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Abstracts

Effects of Uses and Gratifications of YouTube and Content Orientation on

Youtube Uses

Jong Woo JUN

Professor, Ph.D., School of Communications, Dankook University

This study explored uses and gratification dimensions of Youtube, and their effects on watching intention, In
addition, this study tried to explain motivation of movie content uses with the concept of orientation, also ex—
plored its impact on watching intention of Youtube, The findings suggested that dimensions of uses and grati—
fication of Youtube include information, relaxation, and time killing, Among them, information and relaxation
influenced watching intention, After controlling Youtube familiarity, relaxation still influenced watching in—
tention, but the effect of information disappeared, The dimension of time killing showed negative effects on
watching intention, Next, for motivational orientation of movie content, only socal orientation influenced watch—
ing intention positively, After controlling movie involvement, the effects sustained, These results could provide

academic implications of user motivation, and provide insights for managerial perspectives for Youtubers,

Key Words: Youtube, Uses and gratifications, Orientation, and Watching Intention
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