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Abstract 
Video sharing websites have become an indispensable online service to Internet users. We aim to 
investigate the relationships between motivations of using video-sharing websites, online reputa-
tion management, innovation orientation, and video-sharing website usage behaviors, and how 
these factors affect gratification obtained from video-sharing website usage. This study employs 
focus group interviews and online questionnaire surveys. The research findings reveal that the 
higher the interpersonal media related motivations, such as participating or sharing, the higher 
the level of involvement of video-sharing website usage behaviors is. However, the mass media 
related motivations, such as browsing or consuming, are irrelevant to the level of usage involve-
ment. The earlier users adopt video-sharing websites, the higher level of usage involvement is. 
The more value video-sharing websites’ users put for video sites’ performance perception, the 
lower level of usage involvement is; on the contrary, the more value video-sharing websites’ users 
put for impression management, the higher level of usage involvement is. Taken as a whole, the 
higher level of usage involvement, the higher level of gratifications acquired from using user- 
generated video-sharing websites is. This paper establishes a comprehensive behavior model of 
video-sharing websites, which is helpful both for online media research and business practice. It is 
worthy of noting that the findings are based on survey data from a single country, and may impact 
this paper’s external validity. 
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1. Introduction 
On March 11, 2011 an earthquake triggered a massive tsunami in Japan. The resulting natural disturbances were 
videotaped by a number of affected residents. Many of these homemade video clips were uploaded to YouTube 
by Taiwanese netizens to express concern for Japan. Not only did these videos spread rapidly on the Internet, 
they also caught the attention of the mainstream media. One particular example is “God Bless Japan” (2011). In 
this video, a netizen inspired others to write the words “God Bless Japan” on their palms. The footage was col-
lated and edited into a clip. The clip attracted over 720 thousand clicks and more than 6 thousand comments in a 
short period of time. This is one recent event which once again brought attention to the propagation characteris-
tics and the effectiveness of video-sharing websites. 

In fact, YouTube has become an indispensable online service to Internet users. A survey reports that the 
number of people in Taiwan using online video sites in the previous month has increased to 70 percent 
(iSURVEY, 2010). Globally, there are 183 million users visiting YouTube monthly (Yang, Hsu, & Tan, 2010). 
These figures demonstrate the growing popularity of video sites, which have become a vital online medium of 
the Internet generation. 

Despite the rise of online video sites, previous academic research has been primarily on the content genre or 
function (Harp & Tremayne, 2007; Ye, 2007), or tends to assume the traditional concept of mass media usage 
behavior, and takes the simplified view of video site usage as a single Web browsing behavior (Tsai, Tsai, Xie, 
& Chen, 2006; Lee, 2008). Some studies do differentiate watching and sharing behaviors, but lack an overall 
behavioral model of using video sites (Hanson & Haridakis, 2008; Yang et al., 2010). Moreover, past research 
also lacked a comprehensive study on users, with the subjects mostly made up of young students (Kao, 2006; 
Chen, 2008; Courtois, Mechant, Marez, & Verleye, 2009). 

Therefore, one of the most prominent blind spots in past research on video-sharing websites may arise from 
the definition of video site usage behavior. User-Generated Media (UGM) is a new kind of media, as a user’s 
role is beyond that of a mere user. This paper posits that an encompassing model of user behavior needs to be 
proposed for the study of video-sharing website usage. 

As such, this paper assumes atheoretical UGM model proposed by Shao (2009), which identifies three video 
site usage behaviors: consuming, participating, and producing, and attempts to substantiate the model by em-
pirical study.  

Since past studies did not thoroughly explore the motivations and satisfaction of multiple aspects of produc-
tion and usage, focus group interviews were first conducted to test the suitability of the UGM model. The results 
of the interview also aided in the development of the online survey questionnaire for the second phase.  

The outcome from the focus group yielded two aspects previously unconsidered aspects, namely reputation 
management and innovation. It was discovered that many respondents described their retrospective experience 
in the pursuit of innovative communication technology, and their experiences of managing online impression. In 
the process, it has been found that their behavior may well be influenced by the Diffusion of Innovation theories. 
Therefore, this paper applies both the Uses and Gratifications and Diffusion of Innovation perspectives, in order 
to enhance our prediction on user behavior.  

To sum up, the purpose of this paper is to establish an over all behavior model of the usage of user-generated 
video sites, in order to explore the relationships among the motivations, reputation management, innovation ori-
entations, and user behaviors concerning video sites. This paper further attempt to investigate how these factors 
affect the gratifications obtained from using video-sharing websites.  

2. Literature Review 
This paper will firstly exam previous studies on user generated media models to explore users’ involvement of 
their video website usage. Then the uses and gratification perspectives and reputation management theories on 
websites are proposed to sketch this paper’s theoretical frameworks. Finally, a few potential demographic fac-
tors which may affect users’ involvement level in video website usage are discussed in details. 

