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ABSTRACT

Online video media share a great part of similar attributes with traditional mass
media. They also bear some fresh features of Web 2.0, such as integration,
interactivity, both synchrony and asynchrony, which break the traditional pattern
of media viewing and using. They allow for new forms of user activities and offer
the user a participatory experience/role so as to facilitate the evolution and
dynamic reintegration of the networked society as well as the whole social
environment. Online video media have therefore been drawing lots of attention
from both the industry and academic field since the emergence.
The aims of this research are to: 1) investigate uses and gratifications
theorizations in the era of Web 2.0, with online video media the typical target, by
finding out the wide and coherent spectrum of online video media usage
motivations and gratifications; 2) construct a comprehensive framework of online
video media uses and gratifications from integrated and interdisciplinary
perspectives; 3) verify the interactive relationships between or among the
variables presented in the framework.
Survey is adopted for data collection in this study. Convenient sampling and
snowball sampling are used. A total of 470 respondents in mainland China
complete the questionnaire online, in which 462 are online video media users and
the rest 8 are non-users. The online video media uses and gratifications items are
then subject to principal components factoring with varimax rotation. Seven
factors are identified to explain 67.31% of the variance.
Results indicate that the nature of device is a potential source of resulting in
unique media outcomes, and habitual behavior of mobile video use has become a
part of netizens’ life. More importantly, significant differences in both motivation
and gratification between the two user identities are found. Besides, different
genres of media contents are related to different motivations and gratifications,
and may predict different degrees of interactivity. Moreover, results show that,
people in different types of emotions (positive and non-positive) tend to arouse
different motivations and attempt to seek different gratifications. Investigation
also detect the relationships among dependency, activities after use and attitudes
during the motivation and gratification process. It is concluded that, online video
media usage is a spiral feedback process of dependency, activities after use and
attitudes. During the process of motivation and gratification, people gain
experience and derived perceptions, and the beliefs/loyalty gradually forms.
Online video media usage is an interactive and dynamic process. During the
process, user interacts with the media as well as with other users in the networked
society. Though media culture, media literacy and social participation are still
weak and limited in the domestic networked society, online video media user
exhibits more active, intentional and conscious actions, which is distinguished
from traditional mass media audience.
In general, this study contributes to the understanding of user’s behaviors, needs
and the effects of the new media.
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Chapter 1: INTRODUCTION 
 

1.1. Industry Background and Research Aims 

We have been moving into the phases of the “network society” (Castells, 2000) 

and the “mobile network society” (Castells et al., 2007), in which many of the 

educational, information, social, and entertainment functions of communication 

are brought into play (Nabi & Oliver, 2009). “With a range of functions that cover 

the gamut of media history, contemporary media cater to individual needs via 

media environments that are convergent: overlapping and complementary” 

(Papacharissi, 2008:144). Online video media is a representative one which is 

playing an increasingly weighty role in people’s life. 

Within the two or three years after 2005, hundreds of online video services sprung 

up in mainland China. Activeness, freedom, unlimited time and free from 

inhibitions are the main reasons why users may prefer to watch dramas and TV 

programs on online video media. These merits also make online video media 

popular and sought-after among Chinese netizens since its emergence. In recent 

years, the competitive status in video industry faced dramatic changes. Several 

major video services remain top ten in the industry, such as Youku-Tudou, 

iQIYI-PPS, Tencent, Sohu, LeTV and PPTV, which own the largest part of user 

scale.  

According to the “35th China Internet Development Statistic Report” released by 

the China Internet Network Information Center (CNNIC), by the end of December 

2014, the number of online video users on domestic online video services reached 

433 million, representing a growth of 4.78 million over the end of the previous 

year, and with a 66.7% penetration among 649 million Chinese netizens. Online 

video has even exceeded information search to be the dominant online service, 

with the largest monthly user coverage. Data also indicated that portable internet 

access devices were rapidly accepted by burgeoning China market. The 

percentage of netizens accessing internet via mobile phone/smartphone has grown 

from 81% (in 2013) to 85.8% by the end of 2014. On the other hand, China had 
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the highest tablet internet penetration around the world as well (CIW, 2014), 

reaching 35% in Q4 2014. The popularization of mobile devices (smartphone and 

tablet), mobile WiFi and home wireless network (HWN) stimulates the rapid 

growth of video media users on mobile terminals. Besides, mobile video media 

caters to people’s needs of making good use of fragmented time. People are no 

longer confined to a particular program spot but instead could “tune in” to the 

mobile video app at any time to enjoy the program, to participate in the activities 

involved with the program like comments and discussions, or to share other 

information in video form.  

Online video media habits on both PC and mobile devices are forming. The theme 

of online video service development in China has transformed from “increase of 

penetration” to “deepened degree of usage” (CNNIC, 2014) and “integration of 

usage” (CNNIC, 2015). How media usage intention can be motivated and 

maintained, how the degree of user's satisfaction along with their perception, 

emotion and activity after use can be enhanced, have always been the 

inconsumable issues that both the media industry as well as communication 

scholars are considering. 

However, little is known about viewers’ motivations for accessing content in a 

whole range of online video media, the extent to which these are different from 

traditional TV viewing motivations, and how viewers find out about the content 

(Bondad-Brown, Rice & Pearce, 2012).  

Online video being a digital medium which is articulated with various 

technologies of devices such as computer, smartphone and tablet being used as the 

message carrier, might show similarities as well as distinctions among different 

technological platforms. On the other hand, online video media as a tool integrates 

functions in multiple dimensions. Users in the context of online video media are 

divergent and diversified: a part of them only stick on one certain function 

(usually, viewing) of the media to the neglect of others (e.g., commenting, sharing 

or uploading), another part find additional functions like commenting and sharing 

as alternate choices to satisfy their interpersonal needs, some others enjoy being a 
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content creator so as to best fulfill the unique needs which can only be achieved 

by uploading. User may seek out specific content source (can be a specific genre 

or theme) that “best fulfills their needs”, or user may has “alternate choices to 

satisfy their needs” (Blumler & Katz, 1974; Wikibooks, 2013: 37), even that user 

may keep wandering among different genres or themes of content aiming to fulfill 

their everchanging and insatiable desires. 

The forte of the uses and gratifications (U&G) perspective is known as its 

applicability to a variety of media contexts, and to describe, explain, and expect 

media uses and consequences. Although the context and people’s interests are 

diversified, uses and gratifications studies are apt to “share a common frame of 

analysis that focuses on motivations, social and psychological antecedents, for 

cognitive, attitudinal, or behavioral outcomes” (Papacharissi, 2008: 139). Thus, 

uses and gratifications perspective can be applied to explore the basic reasons 

both for the similarities and distinctions of online video media usage among 

different users. 

When investigating overlap among the niches of different mediums or platforms, 

uses and gratifications can also be employed, from the comparative perspective, to 

understand how users may alternatively select and what they differently expect of 

diverse devices / platforms for the same information content. 

How online video influence and be influenced by its user on technology as well as 

on content aspects, how users interact each other within the network of online 

video media, how user is informed, educated, entertained or cultivated by the 

media or other user, and how usage behavior, emotions, attitude, motivations and 

gratifications form and influence with each other during the usage process, then 

become the interesting questions for answering. 

In general, this study serves to: 1) investigate users and gratifications theorizations 

in the era of Media Effect 2.0 and in the context of newer media, with online 

video media the typical target, by finding out the wide and coherent spectrum of 

online video media usage motivations and gratifications; 2) summarize the 

process and framework of online video media uses and gratifications from 
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integrated and interdisciplinary perspectives; 3) present the interactive 

relationships between or among the variables like user behavior and type of use 

(regarding user identities as content viewer and contributor, device adoption, 

selections among various content genres/themes, dependency of use including 

frequency and duration), emotions, attitudes, activities after use, motivations and 

gratifications.  

 

1.2. Overview of Chapters 

Chapter One introduces about industry background, research motivations and 

aims. An overview of subsequent chapters is also listed here.  

Chapter Two is the review on online video media development and previous 

studies related to online video media usage. 

Chapter Three comes to the methodology. In order to answer the research 

questions and to test the proposed hypotheses, method of questionnaire survey has 

been adopted. Variable definitions and questionnaire design are explained. Process 

of sampling and surveying is introduced.  

Chapter Four is data analysis. Descriptive statistics and findings through 

hypotheses testing are presented.  

Chapter Five is discussion and conclusion. It summarizes the results and answers 

the research questions; further discusses several non-hypothesized findings; 

considers the limitations of the study; summarizes the research contributions, and 

suggests future directions for research on online video media. Lastly, it makes a 

conclusion of the whole study.  
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Chapter 2: LITERATURE REVIEW 

 

The development of online video media, and interactive influences between the 

society (in four dimensions: policy, economy, technology and culture) and online 

video media (including its users), are introduced in the context of mainland China. 

Previous uses and gratifications studies on online video media are then introduced, 

along with the research on Internet, mobile phone, social media or user-generated 

content, all of which are tightly related and sharing similar characteristics. 

Theoretical framework is then built in articulation with elements like user 

behavior, motivation, gratification, emotion, activities after use, and attitude. 

Interactive relationships between or among variables are proposed, from which 

three research questions and nine hypotheses are derived. 

 

2.1. Development of Online Video Media 

Media (e.g., online video media) within the Internet / mobile Internet have 

become a key sector that affects the development of our society and economy and 

changes people’s lifestyle. But when we trace back to the foundation of how the 

media per se develop, influences of the society on various aspects should be 

undoubtedly acknowledged. It is asserted that media are the product of political 

and economic development, scientific and technological progress, and cultural 

advancement. In other words, the development of our society including policy, 

technology, economy as well as culture pushes forward the improvement and 

revolution of online video media industry. 

Therefore, we may conclude a symbiotic and interactive relationship between 

media and society (Gong, 2007). Elaborations should be given, on how each of 

the political, economic, technological and cultural parts of the society interacts 

with online video media industry. 

 

2.1.1. Media Policy and Online Video Media 

Traditional media pattern or institution is highly concerned with social decision 
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scheme within the country. Under the social system, media management is 

endowed with specific social intentions, while management decisions would 

directly affect the concrete operations of media industry. Media system in China is 

undoubtedly dependent on the power structure of the society.  

However, the emergence of the Internet and newer media, like online video media, 

has resulted in the decentralization (Negroponte, 1996) of media power. In 

contrast with the mass media that are strictly controlled by the government and 

propaganda organ (Zhang, 2011), the newer media become the fairyland where 

people can feel free to choose what they want to receive, express themselves and 

exchange information (Xu & Wang, 2011; Liu & Rong, 2012).  

Although the network-based media environment is inclusive of much more free 

and fair discourse power distributed than propaganda-type mass media in 

mainland China, the ruling class would never lose its scepter. Online video media 

still remain “subject to political, economic and legal regulation” (McQuail, 

2005:86).  

Online video media content (especially the drama, movie and reality show from 

US, UK, Korea, Japan, etc.) enables closer and varied contact with the Western 

culture. It is believed a convenient way for the permeation of ideology (Xu & 

Wang, 2011) or cultural aggression (Jia, 2010; Wu, 2013). Regulators like the 

State Administration of Radio Film and Television (SARFT) and the Ministry of 

Industry and Information Technology (MIIT) then put efforts to reinforce control 

by establishing surveillance regulations and self-censorship rules regarding 

copyright importing.  

Status quo of online video industry in China regarding the policy aspect presents 

the essence of Marxist position, that the government tries its best to extend the 

control, sets limits, and masters the direction and pace of online media 

development (see Zhao, 2008; 2014). In the relationship of dominance, the 

government being the ruling class, standardizes, routinizes and controls the 

production. Content within online video media is then selective by regulations and 

standard rules which are set by the government. In way of unrelenting censorship, 
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the government exerts its political power along with endless introductions of new 

policies and rules, which lead to the everchanging direction of development of 

online video media as well as the industry. In turn, due to the constantly changing 

conditions of the media, policies keep changing as well, which serve to the 

alterative forms of political control for the government so as to re-fulfill its 

gate-keeping role. 

 

2.1.2. Economy and Online Video Media 

Media activity is an economic process leading to the commodity. No one could 

deny that media institution is part of the political-economic system. It is evident 

that media have an economic cost and value (Weber, 1978), and that they are an 

object of competition for control and access.  

Power of ownership is with tendencies for mergers between electronic hardware 

and software industries (Murdock, 1990; McChesney, 2000, 2015; Wasko, 2004), 

and traditional mass media are now facing cruel challenges from the newer media 

firms. Content advantage also makes online video more widely adopted in place 

of traditional television and makes it thrives in networked society. Traditional 

media no longer hold significant market share as before. In stead, online video 

media is occupying a larger domain. 

Under the market mechanism, media economy relies heavily on the social and 

economic power (the sponsor, to a large extent, is the advertisers) (Weber, 1978; 

Ma & Bao, 2012). Online video media then deliver viewer’s attention to 

advertisers and shape the media consumption behavior in certain ways (Smythe, 

1977). Content and marketing strategy on each service platform may be 

diversified and responsive to the demand of its users so as to achieve a larger user 

scale. 

In the coming years, as the mobile client commercialization deepens, copyright 

contents (TV dramas, variety shows, sporting events and so on) are introduced 

continuously and user generated video enters a mature stage, online video 

market is keeping a relative high growth, according to iResearch (CIW, 2014). 
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With the larger group of users, the problem for online video advertising about 

being too small-scale on target reach, can be solved. Being confident of a bright 

prospect of video industry, advertisers are willing to put more investments (in 

various forms including product placement) on online video services. On the other 

hand, mobile video applications reconstruct business model of the industry 

regarding traditional advertising, and result in the rapid growth of the online video 

economy scale. 

The development of economy and online video media are so bound together that 

neither is conceivable without the other. 

 

2.1.3. Technology and Online Video Media 

Development of communication technology can change or add characteristics and 

functions of the media, and in turn have an influence on personal experience 

gaining, human interactions, and even social structure (Meyrowitz, 2009; see also 

the theories of McLuhan).  

As “new communication revolution alters the fundamental nature of traditional 

media functions (e.g., news gathering, editorialization, education, entertainment), 

and the market adjusts”, newer technologies then “better serve media’s newer 

functions (e.g., social networking, user-generated communication)” (Nabi & 

Oliver, 2009:16). People’s use of online video media as the “extensions of man” 

themselves (McLuhan, 1994) is then given more meanings regarding not only 

instrumental but also interpersonal aspects, which makes the online video media 

considerably popular. 

Popularization of newer technologies provides great support for the speedy and 

flourishing development of online video media, which also changes people’s 

media usage behavior. Tri-networks integration of telecommunications network, 

cable TV network and the Internet, provides new opportunities for online video 

media using on diversified platforms and devices. Online video media is no longer 

just relied on PC as carrier fixedly in a place. Therefore, people’s duration and 

frequency of online video media usage have been increased.  
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Furthermore, newer technologies have facilitated and provided good conditions 

for online video media usage and penetration in China, during which traditional 

social structure has been reconstructed and the traditional reporting system has 

been challenged. On one hand, the newer media, like online video media, has 

opened up new ways of information spreading that the bound between public and 

private sphere has been obfuscated (Zhang, 2013) and that everyone has the 

discourse power of taking part in public affairs. On the other hand, portability and 

accessibility of mobile devices enable people to use the media at any time, an 

eyewitness can even be the reporting hero uploading and telling the story to others 

faster than those in the news van. 

 

2.1.4. Culture and Online Video Media 

It has been asserted by scholars like McLuhan and Meyrowitz that newer media 

create a new social environment in which the real world along with time and 

space is reconstructed. Media environment is not a just window but a networked 

society in which culture and reality are reflected and represented by the virtual 

world itself. Furthermore, the way in reshaping social behavior may even exceed 

the specific content transformation itself only (Meyrowitz, 2002). Newer social 

behaviors and cultures are then generated within the society of online video media, 

and returned to the reality. 

Watching online video in whatever ways has become a popular culture. Media 

users then assimilate the content to “fulfill their needs or to satisfy their interests” 

(Lowery & DeFleur, 1983; James, 2006:35). At the same time, online video 

contents we watch or produced, to a great extent, are blended with diversified 

cultural elements including popular culture itself as well as grassroots culture, 

international culture, cross-culture and subcultures.  

It is believed that video entertainment has become a lifestyle. Online video media 

has not only been an unlimited space for the development and representation of 

popular culture, grassroots culture as well as international culture; but also 
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become a garden of spiritual sustenance for the otaku1, and a stage for the kuso2

Generally speaking, online video media and culture / subculture interact and 

buttress with each other. Online video media, like mass media that are 

conceptualized by many scholars as “the mediation of contact with social reality”, 

may indirectly form our perceptions of groups and cultures to which we originally 

do not belong (see McQuail, 2005: 82). While, since the system of networked 

society in online video media environment is operating, culture in this society or 

sub-culture within the group of network community, may be shared, formed, and 

developed. Content within online video media may then be understood as 

“cultural artifacts”. 

.  

 

In general, society and media are interdependent (in two-way influence) with each 

other. The influences on various aspects are interweaving constantly (Clark, 1969, 

2010). Similar to mass media, the online video media institution is also “part of 

the structure of society, and its technological infrastructure is part of the economic 

and power base, while the ideas, images and information disseminated by the 

media are evidently an important aspect of our culture” (McQuail, 2005:78). 

Furthermore, the media “respond to the demand from society for information and 

entertainment and, at the same time, stimulate innovation and contribute to a 

changing social-cultural climate, which sets off new demands for communication” 

(2005:80). 

 
2.2. Previous Studies Related to Online Video Media Usage 
Uses and gratifications research has shown that “people choose among 

interpersonal and mediated channels”, “depending on availability and individual 

perceptions of a medium”, so as to satisfy “interactive and informational needs” 

                                                        
1 “Otaku is a Japanese term that refers to people with obsessive interests, commonly the anime and manga 
fandom. Its contemporary usage originated with Akio Nakamori's 1983 essay in Manga Burikko.” (quoted 
from Wikipedia) 
Nowadays, “otaku” can represent a broader group of people who always stay indoors and don’t like outdoor 
activities. 
2 “Kuso is the term used in East Asia for the internet culture that generally includes all types of camp and 
parody.” (quoted from Wikipedia) 
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(Rubin, 1994, 2009). People are active participants who purposively select their 

media content, influenced by their motivations and past media gratifications 

(Bondad-Brown et al., 2012). 

A dominant forte of the uses and gratifications approach is its “inherent ability” to 

interface interpersonal and mediated communication (Rubin & Rubin, 1985, 

2001). In the contemporary environment that traditional and newer digital 

technologies are converging, mediums are selected by users for their “availability 

to simultaneously sustain multiple and diverse channels of communication as well 

as to fulfill their interpersonal and mediated needs” (Papacharissi, 2008: 144). On 

the other hand, users sustaining different levels of communication (interpersonal, 

organizational and mass) within a same channel can be possible in this 

environment, as well as the uses and gratifications with a perspective of 

articulation. As individuals select among media that allow them to be engaged as 

viewers, users, or content contributors / producers, the functional alternatives then 

may illuminate individual choices, behaviors, and consequences.  

With the interpersonal and mediated motivations that have been explored, as well 

as social and psychological antecedents and possible communication outcomes, 

uses and gratification theory is deemed to be an ideal framework for the study of 

usage of not just traditional but also newer media, like online video media which 

is integrated, interactive, both synchronous and asynchronous, with its 

explanatory power. 

 

2.2.1. The Uses and Gratifications Perspective  

Uses and gratifications theory presents a strong theoretical perspective, with a 

history that spans over seventy years. Taken from a “psychological 

communication perspective”, uses and gratifications theory assumes people 

“communicate or use media to gratify needs or wants” (Papacharissi & Rubin, 

2000). In contrast to other traditional media effects theories that assume audiences 

are homogeneous and anonymous, uses and gratifications theory focuses on the 

personal active and goal oriented use of media and respond to media gratifications 
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of “social or psychological needs of the individual” (Blumler & Katz, 1974), and 

assumes that audiences have their media consumption in their own power and 

play an active role in interpreting as well as integrating media into their own lives. 

The uses and gratifications approach has been quite “fruitful in understanding 

user's motivations and concerns for using various media” such as radio, TV, and 

the Internet (Eighmey & McCord, 1998; Luo, 2002). 

