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[Abstract]

In this paper, we propose a ways how YouTube Mukbang content attributes affect favorability, satisfaction,
and brand selection, and suggest to use YouTube Mukbang contents, and to propose a strategic marketing plan
using YouTube at the food franchise. This study conducted survey on 218 people who had watched chicken
Mukbang among YouTube Mukbang contents. Through previous studies, YouTube content attributes were classified
into informativity, entertainment, reliability, and attractiveness. To verify the hypothesis of the study, single
regression and multiple regression analysis were conducted for verifying the relationship between variables.
Key results of the study are as follows. First, it was found that YouTube Mukbang content attributes had a
positive relationship with favorability. Second, it was found that YouTube Mukbang content attributes had a
positive relationship with satisfaction. Third, it was found that favorability had an effect on satisfaction. Fourth,
it was found that favorability influenced brand selection. Fifth, it was found that satisfaction did not affect
brand selection. Based on these findings, a strategic approach will be needed to increase users' favorability
by providing attractive and accurate information through YouTube Mukbang contents and to continuously improve

brand choices through continuous favorability to revitalizing YouTube marketing at the food franchise.
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I. Introduction
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II. Preliminaries

1. YouTube Mukbang Content Properties
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2. Favorability
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4. Brand Selection
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Fig. 1. Research Model

2. Research Hypotheses Generating
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Models Frequency
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Viewers who have watched YouTube 0 88
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chicken Mukbang content Age
Method of 40~49 31
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investigation
Research More than 60s 11
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Total Distribution questionnaire 300 Education College, University 166
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Table 3. Demographic characteristics

Models Frequency
1-2 times a week 115
3-5 times a week 52
MuIZl;)aurTgu?/?ews 6-8 times a week 28
9-10 times a week 16
More than 11 times a week 7
1 channel 87
Number of 2 channel 57
subscribed YouTube 3 channel 34
Mukbang channels 4 channel 22
More than 5 channel 18
Famous YouTuber 64
Mokbang contents 33
Good to spend time 27
For diet 7
Reasons to watch Food imformation 68
YouTube Mukbang Talk to people after 8
watching
Following ther people 7
watching Mukbang
To buy next time 4
Good YouTuber and 51
cast member
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Table 4. Reliability Analysis Results for on Youtube
Mukbang Content Properties, Favorability, Satisfaction,
Brand Selection

Measur
Models ement Cronbach’a
Scales
Youtube Informativity 3 item 615
Mukbang Entertainment | 3 item 731 866
Content Reliability 3 item 632 '
Properties | Attractiveness | 3 item 677
Favorability 4 item .809
Satisfaction 4 item 792
Brand Selection 5 item .825

3. Testing and analysis of research hypotheses
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Table 5. Causal Relationships Between Youtube
Mukbang Content Properties and Favorability

Table 7. A Causal Relationship between Favorability
and Satisfaction

Model B |SE| B | t |sig |2 viF
ance

(Constant) | .778 | .224 3470 | .0071**
Informativity | .272 | .066 | .286 | 4098 | 000+« | 475 |2.107
Entertainment | .097 | .058 | .111 | 1680 | .094 | 528 |1.894
Reliability | .270 | .059 | .289 | 4560 | 000+ | 575 | 1.739
Attractiveness | .170 | .062 | .174 | 2738 | .007++| 568 |1.762

Dependent variables : Favorability Dubin-Watson

R?=509 F=55.252 p< 001 **x* =1.791

*: p<0.05, **: p<0.01, **x: p<0.001
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Table 6. Causal Relationships Between Youtube
Mukbang Content Properties and Satisfaction

Model B [SsE| 8 | t |sig | o viF
ance
(Constant) | .169 | .409 413 | .680
Informativity | .284 | .121 | .197 | 2.353 | .020* | .475 |2.107
Entertainment | .216 | .105 | .163 | 2.061 | .040=| 528 |1.894
Reliability | .229 | .108 | .161 | 2.122 | .035* | 575 |1.739
Attractiveness | .200 | .113 | .136 | 1.774 | 078 | 568 |1.762
Dependent variables : Satisfaction Dubin-Watson
R?=.294 F=22.136 p<0071**x* =1.173
*: p<0.05, **: p<0.01, ***: p<0.001

= 3% FEQl R3O
1352 BAr]o] 135%0] AL 71x| 1 9lon, FHa}
Fo] 33.5860=2 p<.0019] ROE WE AAIBICH,
H3, 371%(B=.367, p<.001)7} $H&EEo] {25k A(+)9]
A2 DAl A= YERIT TebA 718 H3l2 A
%]9ITTable 7>.

Model B SE B t Sig.
(Constant) 1.679 393 4.274 | .000**=*
Favorability 557 096 367 5.795 | .000=**x*

Dependent variables : Satisfaction
R?=135 F=33.586 p<O0 15

*: p<0.05, **: p<0.01, ***: p<0.001

e Hye] FEIR S0 tigh s wrt BRiE
o] 0]Al= FF BAloA AR 2l gl Ad=iQl
ol 0242 FA=]o] 2.4%°] 82 7HX| AL 9loh,
Haleko] 534302 p=.0229] Solekg ZHe AA|gion,
H4, 374%(B=.155, p=.022)7} BT AEdo] Solst A
(+)2] dZ2 UlRl= Aoz YT TepA [7Hd Hdl=
AER E]QiT<Table 8>.
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Table 8. A Causal Relationship between Favorability
and Brand Selection

Model B SE B t Sig.
(Constant) 3.372 .282 11.954 | .000xx*x*
Favorability 160 .069 155 2.312 022+

Dependent variables : Brand Selection
R?=.024 F=5.343 p=.022*

*: p<0.05, **: p<0.01, ***: p<0.001

S EY Wulo] FEx &M0| tfst BkE Ly} Bl
gol] vjxlE

A0 FIA] 271 el
2ol 0062 BAE|o] 0.6%0] B 71| 9o,
H3gtero] 1.2070.& p=.2739] 89J51x] ¢okon, Hb,
£ (B=-.075, p=.273)7t HAE AHeko] QoJsix] oot
wfeby (714 Hole 717} Elgitt<Table 9.

A
RZ
F
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Table 9. A Causal Relationship between Satisfaction
and Brand Selection

Model B SE B t Sig.
(Constant) [4.219 |.183 23.029 000**=*
Satisfaction |-.050 |.046 -.075 |-1.099 273

Dependent variables : Brand Selection
R?*=.006 F=1.207 p=.273
*: p<0.05, **: p<0.01, *** p<0.001
S Jto R BRI 1Y W5 ANE Aokl

<Table 10>x} ZC}.
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Table 10. Results of Hypothesis Verification

Hypothesis Path Judgment
Informativity — .
H1-1 . . Adopt
Increase in Favorability doption
H1-2 Entertglnment e Dismissal
Increase in Favorability
Reliability — .
H1-3 Increase in Favorability Adoption
Attractiveness — .
H1-4 ) . Adopt
Increase in Favorability doption
Informativity — .
H2-1 Increase in Satisfaction Adoption
Entertainment — .
H2-2 ) . . Adopt
Increase in Satisfaction doption
Reliability — .
H2- ) . . Adopt
3 Increase in Satisfaction doption
H2-4 Attractiveness = Dismissal
Increase in Satisfaction
Favorability — .
H . . . Adopt
3 Increase in Satisfaction doption
Favorability — .
H4 Increase in Brand Selection Adoption
Satisfaction — N
H ) . D |
> Increase in Brand Selection Ismissa

V. Conclusions
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