UGM—User Generated Media Model and Users’ Involvement Level of Video Website Usage 
User-generated video sites have multiple functions; therefore, users may have to take on multiple roles when 
using these sites, and these roles need to be distinguished. 
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Shao (2009) established a UGM model based on uses and gratification theories. The three video-website us-
age behaviors of the model are consuming, participating, and producing. Consuming behaviors refer to the indi-
viduals who only watch, read, or view for information and entertainment. Participating behaviors include both 
user-to-user interaction and user-to-content interaction (such as scoring, adding to a playlist, sharing, comment-
ing), primarily for social interaction and community development. Producing behaviors refers to the creation 
and publication of one’s personal work such as text, images, audio, and video, mainly based on self-expression 
or self-actualization motivations. 

These three usages of UGM activity can be analyzed separately, but they also can be viewed as dependent 
units to suit different needs of users in any combination. Therefore, in addition to separately considering these 
three types of user’s behaviors concerning video-sharing websites, this study considers another significant issue: 
how these behaviors will be integrated in the Web 2.0 era. 

This study suggests that the user behaviors concerning video-sharing websites cannot only be divided into 
three levels (including browsing, commenting, and producing) upon the levels of involvement, but they are also 
integrated into a comprehensive “Produsage Behavior” based on users’ free will (Bruns, 2008). 

When producers and users combined into “produser”, the producers and distributors lost their position from 
the production value chain. Users have become a part of content production, extending the process of creating 
common information. In this value chain, participants play a dual role as users and producers, and thus becom-
ing “produsers” (Bruns, 2008). 

The idea of produsage can be traced back to 80 s. Alvin Toffler (1980) in Third Wave mentioned the concept 
of prosumer and prosumerism. The consumption pattern of online content is a process of users’ gradual in-
volvement. In the process, users’ different levels of involvement are caused by different levels of use. The levels 
of involvement of consuming behavior in video-sharing websites are lower than producing. Regarding this, Tof-
fler (1980) did not distinguish the difference between producing and participating behavior, but took them both 
as a productive behavior. After the rise of video sites, the concept of Internet content usage involvement has also 
been used to study video-blog usage behaviors (Örnebring, 2008). The current paper argues that, combining 
with the concept of Shao’s (2009) UGM model and the concept of online video behavior from Toffler (1980) 
and Bruns (2008), it is better to analyze users’ different levels of involvement in using video-sharing websites 
with the concept of the level of involvement of video-sharing website users’ behaviors, for more precise explo-
ration of a comprehensive user’s behavior of video-sharing websites. 

3. Uses and Gratification Perspectives 
The centrality of the individual audience member suggests the value of applying audience-centered perspectives 
to studying media use in an environment in which users can receive, publish, and modify Web content freely. 
The predominant research framework for studying media use from the audience’s perspective is uses and grati-
fications, which assumes that people use media to satisfy underlying needs. 

Proposing uses and gratification, Katz, Blumler, and Gurevitch (1974) hypothesized that audience members 
are conscious when selecting media, are able to identify their reasons for choosing media, and motives for media 
use are shaped by audiences’ particular social and psychological characteristics. Five major motivations for me-
dia uses were proposed out of the social and psychological functions of the mass media: cognitive needs, affec-
tive needs, personal integrative needs, social integrative needs, and tension release needs (Katz, Gurevitch, & 
Haas, 1973). 

The Internet not only blurred the boundaries between mass media and interpersonal communication, but it 
also combined characteristics of both media (Morris & Ogan, 1996). The user-generated video site is a medium 
where users can receive both mass media messages and send interpersonal messages. Therefore, motivations for 
using video-sharing websites should include motivations of both the traditional mass media and interpersonal 
communication media. 

Prior Internet research has identified both traditional media-related motives, such as for entertainment 
(Ebersole, 2000; Wolfradt & Doll, 2001), information (Kaye, 1998; Papacharissi & Rubin, 2000), passing time, 
or distraction from boredom (Ebersole, 2000). 

For browsing behavior on video-sharing websites, a great amount of content was originated from traditional 
media, especially from television. The majority of video-sharing website content is about entertainment 
(InsightXplorer, 2009; iSURVEY, 2010). As a result, the traditional media motivations of entertainment, infor-
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mation, and passing-time should also be motivations for using video-sharing websites. 
Therefore, summarizing the perspectives of uses and gratifications theory, the UGM model, and users’ in-

volvement with video-sharing websites, this study proposes the first hypothesis: 
H1: The motivations for using video-sharing websites will impact the levels of users’ involvement in using 

video-sharing websites. 
Because browsing behaviors on video-sharing websites are closer to viewing traditional mass media, this pa-

per further assumes that browsing motivations should be based on entertainment or information-seeking needs, 
and users require less computer skills or effort than evidenced in participating or producing, thus users may have 
lower levels of involvement. Therefore, this study proposes that: 

H1-1: The higher motivations for browsing video-sharing websites, the lower level of users’ involvement with 
using video-sharing websites. 