Referring from Papacharissi (2008), uses and gratifications studies would be 

focused on understanding how a specific media put to use, “which factors mediate 

that use”, and “what types of consequences follow this use”. Therefore, the studies 

would “seek to identify motivations” for the media, specify “social and 

psychological dispositions” that influence these motivations, and understand how 

“motivations and dispositions” combinedly connect to “patterns of use and other 

behaviors, attitudes, or cognitions” (Papacharissi, 2008: 145).  

Nowadays, uses and gratifications continues to be useful in providing some 

distinctions among media forms, and in helping differentially to explain usage of 

not only traditional but also newer media (Bondad-Brown et al., 2012). It is still 

being of its heuristic value in providing communication scholars a "perspective 

through which a number of ideas and theories about media choice, consumption, 

sense-making and even impact can be viewed" (Baran & Davis, 2009:266). The 

value of this theory is also visible in providing researches “a framework for 

understanding the processes by which media participants seek information or 

content selectively, commensurate with their needs and interests” (Katz et al., 

1974b; James, 2006:35).  

 

2.2.2. Related Studies 

People nowadays use mediums in an interconnected environment. The context not 

only enables, but also encourages people to use multiple communication channels 

concurrently, complementarily, and substitutively. And online video media is just 

such a tool that can make it. 
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Online video media in the era of newer technologies, allows for the binding with 

various devices like computer, mobile phone / smartphone and tablet using as the 

message carrier platform. Online video media as a bank contains massive amounts 

of media contents originally from both mass media and the Internet, in diverse 

genres or classifications like TV drama, news, film, variety show, sports program, 

music video, anime as well as micro-film and user-generated video. On the other 

hand, online video media as a tool integrates functions in multiple dimensions 

(watching, commenting, sharing or uploading), which user with dual identity as 

both content receiver and contributor is enabled, to some extent make online 

video media a type of social media. 

Interactivity has been repeatedly mentioned as a remarkable character of the 

Internet (Morris & Ogan, 1996; Rafaeli & Sudweeks, 1997) and the newer media 

after that. Sundar (2009) mentioned interactivity as the heart of Media Effect 2.0 

which “challenges the linearity of traditional theoretical models of media effects” 

(Sundar, 2009: 552). Online video media enables two-way communication in 

different levels and dimensions. 

Newer media breaks the routine to combine the both terms of interpersonal 

communication and mass communication as well as immediate feedback and 

delayed feedback. One-to-many communication on online video media platform 

enables synchronization of data. When comparing with ways that compel instant 

message exchange, asynchrony of online video media, reflected in the possible 

“delay” of process of information flow, feedback or interactive actions, shows a 

larger flexibility.  

Due to the characteristics as integration, interactivity and both synchrony and 

asynchrony, reasons and motivations for using online video media have also been 

integrated into and covered a considerably larger scale than many other media. 

These in turn provide a greater possibility for the extent of online video media 

effects to be broader or even deeper than the extent of effects of many others. 

Thus, previous studies should be reviewed not only on the user-generated content 
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or online video media itself, but also on related others like the Internet, mobile 

phone / smartphone, and social media. 

Contemporary communication studies explore dominant trends in uses and 

gratifications research and apply the framework for the studies of new media and 

genres in the context of ICT and media effect 2.0. Previous researchers extend the 

scope of their studies by adding antecedent social and psychological variables not 

previously explored. Considerable attention has also been devoted to the 

informational and social uses of newer media and devices. Social connectivity 

enabled by newer media has also drawn attention from researchers. 

 

1). Studies on Internet usage 

Exploring motivations for Internet use had been the most popular sector of uses 

and gratifications research since the advent of the Internet. Most motivation 

studies on Internet were grounded in some or all of the following dimensions: 

“relaxation, companionship, habit, passing time, entertainment, social interaction, 

information/surveillance, arousal, and escape” (Lin, 1999; Wikibooks, 2013).  

Several outstanding pioneer Internet motivation research were listed by 

Papacharissi (2008): Garramone, Harris, & Anderson (1986); Perse & Courtright 

(1993); Perse & Dunn-Greenberg (1998); Stafford, Kline & Dimmick (1999); 

Valkenburg & Soeters (2001).  

Since the beginning of 21st century, studies on the Internet have been even hotter 

and diverse. In the study about the Internet as an alternative to television viewing, 

Ferguson and Perse (2000) found learning to be the most salient motive for surfing, 

followed by information and entertainment.  

Following the steps of Newhagen and Rafaeli (1996), Papacharissi and Rubin 

(2000) examined ritualized and instrumental uses of the Internet, and found the 

medium to be a functional alternative for “people with diminished mobility, 

economic security, and social interaction offline”, and also for people who “found 

face-to-face communication less rewarding”. In another study of chronic 

loneliness and online behavior, Leung (2001) found connections between 
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instrumental use of the media for the non-lonely, however shown no strong 

relationships between ritualized uses and the lonely group. In the same year, 

Weiser (2001) investigated the function of the Internet and its social and 

psychological consequences and found that the social and psychological effects of 

the Internet are dependent on the function it serves for the user (Powell, 2005). 

Papacharissi further researched the uses and gratifications of personal web page 

authoring (2002a, 2002b) and blogging (2007), to understand how they facilitate 

social environments and identity expression.  

Rooted from Ryan (1995) indicated that anonymity motivates freely and equally 

conversations among the Internet users. Anonymity was then identified as “one of 

the motivation factors for Internet use” in further studies by other scholars (e.g., 

McKenna & Bargh, 2000; Foo & Koivisto, 2004; Choi & Haque, 2002) 

(Wikibooks, 2013:42). 

Competitions exist “not only between the Internet and other traditional media, but 

among each options in the Internet itself as well” (Wikibooks, 2013:41). Thus, a 

part of researchers put their attentions on the variety of Internet use and make 

comparisons among different types applications or platforms on the Internet, or 

different brands of the same medium type (e.g., Shah et al., 2001; Howard et al., 

2001; Johnsson-Smaragdi, 2001; Kau et al., 2003; Roberts et al., 2004; Shih & 

Venkatesh, 2004; Brandtzæg et al., 2005; Selwyn et al., 2005; Nielsen, 2006; 

Jepsen, 2006; Horrigan, 2007; Heim & Brandtzæg, 2007; Barnes et al., 2007; 

Heim et al., 2007; Li et al., 2007; Livingstone & Helsper, 2007; Egea et al., 

2006)3

 

. 

2). Studies on mobile phone usage 

Some previous researches have made a connection between “the convenience and 

anonymity of online communication” and “uses of the Internet as a functional 

alternative” regarding to who find face-to-face communication not rewarding (e.g., 

                                                        
3 According to the dimension list provided by Brandtzæg (2010), on p.12. 
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Papacharissi & Rubin, 2000). Mobile phone can also fulfill the above advantages, 

and plus a persuasive one, that is mobility. 

Early in 2000, Leung & Wei summarized the following motivations for mobile 

phone usage: accessibility/mobility, relaxation, escape, entertainment, information 

seeking, coordination for business, socialization/affection seeking, and status 

seeking. They found “mobility, immediacy and instrumentality” the strongest 

instrumental motivations to predict the use of cellular phones, followed by 

“intrinsic factors” like “affection / sociability”. After then, Wei (2008) examined 

the expanded use of the mobile phone as “mass communications and 

entertainment”. He stated that mobile phone bridges interpersonal and mass 

communication. 

When intelligent hardware gradually took a large proportion in mobile device 

market, researchers on uses and gratifications theory shifted their focus onto 

smartphone or tablet users (e.g., Ha et al., 2015; Cheng, Liang, & Liang, 2014). 

Smartphone users’ motivations and their “degree of gratifications” after use were 

discussed by Hui & Ling (2010). And they found that the main motive that 

smartphone users can obtain maximum gratification is “relaxing and relieving 

stress” (Hui & Ling, 2010). 

Integrated with the “technology acceptance model” and uses and gratifications 

theory, Joo & Sang (2013) explored Koreans’ smartphone usage by investigating 

factors that “influence adoption and use” of smartphone among Koreans. They 

suggested that developers should pay attention to users’ “intrinsic motivations” as 

well as their “extrinsic perceptions” when they spread information system “with 

innovative and active features” (Joo & Sang, 2013). 

 

3). Studies on social media usage 

Social media that adnascent on the Internet and mobile phone, which to some 

extent shows similarity in attributes with online video and user generated content, 

then provide a functional alternative for individuals who do not feel comfortable 

to express opinions or feelings in a face-to-face setting. Moreover, for individuals 
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with little access to other channels of personal expression, social media and 

microblog could present a meaningful outlet.  

Smock et al. (2011) found differences between “motivations for both general 

Facebook use” and “use of specific features of the site”, and they revealed that 

“unidimensional measures of SNS use obfuscate motivations for using specific 

features”, thus they suggested to unbundling feature use of social network sites 

(SNSs) like Facebook. Wang et al. (2012) specified “dynamic uses and 

gratifications of social media (compared to other media) in the everyday lives of 

college students” and found that solitude and interpersonal support increase social 

media use, while “ungratified needs accumulate over time and drive subsequent 

social media use”. Leung (2013) examined the roles of “the gratifications sought” 

and of “narcissism in content generation” in social media and explored the 

“generational differences in motivations and in narcissistic personalities” when 

they predict the use of Facebook, blogs, and forums. 

On the other hand, “recent events indicate that sharing news in social media has 

become a phenomenon of increasing social, economic and political importance 

because individuals can now participate in news production and diffusion in large 

global virtual communities” (Lee & Ma, 2012: 1). For this reason, Lee & Ma 

(2012) explored the influences of “information seeking, socializing, entertainment, 

status seeking and prior social media sharing experience” on “news sharing 

intention”, drawing from both the uses and gratifications and social cognitive 

theory. Mobile SNS use was identified to be driven by social interactive 

gratification which exerted a significant effect on all other gratifications (Ha et al., 

2015). 

 

4). Studies on user generated content and online video 

Issues like user generated content and specific media like online video which 

developed with the Web and wireless networks have been investigated. The 

emergence of new media technologies has also provided communication 
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researchers with the opportunities to investigate media users not only as audiences 

or consumers, but also as producers.  

Early in 1996, Pavlik found the “personal control and power potential embedded 

in Internet use”. This type of use which “leads to increased self-esteem, 

self-efficacy, and even political awareness” (Lillie, 1997), has been modernly 

representative by users’ content generating. Courtois et al. (2009) distinguished 

different types of user generated content and utilized the uses and gratifications 

paradigm to investigate “how high- and low-frequency seeders differ in their 

overall gratifications obtained” by Internet use. Alıklıç (2010) discovered that 

people achieve public participation by generating their own creative content. 

User-generated media like YouTube and MySpace had been the popular research 

target by many scholars. Shao (2009) presented an analytical framework for 

“explaining the appeal of User Generated Market”. The motivations of YouTubers 

to produce videos about Islam were examined from the perspective of the uses 

and gratifications by Mosemghvdlishvili & Jansz (2012).  

Jiang & Leung (2012) supported and expanded understanding of the uses and 

gratifications theory by investigating the predictive power of “lifestyles, 

gratifications sought, narrative appeal, and demographics” on the “viewing 

preference for and frequency of American and Korean TV dramas” among 

Internet users in urban China. A canonical correlation analysis by Lee J. & Lee H. 

(2012) investigated “consumers’ motivations for watching online video ads” as 

well as the relationship between the five viewing motivations and “access 

characteristics of viewers”. Bondad-Brown et al. (2012) identified and compared 

motivations for traditional TV viewing and online user-shared video use as well as 

the influences among U.S. adult Internet users.  

Within the particular context, many researchers have focused their studies on user 

generated content, which makes it a spotlight in recent years. Besides, as is shown 

above, studies on online video are also newly sprung up. Study from Ongena et al. 

(2013) once revealed that “online video service held overlapping antecedents” but 

did show differences “in motivations and in perceived innovation characteristics”. 
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Yet few research make comparisons among various online video services or 

investigate into the differences.  

In this research, attention is paid on the variety of online video media uses and 

gratifications. There are comparative analyses between content viewer and 

contributor, among different genres of video, and among different devices 

regarding the PC, smartphone and tablet.  

 

2.3. Theoretical Framework 

2.3.1. User Behavior, Motivation and Gratification 

Online video media is playing an increasingly weighty role in people’s life that 

people are spending longer time with it. Fragmented use of online video media in 

fragmented time furthest helps to relieve from the psychological crisis modern 

people are feeling, and fulfills people’s diversified needs. User behavior and usage 

types of online video media are also diversified regarding the technologies, 

functions, content genres, venue, duration and frequency for using.  

Usage of online video media can be deemed as not only media outcomes but also 

media choice. Diversified user behavior may probably due to specific factors. 

Research has shown (e.g., Jiang & Leung, 2012) that preference for and frequency 

of using specific media contents can be predicted by people’s lifestyles or specific 

motivations. Degree of people’s usage activity may naturally vary based on 

different gratifications seeking and information selecting (McLeod, Kosicki, & 

Pan, 1991). On the other hand, people would also probably choose specific 

devices or identities based on specific needs. Gratifications they would obtain 

may then vary depended on different devices they are adopting, identities they are 

acting as and so on. 
 
2.3.2. Emotion  

Psychological state is a mental condition in which the qualities of a state are 

relatively constant while emotion refers to a short-lived, intense but more complex 

psychological state that involves components of subjective experience, 
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physiological response and behavioral/expressive response (Hockenbury & 

Hockenbury, 2007, 2010). Whereas, the state itself may be dynamic with emotion 

proceeds to develop. This research does not make definite distinctions between 

the psychological state and emotion, since the developing process between 

emotion and psychological state would be coherent and uninterrupted during 

user’s emotional involvement with media usage and thereafter. The term emotion 

is then used for describing people’s psychological state “before use” or “after 

use”. 

Research on media effect usually studies how user’s emotion is influenced when 

user gets involved with media. Emotional involvement is then an aspect of media 

effect, which refers to the getting caught up in the usage process, involves 

emotions in a range from satisfaction or happiness, to frustration or anger.  

Besides, emotion is asserted to regulate and impact the cognitive progress. On the 

other hand, psychologists believe that, emotion as the subjective experience in 

whether one’s needs have been satisfied, has an amplifying effect on needs (Wang, 

2004). Even a qualitative leap happens to make emotions the direct motivations. 

Emotion itself then functions as an incentive for behavior in which positive 

emotion to be the incentive for pursuance while negative emotion to be the 

incentive for elimination.  

Thus, this study has attached importance not only to whether different degree of 

gratification after media use results in different emotional outcomes, but also to 

whether user’s emotions in different dimensions have influences on motivation, 

media choice as well as the involvement process.  

 

2.3.3. Activities after Use , Beliefs and Loyalty 

Activities after media use are deemed as the directly reflections of media 

outcomes on psychological, behavioral and intentional levels. It occurs after 

media usage where information and gratifications “gained during usage might be 

of some future intra- or interpersonal utility” (Godlewski, 2005: 31).  

After using online video media, people may begin to internally interact with what 
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they see or use, that is, recall the plots in the videos or recall what they have done 

with the video service, leading to specific psychological reactions. For viewers, 

psychological reactions are about “how the program is developing, what the 

characters are doing, or how they would feel if what was occurring on the 

program were happening to them” (Godlewski, 2005: 25). For those who have 

commented, shared or uploaded, psychological reactions are about whether the 

message they generated has been accessed by others, how the disseminating 

process is developing, or how others feel about the content they have presented. 

Beside psychological activities, people would seek more related 

information/content. Later, they may continue to watch/ upload/comment/share 

the type of videos. And thus, beliefs are shaped, by repeating times of using that 

involvements on different levels have been experienced and, users assure what 

kind of message they would get and what kind of emotional state they would 

achieved from the usage.  

Beliefs can then lead to loyalty on usage about online video service(s) and 

behaviors. People tend to continue to use the same online video service(s) which 

is their favorite one(s). They are likely to depend on online video media (e.g., 

spend more time on it, use it more frequently, use it through more devices). Also, 

they would probably use other functions within the service more frequently. 

Further, they may recommend their favorite content or service to others. 

 

2.3.4. Attitude 

Before playing the role in forming online video media loyalty, belief is first a 

basis for user’s attitude toward online video media. In general cases, belief-based 

attitude makes users assure that they are thoroughly familiar with the properties of 

the media they are using and that they would be able to get certain types of results 

after using the media. This conception of evaluation is also tightly related with the 

“expectancy-value image” (O'Keefe, 2009). Within the socio-cognitive terms, 

attitude can then be deemed parallel to expectation, both of which follow from 

prior experience.  
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Specific media usage is asserted to be an overt media consumption behavior 

(LaRose & Eastin, 2004; LaRose, 2009) which is determined by expected 

outcomes that are resulted from previous usage. Attitude and expectation shape 

after media usage and directly return to impact user’s media choice and user’s 

specific media usage (usage of the online video media in the present case).  

Whereas, since media outcomes could be the effects of media itself as well as the 

media content, during the usage process, people’s cognitions, emotions, behaviors, 

habits and lifestyle could be affected purely by the technological functions, or 

functions based on the content within media, or likely, it is the mixing effect. 

User’s attitudes formed during the process could then be on various dimensions. 

These attitudes can about a) perceived usefulness, perceived ease of use, perceived 

playfulness, interface design, speed of accessing, security, service, all of which are 

related to technology acceptance and adoption (e.g., Davis, 1989; Venkatesh & 

Davis, 2000; Venkatesh, Morris, Davis, & Davis, 2003; Landrum & Prybutok, 

2004; Cheong & Park, 2005; Hou, Cai, Xia, & Zhang, 2011; Kuo, Wu, & Deng, 

2009; etc.), and; b) whether a rich variety of information resources are provided, 

whether the content quality is in high definition, and whether resources are 

updated in a timely manner which are related to information or content 

acquisition(e.g., Landrum & Prybutok, 2004; Cheong & Park, 2005; Hou, Cai, 

Xia, & Zhang, 2011; etc.). 

Questions are then raised on - whether each dimensions of attitudes toward online 

video media functions, as on the aspect of technology or content, has an impact on 

users’ media choice during their online video usage and; which dimension has the 

most significant impact. It is then indispensable to detect whether the attitudes on 

different dimensions can be the antecedents to choice of online video media in 

addition to being factors in influencing uses and gratifications. In other words, 

investigation should also be allocated on whether user’s attitudes toward an online 

video service are able to affect user's attention paid to or involvement with the 

content as well as the usage process, and in turn affects the social and 

psychological gratifications of the media user. 
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2.3.5. The Framework of Online Video Media Uses and Gratifications Process 

Based on and synthesizing from the above review, a framework is established to 

describe the online video uses and gratification process from integrated and 

interdisciplinary perspectives.  

As was mentioned by Williams et al. (1994: 478), communication theory in new 

media age would necessarily engage analysis on multiple levels. It also means that, 

phenomenon would be explained by articulations of diverse perspectives (Zhang 

et. al, 2008). Thus, this theoretical framework is not limited on one angle.  

 

Typologies: 

Despite the robustness of the classical lists of media use typologies, researchers 

always attempt to update and refine the typology. That is, when studying on a 

newer medium that convergent with functions out from the traditional field, we 

will continually find out new motivations and gratifications among media users 

(Angleman, 2000) and add them into our typology list. This research suggests a 

re-summary of the uses and gratifications typologies in two dimensions regarding 

to the features of online video media and newer media use from an integrated 

perspective.  

The functional dimension considers about the functions of online video media 

during the usage. In more detail, this dimension is about what types of roles the 

media are taking regarding different levels of communication. Because newer 

media have the capability to fulfill both interpersonal needs of expression (e.g. 

McQuail, 2005; Jiang & Leung, 2012) and social interactions (e.g. Rubin, 1983, 

1994, 2009; Wang et al., 2012), as well as mediated needs of surveillance (e.g. 

McQuail 1987, 2005) and information seeking (e.g. Rubin, 1983; McQuail, 2005; 

Leung, 2013), entertainment (e.g. Rubin, 1983; McQuail, 1987), pass time (e.g. 

Rubin, 1983; McQuail, 2005) or habit (Rubin & Rubin, 2001; Papacharissi, 2008), 

a combination of both aspects of motivations should be employed to 

understanding what levels of needs the media caters. This dimension then includes 
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mediated needs/gratifications and interpersonal needs/gratifications. 

