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Exploring the motivation and stickiness
on the online video platform: YouTube
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ABSTRACT

With the change of the viewing habits and the fast development of networking, surfing the
net becomes more convenient. And online video media has gradually replaced the habit of
watching TV in Taiwan. In recent years, the demand for online video has increased, making
the online video industry flourishing. In fact, watching video online has gradually become a
way of entertainment. Therefore, this study focused on the popular online video sharing
platform: YouTube and based on the Uses and Gratifications Theory for exploring the
independent variables of using YouTube behavior in Taiwan. This study divides motivation
into seven items, intrinsic motivation including entertainment, escape, passing time and self-
status seeking ; extrinsic motivation including giving information, information seeking, and
social interaction as independent variables of stickiness. This study totally clollected 284
valid samples. Besides, this study uses structural equation model as main tool for data
analysis and tests the theoretical models. The empirical results show that in the process of
using YouTube, entertainment, passing time, giving information and information seeking are
the main motivations for people continuing to use YouTube. But escape, self-status seeking,
social interaction are not the main motivations for people continuing to use YouTube.Besides,
in the process of using YouTube, the continuance motivation of the audience will positively

influence stickiness.

Keywords: Online video platform, Motivation, Stickiness, Uses and Gratifications Theory
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