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Abstract

As the 4G and 5G Internet technologies become more common and developed, an environment for
uploading and watching videos is created and spread, in addition to simply uploading posts. Watching
and sharing daily life among media contents called Viog, are very common more than ever. This
means that individual users could access VIog easily and the situation could be new trend. Additionally,
academic research about Volg is increasing. We analyzed three independent variables affecting a
perceived enjoyment we set up the dependent variable. Information search, self-expression, and social
need are set as independent variables and social interaction is set as the control variable. Information
search and self-expression are significant effect to perceived enjoyment except social need. In
particular, social interaction as a control variable has effect to all relationships.
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1. Introduction

The development of the Internet has brought
about changes and developments in various
fields. In particular, the environment of using
the Internet has changed drastically, and
the change of the environment has led to the
active participation of users. Among the
contents of various users participation, the
UGC (User Generated Contents) environment
is synonymous with the rapid development
such as YouTube. The development of the
UGC environment has made it possible to
share and watch everyday personal time with
others in real time, creating a new field called
Vlog (Video and Blog).

Nowadays, consumers seek products or ser-
vices just for them, and companies take this
strategy to approach consumers. This trend is
not too different in the content market, where
customers choose content based on their pre-
ferences [Lee, 2018). This trend accelerated
the era of one-person media, and was the dri-
ving force behind the creation of large one-
person media-oriented sites such as YouTube
and Africa TV. In addition, unlike the past,
these one-person media have been shown to
generate a lot of economically as well as socio-
cultural influence through one-person broad-
casting (Jeong, 2020). Despite these influ-
ences, the research on Vlog is not carried out
much, and many people recognize Vlog as
contents that share and make just their daily
life in the form of video. However, there is
a claim that research on this field should be
differentiated because it is one of the ways
of conveying subjective thoughts of indivi-
duals. Additionally, it is different from the
private area of the individual such as diary
and memo (Kong, 2019].

In this study, perceived enjoyment, which
was one of the important factors of the UGC

study as a dependent variable or indepen-
dent variable in various previous studies, is
set as the dependent variable. Information
search, self-expression, and social need are
set as independent variables. In addition, for
finding the moderating effects of social inte-
raction, social interaction is set as a control
variable.

The purpose of this study is as follows.
First, the first purpose is to identify what
variables affect perceived enjoyment when
users watch and share the Vlog. The second
purpose by setting the moderate variable as
a social interaction is to find out how the
user has a relationship with the surroun-
dings when watching and sharing the Vlog.

2. Literature Review

The concept of UGC refers to content that
can be produced directly by users and show
the result to others through the Internet
platform (Ai, 2019). In addition, it is defined
as the content such as text, image, audio-
visual produced by the user directly (Korea
Internet and Security Agency, 2007].

Through the generalization and develop-
ment of this content-making environment,
the era of one-person media has arrived, which
also serves to strengthen relationships with
others by informing users of their own iden-
tity on the Internet and sharing their own
social and cultural knowledge and information
(Yoo, 2012]). In particular, the development
of new content has been accelerating recently,
because of the development of high-speed
wireless Internet and smart devices such as
smart phones [Lee, 2015). Especially, these
developments have moved away from the form
of unilateral communication in the past,
enabling users and viewers to interact with
each other in real time (Yoon et al., 2016].
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The possibility of two-way communication
enables users to communicate with viewers
on a variety of topics and daily life, creating
an area called Vlog that has become a big
trend. Vlog is basically a composite of video
and blog, which means a blog in the form of
a video rather than a picture or text which
has been uploaded primarily over the Inter-
net (Kim, 2017). In previous studies, Vlog is
defined as a means of expressing itself through
a tool or media for connecting with others
(Christian, 2009]). On the other hand, some
researcher argued that Vlog should be de-
fined a communication with computer such
as one of CMC (Computer-Mediated-Commu-
nication) [Frobenius, 2014].

The main feature of the general Vlog is not
that celebrities appear and attract readers
with brilliant editing and screens, but ordi-
nary people gain empathy by showing their
lives and communicating with viewers. In
this process, the user and the viewer form a
new relationship with viewers to develop
emotional relationship (Lee, 2018). Vlog is
also characterized by the fact that they can
gain comfort and dream of utopia in real life,
rather than having a yearning for an indirect
experience that they don't really have, such
as an ideal life and wish (Gwak et al., 2017).

Among many previous studies, Frobenius

Information
Search

H1

)

Self-Expression 2

(2014]), who has conducted various studies on
Vlog, summarized five things about the inte-
resting properties of contents of Vlog. First,
‘Linguistic content’ is meant that call directly
through viewers' names or questions. Second,
‘Conversational history’ means that communi-
cation with past images or vides is effective
beyond the time limit. Third, physical arrange-
ment stands for the digital space where com-
munication happens. Forth, ‘gaze and gesture’
implies which is a material for the user to
effectively immerse in communication. Lastly,
the adjustment of voice tone of the user, and
it is called as Manner of Speaking’.