The main force of uses and gratifications research has always been focused on 

social and psychological dimensions to further reflect the gratification concept of 

“media-person interactions” (McQuail, Blumler, and Brown, 1972; McQuail, 

1997, 2010). Giving overall considerations of the existing related U&G literature 

as have been mentioned earlier, and of, this study preserves the classic scheme  

(originally proposed by McQuail et al., 1972) of social and psychological 

motivations and gratifications in aspects of surveillance, diversion, personal 

identity, and personal relationships. These four aspects include the most important 

media needs and satisfactions (McQuail, 2010) which are re-summarized from 

typologies on various aspects from McQuail (1987, 1994, 2005), Rubin (1983, 

1984, 1994, 2009), Rubin & Rubin (1985, 2001), Lull (1980), Stafford(s) & 

Schkade (2004), Leung & Wei (2000), Leung (2013), Lee & Lee (2012), etc.: 

• Surveillance 

– finding out about relevant events and conditions in immediate 

surroundings, society and the world 

– seeking advice on practical matters, opinion and decision choices 

– satisfying curiosity and general interest 

– learning / self-education 

– gaining a sense of security through knowledge 

• Diversion 

– entertainment  

– mood improvement / excitement  

– emotional release 

– escaping, or being diverted, from problems 

– relaxing 

– filling time / passing time 

– habit 

– engrossment in a different world / unpredictability 

– getting intrinsic cultural or aesthetic enjoyment 
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– sexual arousal 

• Personal Identity 

– finding reinforcement for personal values 

– lifestyle expression 

– finding models of behavior / identity formation 

– gaining insight into one's self / identity confirmation 

– identifying with valued other (in the media) / social learning 

• Personal Relationships 

– having a substitute for real-life companionship / loneliness 

– finding a basis for conversation and social interaction / 

communication facilitation 

– enabling one to connect with family, friends and society / social 

contact 

– prying or gaining insight into circumstances of others / social 

empathy 

– identifying with others and gaining a sense of belonging / 

affiliation 

– helping to carry out social roles of competence or dominance 

– business coordination  

 

The Framework: 

According to the issues and literature mentioned in this chapter, a comprehensive 

framework (see Figure 2.1) is constructed, by integrating not only the classic uses 

and gratifications models but also models in other disciplines.  

From both of the macro and micro levels, the whole view of online video uses and 

gratifications process is presented. On the macro level, how the society, online 

video media as well as the media user interactively influences with each other is 

presented, with the combination of dimensions in media policy, economy, 

technology and culture. On the micro level, how an individual choose and use 

online video, how the individual is satisfied, and how the progress continues after 
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use, are articulated with potential relationships.  

The re-summarized typologies and some factors mentioned in this chapter are 

constructed into the main part of the research framework and the investigation in 

this study. They cover a variety of individual motivations and background, and 

provide explanations for variations in the process of online video sought for 

different gratifications. The framework then includes the following variables: 

1) Demographic variables  

– gender 

– age 

– education 

– income / monthly disposable amount  

– occupation 

– geography / geographic region 

– expertise 

2) Emotions 

3) Degree of use / dependency (e.g.: frequency, duration) 

4) Type of use  

– device 

– user identity 

– content / genre  

– pre-exposure involvement * (for viewer identity) 

5) Attitudes toward media function 

– technological function 

– content-based function 

6) Motivations 

7) Gratifications 

8) Activities after use 

 

The framework presents the dynamically circular process of online video uses and 

gratifications. Factors like emotions, dependency, usage types, and attitudes lead 
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to different motivations and gratifications. Activities after use which result from 

engagements and involvements during usage, then generate derived enjoyments 

and gradually form beliefs, which in turn impact and change user’s attitudes, 

emotions and subsequent uses in the future. In this framework, interactive 

relationships between or among variables are proposed, from which several 

hypotheses are derived. 

 
Figure 2.1. Framework of Online Video Media Uses and Gratifications 

Process 

 

2.4. Research Questions and Hypotheses 
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Drawing from the theoretical frameworks and research discoveries discussed in 

the above sessions, the research aims to resolve the following research questions 

and test the following proposed hypotheses in the context of mainland China.  

 

Research Questions 

Under the background of newer media and Media Effect 2.0, online video media 

owns complex features as being integrated, interactive, as well as both 

synchronous and asynchronous. Therefore, researcher should not only exam the 

reciprocal effects between online video media and its user in general, but also 

pays attention to the possible influence of the external factors such as device 

which is adopted by user as the message carrier, the functional perception of 

identity, and the internal natures of content. Comparisons among various 

technologies, identities and genres are then necessary.  

Research should first investigate, when equivalent contents and functions are 

provided on the online video media as a whole, whether different technological 

equipments would bring different choices or different gratifications obtained. If 

disparities do exist, what aspects of technology make and how the aspects have 

distinguishing effects on choice, usage or gratifications obtained. Research should 

then investigate, whether and how, the two different user identities, viewer and 

contributor, would function as different levels or dimensions of motivations, and 

further lead to different gratifications. Last but not least, research should pay 

attention to the possibly different motivations and satisfactions of different genres 

of content people using. Three research questions are then raised based on the 

interesting relationships between online video media use and motivations & 

gratifications, regarding three aspects of usage types: 

RQ1: Are there any differences of online video uses and gratifications among 

different media devices/platforms: PC, smartphone and tablet?  

RQ2: Are there any difference of uses and gratifications regarding to two different 

consumer identities: “viewer” identity and “contributor” identity? 

RQ3: Do online video users watch/comment/share/upload different genres of 
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online videos in order to seek and obtain different aspects of gratifications? 

 

Hypotheses 

In order to sufficiently answer the above three research questions, several 

dimensions are to be considered and investigated in which the following 

relationships and hypotheses are proposed.  

User behavior: 

Types of online video media use are diversified regarding various devices, 

identities and genres of content.  

Studies have found that devices may be the predictors for video usage 

urging/seeking for different gratifications. Stafford and Gillenson (2004) found 

that “mobile phone users did not seem to be motivated by any content-related 

reasons… instead, the users were much more likely to state speed, ease of use and 

connectivity, attributes associated with the device itself as the key factors in using 

their mobile phone” (Wu, 2010:28), while many studies shown that Internet users 

via a larger-screen computer tend to be highly driven by Internet contents. On the 

other hand, the act of contributing contents (in way of commenting, sharing or 

uploading) shows indication of participation distinguished from online video 

viewing. Usage with different identities (as content viewer or contributor) could 

be owing to different motivations of participation. For instance, content 

contributor (commenting, sharing or uploading) shows stronger initiatives of 

self-expressions and interactions than content receiver/viewer. While people’s 

motivations to use online video could also be that people want some specific 

genres of content to fulfill specific needs. Since certain genre has its unique 

characteristics, people may make choice according to specific information or 

gratifications they desire. 

In turn, the nature of device such as the screen size is asserted to be a potential 

source of resulting in unique media outcomes. Therefore, field of view would be 

one of the distinct and significant physical factors that influence the extent to which 

people feel gratified. After taking part in online video activities with different 
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identities, people should feel different levels of participation, so as to obtain 

different gratifications. Moreover, different genres of media contents would have 

different message features and emotional information that might impact what 

users have achieved from the content, which leads to various cognitive, attitudinal, 

affective, or even behavioral outcomes.   

Thus, H1 and H2 are established based on the above reasoning: 

H1a. Usages of different devices are related to different aspects of motivation. 

H1b. Usages of different identities are related to different aspects of motivation. 

H1c. Usages of different genres are related to different aspects of motivation. 

H2a. Usages of different devices are related to different aspects of gratification. 

H2b. Usages of different identities are related to different aspects of gratification. 

H2c. Usages of different genres are related to different aspects of gratification. 

 

 “Evidence for media having some effect usually requires that a variation in 

frequency of use, content, or aspects of particular technologies relates to the 

variation in some outcome” (Basil, 1992:4).  

It has been proved by psychological experiments that when people own the 

stronger desire and motivation to fulfill or obtain something, they tend to pay 

closer attention to and focus on the related gratification-achieving activities for a 

longer period of time. In other words, people would spend more time with media 

if they have more or stronger motivations to use media. When taking online video 

use in consideration, we may naturally get the hypothesis like H3: 

H3. There is a positive relationship between dependency (including frequency and 

duration) and motivation.  

 

Previous literature on media effects has given supports that people’s dependence 

on media could attribute the success to their enjoyment and satisfactions with 

media. With another perspective, due to the longer time people spend with media, 

they should have a higher probability to fully satisfy and obtain what they need. 

So H4 is proposed: 
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H4. There is a positive relationship between dependency (including frequency and 

duration) and gratification.  

 

Attitudes and Activities After Use: 

It is indispensable to detect whether the attitudes toward media functions on 

technological and content-based dimensions can be the antecedents to choice of 

online video media in addition to being factors in influencing uses and 

gratifications.  

On one hand, investigation should be allocated on whether user’s attitudes toward 

an online video service are able to affect user’s dependency on online video media 

usage. LaRose and Eastin (2004) mentioned that expected positive outcomes of 

media usage should cause further usage of that media. The more appreciative 

attitudes user maintains toward online video usage, the higher possibility that user 

increases the frequency and duration for using online video. Therefore, H5 is 

reasonable: 

H5. There is a positive relationship between attitude and dependency (including 

frequency and duration).  

 

On the other hand, investigation should also be allocated on whether user’s 

attitudes toward an online video service are able to affect user's attention paid to 

or involvement with the content as well as the usage process, and in turn affects 

the social and psychological gratifications of the media user. Previous research on 

audience activity and gratifications (e.g., Levy and Windahl,1984) detected that, if 

people perceived the more usefulness and enjoyableness of the specific audience 

activity, they might in higher possibility to obtain related gratifications. The 

situations can also be resulted that the more dimensions of media use are 

perceived as the advantages, the more dimensions of gratifications users may 

obtain. Studies even showed that attitudes on mobile devices could be positively 

related to engagement (Cheng, Liang, & Liang, 2015). More than that, results 

indicated that use attitude could directly and significantly influence loyalty 
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(Curras-Perez et al., 2014). Activities after use, deemed as the directly reflections 

of media effects on psychological, behavioral and intentional levels, would 

happen on different degrees along with different levels and amounts of 

gratifications. Thus H6-1 & H6-2 are established by the above reasoning: 

H6-1. There is a positive relationship between attitude and gratification.  

H6-2. There is a positive relationship between gratification and activities after use.  

 

Emotions: 

It is asserted that people use media to modulate their emotional states (e.g., 

Zillmann, 2000). People in different psychological states or emotions would then, 

tend to arouse different motivations and attempt to seek different gratifications 

(Nabi & Oliver, 2009). Especially when the emotions are classified in two 

opposite divisions (positive and negative), motivations for using online video 

should be differentiated. H7 is then established: 

H7. Different emotional types before use (negative, neutral, and positive) are 

related to different aspects of motivation.  

 

Related research (e.g., Beck, 1974, 2008; Bower, 1981; Peng & Zhou, 2005) has 

proved that, when people are in negative emotional states (especially in 

depression or anxiety), cognitive biases tend to happen during emotional 

information processing (Nabi & Oliver, 2009). These biases includes aspects on 

attention, elaboration, storage and etc., which underlies emotions’ effects on 

gratification obtainments. Thus H8 is proposed: 

H8. Different emotional types before use (negative, neutral, and positive) are 

related to different degrees of gratification. 

 

Driven by hedonistic desires, people strive to eliminate negative moods while 

“maintain and prolong positive ones” (Nabi, 2009, p.207). When more 

gratifications obtained, more positive emotions and higher level of positive 

emotions gained while less negative emotions and lower level of negative 
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emotions turned into. Thus comes H9-1 and H9-2: 

H9-1. There is a positive relationship between gratification and positive emotion 

after use. 

H9-2. There is a negative relationship between gratification and negative emotion 

after use. 

 

Testing the above hypotheses helps identify the interactive relationships among 

several elements in the use of online video media. Research questions can then be 

answered by interpretations of the findings. 
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Chapter 3: RESEARCH DESIGN 

 

In order to obtain an entire view, survey method was adopted for data collection in 

this study. Using survey as the main method was because survey could 

“accommodate large sample size, the response rate is higher, and be able to reach 

the units specified in the sample effectively and efficiently” (Malhotra, 2010; 

quoted from Tan, Kwek, & Li, 2013: 93). In order to meet the requirements of a 

conclusive research design, quantitative data which could describe the particulars 

of people’s online video usage and their states, was collected by the instrument of 

questionnaire. Since this study was stationed in mainland China and all the 

respondents were Chinese, questionnaire instrument used the native language (that 

is, Chinese). A part of measures were referred and thoughtfully translated from 

literature in English since related literature in Chinese did not find. Some of the 

items were adopted originally from reports and research in Chinese. The 

remaining part of measures and items were discovered and cross referred between 

literature in two languages. Nevertheless, the instrument had been bilingually 

prepared in both Chinese version and English version (see Appendix A and B). 

  

3.1. Target 

Population in this research was targeted on netizens who are residents in mainland 

China, excluding those in Hong Kong, Macao, Taiwan or countries overseas. 

Moreover, sample collected in this survey did not include foreign users (refer to 

users with other nationalities).  

 

3.2. Process of Sampling and Surveying 

The questionnaire survey investigation was implemented online, based on the 

online survey platform “Sojump.com”, from 15 January to 15 February, 2015. 

Before the officially launch of the questionnaire survey when the survey 

instrument had been programed into the online surveying website system in early 

January, 2015, a pilot study was firstly conducted on 10 conveniently sampled 
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respondents to test whether the logic settings and questions are readable and 

suitable. On the basis of the pilot study, wordings and settings in this 

questionnaire was slightly adjusted, making them easier to comprehend and 

applicable to compute. 

Convenient sampling of online questionnaire survey was first proceeded, by 

posting bulletins on several social media platforms such as Sina Weibo, Wechat, 

Renren and forums like Baidu Bar, about the related information as well as the 

questionnaire links. A broad range of people in the networked society were 

welcome and invited to participate in the ten-minute questionnaire survey. Due to 

the slow progress of convenient sampling, snowball sampling was also adopted, 

on the premise of confirming the samples are non-repeating with the conveniently 

selected ones. 

The sample consisted of a total of 470 respondents who completed the 

questionnaire, with 462 were online video media users and the rest 8 were 

non-users. The sample consists of a whole variety of demographics, and with the 

composition similar to the population structure of Chinese netizens as well as the 

online video media users.  

Data analysis in next chapter was focused on the 462 respondents who were 

online video users. The data from 8 non-users was not included in the analysis.  

 

3.3. Variable Definition & Questionnaire Design 

This study aimed to investigate and test the relationships between or among 

motivations & gratifications, media usage, attitudes, emotions and activities after 

use. The survey was then based on a battery of questions described under the 

following five parts: I. online video usage experience regarding various devices 

and services, dependency (including frequency and duration), and their attitudes 

toward media service selection; II. user preference (including questions about 

pre-exposure involvement and content genres for viewer, and only questions about 

content genres for commenter, sharer and uploader); III. emotions before and after 

use; IV. online video media motivations and gratifications; V. Activities after use. 
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According to different functional identities of user (watching, commenting, 

sharing or uploading), questions in part II, III, IV & V are designed in four 

versions. Respondent was asked to finish only one set of questions according to 

his/her identity. Items selected for indicating respondent’s identity helped to 

establish adoption group membership and respondent profile for later comparative 

analysis. Besides, individual characteristics such as demographics and operational 

proficiency with technological devices, were also addressed in the investigation. 

Definition of variables in this investigation is listed (see Table 3.1.). 

Table 3.1: Variable Definition 

Variable Definition 
Demographics:  

Gender "Male" or "female". 

Age Age group in: "19 or below", "20-24", "25-29", "30-34", "35-39", "40 or 
above". 

Education Education level on: "junior high school or below", "senior high school or 
technical secondary school", "junior college", "undergraduate or 
bachelor", "postgraduate, graduate school, master or above". 

Monthly disposable amount Level of monthly personal disposable amount on: "2000RMB or below", 
"2001-4000RMB", "4001-6000RMB", "6001-8000RMB", "8001RMB or 
above". 

Occupation Occupational status as: "full-time student", "heads or managers", 
"professionals or technicians", "office clerks", "sales or service personnel", 
"workers or equipment operators", "individual business owners", 
"freelances", "others". 

Geographic Region Current residence: province and city 

Expertise Level of familiarity and use of PC, smartphone and tablet on a five point 
scale: "novice", "advanced beginner", "competent", "proficient", "expert". 

Degree of use / Dependency:  
Frequency 1) Online video media general using - how often in a week people used 

online video media in the recent half year: "1day below", "1-2days", 
"3-4days", "5-6days", "everyday"; 2) frequency for use on specific online 
video services in the recent half year - "Youku-Tudou", "iQIYI-PPS", 
"Tencent", "Sohu" and "LeTV", on a five-point scale: "never", "rarely", 
"sometimes", "often", "always"; 3) frequency for specific function using in 
the recent half year - select one or more from the items 
watching/commenting/sharing/uploading, and indicate on a four-point 
scale: "rarely", "sometimes", "often", "always". 
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Duration How much time they used online video in the recent half year respectively 
on an average week day and a weekend day: "none", "1h or below", 
"1-2hs", "2-3hs", "3-4hs", "4-5hs", "more than 5hs". 

Type of use / Usage type:  

Device 1) Experience of online video  media use on PC, smartphone and tablet: 
"none", "1y or below", "1-2ys", "2-3ys", "3-4ys", "4-5ys", "more than 
5ys"; 2) the most frequently adopted device for online video media use in 
the recent half year: "PC", "smartphone", "tablet", "other". 

User identity Labeled as “viewer”, “commenter”, “sharer”, or “uploader”. The latter 
three are to be grouped as "contributor". 

Content / Genre 1) Frequency level of watching/commenting/sharing/forwarding specific 
genres - "TV drama/self-produced drama", "film," "variety show", "news", 
"anime", "music video", "sports program", "user-generated video", and 
"micro-film /advertisement" on a five-point scale: "never", "rarely", 
"sometimes", "often", "always"; 2) specific genres/themes of video 
contents people frequently upload - select one or more items from  the 
list of original or republished types. 

Pre-exposure involvement Actions once audience enters the service interface of online video media to 
reveal the level of activeness, intentionality and consciousness before use. 

Emotions Level of status respectively on “positive emotion before use”, “negative 
emotion before use”, “positive emotion after use” and “negative emotion 
after use”, on a 5-point scale: "never", "rarely", "sometimes", "often", 
"always". 

Attitudes Level of agreement of each statement about opinions when choosing the 
specific online video service(s), on a 5-point Likert scale: 1 = strongly 
disagree, 5 = strongly agree. 

Motivations Needs before media use in both mediated dimension (e.g.: surveillance 
and diversion) and interpersonal dimension (e.g.: personal identity and 
personal relationships). 

Gratifications Satisfactions after media use in both mediated dimension (e.g.: 
surveillance and diversion) and interpersonal dimension (e.g.: personal 
identity and personal relationships). 

Activities after use To what extent they participate in a variety of activities after online video 
media use on a five-point scale: "never", "rarely", "sometimes", "often", 
"always". 

 

Expertise 

Questions gathered information regarding respondents’ familiarity and use of 

Internet (including mobile Internet) and smart devices/technologies. In the 

acquisition and development of a skill, a person passes through five levels of 



 

 38 

proficiency. The scale of levels is derived from Recchiuti’s (2003) and 

Godwelski’s (2005) computer expertise measure.  

 

Frequency for specific function using - watching/commenting/sharing/uploading 

Respondents were asked to select one or more from the items to indicate which 

online video media function(s) (watch videos, make comments, share/forward 

videos, upload original or republished videos) they had ever used in the recent 

half year. Based on the item(s) they had selected, sub-question(s) in one-to-one 

correspondence with the item(s) would be shown for asking about their frequency 

of use of the specific function(s) on a four-point scale (1 = rarely, 2 = sometimes, 

3 = often, 4 = always). Previous literature had shown that the number of users 

who need to spend more time and effort on media usage (that is, contributing their 

own creation, knowledge or thinking, especially uploading videos) tend to be less 

than the number of users who only watch and receive content from the media. In 

order to collect enough and equivalent samples on each of the four functions 

usages, a purposive sampling logic was set, by firstly ranking the four 

sub-questions in the order of “uploading”, “sharing”, “commenting”, and then 

“watching”. Further, once the respondents answered the first shown sub-question 

by selecting the item number [2], [3] or [4], they would immediately terminate 

that part (neglecting the remaining sub-question(s)) and directly skip to the only 

corresponding section (neglecting other sections). While if the respondents 

selected the item number [1], they would need to continue the next sub-question, 

and so on. But when the respondents turned to ask the last ranked sub-question, 

frequency of “watching”, whichever the item among the four ([1], [2], [3], [4]) 

they selected, they would need to complete only the Section 1A [Online Video 

Viewing] and neglected other sections (1B, 1C, 1D).Respondents were to be 

grouped into “Viewer”, “Commenter”, “Sharer”, or “Uploader”, for further 

comparison. 

