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The Effect of YouTube User’s and Influencer’s Characteristics
on Audience Media Activity: Similarity, Intention, Interaction
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Abstract: The one of the fastes-grouwing industries, influencer marketing is the major research topic
in advertising, marketing and so on. This current study examines the characteristics of users and
influencers on audience activity on YouTube, which is the most frequenctly used application in South
Korea. The characteristics of users are shyness(tension or inhibition with others) and
socialbility(enjoyness with others, which two personalities are opposed in situal situation. The
characteristics of influencers are trustworthiness and similarity. Those are known as the most powerful
variables in celebrity endorsement, and they are also studied in socia media influencer. As dependen
variables, this research choose audience activity, affinity, intention to watch, and interaction, which
influences on media use and gratification. Audience activity are classified as pre-exposure, during-
exposure and post-exposure to media. The result shows that shyness is the significant predictor ro
affinity, and the both of shyness and similarity are the significant predictors on intention to watch and
interaction. In result, shy users are more often to check influners’ content updating than no shy users.
Also, shy users are more frequently to plan to watch, and react to similar infulencer’s contents such as
clicking “Like,” making comments and so on. As effectivce influencer marketing outcome, shy users
prefer online to offline shopping. The academical and marketing implications are discussed.
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[Table 1] Items for Variables and Dscriptive Statistics
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[Table 2] Result for the Effect of User’s and Influencer’s Characteristics on Intimacy
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[Table 3] Result for the Effect of User’s and Influencer’s Characteristics on Intention
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[Table 4] Result for the Effect of User’s and Influencer’s Characteristics on Interaction
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