For commenting behavior on video-sharing websites, this paper posits that motivations related to interper-
sonal interactions, such as online community participation or belonging, should be closer to the characteristics of 
interpersonal communication media of video-sharing websites. For example, Baumer, Sueyoshi, and Tomlinson 
(2008) found that blog readers regard themselves as participants of a blog, rather than merely luring outsiders; 
moreover, community participation or belonging are all important motivations for using blogs. Kaye (2005) also 
pointed out that the blog is not an immediate interactive space, and among all kinds of interaction, self-expres- 
sion and personal fulfillment are usually significant motivations (Kaye, 2005). 

Because participating is closer to the characteristics of interpersonal communication media, this paper as-
sumes that participating motives should be out of the demand for social interaction or community involvement, 
and therefore, engage an advanced level of video-sharing website usage behavior. The study assumes that: 

H1-2: The higher motivations of commenting on video-sharing websites, the higher level of users’ involve-
ment when using video-sharing websites. 

For producing behaviors, YouTube users were found to employ various self-presentation strategies to manage 
their images to expand their online social networks (Chen, 2009). Users produce video content to manage their 
online image. One of the ultimate goals should be to obtain interpersonal gratification. Huang, Shen, Lin, and 
Chang (2007) identified the following four motivations: self-expression, life document, commenting, and com-
munity forum participation, which lead to interaction-orientation behavior on blogs. Interaction-oriented blog-
ging behavior positively corresponds to the frequency of interacting with other bloggers and managing blogs. 
This paper assumes that the producing motivation should come from self-presentation and social need, which 
involve higher levels of video-sharing website usage; therefore, the study establishes: 

H1-3: The higher motivations of producing content on video-sharing websites, the higher level of users’ in-
volvement with using video-sharing websites. 

4. Diffusion of Innovation 
The Diffusion of Innovation theory proposed that the “innovation-decision process” involves an individual or 
organization experiencing a series of steps before the innovation is adopted (Rogers, 1983). Rogers (1983) fur-
ther defined five factors of innovations that influence an individual’s decision to adopt or reject an innovation: 
Relative Advantage, Compatibility, Complexity, Triability, and Observability. 

In addition, the Diffusion of Innovation model follows an S curve when plotted over a length of time. Rogers 
(1983) developed five distinct innovation “adopter categories” to classify individual attitudes towards technol-
ogy: innovators, early adopters, early majority, late majority, and laggards. Innovators are the first individuals to 
adopt an innovation, to take risks and experience new ideas in the early adoption stages, and to play important 
roles in the diffusion process. This paper deems the Diffusion of Innovation model appropriate to investigate the 
diffusion process of video-sharing websites and their users’ behaviors. 

Recent Internet studies continually found that users’ innovation orientation is positively correlated with the 
level of their Internet use. The higher the innovation orientation, the higher the Internet adoption level is 
(Busselle, Reagan, Pinkleton, & Jackson, 1999). 

Oh, Susarla, and Tan (2008) applied the diffusion theory to social networks and found that centrally con-
nected users take on opinion-leader roles in transmitting information, and have a great impact on other users in 
the spread of new videos. In the context of video-sharing websites, new videos usually do not acquire recogni-
tion from the overall users. Opinion leaders in this instance could promote new videos in the early stages of dif-
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fusion. 
To summarize, a video-sharing website’s innovative characteristics should include relative advantage, trust, 

interface, and perceived critical mass. The earlier adopters of video-sharing websites should present stronger 
characteristics of innovation, and demonstrate higher levels of involvement with video-sharing website usage. 
Therefore, this study proposed the second hypothesis: 

H2: Innovation orientation will be positively related to the level of involvement of video-sharing usage be-
haviors. 

H2-1: The higher the innovation orientation of video-sharing websites’ users, the higher level of involvement 
with the usage.  

H2-2: The earlier adopters use video-sharing websites, the higher level of involvement with the usage.  

5. Reputation Management: Site Performance and Impression Management 
Video-sharing websites combine the characteristics of interpersonal and mass media. In terms of interpersonal 
media, the concept of “impression management” or “self-presentation” is closely related to usage behavior. As 
for the characteristics of the mass media, user behavior is closely related to a user’s perception or satisfaction of 
video-sharing websites’ performance. Taken together, users’ perceptions of site performance and their impres-
sion management on the site could be theorized as reputation management of video-sharing websites. 