 

Audience’s pre-exposure involvement 
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It is essential to recognize that audience can be influenced by media messages as 

to be exposed consciously (actively) or unconsciously (passively). Audience may 

often be active in their content choice, but may also be passive or persuasive when 

recommendations of content are provided for choosing. Thus, this study also 

measured pre-exposure involvement especially for viewer as the content receiver 

who is unlike the content contributor that exhibits a more active, intentional and 

conscious involvement. A derived dimension of usage types regarding different 

levels of activeness, intentionality and consciousness in pre-exposure involvement 

like ritualized uses, instrumental uses, and other forms or functions for content 

selecting and retrieving activities provided by online video services, was 

considered. A series of five items describing multiple activities once audience 

enters the service interface were then designed to investigate different levels of 

pre-exposure involvement. The five items were “Search directly for the videos I 

want”, “Continue the videos from my ‘Play History’”, “Watch the videos from my 

‘Favorites’” , “Browse by category”, and “Select from the home page / 

recommended page”. Viewer respondents (n = 209) were asked to indicate their 

frequency levels of these different activities on a five-point scale (1 = never, 2 = 

rarely, 3 = sometimes, 4 = often, 5 = always).  

 

Attitudes 

Respondents were offered statements about opinions when choosing the specific 

online video service(s) and were asked to mark their level of agreement of each 

item on a 5-point Likert scale (where 1 = strongly disagree, 5 = strongly agree) to 

present their attitudes toward online video media functions. These measures were 

drawn from Yoo and Donthu (2001), Cheong and Park (2005), and Landrum and 

Prybutok (2004), and referred from Hou, Cai, Xia, and Zhang’s (2011) scale (in 

Chinese) on customer satisfaction and users' intention for the online video 

services which summarized most of the measures from the above scholars, 

regarding both, as on the aspect of technology or content.  
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Emotions Before and After Use 

In common research, broad labels were given and classified for emotions based on 

the polar divisions like positive emotion and negative emotion. To measure users’ 

psychological states before and after online video usage, respondents were then 

ask to mark the level of status respectively on “positive emotion” (this broad label 

was given to emotions like feeling amused/pleased, at ease/relaxed, 

cheerful/excited, content/delighted, encouraged/hopeful, calm, etc.), and on 

“negative emotion” (this broad label was given to emotions like feeling 

angry/disgusted, anxious/stressful/fearful, ashamed/regretful, bored, 

depressed/sad/miserable, embarrassed, frustrated/disappointed/hopeless, etc.), on 

a 5-point scale (from 1 = never, to 5 = always) and respectively before and after 

watching/commenting/sharing/uploading their favorite type(s) of videos. 

 

Motivations and Gratifications 

Measures for potential online video media using motivations and gratifications 

identified in previous literature, in both the mediated category (including two 

dimensions - Surveillance and Diversion) and interpersonal category (including 

two dimensions - Personal Identity and Personal Relationships), were integrated 

in the investigation. A total of 28 items consisted in the Online Video Media Using 

Motivations and Gratifications Scale correspondingly measured each of the 

motivation and gratification of online video media using based on the proposed 

typology list/structure (in Chapter 2). These items were derived, modified and 

integrated from past research regarding motivations or gratifications for online 

user-shared video / YouTube usage (Bondad-Brown et al., 2012; Haridakis & 

Hanson, 2009); Internet use (Papacharissi & Rubin, 2000; Emmanouilides & 

Hammond, 2000; Stafford(s) & Schkade, 2004); traditional TV viewing (Rubin, 

1983, 1984, 1994, 2009; Bondad-Brown et al., 2012); specific genres viewing 

such as reality-based program (Nabi, Stitt, Halford, & Finnerty, 2006; Barton, 

2009; Godlewski, 2005; Godlewski & Perse, 2010), news program (Vincent & 

Basil, 1997; ), and online video ads viewing (Lee & Lee, 2012); related devices 
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adoption like mobile phone (Leung & Wei, 2000); and usage of media with partly 

similar functions like social media or blog (Smock et al., 2011; Wang et al., 2012; 

Leung, 2013).  

Respondents were asked to indicate their opinions about the 28 statements 

respectively regarding motivations and gratifications when 

watching/commenting/sharing/uploading their favorite type(s) of online videos, 

by marking each of the items on a five-point Likert scale (1 = strongly disagree, 2 

= disagree, 3 = neutral, 4 = agree, 5 = strongly agree).  

 

Activities After Use 

Respondents were then asked to what extent they participate in a variety of 

activities after online video media use on a five-point scale (ranging from 1 = 

never, to 5 = always). Some items were taken from previously suggested and 

tested measures of online activities (Recchiuti, 2003; Godwelski, 2005). 

Additional measures were derived from online video website research (Hou et al., 

2011) and other interactive media literature (Liu, Marchewka, Lu, & Yu, 2005).  
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Chapter 4: DATA ANALYSIS 

 

In this chapter, descriptive statistics are presented with tables and figures, 

respectively in each component part. Items of online video media usage 

motivations and gratifications have been principal components factored into seven, 

with entertainment, information, emotional release, and passiveness as the 

mediated ones, personal identity, self-education and learning, social connection 

and interaction as the interpersonal ones. Each hypothesis has been examined and 

analyzed. In general, H1b, H1c, H2b, H2c, H3, H4, H5, H6-1, H6-2, H7, H8, and 

H9-1 have been supported, while H1a and H2a have been partly rejected, and 

H9-2 have been rejected. 

 

4.1. Descriptive Statistics 

4.1.1. Demographic Variables 

The sample represented a demographically diverse population. The demographic 

variables helped to describe the online video media user and to serve as control 

variables for checking whether they had the potential impacts on sample 

expressions. Although this sample was a mixed sample (as about one-third is from 

convenient sampling and two-third is from snowball sampling), the diversity of 

demographic and geographic characteristics within the sample population helped 

to ensure the universality of the collected data (see Table 4.1 (1)&(2)). The mean 

score for whole technology expertise was 3.75  (SD = .81, α = .70), with 

computer expertise as 3.86 (SD = .73), smartphone expertise as 3.93 (SD = .68), 

tablet expertise as 3.47 (SD = 1.02), which ensured respondents’ competent skills 

on technologies uses (see Table 4.1 (3)). 

Table 4.1 (1): Gender, Age, Education, Employment and Monthly Disposable Amount 

Variables  
Frequencies          Percentage   
(Respondents)           (%) 

Gender                                                     
Male 190                 41.10 
Female 272                 58.90 
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Age                                                     
19 or below 9                  1.90 
20 to 24 66                 14.30 
25 to 29 224                 48.50 
30 to 34 104                 22.50 
35 to 39 36                  7.80 
40 or above 23                  5.00 
Education                                                     
Junior high school or below 1                  0.20 
Senior high school / technical secondary school 10                  2.20 
Junior college 40                  8.70 
Undergraduate / Bachelor degree 361                 78.10 
Postgraduate / Master degree or above 50                 10.80 
Employment                                                     
Full-time student 39                  8.40 
Head or manager 96                 20.80 
Professional or technician 132                 28.60 
Office clerk 80                 17.30 
Sales or service personnel 59                 12.80 
Worker or equipment operator 11                  2.40 
Individual business owner  8                  1.70 
Freelance 10                  2.20 
Other 27                  5.80 
Monthly Disposable Amount                                                     
2000 or below 37                  8.10 
2001 to 4000 82                 17.70 
4001 to 6000 123                 26.60 
6001 to 8000 117                 25.30 
8000 or above 103                 22.30 

N=462 
 

Table 4.1 (2): Geographic Region 

Variables  
Frequencies          Percentage   
(Respondents)           (%) 

Geographic Region (in mainland China)                                                     
Eastern    149                  32.25  
Northern     26                   5.63  
Central     68                  14.72  
Southern    201                  43.51  
Western     18                   3.90  

N=462 
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Table 4.1 (3): Expertise 

Variables  
Frequencies 
(Respondents) 

Percentage   
(%) 

Expertise   
Computer Expertise   
Novice 4 0.87 
Advanced beginner 14 3.03 
Competent 91 19.70 
Proficient 285 61.69 
Expert 68 14.71 
Smartphone Expertise   
Novice 2 0.43 
Advanced beginner 7 1.52 
Competent 91 19.70 
Proficient 284 61.47 
Expert 78 16.88 
Tablet Expertise   
Novice 39 8.45 
Advanced beginner 16 3.46 
Competent 144 31.17 
Proficient 261 46.75 
Expert 47 10.17 

N=462 
 

4.1.2. Online Video Media Usage Experience 

Devices for online video media using 

Respondents showed a diversified range of using experience among three devices 

(see Table 4.2). The experience of online video media use was equivalent to more 

than 5 years on PC (SD = 1.47), 2 to 3 years on smartphone (SD = 1.46), and 1 to 

2 years on tablet (SD = 1.61). 

Table 4.2: Online Video Media Usage Experience on Different Devices 

Variables  Frequencies Percentage   
  (Respondents) (%) 

PC   
None  2 0.43  
1y or below  13 2.81  
1-2ys  31 6.71  
2-3ys  36 7.79  
3-4ys  38 8.23  
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4-5ys  62 13.42  
More than 5ys 280 60.61  
Smartphone   
None  6 1.30  
1y or below  24 5.19  
1-2ys  93 20.13  
2-3ys  123 26.62  
3-4ys  108 23.38  
4-5ys  47 10.17  
More than 5ys 61 13.20  
Tablet   
None  70 15.15  
1y or below  57 12.34  
1-2ys  123 26.62  
2-3ys  104 22.51  
3-4ys  63 13.64  
4-5ys  20 4.33  
More than 5ys 25 5.41  

N=462   

 

Most frequent adoption 

Respondents showed an average range of adoption on PC and smartphone: 

40.70% (n = 188) adopted PC most frequently, 40.30% (n = 186) adopted 

smartphone most frequently. Not surprisingly and similar to the official statistics, 

tablet usage ranked the third, with 18.60% (n = 86) adopted tablet most frequently. 

Additional responses mentioned "IPTV (Internet Protocol Television)" (0.40%, n 

= 2). Table 4.3 presents the counting. 

Table 4.3: Most Frequently Adopted Device for Online Video Media Use 

Variables  Frequencies Percentage   
  (Respondents) (%) 

Adopted Device   
PC 188 40.70  
Smartphone 186 40.30  
Tablet 86 18.60  
Others 2 0.40  

N=462   

 

4.1.3. Dependency 
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General using of online video media  

Responses showed that online video media was commonly used among a great 

proportion of users, and that online video media had occupied a considerable part 

of users’ daily life. Moreover, among all respondents, average online video media 

usage was 2 - 3 hours per weekday (M = 3.41, SD = 1.22) while usage duration 

was longer on weekend, that is, 3 - 4 hours per weekend (M = 4.64, SD = 1.44). 

Table 4.4 presents the distribution of respondents’ frequency and duration of 

online video media use.  

Table 4.4: Frequency and Duration of Online Video Media Use 

Variables  Frequencies Percentage   
  (Respondents) (%) 

Frequency of Use   
1 day below 26 5.63  
1 - 2 days 70 15.15  
3 - 4 days 134 29.01  
5 - 6 days 84 18.18  
Everyday 148 32.03  
Duration on an Weekday   
None  6 1.30  
1h or below  97 21.00  
1-2hs  182 39.39  
2-3hs  95 20.56  
3-4hs  50 10.82  
4-5hs  23 4.98  
More than 5hs 9 1.95  
Duration on an Weekend   
None  1 0.22  
1h or below  31 6.71  
1-2hs  71 15.37  
2-3hs  122 26.40  
3-4hs  102 22.08  
4-5hs  75 16.23  
More than 5hs 60 12.99  

N=462   

 

Frequency of use on specific online video services 

Respondents showed a diversified usage among the five main services (selected 

according to the related reports from iResearch and CNNIC, regarding their user 
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scale and influence in mainland China) (see Table 4.5). Whereas, uses of various 

services fell into rank similar with the official reports, that Youku-Tudou (M = 

3.74, SD = 1.08) was the most popular service fractionally exceeded iQIYI-PPS 

(M = 3.64, SD = 1.16), Tencent (M = 3.24, SD = 1.15) ranked in the middle 

followed by Sohu (M = 3.06, SD = 1.19) and LeTV (M = 3.05, SD = 1.22). 

Table 4.5: Use on Specific Online Video Services 

Variables Never  Rarely Sometimes Often Always Mean Std 

Youku-Tudou 
2.16 13.2 21.65 34.63 28.36 3.74 1.08 
(10) (61) (100) (160) (131)   

iQIYI-PPS 
4.11 14.07 24.68 28.35 28.79 3.64 1.16 
(19) (65) (114) (131) (133)   

Tencent 
6.49 21.86 28.36 27.92 15.37 3.24 1.15 
(30) (101) (131) (129) (71)   

Sohu 
9.52 25.76 26.84 24.68 13.2 3.06 1.19 
(44) (119) (124) (114) (61)   

LeTV 
11.47 22.29 30.52 20.78 14.94 3.05 1.22 
(53) (103) (141) (96) (69)     

N=462, % (person)        

 

Frequency for specific function using - watching/commenting/sharing/uploading 

Based on the item selected and the designed logic mentioned in previous chapter, 

respondents were divided into four groups for further comparison, with 209 

respondents labeled as “Viewer”, 51 respondents labeled as “Commenter”, 134 

respondents labeled as “Sharer”, and 68 respondents labeled as “Uploader”.  

Results present diversified frequency levels of specific function use among the 

four groups (see Table 4.6). 

Table 4.6: Specific Function Use 

Variables Rarely Sometimes Often Always 

Watching 
2.39 18.18 39.24 40.19 
(5) (38) (82) (84) 

N=209, % (person)   

Commenting 
- 50.98 41.18 7.84 
- (26) (21) (4) 
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N=51, % (person)   

Sharing 
- 47.76 45.52 6.72 
- (64) (61) (9) 

N=134, % (person)   

Uploading 
- 22.06 58.82 19.12 
- (15) (40) (13) 

N=68, % (person)   

Comparing with other functions, watching online video are the most frequently 

used function (M = 3.17, SD = .81), with 79.43% of “Viewers” often or always 

watch online video. 

In the “commenter” group (M = 2.57, SD = .64), 50.98% of the respondents 

sometimes comment online video, 41.18% often comment, and only 7.84% 

always comment.  

Similarly in the “sharer” group (M = 2.59, SD = .62), 47.76% of the respondents 

sometimes share online video, 45.52% often share, and only 6.72% always share.  

On the average, respondents in the “uploader” group often upload video content 

(M = 2.97, SD = .65), with 77.94% of the respondents often or always upload 

online video.  

 

4.1.4. Audience’s Pre-exposure Involvement 

Table 4.7 presents the frequency levels of different audience activities in 

pre-exposure involvement. Responses showed that, audience searched directly for 

the content they wanted most frequently (M = 4.19, SD = .83). In an often time, 

some of them also continued what they hadn’t finished previously (M = 3.57, SD 

= 1.15). A part of them sometimes selected content from the recommended list (M 

= 3.25, SD = 1.11) or from specific categories (M = 3.18, SD = 1.11). While many 

viewer respondents rarely watched videos from “My Favorites” or they seldom 

used that function (M = 2.66, SD = 1.20). From the descriptive statistics, a 

relatively high level of pre-exposure involvement with online video media is 

presented by highly instrumental use. In other words, online video viewer presents 

the more active pre-exposure involvement including stronger intention and 
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planning to watch the specific contents by consciously searching, which is quite 

distinct from traditional mass media audience who just passively receives 

information from the media. More importantly, because of the relatively strong 

intentions and motivations for online video media use, it is reasonable and 

suitable to investigate the online video usage process from the U&G perspective 

that considers it as a motivation - gratification process. 

Table 4.7: Audience Activities in Pre-exposure Involvement 

Variables Never  Rarely Sometimes Often Always Mean Std 

Search directly for the 
videos I want 

0.43  1.73  4.33  21.21  17.53  4.19 .83 
(2) (8) (20) (98) (81)   

Continue the videos from 
my “Play History” 

2.16  6.49  11.04  14.29  11.26  3.57 1.15 
(10) (30) (51) (66) (52)   

Select from the home page 
/ recommended page 

2.81  8.23  15.80  11.47  6.93  3.25 1.11 
(13) (38) (73) (53) (32)   

Browse by category 
3.90  8.01  14.50  13.85  4.98  3.18 1.11 
(18) (37) (67) (64) (23)   

Watch the videos from my 
“Favorites” 

8.87  12.55  12.34  8.01  3.46  2.66 1.20 
(41) (58) (57) (37) (16)     

N=209, % (person)        

 

4.1.5. Genres of Online Video Contents 

Usage for watching/commenting/sharing specific genres 

Responses showed that the top three popular genres of online video among viewer 

respondents were TV drama / self-produced drama (M = 3.91, SD = 1.03), film 

(M = 3.83, SD = .96), and variety show (M = 3.47, SD = 1.23) (see Table 4.8).  

Table 4.8: Watching Specific Genres 

Variables Never  Rarely Some-times Often Always Mean Std 

TV drama / self-produced 
drama 

3.35  6.70  17.70  39.71  32.54  3.91 1.03 
(7) (14) (37) (83) (68)   

Film 
1.44  7.66  24.40  39.71  26.79  3.83 .96 
(3) (16) (51) (83) (56)   

Variety show 
7.18  16.75  22.49  28.71  24.88  3.47 1.23 
(15) (35) (47) (60) (52)   

Music 
10.05  28.23  29.67  23.44  8.61  2.92 1.12 
(21) (59) (62) (49) (18)   
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Anime 
24.40  26.32  22.97  18.18  8.13  2.59 1.26 
(51) (55) (48) (38) (17)   

News 
14.35  38.28  28.71  12.92  5.74  2.57 1.07 
(30) (80) (60) (27) (12)   

Sports 
29.67  32.06  16.27  14.83  7.18  2.38 1.25 
(62) (67) (34) (31) (15)   

Micro-film / advertisement 
19.62  45.45  24.40  9.57  0.96  2.27 .92 
(41) (95) (51) (20) (2)   

User-generated video 
30.62  38.28  20.10  9.09  1.91  2.13 1.01 
(64) (80) (42) (19) (4)     

N=209, % (person)        

The top three genres respondents made comments on were to some extent similar 

to the watched ones, as being film (M = 3.67, SD = .86), TV drama / 

self-produced drama (M = 3.57, SD = 1.01), and variety show (M = 3.24, SD = 

1.26) (see Table 4.9).  

Table 4.9: Commenting Specific Genres 

Variables Never  Rarely Some-times Often Always Mean Std 

Film 
0.00  9.80  29.41  45.10  15.69  3.67 .86 
(0) (5) (15) (23) (8)   

TV drama / self-produced 
drama 

1.96  11.76  33.33  33.33  19.61  3.57 1.01 
(1) (6) (17) (17) (10)   

Variety show 
9.80  19.61  27.45  23.53  19.61  3.24 1.26 
(5) (10) (14) (12) (10)   

News 
11.76  17.65  35.29  31.37  3.92  2.98 1.07 

(6) (9) (18) (16) (2)   

Anime 
17.65  17.65  31.37  21.57  11.76  2.92 1.26 

(9) (9) (16) (11) (6)   

Music 
15.69  21.57  27.45  27.45  7.84  2.90 1.20 

(8) (11) (14) (14) (4)   

Sports 
21.57  13.73  27.45  29.41  7.84  2.88 1.28 
(11) (7) (14) (15) (4)   

User-generated video 
17.65  19.61  35.29  23.53  3.92  2.76 1.12 

(9) (10) (18) (12) (2)   

Micro-film / advertisement 
17.65  21.57  33.33  23.53  3.92  2.75 1.13 

(9) (11) (17) (12) (2)     

N=51, % (person)        

While respondents who shared online videos presented a variety, that more genres 

and themes of contents were shared than watched or commented. According to the 

responses, there were five genres of contents respondents shared in relatively 
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frequent times (that is, the frequency mean over 3): music video was the most 

popular genre to share (M = 3.55, SD = .99), variety show (M = 3.48, SD = 1.12) 

and film (M = 3.44, SD = 1.21) followed, then were news (M = 3.31, SD = 1.09) 

and TV drama / self-produced drama (M = 3.25, SD = 1.32) (see Table 4.13). 