In this study, Vlog is defined as a blog in
the form of a video according to Kim's defi-
nition (2017), and representative examples of
which could be YouTube and African TV.

3. Research Model

In this study, to investigate the influence
of the independent variables on perceived
enjoyment of Vlog, perceived enjoyment is set
as the dependent variable, and information
search, self-expression, and social need are
set as independent variables. In addition, the
moderating effect is confirmed by setting
social interaction as a control variable. (Figure
1> shows the research model in this study.

Perceived

| —

/—
Social Need
-

Social Interaction

Enjoyment

<Figure 1> Research Model
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Hypothesis of this study is as follow.

H1: Information search is associated to per-

ceived enjoyment.

H2: Self-expression is associated to percei-

ved enjoyment.

H3: Social need is associated to perceived

enjoyment.

H4-1: Social interaction moderates between
perceived enjoyment and information
research.

H4-2: Social interaction moderates between
perceived enjoyment and self-expres-
sion.

H4-3: Social interaction moderates between
perceived enjoyment and social need.

3.1 Perceived Enjoyment

Perceived enjoyment is the fun of using the
system by focusing on internal motivation
and is often used as a perceptual element for
users in the information system (Ha, 2008].
Perceived enjoyment, which is often used with
the meaning of enjoyment or fun, has been
revealed through previous studies as an im-
portant factor for the use of the system (Ha,
2008]. In particular, perceived enjoyment has
been shown to affect user satisfaction, good
mood, and immediate and subjective experience
(Webster et al., 1993]). Perceived enjoyment
is an important determinant of the accep-
tance of new information technologies, and
can also trigger the promotion of a product or
service, which can be interpreted as an impor-
tant variable for the success of users who use
Vlog or the company that operates the site
(Maignan et al., 1995; Al-gahtani et al., 1999].

3.2 Information Search

Information search is described as an impor-
tant part of information seeking in consumer

behavior, which is defined as information re-
trieval (Novak et al., 2000]. Novak et al. (2000]
categorized into objective-oriented search,
which seeks information for a specific pur-
pose, and experiential search, where consu-
mers search for information by their own inte-
rests in everyday life. In the various previous
studies, when searching for information, the
user searched for more than one topic, which
can be explained by the existence of various
demands for information in the online envi-
ronment (Janiszewski, 1998). In this study,
Vlog users defined information search as an
action to obtain the information using Vlog
sites.

3.3 Self-Expression

In the case of YouTube, one of the most
popular sites in Vlog, it was the space for free
self-expression since its inception (Jung et
al., 2013]). As such, self-expression became
a new trend called UGC, creating explosive
demand and supply, and various aspects of
self-expression were actively researched. In
particular, people who have the stronger self-
expression, they activate the UGC participa-
tion more than others (Kim et al., 2007]). In
this study, self-expression, which is one of
the important factors related to UGC, is set
as an independent variable to find out how
it affects perceived enjoyment.

3.4 Social Need

Social need can be explained to be the basic
desires of human beings to establish and main-
tain relationships with others (Baumeister et
al., 1995]. Social need have evolved to make
people feel happier as they are satisfied (Bau-
meister et al., 1995; Hill et al., 1989). Social
need generally follow Maslow's theory of needs
that human basic needs can be met after they
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are satisfied (Maslow, 1943]. In this study,
social need is applied to share or watch Vlog
for their satisfaction.

3.5 Social Interaction

Many previous studies have studied on-
line interactions. Among them, users who
use online more often have less social activi-
ties and conversations, and have more lone-
liness (Kraut et al., 1998). However, other
studies have argued that online users are
more social than those who are not (Hampton

et al., 2003). Although there are many diffe-
rent views of social interaction online, a com-
mon concept is that social interaction online
plays a significant role (Haythornthwaite,
2002]). Therefore, in this study, despite the
conflicting previous studies, social interac-
tion is an important factor for the user in
using Vlog, and it is expected to bring about
a moderating effect between independent
and dependent variables.

The measurement items for the variables
used in this study are summarized in {Table
1.