The self-presentation concept, also referred to as impression management, was originally developed to ex-
plain that every individual performs a certain role while appearing in public. Goffman (1959: p. 17) explained it 
as “the ways individuals manage impressions of themselves on their audiences”. Every individual’s presentation 
in a socially interactive scene has some specific meaning; therefore, the process of controlling the formation of 
others’ impressions is called impression management. Leary and Kowalski (1990) proposed that impression 
construction involved two processes: determining the type of impression one tries to make and choosing how 
one goes about it. This study conceptualizes impression management on video-sharing websites in accordance 
with scholars who have defined self presentation in terms of fostering an impression others hold of them. 

The Internet enables people to develop and strengthen their interpersonal relationships, which not only pro-
vides opportunities for self presentation, but also provides new challenges. Although self presentation takes 
place offline as well, self-presentation online is much more manageable than it is offline because it is convenient 
for users to create, modify, and edit messages about themselves (Walther & Burgoon, 1992).  

In this respect, participating or producing behaviors on video-sharing websites is relevant to strategic impres-
sion management because users periodically updated their personal video archives (in order to establish their 
ideal online identities) and frequently obtain comments from visitors (being validated by other people).  

Visitors’ participation affects the level of online users’ impression management; users are encouraged to self- 
disclose more and to please other browsers if they have more visitors. Consistent with what Schlenker and 
Wowra (2003) argued, in the interactive process, individuals know what their external behavior shows, and that 
the behavior will lead others to evaluate them. 

Another dimension of reputation management on video-sharing websites is the sites’ performance, that is, 
user’s perceptions of browsing video-sharing websites. Previous studies of users’ perceptions of Websites usu-
ally focused on satisfaction of the sites (McKinney, Yoon, & Zahedi, 2002; Melone, 1989; Tsai, 2007) and in-
vestigated users’ satisfaction along the dimensions of site designs, system functions, information content, and 
interaction (Ye, 2007). These dimensions were closely related to users’ browsing behaviors, and greatly affect 
users’ continuous uses of video-sharing websites. 

Therefore, the third hypothesis is proposed: 
H3: Reputation management will affect the level of involvement in video-sharing website usage.  
H3-1: The more important users value the sites’ performances, the lower level of usage involvement.  
H3-2: The more important users value the reputation management, the higher level of usage involvement. 

6. Demographics and the Users’ Involvement Level in Video Website Usage  
The relationship between new computer technology development and demographic characteristics has attracted 
a significant amount of academic attention. Studies constantly revealed that male users outnumbered females, 
and they had higher tendency of Internet addiction. It also found that the stronger the Internet usage motives, the 
higher the levels of Internet gratification (Hsiao, 1998). Studies on home computers or electronic newspapers 
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both showed that the adopters of new technologies tend to be male, better educated, and had higher personal in-
come (Dutton, Rogers, & Jun, 1987; Li, 2003). Young and male users were more likely to show higher self-  
efficacy in computers and locus of control (Broos & Roe, 2006). 

However, studies on video-sharing websites emerged divergent results. Younger and lower-educated users 
were positively correlated to the entertainment uses of video-sharing websites (Peter & Valkenburg, 2006). A 
Finnish study on teenagers showed that lower-educated users had a higher likelihood to produce video online; 
younger users are also more likely to participate than to produce. Compared with male users, female users par-
ticipate and produce more on sites (Courtois, Mechant, Marez, & Verleye, 2009). 

Chen (2008) found that age and educational levels were not significantly related to content creators on video 
websites. Content creation may be due to users’ professional knowledge of editing software required to produce 
online content, regardless of educational levels.  

As Livingstone & Bober (2005) emphasized, the Internet population has been ushered into the age of hetero-
geneity, and demographic characteristics will not last forever. As video-sharing websites are used for entertain-
ment around the world, this study suggests that the level of education may not a determining factor affecting 
video-sharing websites’ uses. However, based on users’ demographic characteristics of video-sharing websites, 
we suggest that the males are more likely to have higher involvement in video-sharing website usage than fe-
males. 

Therefore, the forth hypothesis is proposed:  
H4: Male users will have higher levels of involvement with video-sharing website usage than female users. 
Finally, the original hypothesis of the uses and gratifications theory proposed that audience members con-

sciously select media to meet their psychological needs. Empirical studies also confirmed that stronger motiva-
tions for Internet use would lead to obtaining stronger gratification (Hsiao, 1998; Kaye, 1998; Charney & 
Greenberg, 2002; Song, LaRose, Eastin, & Lin, 2004). 

Therefore, the final hypothesis is proposed:  
H5: The higher level of involvement with video-sharing Web site usage, the higher level of gratification will 

be acquired from video-sharing Websites.  
The conceptual model is illustrated in Figure 1. 
 

 
Figure 1. Conceptual model of UGM usage behavior.                                                    
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7. Method 
This study first obtained user’s experiences and opinions from 4 focus group interviews. Based on both the lit-
erature and interview findings, we designed a questionnaire for online surveys. The question items are listed in 
Table 1. 