Table 4.10: Sharing Specific Genres 

Variables Never  Rarely Some-times Often Always Mean Std 

Music 
2.24  11.19  33.58  35.07  17.91  3.55 .99 
(3) (15) (45) (47) (24)   

Variety show 
7.46  9.70  27.61  38.06  17.16  3.48 1.12 
(10) (13) (37) (51) (23)   

Film 
8.21  14.18  24.63  31.34  21.64  3.44 1.21 
(11) (19) (33) (42) (29)   

News 
5.97  19.40  23.88  39.55  11.19  3.31 1.09 
(8) (26) (32) (53) (15)   

TV drama / self-produced 
drama 

14.18  14.18  23.88  27.61  20.15  3.25 1.32 
(19) (19) (32) (37) (27)   

Micro-film / advertisement 
12.69  21.64  30.60  29.10  5.97  2.94 1.12 
(17) (29) (41) (39) (8)   

User-generated video 
17.16  19.40  32.84  28.36  2.24  2.79 1.10 
(23) (26) (44) (38) (3)   

Anime 
17.91  26.12  30.60  14.93  10.45  2.74 1.22 
(24) (35) (41) (20) (14)   

Sports 
20.15  24.63  28.36  16.42  10.45  2.72 1.25 
(27) (33) (38) (22) (14)     

N=134, % (person)        

 

Specific genres / themes of video contents people frequently upload 

Table 4.11 presents the diverse numbers of frequent uploaders on each of the 

specific genres / themes of online videos. Responses show that more than one 

third of users usually uploaded (republished) TV drama (n = 27, 39.7%), 

self-produced drama (n = 23, 33.8%) and film (n = 23, 33.8%). Surprisingly, 

news video ranked the top 4 genre which had been frequently uploaded 

(republished) among almost a quarter of the uploader respondents (n = 16, 23.5%). 

A part of the respondents indicated their frequent uploading of republished 

contents such as micro-film/advertisement, music and anime, as well as the 



 

 52 

original contents in the self-portrait shooting and funny themes. In general, 

respondents usually uploaded republished contents than the original ones. 

Table 4.11: Uploading Specific Genres 

Variables  Frequencies Percentage   
  (Respondents) (%) 

Republished (Multiple)   
TV drama 27 39.70  
Self-produced drama 23 33.80  
Film 23 33.80  
News 16 23.50  
Micro-film/advertisement 15 22.10  
Music 12 17.60  
Anime 11 16.20  
Variety show 7 10.30  
Documentary 2 2.90  
Sports 0 0.00  
Others 0 0.00  
Original (Multiple)   
Self-portrait shooting 13 19.10  
Funny 12 17.60  
Life 8 11.80  
Travel 7 10.30  
Fashion 6 8.80  
Game 6 8.80  
Music 5 7.40  
Micro-film/advertisement 5 7.40  
Anime 3 4.40  
Education 0 0.00  
Others 0 0.00  

N=68   

 

4.1.6. Attitudes 

Items were slightly adjusted and combined to create the attitude scale (M = 4.04, 

SD = .81, α = .84). Table 4.12 presents the ranked attitude items. 

Table 4.12: Attitude Measures 

Variables 
Strongly 
disagree 

Disagree Neutral Agree 
Strongly 

agree 
Mean Std 

1. It/They provide(s) a rich variety 

of online video resources  

0.22  2.38  10.82  39.61  46.97  4.31 .77 

(1) (11) (50) (183) (217)   

2. The resources and information 0.65  1.30  13.42  44.16  40.48  4.23 .77 
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are updated in a timely manner (3) (6) (62) (204) (187)   

3. It/They provide(s) online videos 

with higher definition (such as 

HD) 

0.65  1.73  13.20  44.59  39.83  4.21 .78 

(3) (8) (61) (206) (184)   

4. It’s/They’re easy or convenient 

to use  

0.22  2.60  17.32  43.94  35.93  4.13 .80 

(1) (12) (80) (203) (166)   

5. The speed of information and 

online video process is fast 

0.43  3.46  17.32  46.10  32.68  4.07 .82 

(2) (16) (80) (213) (151)   

6. I spent a good time when using 

it/them 

0.87  2.16  17.97  47.62  31.39  4.06 .81 

(4) (10) (83) (220) (145)   

7. It’s/They’re useful 
1.08  2.60  15.58  55.84  24.89  4.01 .78 

(5) (12) (72) (258) (115)   

8. It’s/They’re secure to use 
0.22  3.03  26.84  44.59  25.32  3.92 .81 

(1) (14) (124) (206) (117)   

9. The interface design is good 
0.22  5.63  30.95  43.94  19.26  3.76 .83 

(1) (26) (143) (203) (89)   

10. It/They provide(s) personalized 

service 

1.08  6.49  36.36  38.31  17.75  3.65 .88 

(5) (30) (168) (177) (82)     

N=462, % (person), Cronbach's Alpha = .84 

 

4.1.7. Emotions Before and After Use 

Table 4.13 presents the frequency levels of emotions before and after online video 

media use. Responses showed that, people were often in positive emotion before 

(M = 3.95, SD = 0.90) and after  (M = 3.97, SD = 0.78) using online video. 

Respondents were in negative emotion less frequently after use (M = 2.48, SD = 

0.92) than before use (M = 2.89, SD = 1.14). 

Table 4.13: Emotions Before and After Use 

Variables Never  Rarely Some-times Often Always Mean Std 

Positive Emotion Before Use 
0.65  7.36  17.10  45.89  29.00  3.95 .90 
(3) (34) (79) (212) (134)   

Negative Emotion Before Use 
8.87  33.98  27.92  18.18  11.04  2.89 1.14 
(41) (157) (129) (84) (51)   

Positive Emotion After Use 
1.52  3.25  13.64  60.39  21.21  3.97 .78 
(7) (15) (63) (279) (98)   

Negative Emotion After Use 
10.82  45.24  32.68  7.36  3.90  2.48 .92 

(50) (209) (151) (34) (18)     

N=462, % (person)        
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For testing proposed hypotheses, raw data about different degrees of positive and 

negative emotions before online video media use was then computed and coded 

into the three emotional types before use (1 = negative, 2 = neutral, 3 = positive). 

If the degree of negative emotion is higher than the degree of positive emotion, 

the case would be coded into negative type; if the degree of negative emotion and 

the degree of positive emotion are the same, the case would be coded into neutral 

type; if the degree of negative emotion is lower than the degree of positive 

emotion, the case would then be coded into positive type. Table 4.14 presents the 

number and percentage of each emotional type before online video media use (M 

= 2.48, SD = .71). 

Table 4.14: Emotional Type Before Use 

Variables  Frequencies Percentage   
  (Respondents) (%) 

Emotional Type Before Use   
Negative 59 12.77  
Neutral 122 26.41  
Positive 281 60.82  

N=462   

 

4.1.8. Motivations and Gratifications 

Table 4.15 presents the 28 statements of motivations (α = .92) and gratifications (α 

= .93) in which responses from the four divisions (viewer, commenter, sharer, and 

uploader) were put together to compute the mean scores and the standard 

deviations of each item (motivations, gratifications, and general).  

Table 4.15: Motivations and Gratifications Measures 

Variable 
Motivations Gratifications General 

Mean Std Mean Std Mean Std 

1. Find out things happening in surroundings / 

society / world 
3.71 .87 3.74 .83 3.72 .76 

2. Seek advice on practical matters / opinion or 

decision choices 
3.35 .92 3.39 .92 3.37 .85 

3. Satisfy curiosity  3.71 .87 3.70 .86 3.71 .79 

4. Satisfy general interest 4.00 .78 4.02 .79 4.01 .72 

5. Get self-education 3.29 .95 3.39 .97 3.34 .90 

6. Get a sense of security 2.89 1.05 2.99 1.10 2.94 1.02 
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7. Get something entertaining / enjoyable / 

funny / amusing 
4.07 .84 4.09 .80 4.08 .74 

8. Get mood improvement 3.59 .89 3.72 .92 3.65 .84 

9. Get emotional release 3.39 .96 3.49 1.00 3.44 .92 

10. Escape from / be diverted from problems 3.01 1.14 3.08 1.13 3.04 1.06 

11. Relax or have a rest 4.03 .82 4.09 .87 4.06 .78 

12. Fill time / pass time 3.80 .91 3.84 .89 3.82 .83 

13. Continue my habit 3.38 .94 3.43 .92 3.40 .88 

14. Be absorbed in a different world 3.17 .99 3.25 1.04 3.21 .96 

15. Get intrinsic cultural or aesthetic enjoyment 3.52 .96 3.58 .98 3.55 .91 

16. Get something sexy / sexual arousal 2.96 1.06 3.01 1.13 2.98 1.05 

17. See people like me 3.11 .99 3.11 1.04 3.11 .96 

18. Express and show personal lifestyle 3.38 .94 3.46 1.02 3.42 .93 

19. Find and form models of behavior 3.49 .95 3.52 .93 3.51 .88 

20. Learn more about myself 3.08 .93 3.18 1.02 3.13 .91 

21. Identify with valued other / judge others / 

learn from others 
3.43 .92 3.46 .92 3.44 .86 

22. Feel less lonely/have a substitute for 

real-life companionship 
3.46 1.02 3.48 1.01 3.47 .95 

23. Find and collect what is popular among 

others for discussions in daily life 
3.58 .91 3.66 .91 3.62 .86 

24. Connect with family / friends / society 3.39 .97 3.45 .99 3.42 .93 

25. Identify with those who own the same 

interest and gain a sense of belonging 
3.41 .99 3.48 .97 3.44 .92 

26. Get a peek into others’ lives or know and 

understand the situation of others 
2.68 1.10 2.75 1.13 2.72 1.07 

27. Learn about or carry out roles of leadership 3.09 1.01 3.08 1.02 3.08 .98 

28. Deal with business things 2.88 1.13 2.92 1.13 2.90 1.09 

N=462 

In total, 4 items (No.6, No.16, No.26, No.28) were eliminated and excluded from 

further analysis. There were two reasons: 1) the general mean score of each of 

these 4 items was below 3.00, which meant that respondents didn’t acknowledged 

them as the gratifications they sought and obtained; 2) the disparity between each 

of them and the overall others was relatively distinct. As a whole, the 24 items 

yielded a reasonably high reliability alpha of .92. Among these items, a high 

KMO value of .938 and the P value (Bartlett's Test of Sphericity) of .000 

supported a principal components factor analysis. All the responses to the 24 

motive statements were then subject to principal components factoring with 

varimax rotation. Seven factors were identified to explain 67.31% of the variance 
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(see Table 4.16). They were named as personal identity, entertainment, 

self-education and learning, emotional release, social connection and interaction, 

information, and passiveness. Reliability analysis was conducted for items within 

each factor with Cronbach’s alpha ranges from .55 to .87.4

Table 4.16: Factor Analysis of Motivations and Gratifications for Online Video Media Use 

 

 Variable 
Factor 

1 2 3 4 5 6 7 

Personal Identity               
18. Express and show personal 
lifestyle 

.726        

17. See people like me .720        
21. Identify with valued other / 
judge others / learn from others 

.712        

19. Find and form models of 
behavior 

.653        

15. Get intrinsic cultural or aesthetic 
enjoyment 

.634        

20. Learn more about myself .619        

Entertainment         

11. Relax or have a rest  .793       
7. Get something entertaining / 
enjoyable / funny / amusing 

 .773       

4. Satisfy general interest  .669       

Self-education and Learning         

5. Get self-education   .791      
27. Learn about or carry out roles of 
leadership 

  .612      

2. Seek advice on practical matters / 
opinion or decision choices 

  .489      

Emotional Release         

10. Escape from / be diverted from 
problems 

   .730     

9. Get emotional release    .633     
8. Get mood improvement    .617     

Social Connection and Interaction         

23. Find and collect what is popular 
among others for discussions in 
daily life 

    .637    

24. Connect with family / friends / 
society 

    .622    

25. Identify with those who own the 
same interest and gain a sense of 

    .562    

                                                        
4 Two of the factors indices were below the normal .70 standard for internal reliability. However, low 
reliability scores are not unusual for an index of only two or three items (Babbie, 1990; Kaye, 2010). Kaye 
(2010) mentioned that one of the main ways to ensure reliability is to use measures that have proven reliable 
in previous research. But this is an exploratory study that does not directly duplicate past items but rather 
attempts to integrate and uncover motivations and gratifications from all aspects. 
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belonging 
22. Feel less lonely/have a substitute 
for real-life companionship 

    .470    

Information         

1. Find out things happening in 
surroundings / society / world 

     .741   

3. Satisfy curiosity       .614   

Passiveness         

13. Continue my habit       .604 
14. Be absorbed in a different world       .560 
12. Fill time / pass time             .556 

Eigen values 8.91 2.31 1.37 .99 .94 .87 .75 

Variance explained 37.14 9.64 5.72 4.11 3.92 3.65 3.13 

Cumulative Variance 37.14 46.78 52.50 56.61 60.53 64.18 67.31 

Cronbach’s alpha .87 .73 .71 .71 .77 .60 .55 

N=462. All the 7 factors have confidence levels in excess of 50% (all Alpha >0.50). 

Factor 1 (Personal Identity) was comprised of 6 items (α = .87). All of the 5 

statements from the Personal Identity dimension such as to “see people like me”, 

“express and show personal lifestyle”, “find and form models of behavior”, “learn 

more about myself”, “identify with valued other / judge others / learn from others”, 

were included. The factor also included one item originally from the Diversion 

dimension, that is, “get intrinsic cultural or aesthetic enjoyment” which also quite 

highly related to personal value shaping. This factor had an eigenvalue of 8.91, 

and accounted for 37.14% of the common variance.  

Factor 2 (Entertainment) was comprised of 3 items (α = .73) with two statements 

from the Diversion dimension including “get something entertaining / enjoyable / 

funny / amusing”, “relax or have a rest”, and one statement originally from the 

Surveillance/Information dimension as “satisfy general interest” which also quite 

highly related to entertainment. This factor had an eigenvalue of 2.31, and 

accounted for 9.64% of the common variance. 

Factor 3 (Self-education and Learning) was comprised of 3 items (α = .71) with 

two statements from the Surveillance/Information dimension including “get 

self-education”, “seek advice on practical matters / opinion or decision choices”, 

and one statement originally from the Personal Relationships dimension as “learn 

about or carry out roles of leadership” which also quite highly related to 
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self-education and learning. This factor had an eigenvalue of 1.37, and accounted 

for 5.72% of the common variance. 

Factor 4 (Emotional Release) was comprised of 3 items (α = .71), all of which 

were from the Diversion dimension. It included “get emotional release”, “get 

mood improvement”, “escape from / be diverted from problems”. This factor had 

an eigenvalue of .99, and accounted for 4.11% of the common variance. 

Factor 5 (Social Connection and Interaction) was comprised of 4 items (α = .77), 

all of which were from the Personal Relationships dimension. It included “feel 

less lonely/have a substitute for real-life companionship”, “find and collect what 

is popular among others for discussions in daily life”, “connect with family / 

friends / society”, “identify with those who own the same interest and gain a sense 

of belonging”. This factor had an eigenvalue of .94, and accounted for 3.92% of 

the common variance. 

Factor 6 (Information) was comprised of 2 items (α = .60), all of which were 

from the Surveillance/Information dimension. It included “find out things 

happening in surroundings / society / world”, “satisfy curiosity”. This factor had 

an eigenvalue of .87, and accounted for 3.65% of the common variance. 

Factor 7 (Passiveness) was comprised of 3 items (α = .55), all of which were from 

the Diversion dimension. It included “fill time / pass time”, “continue my habit”, 

“be absorbed in a different world”. This factor had an eigenvalue of .75, and 

accounted for 3.13% of the common variance. 

As a whole, these seven factors were conceptually consistent with the theoretical 

expectations described by Rubin (1983, 1994, 2009), McQuail (1987, 2005), 

Rubin & Rubin (2001), Papacharissi (2008), Jiang & Leung (2012), Wang et al. 

(2012), and etc., with entertainment, information, emotional release, and 

passiveness as the mediated ones; personal identity, self-education and learning, 

social connection and interaction as the interpersonal ones. Comparing with 

mediated gratifications that emphasize the function of online video as a medium 

to gain information, all of the personal identity, self-education and learning, and 
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social connection and interaction, are in the higher degree of perceived realism 

and interactivity that encourage interpersonal motivations and gratifications. 

The mean of motivations and gratifications on each factor/aspect (personal 

identity, entertainment, self-education and learning, emotional release, social 

connection and interaction, information, and passiveness) was calculated. Table 

4.17 presents the mean of each factor and the general mean respectively on 

motivations and gratifications. 

Table 4.17: Factor Mean of Online Video Media Usage Motivations and Gratifications  

Factor 
Motivations Gratifications 

Mean Std Mean Std 

Personal Identity 3.34 .71 3.39 .75 
Entertainment 4.03 .63 4.07 .63 
Self-Education and Learning 3.24 .73 3.29 .76 
Emotional Release 3.33 .77 3.43 .79 
Social Connection and Interaction 3.46 .72 3.52 .72 
Information 3.71 .73 3.72 .69 
Passiveness 3.45 .66 3.51 .69 
General (N = 462, 24 items) 3.51 .71 3.56 .72 

 

4.1.9. Activities After Use 

A total of 10 items were included and averaged to be the scale (M = 3.80, SD 

= .84, α = .87). Measures are summarized in Table 4.18. 

Table 4.18: Activities After Online Video Media Use 

Variables 
Strongly 
disagree 

Disagree Neutral Agree 
Strongly 

agree 
Mean Std 

1. I will recall what I have 

watched/commented/shared/ 

uploaded in my mind 

0.87  1.95  21.65  58.44  17.10  3.89 .73 

(4) (9) (100) (270) (79)   

2. I need more related information 

and video contents 

0.43  4.11  31.17  42.21  22.08  3.81 .84 

(2) (19) (144) (195) (102)   

3. I will continue to watch/ 

comment/share/upload the type(s) 

of videos 

0.43  1.73  21.86  53.90  22.08  3.95 .74 

(2) (8) (101) (249) (102)   

4. I will continue to use my 

favorite online video service(s) 

0.22  1.30  15.15  53.90  29.44  4.11 .71 

(1) (6) (70) (249) (136)   

5. I will try to spend more time on 

using online video media 

0.43  7.79  36.80  37.45  17.53  3.64 .87 

(2) (36) (170) (173) (81)   
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6. I will try to use online video 

media more frequently 

0.65  10.39  36.80  37.66  14.50  3.55 .89 

(3) (48) (170) (174) (67)   

7. I will use other functions 

(watch/share/comment/upload) 

more frequently 

2.81  15.80  33.33  31.60  16.45  3.43 1.03 

(13) (73) (154) (146) (76)   

8. I will use online video media 

through other devices 

0.22  5.84  29.87  47.19  16.88  3.75 .81 

(1) (27) (138) (218) (78)   

9. I will recommend my favorite 

videos to others 

1.08  2.16  19.26  51.95  25.54  3.99 .80 

(5) (10) (89) (240) (118)   

10. I will recommend my favorite 

service(s) to others 

1.95  6.71  21.43  43.72  26.19  3.85 .95 

(9) (31) (99) (202) (121)     

N=462, % (person), Cronbach's Alpha = .87 

 

4.2. Findings 

Based on the descriptive statistics on each factors, further analyses are carried out 

to answer the proposed questions and examine the hypotheses presented in 

Chapter 2. Three research questions were answered by the testing results of 

Hypothesis 1 and Hypothesis 2. During the study, Analysis of Variance (ANOVA), 

t-test, Correlations, regression and etc. are adopted for analyzing data. 

 

4.2.1. Relationships between Usage Type and Motivation 

Hypothesis 1a predicted that usage of different devices are related to different 

aspects of motivation. In order to examine Hypothesis 1a, the Analysis of 

Variance (ANOVA) was performed with devices (PC, smartphone, tablet) as the 

independent variable, and motivations on the seven factors (personal identity, 

entertainment, self-education and learning, emotional release, social connection 

and interaction, information, and passiveness) as the dependent variables.  

