.52 0.19 0.33 041
SA1 022 | 028 0.26 041 021 0.53 0.88 0.14 0.36 0.32
SA2 025 | 030 031 0.42 0.14 0.55 0.85 0.15 0.33 035
SA3 034 | 024 0.37 047 021 0.53 0.88 0.07 0.33 045
SA4 024 | 019 0.28 0.39 0.09 0.42 0.78 0.07 0.31 035
Upl 007 | 042 0.09 0.15 -0.01 0.19 0.13 0.9 0.22 0.18
Up2 007 | 042 0.10 0.12 -0.03 0.20 0.13 0.9 0.22 0.14
U1 029 | 029 0.39 0.27 0.29 0.32 0.38 0.23 0.96 0.36
2 027 | 028 0.40 0.23 0.28 0.30 0.37 0.19 0.97 035
U3 028 | 031 041 0.26 031 0.32 0.38 021 0.97 0.36
U1 044 | 017 0.39 047 0.27 0.39 0.30 0.18 0.29 0.78
w2 020 | 008 0.42 0.48 0.20 0.36 0.30 0.04 0.24 0.88
U3 035 | 015 041 051 0.27 042 043 0.20 041 0.89
U4 024 | 011 0.38 0.44 0.11 0.32 0.40 0.14 031 0.87
U5 038 | 015 0.44 0.48 0.07 0.29 041 0.12 0.32 0.84
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0229, t=3.148, p<0.01). 221 ¢4 % Video
UGCE ¢ ARolEo] 4EE 3= 7HE & 571
OE AgEY F5& T3 ALl A4 A
o] Ao w £E&HI Jthe =S T 4

3t7] W&o th(B=0.345 t=5228, p<001). &
¥, Video UGCE #H st AA A =72 5 3
EAE A AR B EE ol AL
UE(B=0.164, t=2.018, p<0.05), UGC®]
3} ,«}gx}g] yAA 719 A Z9AX4Le
b Stoeckl et al.(2007)9] &< AT +
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Video UGCE
Asl AHEAHEC] HEsts APAZES)
Hoh Abgsh7] # oF ATH(B=0323, t
=56064, p<0.01). BHET LuIEAA Video
UGC A &He A adta o] f7] wjZ o, 249 A
ﬂﬂr AAE dA ARk 2 oF s flol st
= & Fra dojsty] gEY Aot 4,
AR LZEGol & AHE A37L Holuof dtt o
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