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Abstract The purpose of this study was to investigate how the attributes of YouTube BlJs, specifically
those dealing in e—sports content, affects information usefulness, information search satisfaction, and
behavioral intention. To achieve this purpose, data from 229 students collected by convenient sampling
of college students were used for final analysis, and analyzed using SPSS 23.0 and AMOS 23.0 programs.
The results of the study are as follows: First, the friendliness of the BJ had a significant positive (+)
effect on the information usefulness, the information search satisfaction, and the behavioral intention.
Second, it was found that the reliability of the BJ did not significantly affect the information usefulness,
the information search satisfaction, and the behavioral intention. Third, the information usefulness had
no significant effect on behavioral intention, but Information search satisfaction was found to have a
significant positive (+) effect on behavioral intention. Therefore, the results of this study are expected

to contribute to establishing a strategy for e—sports content production based on the attributes of BJs.
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Table 1. Frequency Analysis

Contents Frequency %
Gender Male 145 63.3
Female 84 36.7
Freshman 77 33.6
Grade Sophomore 71 31.0
Junior 52 22.7
Senior 29 12.7

Watching Yes 229 100
experience No 0 0
1-2 times 80 34.9
3—5 times 73 31.9

Daily use 6—10 times 46 20.1
frequency 11-15 times 14 6.1
16—19 times 4 1.7

More than 20 times 12 5.2
1-15 min 63 27.5
16—30 min 41 17.9
31—-60 min 44 19.2

Hours of

viewing per day 61—120 min 48 21.0
121-180 min 22 9.6

More than 181 min 11 4.8
home 194 84.7

Use place school 3 1.3
Transportation 32 13.9
Before sleeping 130 56.8

on the moving 18 7.9
When to use | Break time during work 26 11.4
Time after work 31 13.1
frequently 25 11.0

Total 229 100

2 dFo] SHANE WA 1457(63.3%), 914 84
(36.7%)°191 o™, tishAy 18hd 777 (33.6%), 28 72
H(31.0%), 381 5275(22.7%), 4813 298 (12.7%) o=
UeEpstth Aol Sk tiehl B fRE. 191 Bl
W A1 ARES 7HAAL o, B o] & RIEA
1-23] 80™(34.9%) 0.2 7} @ekom, 3-53] 739
(31.9%), 6—103] 46™(20.1%), 11—153] 14%(6.1%),
203] o)A 12(5.2%), 16—193] 48(1.7%) 0= LFe}
Wk FE 191 Ht]o] W= S o] 8 AJIRRS 1-153
638(27.5%), 61—120% 48%8(21.0%), 31—60% 443
(19.2%), 16—30% 419(17.9%), 121-180% 221
(9.6%), 180%- o4+ 119(4.8) <o & Yepton, o]g
e o] 1947(84.7%), 8l 378(1.3%), WE5H
% 3278(13.9%) o= W2 TS| FolA Fi7EE A
Aohe Ao R YERTE f5FH 191 w|tjo] W o] &

A7 AA7] A 130%(56.8%), D3 5 31%(13.1%),
A3} Z F2) A7F 269 (11.4%), A= 2578 (11.0%),
o] A|ZF 18(7.9%) o= eyttt o] Antw o
NEYEL &7 1-109 A% 1-1208 A== o
A A7) Aol e~ = B {FE 19 vuo] W