Unfortunately, Hypothesis 1a was rejected with quite low F values on all the 

motivation factors (p > .05): ‘personal identity’ (F = .022, p > .05), 

‘entertainment’ (F = 1.684, p > .05), ‘self-education and learning’ (F = .747, 

p > .05), ‘emotional release’ (F = 1.722, p > . 05), ‘social connection and 

interaction’ (F = 1.319, p > .05), ‘information’ (F = .601, p > .05), and 

‘passiveness’ (F = 2.458, p > .05). This means that there weren’t any motivation 

differences among respondents who adopted PC, smartphone or tablet for online 
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video media using. 

 

Hypothesis 1b predicted that usage of different identities are related to different 

aspects of motivation. In order to examine Hypothesis 1b, an independent sample 

t-test was performed with identities (contributor vs. viewer) as the independent 

variable. Motivations on the seven factors were entered as the dependent 

variables.  

Significant differences in motivations on several aspects between contributors and 

viewers were found which provided great support for Hypothesis 1b (see Table 

4.19). Contributors own more motivations on the interpersonal aspects than 

viewers. For instance, contributors tend to be motivated by ‘personal identity’ (t = 

7.83, df = 411, p < .001), ‘self-education and learning’ (t = 4.36, df = 460, p 

< .001) , and ‘social connection and interaction’ (t = 5.77, df = 460, p < .001). 

While contributors are less motivated by ‘entertainment’ (t = -2.96, df = 460, p 

< .01) than viewers. There were no significant differences in mediated motivations 

like ‘emotional release’ (t = .47, df = 460, p > .05), ‘information’ (t = 1.39, df = 

460, p > .05), and ‘passiveness’ (t = - .03, df = 460, p > .05). 

Table 4.19: Motivation Differences between Contributor Identity and Viewer Identity 

Factors t df Significance 
Motivations       
Personal Identity 7.828 410.487 .000*** 
Entertainment -2.962 460 .003** 
Self-Education and Learning 4.355 460 .000*** 
Emotional Release 0.473 460 .637 
Social Connection and Interaction 5.773 460 .000*** 
Information 1.394 460 .164 
Passiveness -0.029 460 .977 

N=462, *P<0.05; **P<0.01; ***P<0.001 

 

Hypothesis 1c predicted that usage of different genres are related to different 

aspects of motivation. Correlations (two tailed) were used to assess the 

Hypothesis 1c's predicted relationship between various genres of online video 

content and motivations. As has been mentioned in the former chapter that genres 
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or themes of contents users upload are usually diversified and peculiar, genre and 

theme items for uploader were listed differentiating from the categories provided 

for respondents who watching, commenting and sharing/forwarding (see Chapter 

3). Analysis for Hypothesis 1c then consisted with two parts.  

In the first part, Pearson correlations provided a great part of support for 

hypothesis 1c (see Table 4.20). Watching, commenting and sharing/forwarding 

genre like TV drama / self-produced drama was much more positively related to 

mediated motivations like ‘passiveness’ (r = .32, p < .001), ‘emotional release’ (r 

= .24, p < .001) and ‘entertainment’ (r = .23, p < .001) than related to 

interpersonal motivations. Variety show was most positively related to 

‘passiveness’ (r = .30, p < .001), but also more positively related to interpersonal 

motivations like ‘social connection and interaction’ (r = .26, p < .001) and 

‘personal identity’ (r = .25, p < .001) than related to other aspects of motivation. 

News presented a strongest prediction in ‘self-education and learning’ (r = .34, p 

< .001) along with other interpersonal motivations like ‘social connection and 

interaction’ (r = .33, p < .001) and ‘personal identity’ (r = .32, p < .001). Similar 

to news in a certain extent, genres like sports program, music video, 

user-generated video and micro-film/advertisement were also more positively 

related to interpersonal motivations, however, watching/commenting/sharing 

micro-film/ advertisement presented a strongest prediction in motivations on 

‘personal identity’ (r = .32, p < .001). Anime would most probably related to 

‘passiveness’ (r = .16, p < .01). While watching/commenting/sharing film 

presented an average motivation among all aspects.  

Table 4.20: Relationships between Genres(watching/commenting/sharing) and Motivations 

Relationship 
TV drama / 

self-produced 
drama 

Film 
Variety 
show 

News  Anime Music Sports 
User- 

generated 
video 

Micro- 
film /ads. 

Personal Identity 
.128* .255*** .248*** .322*** .140** .305*** .250*** .314*** .323*** 

P<.05 P<.001 P<.001 P<.001 P<.01 P<.001 P<.001 P<.001 P<.001 

Entertainment 
.230*** .209*** .197*** -.025 .013 .048 .021 .007 .032 

P<.001 P<.001 P<.001 P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 
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Self-Education 
and Learning 

.137** .261*** .152** .339*** .129* .302*** .275*** .333*** .307*** 

P<.01 P<.001 P<.01 P<.001 P<.01 P<.001 P<.001 P<.001 P<.001 

Emotional 
Release 

.240*** .238*** .228*** .153** .052 .101* .120* .117* .215*** 

P<.001 P<.001 P<.001 P<.01 P>.05 P<.05 P<.05 P<.05 P<.001 

Social 
Connection and 

Interaction 

.193*** .230*** .257*** .334*** .137** .306*** .244*** .314*** .319*** 

P<.001 P<.001 P<.001 P<.001 P<.01 P<.001 P<.001 P<.001 P<.001 

Information 
.149** .187*** .117* .214*** .045 .178*** .174** .161** .244*** 

P<.01 P<.001 P<.05 P<.001 P>.05 P<.001 P<.01 P<.01 P<.001 

Passiveness 
.316*** .274*** .302*** .147** .162** .173** .161** .244*** .201*** 

P<.001 P<.001 P<.001 P<.01 P<.01 P<.01 P<.01 P<.001 P<.001 

N=394, *P<0.05; **P<0.01; ***P<0.001 

In the second part, Spearman correlations was used to provide support for 

Hypothesis 1c (see Table 4.21). Uploading of news was negatively related to 

motivation on entertainment. While respondents who uploaded republished music 

tended to seek for entertainment (r = .43, p < .001) and social connection and 

interaction (r = .34, p < .01) than those didn’t upload. Uploading of original 

content about game tended to be motivated by the needs of emotional release (r 

= .28, p < .05). Respondents who uploaded original anime tended to seek for 

personal identity (r = .29, p < .05), and self-education and learning (r = .32, p 

< .01). While uploading of original micro-film/advertisement was negatively 

related to motivation on self-education and learning (r = - .28, p < .05). 

Table 4.21(1): Relationships between Genres(republished uploading) and Motivations 

Relationship TV drama 

Self- 

produced 

drama 

Film 
Variety 

show 
News Anime Music 

Document

ary 

Micro- 

film/ads 

Personal Identity 
.036 .014 .187 .112 -.001 -.189 .207 -.114 -.055 

P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 

Entertainment 
-.187 -.057 .071 -.054 -.251* -.108 .430*** -.103 .177 

P>.05 P>.05 P>.05 P>.05 P<.05 P>.05 P<.001 P>.05 P>.05 

Self-Education 
and Learning 

.064 .053 .208 .078 -.082 -.146 .146 -.101 -.068 

P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 

Emotional 
Release 

-.101 .113 -.027 -.162 -.049 .125 .209 -.083 -.032 

P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 
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Social 
Connection and 

Interaction 

-.129 .022 .177 -.030 -.179 -.148 .340** -.119 -.083 

P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 P<.01 P>.05 P>.05 

Information 
.094 .023 .103 -.021 -.023 -.194 .199 -.043 -.022 

P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 

Passiveness 
.091 -.024 .166 .024 -.135 .064 .048 -.117 -.179 

P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 

N=68, *P<0.05; **P<0.01; ***P<0.001 

Table 4.21(2): Relationships between Genres(original uploading) and Motivations 

Relationship Life 
Self-portrait 

shooting 
Funny Travel Fashion Game Anime Music 

Micro- 

film/ads 

Personal Identity 
-.126 -.073 -.170 .002 .090 .093 .286* -.075 -.105 

P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 P<.05 P>.05 P>.05 

Entertainment 
-.034 .064 .029 .073 .100 -.054 .031 -.073 .111 

P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 

Self-Education 
and Learning 

.014 -.124 -.087 .015 .161 .059 .315** -.123 -.278* 

P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 P<.01 P>.05 P<.05 

Emotional 
Release 

-.036 .022 -.099 .000 -.036 .279* .181 .003 -.135 

P>.05 P>.05 P>.05 P>.05 P>.05 P<.05 P>.05 P>.05 P>.05 

Social 
Connection and 

Interaction 

-.051 -.026 -.123 .168 .162 .134 .137 -.081 .025 

P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 

Information 
-.103 -.097 -.051 -.031 .127 .129 .101 .047 -.101 

P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 

Passiveness 
.036 .024 -.053 .017 .096 .059 .085 -.001 -.178 

P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 

N=68, *P<0.05; **P<0.01; ***P<0.001 

 

4.2.2. Relationships between Usage Type and Gratification 

Hypothesis 2a predicted that usages of different devices are related to different 

aspects of gratification. 

In order to examine Hypothesis 2a, the Analysis of Variance (ANOVA) was 

performed with devices (PC, smartphone, tablet) as the independent variable, and 

gratification on the seven factors as the dependent variables. Unfortunately, 

Hypothesis 2a was partly rejected with quite low F values on most of the 
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gratification factors (p > .05): ‘personal identity’ (F = .045, p = .956), 

‘entertainment’ (F = .554, p > .05), ‘self-education and learning’ (F = .758, 

p > .05), ‘emotional release’ (F = 1.300, p > .05), ‘social connection and 

interaction’ (F = 1.332, p > .05), ‘information’ (F = .750, p > .05). Pleasingly, 

there was an only difference of the gratification on ‘passiveness’ (F = 3.135, p 

< .05). This means that there weren’t distinct differences of gratification among 

respondents who adopted PC, smartphone or tablet for online video using 

regarding personal identity, entertainment, self-education and learning, emotional 

release, social connection and interaction, and information. But respondents 

adopting different devices for online video use tended to obtain gratification on 

passiveness on different levels. 

 

Hypothesis 2b predicted that usages of different identities are related to different 

aspects of gratification. In order to examine Hypothesis 2b, an independent 

sample t-test was performed with identities (contributor vs. viewer) as the 

independent variable. Seven gratification factors were entered as the dependent 

variables.  

Hypothesis 2b was supported by the outcomes (see Table 4.22). Significant 

differences in gratification on several aspects between contributors and viewers 

were found. Similar to motivations, contributors obtained more gratifications on 

the interpersonal aspects than viewers. For instance, contributors tend to obtain 

more gratifications on ‘personal identity’ (t = 8.20, df = 460, p < .001), 

‘self-education and learning’ (t = 4.95, df = 460, p < .001), and ‘social connection 

and interaction’ (t = 5.78, df = 460, p < .001). Moreover, contributors tend to 

obtain more mediated gratifications on ‘information’ (t = 2.23, df = 460, p < .05). 

While contributors obtain less gratifications on ‘entertainment’ than viewers (t = 

-2.00, df = 460, p < .05). There were no significant differences in gratifications on 

‘emotional release’ (t = 1.58, df = 460, p > .05) and ‘passiveness’ (t = .81, df = 460, 

p > .05). 

Table 4.22: Gratification Differences between Contributor Identity and Viewer 
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Identity 

Factors t df Significance 
Gratifications       
Personal Identity 8.198 460 .000*** 
Entertainment -2.001 460 .046* 
Self-Education and Learning 4.954 460 .000*** 
Emotional Release 1.580 460 .115 
Social Connection and Interaction 5.784 460 .000*** 
Information 2.230 460 .026* 
Passiveness .812 460 .417 

N=462, *P<0.05; **P<0.01; ***P<0.001 

 

Hypothesis 2c predicted that usages of different genres are related to different 

aspects of gratification. Correlations (two-tailed) were used to assess the 

Hypothesis 2c's predicted relationship between various genres of online video 

content and gratifications. The analysis was also consisted with two parts. 

In the first part, Pearson correlations provided a great part of support for 

hypothesis 2c (see Table 4.23). Similar to motivations, watching, commenting and 

sharing/forwarding genre like TV drama / self-produced drama was much more 

positively related to mediated gratifications like ‘passiveness’ (r = .27, p < .001), 

‘entertainment’ (r = .27, p < .001) and ‘emotional release’ (r = .24, p < .001) than 

related to interpersonal gratifications. Variety show was most positively related to 

mediated gratifications like ‘passiveness’ (r = .30, p < .001), but also highly 

related to interpersonal gratifications like ‘social connection and interaction’ (r 

= .28, p < .001) and ‘personal identity’ (r = .25, p < .001). News presented a 

strongest prediction in ‘self-education and learning’ (r = .35, p < .001) along with 

other interpersonal gratifications like ‘social connection and interaction’ (r = .32, 

p < .001) and ‘personal identity’ (r = .30, p < .001). Similar to news in a certain 

extent, genres like sports program, music video, user-generated video and 

micro-film/advertisement were also more positively related to interpersonal 

gratifications, however, watching/commenting/sharing user-generated video (r 

= .37, p < .001) and micro-film/advertisement (r = .36, p < .001) presented 

strongest predictions in gratification on ‘personal identity’. Anime would most 
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probably related to ‘passiveness’ (r = .16, p < .01). While 

watching/commenting/sharing film presented an average gratification among all 

aspects.  

Table 4.23: Relationships between Genres(watching/commenting/sharing) and Gratifications 

Relationship 
TV drama / 

self-produced 
drama 

Film 
Variety 
show 

News  Anime Music Sports 
User- 

generated 
video 

Micro- 
film /ads. 

Personal Identity 
.123* .251*** .254*** .299*** .155** .310*** .243*** .368*** .359*** 

P<.05 P<.001 P<.001 P<.001 P<.001 P<.001 P<.001 P<.001 P<.001 

Entertainment 
.266*** .204*** .240*** -.015 .055 .092 .042 .070 .073 

P<.001 P<.001 P<.001 P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 

Self-Education 
and Learning 

.165** .281*** .174** .351*** .165** .298*** .257*** .344*** .331*** 

P<.01 P<.001 P<.01 P<.001 P<.01 P<.001 P<.001 P<.001 P<.001 

Emotional 
Release 

.239*** .271*** .242*** .173** .120* .142** .144** .151** .248*** 

P<.001 P<.001 P<.001 P<.01 P<.05 P<.01 P<.01 P<.01 P<.001 

Social 
Connection and 

Interaction 

.185*** .242*** .275*** .316*** .170** .327*** .223*** .333*** .346*** 

P<.001 P<.001 P<.001 P<.001 P<.01 P<.001 P<.001 P<.001 P<.001 

Information 
.206*** .267*** .229*** .191*** .129* .161** .153** .219*** .209*** 

P<.001 P<.001 P<.001 P<.001 P<.05 P<.01 P<.01 P<.001 P<.001 

Passiveness 
.272*** .251*** .303*** .183*** .164** .199*** .195*** .245*** .182*** 

P<.001 P<.001 P<.001 P<.001 P<.01 P<.001 P<.001 P<.001 P<.001 

N=394, *P<0.05; **P<0.01; ***P<0.001 

In the second part, Spearman correlations also provided support for Hypothesis 2c 

(see Table 4.24). Respondents who uploaded republished films tended to obtain 

gratifications on ‘personal identity’ (r = .29, p < .05), ‘self-education and learning’ 

(r = .26, p < .05), ‘social connection and interaction’ (r = .30, p < .05), and 

‘passiveness’ (r = .34, p < .01) than those didn’t upload. While respondents who 

uploaded republished music tended to obtain gratifications on ‘entertainment’ (r 

= .27, p < .05) and ‘emotional release’ (r = .26, p < .05) than those didn’t upload. 

However, uploading of republished micro-film/advertisement was negatively 

related to gratification on ‘passiveness’ (r = - .25, p < .05). Meanwhile, original 

micro-film/advertisement uploading was negatively related to not only 

‘passiveness’ (r = - .26, p < .05) but also ‘self-education and learning’ (r = - .31, p 
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< .01). Respondents who uploaded original funny content tended to obtain fewer 

gratification on ‘personal identity’ (r = - .30, p < .05). Uploading of original anime 

tended to result in gratification on ‘self-education and learning’ (r = .27, p < .05).  

Table 4.24(1): Relationships between Genres(republished uploading) and Gratifications 

Relationship TV drama 

Self- 

produced 

drama 

Film 
Variety 

show 
News Anime Music 

Document

ary 

Micro- 

film/ads 

Personal Identity 
.068 .005 .289* .147 -.002 -.053 .143 -.102 -.085 

P>.05 P>.05 P<.05 P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 

Entertainment 
-.051 -.068 -.006 .020 -.161 -.040 .271* -.126 .064 

P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 P<.05 P>.05 P>.05 

Self-Education 
and Learning 

.188 .147 .264* .097 .066 -.101 .082 -.128 -.218 

P>.05 P>.05 P<.05 P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 

Emotional 
Release 

.029 -.056 .009 -.097 -.113 -.030 .264* -.114 -.016 

P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 P<.05 P>.05 P>.05 

Social 
Connection and 

Interaction 

.076 -.074 .300* .126 -.159 -.140 .142 -.141 -.042 

P>.05 P>.05 P<.05 P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 

Information 
.089 -.183 .157 .207 -.150 -.171 .194 -.129 .015 

P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 

Passiveness 
.160 .099 .334** .057 -.187 -.085 .109 -.198 -.248* 

P>.05 P>.05 P<.01 P>.05 P>.05 P>.05 P>.05 P>.05 P<.05 

N=68, *P<0.05; **P<0.01; ***P<0.001 

Table 4.24(2): Relationships between Genres(original uploading) and Gratifications 

Relationship Life 
Self-portrait 

shooting 
Funny Travel Fashion Game Anime Music 

Micro- 

film/ads 

Personal Identity 
-.098 -.085 -.299* .002 .074 .068 .145 -.055 -.136 

P>.05 P>.05 P<.05 P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 

Entertainment 
-.015 .058 -.069 .030 .095 .046 .089 .063 -.028 

P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 

Self-Education 
and Learning 

-.085 -.131 -.158 -.079 .013 .028 .269* -.134 -.312* 

P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 P<.05 P>.05 P<.05 

Emotional 
Release 

.042 .126 -.071 -.019 -.023 .072 .223 -.032 -.093 

P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 
Social 

Connection and 
-.038 .026 -.223 .119 .048 .096 .083 -.043 -.132 
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Interaction P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 

Information 
-.025 -.013 -.060 .059 -.009 .094 .147 -.069 -.081 

P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 

Passiveness 
.019 -.099 -.053 -.085 .110 .120 .224 -.119 -.260* 

P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 P>.05 P<.05 

N=68, *P<0.05; **P<0.01; ***P<0.001 

 

4.2.3. Relationships between Dependency and Motivation 

Hypothesis 3 predicted a positive relationship between dependency (including 

frequency and duration) and motivation. 

Pearson correlations (two-tailed) were performed among several indexes: 

frequency of general online video usage, frequency of specific usages as 

watching/commenting/sharing/uploading online video, duration of general online 

video use on average weekday and weekend, and the general degree of motivation 

by specific usage (watching/commenting/sharing/uploading) (see Table 4.25). The 

correlations supported Hypothesis 3 in general. The frequency of specific usage 

was positively related to the motivation by specific usage (r = .13, p < .01). 

Moreover, both the durations of general use on weekday (r = .17, p < .001) and on 

weekend (r = .18, p < .001) were related to motivation. The frequency of general 

online video usage was not related (r = .07, p > .05) to the motivation of specific 

usage (watching/commenting/sharing/uploading), however, it was positively 

related to the frequency of specific usage (r = .24, p < .001), duration of general 

use on weekday (r = .38, p < .001) and on weekend (r = .34, p < .001). 