The questionnaire includes variables of motivations for using video-sharing websites, innovation orientations, 
site performance, reputation management, gratifications, and demographics. Except demographic variables, all 
other items are measured on 6-point Likert scales from strongly disagree, disagree, slightly disagree, slightly 
agree, and agree, to strongly agree. 

The primary variables are measured and defined as follows: 
1) Motivations: There are seven browsing motivation-related items; two factors were extracted as “Seeking 

Information” and “Entertainment”; nine items were composed of commenting motivations, and “Interpersonal 
Interaction” and “Recommendation” were extracted; nine items of producing motivations, “Recording & Shar-
ing Life” and “Self-Expression” were extracted. 

2) Involvement of UGM: Involvement of video-sharing website usage distinguishes user-generated behavior 
into four levels, from the lowest-level “browsing only”, “browsing and commenting”, “browsing and producing”, 
and finally the most high-end “browsing, commenting, and producing”. 

3) Gratifications: The gratifications were obtained from the experience of using video-sharing websites; two 
factors were extracted from the eight survey items: “Social Need” and “Leisure & Entertainment”.  

4) Innovation Orientations: Three factors were extracted from fifteen items of the users’ characteristics and 
tendencies of innovations: “Popularity & Fun”, “Adventure & Excitement”, and “Convenience & Advantage”.  

5) Adoption Time of Video-Sharing Website Technology: Users were divided into five categories, including 
innovators, early adopters, early majority, later adopters, and laggards. 

6) Site Performance: Aimed to understand how much users value the quality, speed, content choices, and 
content updating rate of video-sharing websites. 

7) Reputation Management: Aimed to understand how much users value friends’ or relatives’ evaluations of 
their work, messages, or comment management, and how such feedback affect their work afterwards. 

8) Demographics: Gender.  
The formal online survey was held from June 18 to June 24, 2010 in Taiwan. There were 5800 respondents 

randomly selected from the member list of an Internet survey company. Survey links were sent to them, and 
2173 respondents clicked the link, resulting in a participation rate of 37 percent. Among them, 108 were halfway 
out and 520 were unable to respond because of quota limits. After data clear-up, 950 samples were retained from 
1114 valid samples. 

The demographic information of the 950 qualified samples is as follows: Male respondents (51.4 percent) 
slightly outnumbered female respondents (48.6 percent). Respondents aged 20 to 29 years made up the greatest 
number of respondents (29.9 percent), followed by 30 to 39 years (27.9 percent), and 40 to 49 (18.3 percent), 
aged 19 and below (16.9 percent), and aged 50 and over (6.9 percent). The university education level accounts 
for 44.0 percent, followed by high school (24.1 percent).  

The 950 respondents all had browsing experience, including 237 respondents (24.9 percent) had commenting 
experience, and 198 respondents (20.8 percent) had producing experience. The top three commonly browsed 
video contents are Entertainment & Sports (80.9 percent), Information & Learning (12.2 percent), and Life 
Document (6.9 percent). 

Reliability analysis is used to examine the validity of the questionnaire. There were 59 items examined, and 
the Cronbach α values ranged between .825 to .903 with an average of o.864. KMO values range from .801 
to .913, which is above a .70 statistical level, and the Bartlett test value is significant (p < .001). Therefore, all 
items are suitable for factor analysis. 

Principal component analysis and Varimax rotation were used for factor analysis. Table 1 indicates the find-
ings. Factor loadings of each factor are above .483, greater than the standard value of .3, and the explained vari-
ances of each factor are between 55.26 to 72.83 percent. 

8. Analysis and Results 
This study applied path analysis to investigate the relationship between variables. The first hypothesis predicted 
that those who have higher motivations of browsing video-sharing websites will have higher levels of involve- 
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Table 1. Cronbach alpha of factors.                                                                          

Construct Factors Items α 

Motivations of  
Browsing 

Seeking  
Information 

I browse video-sharing websites because of work demands. .843 

I browse video-sharing websites to learn new things.  
I go to video-sharing websites for downloading various types of videos.  
I like to seek similar opinions on video-sharing websites.  

Entertainment 

For me, browsing video-sharing websites is relaxing.  
I have fun when browsing video-sharing websites.  
Browsing video-sharing websites allows me to escape from real life.  

Motivations of  
Commenting 

Internet  
Interaction 

I would e-mail authors to express my opinion. .847 

After watching videos, I would give comments on video-sharing websites. 
 I would give comments even if my opinion is different from authors. 

I will add authors as friends.  
When I comment on video-sharing websites, I would do it anonymously.  
When I comment, I care about other users’ opinions.  

Recommendation 

I would recommend my favorite videos or producers to others through social  
websites.  

I would share good videos through the links of videos.  
I would recommend video or producers to others on messengers.  

