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YouTuber (2018)  Ohanian Speck(1991)
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(1990) (2017) (2002)

(2017) (2017)
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4.

4.1  

178 (63.6%) 102 (36.4%)

20 195 (69.6%) 21-30 85 (30.4%)

272 (97.1%) 6 (2.1%)

YouTube (67.5%) (16.8%)

YouTube (80%) 2-3 (14.3%)
4.2  

4.2.1 YouTuber
1  YouTuber

T

1.594 0.154 10.325 .000

.300 .045 .393 6.674 .000

.220 0.47 .276 4.693 .000
=.356 F(2 277)=76.497 P<0.05

2  YouTuber

T

1.422 .177 8.014 .000

.436 .052 .491 8.438 .000

.162 .054 .175 3.013 .003

=0.371 F(2 277)=81.622 P<0.05

3 YouTuber

T

2.024 .202 10.021 .000

.216 .059 .243 3.676 .000

.234 .061 .252 3.815 .000

=.192 F(2 277)=32.955 P<0.05



4  YouTuber

T

1.803 .181 9.949 .000

.248 .053 .297 4.705 .000

.241 .055 .277 4.387 .000

=.260 F(2 277)=48.554 P<0.05

5  YouTuber

T

1.343 .228 5.894 .000

.147 .066 .145 2.218 .027

.368 .069 .349 5.323 .000

=.201 F(2 277)=34.919 P<0.05
4.2.2 

6 

T

.951 .151 6.287 .000

.307 .037 .401 8.402 .000

.383 .042 .431 9.033 .000

=0.510 F(2 277)=143.931 P<0.05

7 

T

.512 .161 3.173 .002

.458 .039 .514 11.735 .000

.389 .045 .376 8.599 .000

=0.588 F(2 277)=197.349 P<0.05

8

T

1.320 .209 6.311 .000

.224 .051 .250 4.422 .000

.412 .059 .396 7.014 .000

=.313 F(2 277)=63.035 P<0.05

9

T

1.304 .192 6.804 .000

.153 .046 .182 3.302 .001

.465 .054 .477 8.637 .000

=.343 F(2 277)=72.292 P<0.05



10

T

1.001 .254 3.946 .000

.250 .061 .246 4.069 .000

.346 .071 .294 4.860 .000

=.215 F(2 277)=37.838 P<0.05
4.2.3 YouTuber YouTuber

11 YouTuber YouTuber

T

3.441 .030 114.839 .000

Z .190 .037 .322 5.060 .000

Z .176 .037 .299 4.757 .000

Z .058 .031 .099 1.864 .063

Z * .082 .034 .157 2.383 .018

Z * -.036 .033 -.075 -1.105 .270
=.379 F(5 274)=33.328 P<0.05

12 YouTuber YouTuber

T

3.547 .037 94.887 .000

Z .369 .047 .507 7.884 .000

Z .071 .046 .097 1.528 .128

Z .031 .039 .042 .789 .431

Z * .034 .043 .053 .794 .428

Z * .027 .041 .046 .667 .505
=.364 F(5 274)=31.426 P<0.05

13  YouTuber YouTuber

T
3.506 .035 101.024 .000

Z .175 .043 .274 4.038 .000
Z .150 .043 .235 3.503 .001
Z .092 .036 .144 2.547 .011

Z * .086 .040 .151 2.154 .032
Z * -.054 .038 -.103 -1.433 .153

=.294 F(5 274)=22.780 P<0.05

14 YouTuber YouTuber

T
3.528 .035 101.298 .000

Z .127 .044 .197 2.916 .004
Z .205 .043 .318 4.769 .000
Z .084 .036 .130 2.311 .022

Z * .124 .040 .216 3.097 .002
Z * -.070 .038 -.134 -1.861 .064

=.300 F(5 274)=23.494 P<0.05



15 YouTuber YouTuber

T

3.182 .043 73.707 .000

Z .088 .054 .116 1.622 .106

Z .279 .053 .369 5.218 .000

Z .026 .045 .035 .580 .562

Z * .084 .050 .126 1.699 .090

Z * -.047 .047 -.076 -.993 .322
=.214 F(5 274)=14.958 P<0.05

4.2.4 YouTuber

16  YouTuber

T

3.454 .026 134.452 .000

Z .222 .028 .376 7.820 .000

Z .241 .029 .409 8.298 .000

Z .054 .026 .092 2.063 .040

Z * .056 .028 .102 1.996 .047

Z * -.016 .027 -.031 -.599 .550
=.525 F(5 274)=60.508 P<0.05

17  YouTuber

T

3.573 .030 118.549 .000

Z .396 .033 .545 11.926 .000

Z .222 .034 .306 6.515 .000

Z .025 .031 .034 .797 .426

Z * .072 .033 .107 2.192 .029

Z * -.075 .032 -.115 -2.329 .021
=.570. F(5 274)=72.738 P<0.05

18 YouTuber

T

3.517 .030 117.348 .000

Z .210 .033 .328 6.350 .000

Z .244 .034 .381 7.186 .000

Z .078 .031 .122 2.541 .012

Z * .061 .033 .103 1.874 .062

Z * -.023 .032 -.041 -.727 .468
=.452 F(5 274)=45.240 P<0.05



19 YouTuber

T

3.539 .032 109.253 .000

Z .097 .036 .151 2.723

Z .280 ..037 .434 7.641 .007

Z .087 .033 .135 2.627 .009

Z * .055 .035 .092 1.558 .121

Z * .016 .035 .028 .467 .641
=.370 F(5 274)=32.221 P<0.05

20 YouTuber

T
3.189 .042 76.404 .000

Z .183 .046 .242 3.970 .000

Z .219 .047 .290 4.636 .000

Z .027 .043 .036 .640 .522

Z * .035 .045 .051 .778 .437

Z * .016 .045 .024 .367 .714

=.236 F(5 274)=16.965 P<0.05
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1 ( 0.393) (
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0.401) 2-b ( 0.396) ( 0.250)
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