Table 4.25: Relationships between Dependency and Motivation 

Relationships  
Frequency of 

Specific Usage 

Frequency of 

General Use 

Duration of 

General Use 

(on Weekday) 

Duration of 

General Use 

(on Weekend) 

General 

Motivation by 

Specific Usage 

Frequency of 

Specific Usage 

1 .242*** .230*** .231*** .126** 

 P<.001 P<.001 P<.001 P<.01 

Frequency of 

General Use 

.242*** 1 .376*** .339*** .068 

P<.001  P<.001 P<.001 P>.05 

Duration of .230*** .376*** 1 .588*** .162*** 
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General Use (on 

Weekday) 
P<.001 P<.001  P<.001 P<.001 

Duration of 

General Use (on 

Weekend) 

.231*** .339*** .588*** 1 .182*** 

P<.001 P<.001 P<.001  P<.001 

General 

Motivation by 

Specific Usage 

.126** .068 .162*** .182*** 1 

P<.01 P>.05 P<.001 P<.001  

N=462, *P<0.05; **P<0.01; ***P<0.001 

Nevertheless, the coefficients among them were not very high, although they are 

in quite significant levels. To test Hypothesis 3 more specifically, multiple 

regression was used to further analyze and explain the causal linear relationships 

between dependency (frequency of specific usage, duration on weekday, and 

duration on weekend) and motivation, and to determine the contribution of the set 

of variables to motivation. The F value for regression was 6.42 (p < .001), 

however, the regression did not provide substantial support for the hypothesis with 

the weak explanation for the variance: R = .20, R2 = .04. Thus, it could only be 

regarded that, dependency was significantly related to gratification sought in some 

degree, but the potency was not powerful enough in the direct “cause and effect” 

relationships. 

 

4.2.4. Relationships between Dependency and Gratification 

Hypothesis 4 predicted a positive relationship between dependency (including 

frequency and duration) and gratification. 

Pearson correlations (two-tailed) were also performed among several indexes: 

frequency of general online video usage, frequency of specific usages as 

watching/commenting/sharing/uploading online video, duration of general online 

video use on average weekday and weekend, and the general gratification by 

specific usages (watching/commenting/sharing/uploading) (see Table 4.26). The 

correlations supported Hypothesis 4 in general. The frequency of specific usages 

was positively related to the general gratification by specific usages (r = .13, p 

< .01). Moreover, the duration of general use on both weekday (r = .18, p < .001) 
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and weekend (r = .22, p < .001) were related to gratification. The frequency of 

general online video usage was not related (r = .05, p > .05) to the general 

gratification by specific usages. 

Table 4.26: Relationships between Dependency and Gratification 

Relationships Pearson Correlation Sig. 
1. Frequency of Specific Usages vs. General 
Gratification by Specific Usages 

r=.132** P<.01 

2. Frequency of General Use vs. General 
Gratification by Specific Usages  

r=.048 P>.05 

3. Duration of General Use (on Weekday) vs. 
General Gratification by Specific Usages  

r=.184*** P<.001 

4. Duration of General Use (on Weekend) vs. 
General Gratification by Specific Usages  

r=.219*** P<.001 

N=462, *P<0.05; **P<0.01; ***P<0.001 

Nevertheless, the coefficients among them were not very high, although they are 

in quite significant levels. To test Hypothesis 4 more specifically, multiple 

regression was used to further analyze and explain the causal linear relationships 

between dependency (frequency of specific usage, duration on weekday, and 

duration on weekend) and gratification, and to determine the contribution of the 

set of variables to gratification. The F value for regression was 7.18 (p < .001), 

however, the regression did not provide substantial support for the hypothesis with 

the weak explanation for the variance: R = .24, R2 = .06. Thus, it could only be 

regarded that, dependency was significantly related to gratification in some degree, 

but the potency was not powerful enough in the direct “cause and effect” 

relationships. 

 

4.2.5. Relationships between Attitude and Dependency 

Hypothesis 5 predicted a positive relationship between attitude and dependency 

(including frequency and duration). 

Pearson correlations were performed among several indexes: the general mean of 

attitudes, frequency of general online video usage, duration of general online 

video use on average weekday and weekend (see Table 4.27). The correlations 

supported Hypotheses 5. The mean of attitudes was positively related to the 
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frequency of general online video use (r = .18, p < .001). The mean of attitudes 

was also positively related to the durations of general use on weekday (r = .15, p 

< .01) and on weekend (r = .23, p < .001). 

Table 4.27: Relationships between Attitude and Dependency 

Relationships Pearson Correlation Sig. 
1. General Attitude vs. Frequency of General Use r=.180*** P<.001 

2. General Attitude vs. Duration of General Use 
(on Weekday) 

r=.146** P<.01 

3. General Attitude vs. Duration of General Use 
(on Weekend) 

r=.227*** P<.001 

N=462, *P<0.05; **P<0.01; ***P<0.001 

 

4.2.6. Relationships between Attitude, Gratification, and Activities after Use 

Hypothesis 6-1 predicted a positive relationship between attitude and gratification. 

Hypothesis 6-2 predicted a positive relationship between gratification and 

activities after use. Pearson correlations were then performed among the mean of 

attitudes, the mean of general gratification, and the mean of activities after use 

(see Table 4.28). The correlations provided great support on the positive 

relationships predicted by Hypotheses 6-1 and Hypotheses 6-2, with highly 

positive correlations between attitude and gratification (r = .50, p < .001) as well 

as between gratification and activities after use (r = .60, p < .001). There was also 

a positive relationship between attitude and activities after use (r = .61, p < .001), 

which provided further support for the strong relationships among attitude, 

gratification, and activities after use. 

Table 4.28: Relationships among Attitude, Gratification, and Activities After Use 

Relationships Pearson Correlation Sig. 
1. General Attitude vs. General Gratifications r=.501*** P<.001 

2. General Gratifications vs. General Activities 
After Use 

r=.605*** P<.001 

3. General Attitude vs. General Activities After 
Use 

r=.609*** P<.001 

N=462, *P<0.05; **P<0.01; ***P<0.001 
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4.2.7. Relationships between Emotional Type before Use and Motivation 

Hypothesis 7 predicted that different emotional types before use (negative, neutral, 

and positive) are related to different aspects of motivation. 

The Analysis of Variance (ANOVA) was performed with emotional type before 

use (negative, neutral, and positive) as the independent variable, and seven aspects 

of motivation as the dependent variables. During the procedure, Homogeneity 

Test of Variance failed to support the equal variances among each group (negative, 

neutral, and positive) of sample regarding some of the seven aspects of motivation. 

Based on previous literature about quantitative studies, if the group sizes are quite 

unequal (in this study, the original group size of each emotional type is 59, 122, 

221), it could lead to a higher probability of the distinct variances. Pleasingly, the 

robust tests of equality of means, both Welch and Brown-Forsythe, provided 

supports for the hypothesis with the corrected F values (asymptotically F 

distributed).  

Moreover, Post Hoc Tests by Tamhane’s T2 and Dunnett’s T3 (both of which are 

commonly used without assuming equal variances) of multiple comparisons on 

some of the seven aspects of motivation found no differences between the 

negative type and neutral type, while the significant differences between positive 

type and the other two. 

Thus, in order to make further confirmation about the relationships between 

emotional type before use and motivation, the negative and the neutral type of 

samples were then grouped into one subset, and the positive group to be another 

one. Emotions before online video media use were then re-labeled into ‘positive 

type’ vs. ‘non-positive type’.  

An independent t-test was performed to re-examine Hypothesis 7 which predicted 

that different emotional types before use (positive and non-positive) are related to 

different aspects of motivation. The hypothesis was substantially supported (see 

Table 4.29). Results showed that, when comparing with non-positive emotions 

before online video media use, positive emotion before use would lead to the 

higher degree of motivation on the aspects of ‘personal identity’ (t = 4.50, df = 
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460, p < .001), ‘entertainment’ (t = 3.18, df = 460, p < .01), social connection and 

interaction (t = 4.02, df = 460, p < .001), and information (t = 2.96, df = 460, p 

< .01). While, respondents in the positive or non-positive type of emotion before 

use showed no differences in motivations on ‘self-education and learning’, 

‘emotional release’, and ‘passiveness’. 

Table 4.29: Motivation Differences between Positive and Non-positive Emotional 

Type Before Use 

Factors t df Significance 
Motivations       
Personal Identity 4.504 460 .000*** 
Entertainment 3.176 460 .002** 
Self-Education and Learning 1.165 379.927 .245 
Emotional Release -0.635 342.56 .526 
Social Connection and Interaction 4.02 460 .000*** 
Information 2.96 460 .003** 
Passiveness 0.752 460 .452 

N=462, *P<0.05; **P<0.01; ***P<0.001 
 

4.2.8. Relationships between Emotional Type before Use and Gratification 

Hypothesis 8 predicted that different emotional types before use (negative, neutral, 

and positive) are related to different degrees of gratification. 

The Analysis of Variance (ANOVA) was performed with emotional type before 

use (negative, neutral, and positive) as the independent variable, and the general 

mean of gratification (which could present the degree of gratification) as the 

dependent variable. The analysis supported the hypothesis ( F = 8.18, p < .001). 

While the similar matter happened again. During the procedure, Homogeneity 

Test of Variance failed to support the equal variances among each group of sample. 

Pleasingly, the robust tests of equality of means, both Welch and Brown-Forsythe, 

supported the hypothesis on the significant level, with the corrected F value 

(asymptotically F distributed) by Welch test ( F = 7.66, p < .01) and by 

Brown-Forsythe ( F = 6.44, p < .01).  

Moreover, Post Hoc Tests by Tamhane’s T2 and Dunnett’s T3 (both of which are 

commonly used without assuming equal variances) of multiple comparisons were 
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found no difference (MD = 0.009, p >.05) between the negative type and neutral 

type. 

Thus, in order to make further confirmation about the relationships between 

degrees of gratification and emotional type before use, the negative and the 

neutral types of samples were then grouped into one subset, and the positive group 

to be another one. Emotions before use were then re-labeled into ‘positive type’ vs. 

‘non-positive type’.  

An independent t-test was performed to re-examine Hypothesis 8 which predicted 

that different emotional types before use (positive and non-positive) are related to 

different degrees of gratification. The hypothesis was substantially supported (t = 

3.83, df = 460, p < .001). Table 4.30 presents the result. Results showed that, when 

comparing with non-positive type of emotions before use, positive type of 

emotions before use would lead to the higher degree of gratification. 

 

Table 4.30: Gratification Degree Differences between Positive and Non-positive 
Emotional Type Before Use 

Factors t df Significance 
Degree of Gratification       
General Mean of Gratification 3.827 460 .000*** 

N=462, *P<0.05; **P<0.01; ***P<0.001 

 

4.2.9. Relationships between Gratification and Emotion after Use 

Hypothesis 9-1 predicted a positive relationship between gratification and positive 

emotion after use. While Hypothesis 9-2 predicted a negative relationship 

between gratification and negative emotion after use. 

Pearson correlations were then performed among the degree of positive emotion 

after use, the degree of negative emotion after use, and the mean of general 

gratification (see Table 4.31). The correlations provided great support on the 

positive relationships predicted by Hypothesis 9-1, with positive correlation 

between positive emotion after use and gratification (r = .40, p < .001). Figure 4.1 
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presents the mean plots of gratification on five positive emotion degrees. However, 

Correlations did not provide support for Hypothesis 9-2. 

 

Table 4.31: Relationships between Positive / Negative Emotion and Gratification 

Relationships Pearson Correlation Sig. 
1. Positive Emotion After Use vs. General 
Gratification 

r=.391*** P<.001 

2. Negative Emotion After Use vs. General 
Gratification 

r=.017 P>.05 

N=462, *P<0.05; **P<0.01; ***P<0.001 

 

Figure 4.1: Gratification on Five Degrees of Positive Emotion 
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Chapter 5: DISCUSSION & CONCLUSION 

 

The purpose of this study was to rediscover uses and gratifications in the era of 

Media Effect 2.0 as well as in the context of newer media like online video media. 

More specifically, this study sought to explore and explain the factors such as user 

behavior patterns, emotions, attitudes and activities after use that interactively 

impact the process of gratification sought and gratifications obtained. This study 

found many interesting results, both hypothesized and non-hypothesized. This 

chapter first summarizes the results of hypothesized findings and the answers for 

research questions. Several non-hypothesized findings have been discussed. The 

limitations of the methodology in this study have also been mentioned. Research 

contributions and possible implications of the results and future research 

directions have then been discussed. 

 

5.1. Summary of Results 

5.1.1. Typologies of Motivations and Gratifications 

Seven principle components regarding social and psychological motivations and 

gratifications were found by analysis, in which entertainment, information, 

emotional release, and passiveness were regarded as the mediated ones, personal 

identity, self-education and learning, social connection and interaction as the 

interpersonal ones. 

Entertainment is about getting something entertaining/enjoyable/funny/amusing, 

relaxing or having a rest, and satisfying general interest. Emotional release is 

related to not only the emotional freedom, but also mood improvement, and 

escapism or diversion from problems. Information is related to understanding of 

things happened in surroundings/society/world, and curiosity satisfaction. 

Passiveness is comprised of 3 items, all of which were from the Diversion 

dimension. It included “fill time / pass time”, “continue my habit”, “be absorbed 

in a different world”. 
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Personal identity is related to personal value identification and reinforcement, 

lifestyle expression and enjoyment, behavior model formation and confirmation, 

value judgment.  Self-education and learning is about getting self-education, 

seeking advice on practical matters, opinion or decision choices, and learning 

about or carrying out roles of leadership. Social connection and interaction is 

about personal relationships, that is, feeling less lonely or having a substitute for 

real-life companionship, finding a basis for discussions in future daily life, 

connecting with family/friends/society, identifying with those who own the same 

interest and gaining a sense of belonging.  

 

5.1.2. User Behavior, Motivation and Gratification 

Significant differences in both motivation and gratification between the two 

online video media user identities 

Usages of different identities are related to different aspects of motivation and 

gratification. Comparing with viewers, content contributors owned stronger 

motivations to use online video for gratifications seeking (t = 3.35, p < .01) and 

obtained higher degree of gratifications in general (t = 4.23, p < .001). Meanwhile, 

contributors sought as well as obtained gratifications in more diversified aspects 

than viewers. 

The act of contributing contents (in way of commenting, sharing or uploading) 

shows indication of participation distinguished from online video viewing. Usage 

with different identities (as viewer or as content contributor) could be owing to 

different motivations of participation. For instance, content contributor 

(commenting, sharing or uploading) shows stronger initiatives of self-expressions 

and interactions than content receiver/viewer. Significant differences in 

motivation on several aspects between contributors and viewers were found. 

Contributors have more motivations on the interpersonal aspects than viewers. For 

instance, contributors need more on personal identity, self-education and learning, 

and social connection and interaction than viewers. While contributors are less 

motivated by the needs on entertainment than viewers. 
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Similar to motivations, contributors obtained more gratifications on the 

interpersonal aspects than viewers. For instance, contributors obtained more 

personal identity, self-education and learning, and social connection and 

interaction than viewers. Moreover, contributors obtained more mediated 

gratifications on information than viewers. While contributors are less gratified on 

entertainment than viewers. 

 

Content differences and the different degrees of interactivity 

Different genres of media contents have different message features and emotional 

information that impact what users have achieved from the content (and impact 

users' attitudes and behaviors), which leads to various cognitive, attitudinal, 

affective, or behavioral outcomes. In turn, the online video users with different 

motivations may prefer different genres in order to fit specific needs. Since certain 

genre has its unique characteristics, people may make choice according to specific 

information or gratifications they desire. 

Online video content like TV drama / self-produced drama is much more 

positively related to mediated gratifications like passiveness, emotional release 

and entertainment, which people’s involvements are in the lower degree of 

interactivity.  

Variety show is most positively related to passiveness, but also quite positively 

related to interpersonal motivations and gratifications like social connection and 

interaction and personal identity. Variety show especially the reality show, could 

make people feel perceived realism as well as kind of interactivity.  

News presents a strongest prediction in interpersonal motivations and 

gratifications like self-education and learning, along with social connection and 

interaction, and personal identity. On the other hand, people upload video content 

about news are not for entertainment. What people mostly need from 

watching/commenting/sharing/uploading news are about advice seeking, 

self-educating, leadership, social connecting, value identifying and judging, and 

so on. 
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Similar to news in a certain extent, genres like sports program, music video, 

user-generated video and micro-film/advertisement are also positively related to 

interpersonal gratifications on different levels, from which 

watching/commenting/sharing user-generated content and micro-film/ 

advertisement presented the strongest predictions in motivation and gratification 

on personal identity. What is distinct from news genre is that, people who upload 

music video seek and obtain entertainment and emotional release entertainment. 

People who upload original content about game tend to be motivated by the needs 

of emotional release. While people who upload original funny content obtain 

fewer gratifications about reinforcement for personal value, identity forming, 

value judgment and so on. Moreover, uploading of original or republished 

micro-film/advertisement is against self-education and learning nor passiveness. 

People who upload republished films tend to obtain more diversified gratifications 

than other uploaders. This part of people feel more satisfied in personal identity, 

self-education and learning, social connection and interaction, and passiveness 

when they upload republished films. 

Not surprisingly, genre like anime, which is most popular among the “otaku”, is 

mostly related to gratifications on passiveness. Things about anime have been a 

part of their habitual life. They divert their attention from the reality and enjoy 

being absorbed into a different world. They also seek for satisfactions on personal 

identity, and self-education and learning by uploading original anime. 

In general, online video content on news, variety show, user-generated ones tend 

to make people involved into higher degrees of perceived realism and interactivity, 

which encouraged interpersonal motivations and gratifications. Meanwhile, 

fictional contents, especially TV drama /self-produced drama and anime, are in 

lower degrees of interactivity, from which people seek and obtain gratifications 

more about entertainment, passiveness or diversion. People then may fulfill 

different degrees of interactivity by choosing different genres of online video 

contents for watching/commenting/sharing/uploading. Besides, people may 

achieve more aspects and higher levels of satisfactions if they connect with genres 
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of contents in a wider scale. 

 

5.1.3. Emotions, Motivation and Gratification 

People in different types of emotions (positive and non-positive) tend to arouse 

different motivations and attempt to seek different gratifications.  

Results showed that, when people use online video media in various emotions, 

they would seek similar gratifications like self-education and learning, emotional 

release, and passiveness. However, users who are in positive emotion before use 

would need more about personal identity, entertainment, social connection and 

interaction, and information. In other words, positive emotion makes people want 

more about interpersonal activities. By using online video, people want to identify 

personal value, get in touch with the surroundings, get a sense of belonging to a 

group or the society, so as to seek for higher level of positive emotional states. 

People also use media to modulate their emotional states (e.g., Zillmann, 2000). 

Results show a slightly difference between positive and non-positive emotional 

type of online video usage that, people in non-positive emotion before use tend to 

seek for more emotional release than people who are in positive emotion. 

On the other hand, different emotional type before use (positive and non-positive) 

are related to different degrees of gratification. When people are in negative 

emotional states (especially in depression or anxiety), cognitive biases tend to 

happen during emotional information processing (Beck, 1974, 2008; Bower, 1981; 

Peng & Zhou, 2005). These biases includes aspects on attention, elaboration, 

storage and etc., which underlies emotion’s effects on gratification. Results show 

that, when comparing with non-positive emotion before online video usage, 

positive emotion before use would lead to the higher degree of gratification. 

Driven by hedonistic desires, people strive to eliminate negative moods while 

“maintain and prolong positive ones” (Nabi, 2009: 207). When more gratifications 

obtained, people would be in positive emotions more frequently. While the 

frequency level of negative emotions is always declined after online video media 

use, regardless of the amount of gratifications obtained.  
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5.1.4. Dependency, Activities after Use and Attitudes 

Dependency, motivation and gratification 

To some extent, there are positive relationships between dependency and 

motivation, dependency and gratification. 

When people own the stronger desire and motivation to fulfill or obtain some 

satisfactions, they tend to pay closer attention to and focus on the related 

gratification-achieving activities more frequently or for a longer period of time. In 

other words, people may spend a bit longer or more frequent time with online 

video media if they have stronger motivations or more needs to be satisfied from 

the use.  

With another perspective, results show that people’s dependence on online video 

media attributes the success to their enjoyment and satisfactions with media. Due 

to the longer and more frequent time people spend with the media, they may have 

a higher probability to satisfy and obtain more they need and want, comparing 

with a shorter duration or less frequency of online video use. 

 

Attitudes, gratification and activities after use 

Investigation has detected whether the attitudes toward media functions on 

technological and content-based dimensions can be the antecedents to choice of 

online video media in addition to being factors in influencing uses and 

gratifications. Results show that people care mostly about content issues in 

general, that is, whether the online video service provides a variety of content 

resources, whether the resources are updated in a timely manner, and even 

content-based technology issues about whether the image quality of the content is 

good enough.  