Motivations of  
Producing 

Recording & 
Sharing 

I produce videos on video-sharing websites to record life. .903 

I love to produce video works on sites to share with like-minded friends.  
I shoot online video because I want to keep records of life.  
I produce online video out of personal interest.  
I like to share life by shooting and uploading videos onto video-sharing websites.  

Self-expression 

It is important to make myself known to others by shooting online video.  
It is important to draw people’s attention to my work via shooting online video.  
I love to expand interpersonal relationships via producing online video.  
I would like to express myself via producing online video.  

Innovation  
Inclination 

Popularity & Fun 

The experience of using video-sharing websites is pleasant. .871 

It is interesting to use video-sharing websites.  
My family and friends have experience using video-sharing sites.  
Most of the people I keep in frequent contact with have experience using  
video-sharing websites.  

I find no conflict between video-sharing websites and my previous  
computer-using experience. 

 My family and friends will continue to use video-sharing websites in the future. 

Overall, it is easy to use the video-sharing website. 

Adventure & 
Excitement 

I like to learn new technology.  
I like to follow the latest news of 3C technology products.  
I like to learn new things.  
I am willing to take a risk.  

Convenience &  
Advantage 

Learning to use video-sharing websites is difficult for me.  
I think online video content is reliable.  
In general, I think video content with better comments are more reliable.  
The viewing rates and comments on video-sharing websites will affect my trust  
in video content.  
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Continued 

Site Performance  

I care about the visual quality of video-sharing websites. .825 

When I visit video-sharing websites, what I care about is speed.  
For me, the content choice on video-sharing websites is important.  
The updating frequency of content will affect my browsing frequency.  

Reputation  
Management  

I care about users’ evaluations of my online video work. .897 

Reviews and feedback from other users affect how I produce online video work.  
Users’ ratings affect my selection of video production topics.  
I care to win general viewers’ appreciation of the quality of my online video work.  
I care about my friends’ and family’s evaluations of my online video work.  
I reply to comments on my online video work.  
I will delete negative comments on my online video work.  

Gratifications 

Social Need 

The experience of using video-sharing websites met my work needs. .883 

I felt satisfied due to the interaction with other people on video-sharing websites.  
In general, the experience of using of video-sharing websites allowed me to  
identify myself.  

The experience of using video-sharing websites met my learning needs.  
I usually find the videos I want on video-sharing websites.  

Leisure &  
Entertainment 

The experience of using video-sharing websites met my leisure and  
entertainment needs.  

The experience of using video-sharing websites allowed me to escape from  
real life.  

The experience of using video-sharing websites met my searching needs.  
 
ment with video website usage. The path analysis showed that two factors of browsing video-sharing websites, 
“Seeking Information” (β = .01, p = .15), and “Entertainment” did not significantly affect users’ involvement 
levels of video website usage (β = .00, p = .98). Hypothesis 1-1 is not supported. Table 2 summarizes the re-
search findings. 

For Hypothesis 1-2, two factors of commenting motivation, “Internet Interaction” (β = .14, p < .001) and 
“Recommendation” (β = .28, p < .001), both significantly affected users’ levels of involvement of video website 
usage. Therefore, Hypothesis 1-2 is supported. 

For Hypothesis 1-3, while “Recording & Sharing” (β = .68, p < .001) had a significant impact on users’ in-
volvement, “Self-Expression” (β = −.04, p = .21) did not have such effect. Therefore, Hypothesis 1-3 is partially 
supported. 

Hypothesis 2-1 predicted that those who have higher innovation orientations will have higher levels of in-
volvement with video website usage. However, three factors of innovation orientations, “Popularity & Fun” (β = 
−.03, p < .05), “Adventure & Excitement” (β = −.02, p < .05), and “Convenience & Advantage” (β = −.02, p 
< .05) have significant but negative effects on users’ levels of involvement with video website usage. Therefore, 
Hypothesis 2-1 is not supported. 

Hypothesis 2-2 predicted that those who adopt video-sharing website technology earlier will have higher lev-
els of involvement with video website usage. Results confirmed that the adopting time has significant and posi-
tive effects on users’ levels of involvement with video website usage (β = .15, p < .001), Hypothesis 2-2 is sup-
ported. 

The third hypothesis predicted that reputation management will affect users’ levels of involvement of video- 
sharing website usage. For Hypothesis 3-1, the performances of the sites (β = −.02, p < .05) did lead to lower 
level of users’ involvement with video website usage. Hypothesis 3-1 is supported. For Hypothesis 3-2, reputa-
tion management (β = .16, p < .001) did lead to users’ higher level of involvement with video website usage. 
Hypothesis 3-2 is also supported. 

Hypothesis 4 stated that gender will affect users’ levels of involvement with video website usage; male users 
will have higher involvement levels. However, different gender (β = .00, p = .98) did not differ in the levels of  
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Table 2. Summary of results.                                                                               

Hypothesis Β coefficient Remark 

Hypothesis 1. Higher motivations of to use video-sharing websites will lead to higher levels of users’  
involvement with video website usage.  