ARl Vg we Aow ¥ 4 gtk

e

4.2 B3t A=A

Table 2. Result of Factor analysis

Latent Variables 1 2 3 4 5 Reliability
b3 809 | 279 | 094 | .145 | 184
b5 804 | .105 | .236 | .331 | .160
bd 804 | 158 | .220 | .354 | .100 922
b2 752 | 259 | 001 | 113 | .292
b6 734 | —.027| 246 | 325 | .104
al3 013 | 816 | .208 | .154 | .120
al2 085 | 790 | 283 | 223 | .153
all 309 | 702 | 130 | .188 | .312 1905
a9 358 | 672 | 210 | .164 | .268
al5 241 | 657 | 269 | .198 | .382
a20 177 | 155 | .828 | .100 | 210
a23 227 | 099 | 767 | 234 | 182
al9 171 | 386 | 703 | 112 | 231 902
a21 178 | 370 | 683 | 301 | .211
a22 127 | 413 | 630 | .351 | .049
b14 389 | 250 | 246 | 771 | 184
b15 391 | 314 | 235 | 764 | 171
954
b13 332 | 315 | 189 | .747 | .259
b12 342 | 179 | 336 | 731 | 182
al 152 | 200 | 146 | 127 | .804
a2 233 | 356 | 147 | 176 | 731
ad 205 | 155 | .358 | .163 | .726 899
a6 203 | 490 | 247 | 261 | 550
Eigen value | 4.193 | 4.062 | 3.567 | 3.253 | 2.870
Dispersion  |18.232[17.660{15.508 | 14.141 [ 12.477
accumulate | 18.232(35.891 [51.399 | 65.541 | 78.017
A =79 Bl E 9 AT A48 lsle] gy
8T g4 1A 2 g AFE HESE A
Alatiom 4 A= Table 2, Table 3% #th 54
ol oighk 7} 59 Jidel digk eFdd S flsked
QRIS AAIBIGIT 8RIFEAL A B41S A
sto] 891 AAX9] SeshE sl A7 3] T vl
2 (varimax) 3] -5 AAISHITE v Zb ]l Al
|4 H7kst7] 918 Cronbach's a AlFE o] &3 41
) BA8 2AA5F9 0 Cronbach's a ¢ 4 Fko]
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Ao v A e Alside] gud low Table 4. Variable Correlation analysis
|2354=4
Measurement 1 9 3 4
variables
4.3 Qﬂ@&%%%ﬂl (CFA) 1l X—i %"E 7151, % Friendliness 1
= 3= = Responsibility 720 1
=BT 2} 2019 T4 AFS B wedsha 9 _
_ Information 630" 596" 1
4] Bajal] 9lakal Bl QolRale A slon, satisfaction | 030" | -
A A= Table 33 2ok 741421 7} 7|E o= plomation | s | 552 | 698" | 1
Jlol A QolB Ao A 3R] == b
= \_] e Ty | '/] -1 9 ;q_l_‘— RMRJ} RMSEAﬂ— Behavioral 657" 539" 661 618"
05—.08°]3te] ™, IFI, NFI, TLI, CFI&= .9 ol/doldl 4 Intention
. = - *p<.01
AA G e FA7F $lar AR Ee) AR R 7 o] ’
Aol Agsirha B S drH25). B FARAFE
i =z = =X 7)o Ay AZ=O olgle] Alaly S|
(AVE):= 5 o]Ake] zhe == =t 26]. B4 At SAZE 3k Awd ASE flste] e 2
— 1_ A A S Ayl= pdXe) Ay 2= Q
X* = 481.996(df=216, P=.000), IF1:= .946, NFIi= =A% A= Table 49} @on, o A} 2= &
_ - L A= A o] Alzlo] 010 6 3lo] dF 2= oloj o
906, TLIE= 936, CFI:= 945, RMRS 042, RMSEAY: Y= ()9 ko] 9las 2kl & 5= flglov]
_ = - Z 3] A = o]A 1=
0732 Ueht AuH o R A3 weels BAv gl BH HORR Beedd SAE oldel gl A
— 3lo
= Ao vehbt, HAHIH25]
Table 3. Results of Confirmatory factor analysis
. Std. Estimate
Latent Variable Measurement SE CR Construct reliability AVE
variables B B
b3 1.000 974 - -
b5 .969 957 026 37.437
Friendliness .956 844
b 1940 1890 036 26.110
b2 .940 847 043 22.079
b6 1.000 .950 - -
al3 1.024 1946 036 28.746
Responsibility al2 781 752 .050 15.612 919 697
all 751 708 054 13.933
a9 791 788 .046 17.200
al5 1.000 .659 - -
a20 1.065 745 067 15.844
Information 223 1.109 846 101 11.009 897 637
Satisfaction
al9 1.154 846 105 11.009
a2l 1.188 875 105 11.295
a22 1.000 791 - -
bl14 1.051 883 071 14.812
Behavioral b15 954 762 078 12.282 896 635
Intention
b13 .970 782 076 12.699
b12 087 759 .080 12.271
al 1.000 866 - -
Information a2 1.023 751 079 13.035 450 50
Usefulness ad .988 786 071 13.869 ' ’
a6 863 650 .082 10.568
A x?=481.996(df=216, P=.000), IF1=.946 NFI=.906, TLI=..936, CFI=.945, RMR= .042, RMSEA=.073