(Table 1) Measurement Method of Used Variables

Variables Questions summary Naf?le of | The duarry
variable | of question
The reason I watch and share Vlog is because I can search for information. IS1
The reason I watch and share Vlog is because I can get information for 12 Haridakis
Information | free. and
search The reason I watch and share Vlog is because it's easy to get information. 1S3 }(1?236153;1
The reason I watch and share Vlog is because they provide a new and
. - ) cL e 1S4
interesting way to search for information.
The reason I watch and share Vlog is because I can present my view SE1
and opinion. :
Independent P - Chiang
variables Self- The reason I watch and share Vlog is because I want to let others know SE2 and
expression |that I understand their ideas. Hsiao
The reason I watch and share Vlog is because I want to participate in SR3 (2015)
the discussion.
The reason I watch and share Vlog is because I feel like I'm participating ANl ) )
with others. Haridakis
Social need | The reason I watch and share the Vlog is because it reduces my loneliness. SN2 H:Irllgon
The reason I watch and share Vlog is because it makes me feel I am not aN3 (2009)
alone.
The reason I watch and share Vlog is because I can communicate with an
my family and friends. Oh and
The reason I watch and share Vlog is because I want to encourage others. SI2 ( 28()yln7)
Control Social The reason I watch and share Vlog is because I want to help others. SI3 Heridaki
variable interaction The reason I watch and share Vlog is because I want to help people who Q4 a:ng 18
are hard to find the appropriate content. Hanson
The reason I watch and share Vlog is because I want to help people who a1 (2009)
need information similar to me.
The reason I watch and share Vlog is because it is fun. PE1
The reason I watch and share Vlog is because it is pleasured. PE2 Haridakis
Dependent | Perceived | The reason I watch and share Vlog is because it makes me happy. PE3 and
variable enjoyment The reason I watch and share Vlogs is because it's fun to try new things. PE4 I_(IS(I)IOSS)H
The reason I watch and share Vlogs is because I can spend time quickly
. PE5
when I'm bored.
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(Table 2) Means, Standard Deviation and Coefficient of Correlations for the Variables

Standard |Information Self- Social Social Perceived
Means .. . . . .

deviation search expression need interaction | enjoyment

Information search 3.3297 1.10923 1

Self-expression 2.4615 0.97344 645" 1
Social need 2.4139 1.00298 45T .448™ 1
Social interaction 2.4769 0.94505 2927 282" .524™ 1
Perceived enjoyment 3.1187 0.98927 401" 4417 638" 632" 1

“The correlation coefficient is significant at the 0.01 level (both sides).

3.6 Data Collection and Analyzing Data

For this study, we distributed and retrie-
ved the questionnaire only for users who have
experienced using YouTube and Afreeca TV
which are representative Vlog. Of the total
101 questionnaires retrieved, 91 data were
used for the study except 10 data with insin-
cerity and missing data. The program used
in this study is SPSS 21 version.

3.7 The Result of Correlation and Factor
Analysis

The correlation coefficient and mean stan-
dard deviation between the variables are shown
in (Table 2). As a result of correlation ana-
lysis, the relationship between each variable
is all significant.

Factor analysis is conducted to get the vali-
dity and reliability of the factors. The factor
analysis using the Verimax method shows
that factor loadings ranged from .581 to .923.
In the case of PE4, it is a little lower than
.6 (Nunnally, 1978), but we did not get rid
of the item because we considered the item
was important for this study. Additionally,
each result of Cronbach’s alpha is higher than
0.7. The results of KMO and Bartlett’s test
also show .882 and a significant probability
of .000. (Table 3) shows the result of factor

analysis.

(Table 3) Validity and Reliability of Variables

Total
Factor Cronf explained
Variables Name bach .
Results Ioh Variance
AP ()
IS1 | .793
Information| IS2 | .876
search IS3 | .863 4
IS4 | .827
Independent Self- SE1 | .742
Variable o I'sr2 | 718 | .859
expression
SE3 | .849
N NN EGE
oaat - aNe | 923 | 873
need I ToNa [ 829
SIT | 732 79,813
Moderat Soctal SI2 | 797
oderate ocia
Variable | interaction SI3 | 768 | .905
SI4 | 748
SI5 811
PE1 | .786
benondent | Porcatveq | EZ| 836
ependent | Percelved [=5pa™™g0/ ™1 ggq
variable | enjoyment
PE4 | 581
PE5 | .808
Kaiser-Mayer-Olkin: .882
Bartlett's chi-squared: 1525.947,
The degree of freedom: 190, Sig.: .000

3.8 The Result of Regression

(Table 4) is a table showing the results of
multiple regression analysis. Information
search has a significant effect on perceived
enjoyment at the 0.05 level. However, self-
expression and social need are not signifi-
cant. Therefore, hypothesis H1 is accepted,
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(Table 4> Result of Multiple Regression and Moderating Effects