Partially 
Supported 

Hypothesis 1-1. The higher motivations to browse video-sharing websites, the lower level of involvement  
with video website usage.  

Not  
Supported 

(1) The higher “Seeking Information” motivation to browse video-sharing websites, the lower level of  
involvement with video website usage. .01  

(2) The higher “Entertainment” motivation to browse video-sharing websites, the lower level of involvement  
with video website usage. 0  

Hypothesis 1-2. The higher motivations for commenting on video-sharing websites, the higher level of  
involvement with video website usage.  Supported 

(1) The higher “Internet Interaction” motivation of commenting video-sharing websites, the higher level of  
involvement with video website usage. .14***  

(2) The higher the “Recommendation” motivation for commenting on video-sharing websites, the higher  
level of involvement with video website usage. .28***  

Hypothesis 1-3. The higher motivations of producing works on video sharing websites, the higher level of  
users’ involvement with video website usage.  

Partially 
Supported 

(1) The higher “Recording & Sharing” motivation for producing on video-sharing websites, the higher  
level of involvement with video website usage. .68***  

(2) The higher “Self-Expression” motivation for producing on video-sharing websites, the higher level of  
involvement with video website usage. −.04  

Hypothesis 2. Innovation-orientation will be positively related to users’ levels of involvement with  
video-sharing website usage.  

Partially 
Supported 

Hypothesis 2-1. The higher users’ innovation orientations, the higher levels of involvement with video  
website usage.  Not Supported 

(1) “Popularity & Fun” will be positively related to levels of usage involvement with video-sharing  
websites. −.03***  

(2) “Adventure & Excitement” will be positively related to levels of usage involvement with video-sharing  
websites. −.02**  

(3) “Convenience & Advantage” will be positively related to levels of usage involvement with video-sharing  
websites. −.02**  

Hypothesis 2-2. The earlier users adopt video-sharing websites, the higher levels of their usage  
involvement. .15*** Supported 

Hypothesis 3. Reputation Management will affect users’ levels of involvement with video-sharing  
website usage.  Supported 

Hypothesis 3-1. The more important video-sharing websites’ users value the sites’ performances, the lower  
levels of the usage involvement. −.02* Supported 

Hypothesis 3-2. The more important video-sharing websites’ users value the reputation management, the  
higher levels of the usage involvement. .16*** Supported 

Hypothesis 4. Gender will affect users’ levels of involvement of video-sharing website usage: Male  
users will have higher levels of involvement than female users. 0 Not  

Supported 

Hypothesis 5. The higher levels of users’ involvement with video-sharing websites’ usage, the higher  
level of gratifications users will acquire from their experience using video-sharing websites.  Supported 

(1) The higher levels of usage involvement, the higher levels of “Social Needs” gratifications will be acquired  
from using video-sharing websites. .29***  

(2) The higher levels of usage involvement, the higher levels of “Leisure & Entertainment” gratifications will  
be acquired from using video-sharing websites. .10**  
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involvement. Hypothesis 4 is not supported. 
Finally, Hypothesis 5 proposed that users’ higher involvement with video website usage would lead to higher 

levels of gratification. Results confirmed that users’ levels of usage involvement had positive effects on “Social 
Need” (β = .29, p < .001) and “Leisure & Entertainment” (β = .10, p < .01). Hypothesis 5 is supported. 

Path analysis confirmed the direct effect of users’ involvement with video-sharing websites’ usage and grati-
fication. According to the principles of path analysis, we further verify the indirect effect of users’ involvement 
with video-sharing websites’ usage and gratification to clarify the relationship between them. 

Via the mediation effect of users’ levels of involvement with video website usage, we particularly found that 
the indirect effect (β = .2, p < .001) of “Recording & Sharing” on the “Social Needs” is greater than the direct 
effect (β = −.012, p < .001); therefore, the total effect (β = .188, p < .001) turned out to be positively related to 
“Social Needs”. The higher “Recording & Sharing” motivation for browsing video-sharing websites, the higher 
level of “Social Needs” gratification acquired from using video-sharing websites. All other independent vari-
ables did not impact users’ gratification because of the indirect effects. 

9. Research Conclusion and Discussion 
This paper originally hypothesized that the degree of attention or effort required for browsing behavior is lower 
than that of other UGM behavior; therefore, the greater the browsing motivations, the lower the level of in-
volvement. However, research has shown that these two factors are unrelated. Although in the process of con-
ducting a video search, a certain level of initiative is required, compared to the level of initiative of participating 
and producing, the passive nature of browsing behavior becomes more apparent. This could be one of the rea-
sons why browser motive is unrelated to the level of involvement. 