frivE BJ §d0] AR §&4, ARENNSZE g Pk nXe JF e— 22X =FR= 471
5. AF7MA A= 71 6 e~ 2 A FFH BIY] 54 A 8
% ool folat JBE A Rahs Aow
Aol A AT A7 o] G A A A H AT 2 A 7=.020).
2 Fol 9FE FREYS AYEE Table 59 2rh 7ML 7 e-mEx B fR 084 A u
= s ool FoJgk B(+)9] A A=
Table 5. Structure Model's Goodness—of—Fit Ao g BAYJUHARAG=.438, p<.01).
X2 D df | IFT | NFI | CFI | RMR | RMSEA 7ha 8 em B2 R P H. ol 8AE =71 AR A
464.673 | .000 | 215 | 949 | .909 | 949 | 042 | 071 |2 BT ool Folgk ks wXH| Kt
= Aor BEAHJY(HZAGF=.240).
B dn d7wge HEE Ase Xo=
464.673(df=215, P=.000), IFI3= 949, NFI3= .909, o formation
CFI+= 946, RMR2 .042, RMSEAE 0712 YElste Satisfaction
], o]i= AAF(2007)7F AATEE AFe 7)ol vl s} Responsibility
o] AR FE A3eta YPg=E Ao E Ve Behavioral
AF R o] ATlsll= AESl| AFHAES dz‘“fﬂ’ 258" Intention
A= Fig 2, Table 63 2o tfS-3} o] Ars 4= Friendliness gl iov
/\}\q—- Information
7P 1t e—2~X 2 9 FRH BJe] A9 Huge A Usefulness
HEA RS fold ()] GFL A
Aoz BARUHAZAS=.358, p<.001) Fig. 2. Result Model
7 20 e—2X 2 T {FHE BIo] B9 IO A
1o F-8A4ol frolgh A(+)o] daks mA= A
o BAETHA 2A45=.392, p<.001) 6. A=
7He 3 e—2x I fRH BJO] 5491 102 3
% oJiol] frolat A(+)e] IS WA= Zlow
BA QoA ZAG=.258, p<.001). 6.1 03_? A3 gl AAL
7 4 e—2X = T HFH BI9) 5491 AFETe A FHO| e—A¥ = Fel= Fed 191 kol tigh A
BO| f-8A30) frolgk daks WA Sk A %42}%4 Zon] 2 A Z712 Qlsle] #E Falof o)
o wHH AP EAF=.103). EIBNl 297} el 2] Yol g de) e
7P 5 e—¥ 2 FHA 5H BIS BAQ AR A o] oinh weba] B AT BIo] Sl wWE AHol o
HE giS oo o et JS nAA] REtE gA AREd nEr 9 g% ol | ok e
Ao wAH AR = AF=.091) F2A BAE BA] ste] & ATE AW
Table 6. Results of Proposed Hypotheses Test
Hypotheses Estimate SE. CR Results
H1 Friendliness — Information Usefulness 358 065 5.502" Support
H2 Friendliness — Information Satisfaction 392 064 6.104"" Support
H3 Friendliness — Behavioral Intention 258 071 3.622" Support
H4 Responsibility — Information Usefulness 103 060 1.720 Not Support
H5 Responsibility — Information Satisfaction 091 058 1.563 Not Support
H6 Responsibility — Behavioral Intention 020 062 329 Not Support
H7 Information Satisfaction — Behavioral Intention 438 159 2.762" Support
H8 Information Usefulness — Behavioral Intention 240 159 1511 Not Support

“p<.001, “p<.01
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