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Abstract Previous studies have studied short videos, short form content, snack culture and so on, but
few studies have been conducted on the form of summary content that compressing and summarizing
the original content. This study aims to contribute to the revitalization of the summary content market
by exploring ways to enhance user satisfaction through analysis of the YouTube summary content
features and the credibility of content providers that bring about flow and satisfaction of YouTube
summary content users. The survey was conducted on 202 people who have watched YouTube
summary contents for finding out the effects of YouTube summary contents features and content
provider credibility on the details of flow. As a result, only entertainment had a significant impact on
all flow details. This study is of academic significance in that it defines the features of YouTube
summary contents, and has practical significance in that it suggests what direction the summary

content should have in order to arouse user satisfaction in future.
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Table 1. A Prior Study on Short Content

Concept Definition Prior Study
A culture that is easy to enjoy in T. S. Kang.
a short time[7] (2015)
Short period content S. J. Kim.
Snack consumption trends(8] (2016)
Culture Online content produced in short
lengths from seconds to S. E. Jung.
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short period of time[9]
Short video in User Generated F W Guan
Content(UGC) pattern relying on ) (2619) )
short mobile video apps[10]
10 minute replaing videos,
Short Video web-only videos, well-made E. G. Lee.
videos, UGC(User Generated (2017)
Contents)[11]
. ) H. J. Jin.
Video shorter than 5 minutes[12] (2019)
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Table 2. Operational Definition of a Study Variable

Operational
Definition
The amount of
content is
appropriate and
the degree to
which the
intended content
is composed
simply and
clearly[28]
Enough of the

content is J. E. Kim & H.
provided without |J. Yoo. (2020)
omission[29]
The degree to
which the user
himself/herself
feels fun or
enjoyment[28,30]

Type Variable Reference

E. H. Oh et al

Conciseness (2009)

Completeness

YouTube
Summary
Contents
Features

E. H. Oh et al
(2009); J. E.
Yoon. (2006)

Entertainment

S. J. Lee et al

(2010); D. H.
Hong & J. W.
Jun. (2018)

Distinction from
existing
content[26,34]

Novelty

The degree to
which users can
obtain and utilize
the information
from the
content[30]
The extent to
which the provider
has extensive
knowledge of the
content[16]
The degree to | (2020); J. S.
which the Kim & S. B.
provided content it| Yang. (2019);
reliable[31] S. W. Byun.
The degree to (2019)
which users feel a
likeness and
familiarity toward
the provider(33]

J. E. Yoon.

Informativity (2006)

Expertness

S. J. Choi.

Contents
Provider
Credibility

Trust

Familiarity

Flow

Playfulness

The degree of
enjoyment while
using YouTube's
summary
content[27,35]

Focused Attention

The degree of
immersement
content using
YouTube’s
summary
content[27,35]

Time Distortion

The degree of
distortion of time
flow felt by users

when using
YouTube's
summary

content[27,35]

Hoffman &

Novak(1996);

S. Y. Park.
(2010

Satisfaction

The degree to
which
expectations are
met through
YouTube’s
summary

contents[36]

D. U. Seo et al
(2017)
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Table 3. Hypothesis test results
(*p(€0.05, **p{0.01, ***p<0.001)

. Path Hypothesis
Hiypothesis Coefficient Valle adoption status
H | Condiseness = | 75 | 4419 Reject
1-1 Playfulness
H Conciseness— N .
1-2 | Focused Attention 0.048 0.5% Reject
H Conciseness — .
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