Model Non-Standardized Coefficient | Standard Coefficient ¢ value | Significance VIF
B SE B
Constant value 923 284 3.253 .002
1 Information search 489 .079 .549 6.167 .000™" 1.256
Self-expression 195 102 192 1.917 .059 1.595
Social need 036 092 036 0.390 697 1.384
R 672
R square 452
Adjusted R square 433
F 23.935
Model Non-Standardized Coefficient | Standard Coefficient ¢ value | Significance VIF
B SE B
Constant value 915 2817 3.190
Information search .485 .082 543 5.923 .000™ 1.322
2 Self-expression 184 111 181 1.661 100 1.872
Social need 024 104 024 0.231 818 1.740
Social interaction 032 125 .030 0.256 7199 2.234
R 673
R square 453
Adjusted R square 427
F 065
Model Non-Standardized Coefficient | Standard Coefficient ¢ value | Significance VIF
B SE B
Constant value 1.314 317 4.140 .000
Information search .370 .081 415 4.552 .000™" 1.630
Self-expression 148 101 145 1.467 146 1.923
3 Social need 017 .094 017 0.179 .858 1.775
Social interaction 097 113 093 0.864 .390 2.276
Info X Interaction -.304 .086 -.365 -3.517 0017 2.112
Self X Interaction 405 111 311 3.650 .000™ 2.091
Soci X Interaction -.287 083 -.282 -3.434 0017 1.321
R 159
R square 576
Adjusted R square 541
F 8.087

“p < 0.05, **p < 0.001.

(Table 5> Result of Hypothesis

Hypothesis Result

H1 Information search is associated to perceived enjoyment. Accepted

H2 Self-expression is associated to perceived enjoyment. Rejected

H3 Social need is associated to perceived enjoyment. Rejected

H4-1 Social interaction moderates between perceived enjoyment and information retrieval. Accepted

H4-2 Social interaction moderates between perceived enjoyment and self-expression. Accepted

H4-3 Social interaction moderates between perceived enjoyment and social need. Accepted
but H2 and H3 are rejected. However, social the case of information search and social
interaction has significant results with all need, social interaction has shown a negative

three independent variables. Especially in moderating effect (see (Table 5)).
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4. Conclusion

This study is about Vlog, which has recen-
tly become a big trend. In this study, we ana-
lyzed perceived enjoyment of users when they
watch or share Vlog. The independent vari-
ables are information exploration, self-expre-
ssion, and social need, and the social inte-
raction is set as control variables. The re-
sults of this study are as follows.

First, the information search has a signi-
ficant effect on the perceived enjoyment of
the user. It can be interpreted that the user
receives pleasure when searching for or sha-
ring the Vlog by searching for information
they want to know. Instead of the way users
get information from Web sites that consist
of text or images in the past, there is a possi-
bility that they may be more interested in
the information they get from sites that con-
sist of videos.

Second, it turns out that self-expression
and social need do not have a significant rela-
tionship with perceived enjoyment. When wat-
ching or sharing a Vlog, it can be said that
users do not think of it as an expression of
themselves and do not think it is an act to
satisfy their social need. These results can
be interpreted as the user watching and sha-
ring Vlogs for a different purpose than mee-
ting self-expression and social need.

Third, social interaction variables have been
shown to have a moderating effect on all in-
dependent variables. In the case of control
effects, self-expression has had a positive
effect, and in the case of information search
and social need, those have been shown to
have a negative effect. In particular, it can
be interpreted that users have little purpose
for watching or sharing Vlogs for others, espe-
cially when they browse information or watch
or share social need. In other words, this re-

sult could be explained that Vlog's viewing
and sharing activities for personal purposes
are strong.

The limitations of this study are as fol-
lows. First, due to the limitations of the sam-
ple, we could not gather opinions in various
fields. In particular, Vlog is rapidly sprea-
ding to the elderly, but most of the surveys
are composed of young people’s opinions.

Second, there is a limit to the study of
various variables that affect perceived enjoy-
ment. In the previous study, many variables
influenced perceived enjoyment. However, in
this study, only three independent variables
were selected. Therefore, there is a limit to
the reflection of the influence of various vari-
ables.

The following studies are deemed nece-
ssary. First, it is necessary to study the diffe-
rence between the search of text or image
and the search through video, which is the
first result of this study. In particular, fur-
ther research on the reason and reliability
level of search through each method is nee-
ded.

Second, there seems to be a need to collect
and compare data through various classifica-
tions such as generation, region, and gender.
Through this, it is necessary to understand
what characteristics each group has and to
have a detailed study on the purpose of each
group's viewing and sharing of Vlog.

Third, studies on social interaction vari-
ables, which have shown conflicting results
from previous studies, are likely to be needed.
The more detailed research about the social
interaction is likely to be needed on the fun-
damental causes of information search or so-
cial need having a negative effect on perceived
enjoyment. The results of these studies would
be expected to be helpful in further research
on Vlog.
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