In relation to participation, the higher the motivations for participation in commenting, regardless of whether 
the motivation stems from online interaction or a recommendation of a good piece of work, the higher the level 
of involvement on video sites. Due to the participative and interactive nature of video sites, whether it is com-
menting or discussing, or even taking the initiative to recommend work, these actions can be considered as so-
cial interaction and community involvement. At the same time, they also require one to put in more attention, 
focus, and time as compared to purely browsing alone. As such, the level of involvement may be higher. 

As for producing, it has also been confirmed that the higher the motivation for record-sharing, the higher the 
level of usage involvement with video sites. It was originally hypothesized that producing and uploading is due 
to the need to present oneself as well as to establish personal relationships. As such, the level of involvement 
may be higher. However, the findings show that the motivation for recording-sharing, as a predictive variable on 
the level of involvement, far exceeds that of self-expression. 

In the past, research on predominantly text-based blogs suggests that self-presentation is often a crucial moti-
vational factor. The main focus of this study is video sites that deal primarily with videos or images, and this 
shift in focus has yielded different results. Haridakis and Hanson (2009) pointed out that “co-viewing” is a 
unique aspect of video sites, and is distinct from typical text-based blogs. This feature of co-viewing fully re-
flects the characteristic social linking of the Internet. Rather than stating that video sites are the composites of 
the mass and interpersonal media, it may be more accurate to view them as a new type of social media 
(Fernando, 2007). From this perspective, the motive for recording-sharing may indeed be more effective in pre-
dicting the level of involvement with video sites than the motive for self-presentation. 

With respect to the overall research results, it seems that it is easier to predict video site users’ behaviors in 
using the video site, as compared to interpersonal communications-related motives, such as social interactions, 
community involvement, and sharing. This finding, together with some past research, suggests that though the 
motivations for using video sites and traditional electronic media (like television) do not differ significantly 
(Haridakis & Hanson, 2009), there is nonetheless a clear distinction. The motivation for using a video site is 
closer to the motivation for using interpersonal communication media, but it is less related to that of traditional 
media. This distinction may stem from cultural differences of the video site usage environment. It may also be 
possible to further deduce if the dissemination characteristics of video sites and the characteristics of interper-
sonal communication are closer. These two queries merit further research in the future. 

In relation to users’ orientations towards innovation, this paper predicts that there will be a positive correla-
tion between users’ orientations towards innovation, and the level of usage involvement with the video site. 
However, the empirical results suggest the exact opposite. It is speculated that the lower level of involvement 
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that is required of browsing may be in line with the inclination towards risk-taking or the desire to try new ex-
periences, among other characteristics. On the other hand, a higher level of involvement requires profound 
thinking when participating, or more time, skill, and patience are needed for production. As such, this cannot be 
explained simply by the orientation towards innovation. However, in terms of when the users start using video 
sites, it is confirmed that the earlier video sites are used, the level of involvement is indeed higher.  

In terms of demographics, it was found that the level of involvement for the genders do not differ much. This 
is in stark contrast with the impressions of gender differences stated by the majority of research on the Internet. 
This paper argues that videos sites are a product of Web 2.0. If videos sites are compared to other communica-
tion platforms on the Internet of an earlier period, they are technologically less sophisticated and more interac-
tive media. Video-sharing sites emphasize users’ participation and collective knowledge. Even if the con-
tent-making requires more expertise, such as shooting or editing software knowledge in film-making, with the 
proliferation of numerous digital video technologies into household appliances, and the simplification of equip-
ment and software, the stereotypical impressions of the gender difference in computer literacy, at least in rela-
tion to video sites, may no longer exist. However, the Internet population has been ushered into the age of het-
erogeneity. The variables of the demographics of past Internet research may have to be considered more me-
ticulously in the future. 

In conclusion, this paper confirms that the greater the level of usage involvement, the higher the level of 
gratification obtained from video-sharing sites. From past findings on gratification of Internet usage, the sum of 
all the predictor variables often does not exceed 10 percent (LaRose & Eastin, 2004). However, all these vari-
ables in this study on the degree of involvement after adjustment, is R2 = .974. Therefore, this paper extends and 
furthers existing research through the integration of Uses and Gratifications and Diffusions of Innovation theo-
ries. 

This study has its limitation because it only conducts surveys and interviews in a single country, thus the 
findings may have cultural differences when generalizing to other regions of the world. In addition, this study 
does not apply more advanced statistical methods due to nominal and ordinal natures of some variables.  

Future research can base on this article and further statistical models to add to the theoretical foundations of 
communication behaviors on video-sharing sites. 

Note 
In total, Taiwan’s donation to the earthquake amounted to approximately NT $5.9 billion (about $205 million) 
and topped the world’s total contribution (Ko, 2001) https://www.youtube.com/watch?v=MltKxmQpB2A. 
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