On the other hand, investigation has been allocated on whether user’s attitudes 

toward an online video service are able to affect user's attention paid to or 

involvement with the content as well as the usage process, and in turn affects the 

social and psychological gratifications of the media user. It is found that, if people 
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hold more agreement on the positive attitudes they perceive toward the specific 

online video service(s), they might in higher possibility to obtain gratifications 

from the use of related online video service(s). The situations can also be resulted 

that the more dimensions of their media use are perceived as the advantages, the 

more dimensions of gratifications users may obtain.  

More than that, activities after use, deemed as the directly reflections of media 

effects on psychological, behavioral and intentional levels, happen on different 

degrees along with different levels and amounts of gratifications obtained.   

Attitudes and dependency 

Investigation has also be allocated on whether user’s attitudes toward the online 

video service(s) are able to affect user’s dependency on online video media usage. 

A positive relationship between attitudes and dependency is found to be existed. 

Expected positive outcomes of media usage should then cause further usage of 

that media (LaRose & Eastin, 2004). On the other hand, the more appreciative 

attitudes user maintains toward online video usage, the higher possibility that user 

increases the frequency and duration for using online video media.  

 

Online video media usage is a spiral feedback process of dependency, activities 

after use and attitudes. The detailed procedures can be dissected that, the more 

people are involved in the usage of online video media, the more activities after 

use they may participate to receive derived perceptions, the more gratifications 

they then may obtain. In turn, the more satisfactions online video users experience, 

the more positive attitudes are formed, the more dependent they are on the media 

usage. During the process of motivation and gratification, people gain experience 

and derived perceptions, and the beliefs/loyalty gradually forms. 

 

5.2. Non-hypothesized Findings 

In addition to the hypothesized findings, this study also found some interesting 

non-hypothesized findings that help to better understand how online video media 

is used within the perspective of uses and gratifications. These results are 
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summarized below. 

 

5.2.1. The Influence of Technological Device 

The nature of device is asserted to be a potential source of resulting in unique 

media outcomes. Although there seems to be no significant differences in 

motivation and gratification among people who adopt different devices for online 

video using, however, the impacts of specific device on online video media usage 

were found.  

Firstly, the preferences of genres watching or uploading are various among 

different devices. People For example, people tend to watch anime video via PC 

rather than via mobile devices (t = 7.18, p < .05). People would upload original 

content about traveling more frequently through smartphone than through other 

devices (t = 4.49, p < .05). 

Adoption of different devices are also related to different aspects of attitudes. In 

other words, when people use online video media via different types of devices, 

their attitudes toward selecting specific online video service(s) tend to be focused 

on different aspects. For example, online video media users via larger-screen 

devices would concern more about the image quality of the video content than 

those via smartphone (t = 5.02, p < .05).  

People adopting different devices for online video media use tend to obtain 

gratifications about passiveness on different levels. Statistics has shown that, 

habitual behavior of mobile video has become a part of netizens’ life. People use 

online video media via mobile devices (especially the smartphone) then rather feel 

that they have filled and passed their time than those via non-mobile devices.  

 

5.2.2. Media Culture, Media Literacy and Social Participation 

In general, results show that mainland online video media users usually upload 

republished contents much more than original ones, which reflects the “copy 

culture” in China’s networked society. In the environment of developed and 

mature convergence culture, users on overseas online video media like YouTube 
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are found by previous researchers to be more active in creating original contents 

with their own thinking. The phenomenon shows a distinct level/degree of media 

literacy between domestic users and oversea users, and it could be the 

consequence by potential impact of differentiated media culture in their own 

country. 

Moreover, responses show that TV drama / self-produced drama, film and variety 

show are the top three popular genres among online video users in general. News 

video is surprisingly the unfrequented. This means that online video users seldom 

care about social, political, cultural, and economic issues, or they are with low 

intention of participating in discussions and activities that are related to political, 

cultural or economic society. It can be interpreted as the limited social 

participation among online video media users. 

 

5.2.3. Strong Activeness, Intentionality and Consciousness 

Both viewer and content contributor exhibit a quite active, intentional and 

conscious usage of online video media. Especially, online video viewers, 

distinguished from the traditional mass media audience who used to be passively 

receiving messages, show a high degree of activeness, intentionality and 

consciousness that they search directly for the content they wanted most 

frequently (M = 4.19, SD = .83).  

More importantly, because of the relatively strong intentions and motivations for 

online video media use, it is reasonable and suitable to investigate the online 

video usage process from the U&G perspective that considers it as the motivation 

and gratification process. 

 

5.3. Limitations 

Though thorough considerations had been taken into before and during the design 

of the investigation, some limitations were encountered in this study.  

The first limitation is about personal traits. Personality would to some extents 

direct single and habitual cognitions or acts, and determine dimensions or patterns 
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of thoughts and feelings (Eysenck, 1990; Nabi & Riddle, 2008; Wang, 2004). 

Individual online media usage then could be diversified because of personality 

traits. The study did not investigate in the impact of personality traits during 

online video media usage process, however, related background conditions, the 

emotions / psychological states which could partially reflect personality traits in 

the immediate context, were included. 

Another limitation is about the factors of social circumstances and social status. 

As has mentioned by McQuail (1994) of other important dimensions, for instance, 

social circumstances and personal social status, which “influence both... general 

habits of media use and also... beliefs and expectations about the benefits offered 

by the media”, could “shape... specific acts of media choice and consumption, 

followed by... assessments of the value of the experience (with consequences for 

further media use) and, possibly... applications of benefits acquired in other areas 

of experience and social activity” (McQuail, 1994: 235). Their impacts should not 

be neglected. This study acknowledges the importance of social circumstances 

and personal social status, however, these two dimensions were not detailedly 

investigated in the survey. Instead, they had just been abstractly concerned in 

respondent’s occupation and income which were settled as conditional 

demographic variables in the investigation. 

The third limitation is that the sample size was not large enough when considering 

the division into four parts (viewer, commenter, sharer, uploader) for specific 

analysis. In future research, a larger number especially on uploader respondents 

may help to find more interesting details about how online video uploaders 

interact with the media as well as with other users who watch, comment, and 

share the uploading videos.  

What’s more, it’s a common shortcoming that data collection of uses and 

gratifications research relies heavily on self-reports (Katz, 1987). Information 

collected by questionnaire survey in this study is based only on personal memory, 

which is premised on respondents’ honesty and truthfulness. It can be problematic 

(Nagel et al., 2004) that distortions might occur because the respondents are not 
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guaranteed to not inaccurately recall how they behave in media use (Wikibooks, 

2013), nor inaccurately estimate measures of their own feelings (Godlewski, 

2005). However, a better way to collect data for uses and gratifications research is 

yet to be found. 

Last is about the dynamic process of media usage. Online video media uses and 

gratifications process should not simply be regarded as a one-way and one-off 

thing. So as the activities after use which is believed to be related to a reiteration 

of media use process (Levy & Windahl, 1984). However, data collected in this 

investigation only reflected individual usage in general. Since the data collection 

was one-off and could not observe user’s behavior and psychology in dynamic 

situations, the explanatory power of collected data has limitations. 

 

5.4. Research Contributions 

Despite some limitations, the research has made several contributions.  

First, the collation of online video media development history in mainland China 

presents the macro impacts of the society (in four dimensions - policy, economy, 

technology, and culture) on the media, which lays the foundation for the 

investigation of the interactive relationships between online video media and 

media user. 

The second contribution is toward understanding the features of online video 

media in the context of newer media. Online video media is integrated with 

various technology devices as the message carrier, with multiple functions like 

viewing, commenting, sharing and uploading, and with diversified genres of 

media contents. On the other hand, interactivity as the heart of Media Effect 2.0 

which “challenges the linearity of traditional theoretical models of media effects” 

(Sundar, 2009), is a remarkable character of online video media that makes it 

distinguished from traditional mass media. Last but not least, online video media 

breaks the routine to combine the both terms of interpersonal communication and 

mass communication as well as immediate feedback (synchrony) and delayed 

feedback (asynchrony). Due to the integration feature, reasons and motivations for 
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using online video media have also been integrated into a considerably larger 

scale than many other media. It in turn provides a greater possibility for the extent 

of online video effects to be broader or even deeper than extents of effects of 

many others. Therefore, when considering the traditional theorizations of 

audience involvement or perception in a newer media context, online video as a 

media that creates many functions for greater interaction of users with the 

contents or with other users would be more cognitively, emotionally, and 

behaviorally involving, in multiple dimensions. To a large extent, online video 

media offers fair and unlimited opportunities for information expression and 

content exchange, which provides researchers with the opportunities to investigate 

media user not only as content receiver or consumer, but also as content 

contributor and producer. User’s motivation and gratification could then be 

investigated in both mediated and interpersonal dimensions. 

Third is toward understanding the online video media uses and gratifications. A 

wide and coherent spectrum of typologies of gratifications (including both 

mediated ones like entertainment, emotional release, information, passiveness, 

and interpersonal ones like personal identity, self-education and learning, social 

connection and interaction) which people might seek and obtain from online video 

media were included. The results also showed the compatibility of U&G model on 

the investigation of online video media usage. It was proved that considering 

online video media usage as the motivation and gratification process was quite 

reasonable and suitable.  

In this study, the process of online video usage is dissected in social-cognitive 

terms. An integrated and interdisciplinary theoretical structure is summarized and 

provided to present the interactive and dynamic process of motivation and 

gratification during the online video media usage. Interactive relationships among 

user behavior patterns (regarding user identities as content viewer and contributor, 

selections of various content genres and themes, dependency of use including 

frequency and duration), emotions, attitudes, activities after use, motivation and 

gratification during the usage have been presented, hypothesized and verified.   
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5.5. Future Directions for Research 

There is relatively little research written about online video in China context. With 

the continuous flourish of online video media, it is important that research focus 

on gaining a clearer understanding of why people enjoy watching online video 

contents or using the interactive functions of online video media (commenting, 

sharing, uploading etc.), and what effects online video media and/or the usage 

have/has on users. This research is only an exploratory study that needs further 

investigations in depth. The findings of this study then suggest several potential 

directions for future research. 

People are using mobile video in their fragmented time. The proportion of using 

online video media via mobile devices is constantly increasing to even exceed the 

proportion of use via PC (CNNIC, 2015). Except for the upgraded technological 

environment, why the changes of device adoption for online video usage 

happened and what is affecting user’s behavior, need to be considered. Since 

technology adoption was found not significantly related to the motivation and 

gratification in this study, future research then may study on the any other 

potential factors in determining user’s technology adoption for online video media 

usage. 

Instrumental/goal-directed usage assumes a “rational choice of appropriate media 

for predetermined purposes” (Chandler, 1994). While many studies have asserted 

that media use could often be “habitual, ritualistic and unselective” (Barwise & 

Ehrenberg 1988). Future research can continue to differentiate different types of 

online video usage regarding different levels of activeness, intentionality and 

consciousness, in order to analyze the potential relationships between 

purposiveness and media dependency.  

Some research (e.g., Boyanowsky, 1977; Nabi, Finnerty, Domschke, & Hull, 2006) 

has considered the unique role that each of the discrete emotions might play 

during the media message selection process (Nabi & Oliver, 2009). Future 

research could investigate how different discrete emotions (e.g., excitement, pride, 
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dissapointment, fear, anger) results in the selection of different genres and themes 

of online video content, or how different themes of content differently result in 

specific emotions. For more complex analysis, how different types of mixture of 

emotions differ in the impact not only on the content selecting but also on the 

whole online video media usage including function selecting, can then be 

investigated.  

Moreover, since the dynamic development of online video media usage process, 

future research can think about conducting longitudinal studies on how individual 

online video media usage is influenced and changed with both intrinsic and 

external factors, and make a comparison between/among different user identity 

groups or the groups with other variable properties. 

Future study could also think about media literacy gap between users in mainland 

China and overseas. In other words, researcher can consider making a comparison 

between users on domestic online video services and users on overseas services 

regarding media literacy or creative culture. 

 

5.6. Conclusion 

This study investigates uses and gratifications theorizations in the era of Web 2.0 

with online video media as the typical representative.  

Online video media influence and allow for new forms of user activities. They 

offer online video user a participatory experience/role so as to facilitate the 

evolution and dynamic reintegration of the networked society as well as the whole 

social environment. 

Online video media usage is a spiral feedback process of dependency, activities 

after use and attitudes. Usage experience becomes a premise of content preference 

when seeking for different gratifications, while different types of content in turn 

have different influences on gratifications obtained. When users are satisfied to 

some extent through the online video media usage, they may go along with the 

activities after use by displaying a willingness to “reflect on, discuss, or integrate 

information gained into mental processes and social behaviors” (Levy & Windahl, 
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1984; Godlewski, 2005: 31), meanwhile, perceptions and attitudes are shaped and 

would later form the dependence and beliefs/loyalty of specific online video uses. 

Online video media usage is an interactive and dynamic process. During the 

process, user interacts with the media as well as with other users in the networked 

society. User motivates and gratifies along with the influence of their user 

behavior, emotions, attitudes as well as activities after use, from which these 

factors are also interactively changed. 

 

 



Appendix A: Survey Questionnaire (English Version) 

Questionnaire on Uses and Gratifications among Online Video User in Mainland China 
Hong Kong Baptist University 

 
We are interested in learning about online video usage behaviors and patterns among the users in mainland 
China. Would you please answer this questionnaire? It takes you around 10 minutes. Your help is very 
important to us. Please be noticed that you must be a residence in mainland China to participate (users 
from Hong Kong, Macao and Taiwan are not included in this research). Please be assured that your 
answers and information will be kept confidential. Participation is voluntary. Thank you very much for 
your understanding and support for this academic research! 
 
If you are agree with this statement, please start the questionnaire. You are invited to ask any questions or 
leave any comments about the study via the sharing link to Sina Weibo account - 
veronica_ly1989@163.com.  
 
*There will be a lucky draw after the whole data collecting procedure. Twenty participants may receive a 
small gift by random selection. So you are voluntary to provide your contact (like email address / Wechat / 
QQ) at the end of this questionnaire. 
 
 

------------------------------------------------------------------------------------------------------------------ 
 

 

[ONLINE VIDEO USAGE BEHAVIORS] 

*Remark: The mentioned “use online video services” means “watch, upload, comment, share videos 
on domestic online video services (e.g., Youku-Tudou, iQIYI-PPS, Tencent, Sohu, LeTV, and etc.) 
through either websites/portals or client applications”. 

First, there are questions on your online video use experience and evaluations. 

1. Have you ever used online video services? 
Yes . . .1    No . . .2[TERMINATE THIS PART AND SKIP TO THE “SPECIFIC QUESTION”, 
RESPONDENT THEN SKIP TO COMPLETE THE “PERSONAL INFORMATION” PART 
ONLY] 

[#SPECIFIC QUESTION: Could you please explain the reasons why you have never used it?] 

2. Please indicate how long you have used online video services through the following devices: 
(year(s)) 
PC / laptop None 1y or below 1-2ys 2-3ys 3-4ys 4-5ys More than 5ys 
Smartphone None 1y or below 1-2ys 2-3ys 3-4ys 4-5ys More than 5ys 
Tablet   None 1y or below 1-2ys 2-3ys 3-4ys 4-5ys More than 5ys 

3. During the recent half-year period, you use online video services most frequently through: 
PC / laptop . . .1    Smartphone . . .2    Tablet . . .3    Other(please specify) . . .4:_______ 

4. Please circle the appropriate number to indicate your frequency (per week) of using video services 
in the recent half year: 
1 day below . . .1    1 - 2 days . . .2    3 - 4 days . . .3    5 - 6 days . . .4    everyday . . .5 
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5. Please circle to indicate the durations for daily use of online video services in the recent half year, 
respectively on an average: ( hour(s) / day) (*weekdays refer to Monday - Friday; weekends refer 
to Saturday & Sunday) 
Weekday  None 1h or below 1-2h s 2-3hs 3-4hs 4-5hs More than 5hs 
Weekend  None 1h or below 1-2h s 2-3hs 3-4hs 4-5hs More than 5hs 

6. Have you ever used the following online video services in the recent half year? (on a scale of 1-5, 1 
= never, 2 = rarely, 3 = sometimes, 4 = often, 5 = always) 
Youku-Tudou       (Never) 1   2   3   4   5 (Always) 
iQIYI-PPS        (Never) 1   2   3   4   5 (Always) 
Tencent        (Never) 1   2   3   4   5 (Always) 
Sohu         (Never) 1   2   3   4   5 (Always) 
LeTV         (Never) 1   2   3   4   5 (Always) 

7. Please CIRCLE the appropriate numbers to indicate your opinions about the following items when 
choosing the specific online video service(s) : (on a scale of 1-5, 1 = strongly disagree, 2 = disagree, 
3 = neutral, 4 = agree, 5 = strongly agree) 
In general:  
It’s/They’re useful        (Strongly disagree) 1   2   3   4   5 (Strongly agree) 
It’s/They’re easy or convenient to use     (Strongly disagree) 1   2   3   4   5 (Strongly agree) 

I spent a good time when using it/them    (Strongly disagree) 1   2   3   4   5 (Strongly agree) 

The interface design is good      (Strongly disagree) 1   2   3   4   5 (Strongly agree) 

The speed of information and online      (Strongly disagree) 1   2   3   4   5 (Strongly agree) 

 video process is fast 

It’s/They’re secure to use       (Strongly disagree) 1   2   3   4   5 (Strongly agree) 

It/They provide(s) a rich variety of online     (Strongly disagree) 1   2   3   4   5 (Strongly agree) 

 video resources 

The resources and information are updated    (Strongly disagree) 1   2   3   4   5 (Strongly agree) 

 in a timely manner 

It/They provide(s) online videos with higher   (Strongly disagree) 1   2   3   4   5 (Strongly agree) 

 definition(such as HD) 

It/They provide(s) personalized service    (Strongly disagree) 1   2   3   4   5 (Strongly agree) 

8. In the recent half year, you have ever used online video services to: 
Watch videos        Yes . . .1[SHOW SUB-QUESTION “8a”]    No . . .2 
Make comments      Yes . . .1[SHOW SUB-QUESTION “8b”]    No . . .2 
Share/forward videos     Yes . . .1[SHOW SUB-QUESTION “8c”]    No . . .2 
Upload videos (original/republished)   Yes . . .1[SHOW SUB-QUESTION “8d”]    No . . .2 

#8d. Please circle an appropriate number to indicate your frequency of uploading videos in the recent 
half year:  
Rarely . . .1  Sometimes . . .2  Often . . .3  Always . . .4 
[WITH NUMBER SELECTING ON 2, 3 OR 4, TERMINATE THIS PART AND DIRECTLY 
SKIP TO SECTION 1D, RESPONDENT NEED TO COMPLETE SECTION 1D AND THE 
“PERSONAL INFORMATION” PART ONLY] 
[WITH NUMBER SELECTING ON 1, TURN TO THE NEXT SUB-QUESTION] 
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#8c. Please circle an appropriate number to indicate your frequency of sharing/forwarding online 
videos in the recent half year:  
Rarely . . .1  Sometimes . . .2  Often . . .3  Always . . .4 
[WITH NUMBER SELECTING ON 2, 3 OR 4, TERMINATE THIS PART AND DIRECTLY 
SKIP TO SECTION 1C, RESPONDENT NEED TO COMPLETE SECTION 1C AND THE 
“PERSONAL INFORMATION” PART ONLY] 
[WITH NUMBER SELECTING ON 1, TURN TO THE NEXT SUB-QUESTION] 

#8b. Please circle an appropriate number to indicate your frequency of commenting online videos in 
the recent half year:  
Rarely . . .1  Sometimes . . .2  Often . . .3  Always . . .4 
[WITH NUMBER SELECTING ON 2, 3 OR 4, TERMINATE THIS PART AND DIRECTLY 
SKIP TO SECTION 1B, RESPONDENT NEED TO COMPLETE SECTION 1B AND THE 
“PERSONAL INFORMATION” PART ONLY] 
[WITH NUMBER SELECTING ON 1, TURN TO THE NEXT SUB-QUESTION] 

#8a. Please circle an appropriate number to indicate your frequency of watching online videos in the 
recent half year:  
Rarely . . .1  Sometimes . . .2  Often . . .3  Always . . .4 
[RESPONDENT WHO HAS ANSWERED THIS SUB-QUESTION, THEN NEED TO 
COMPLETE SECTION 1A AND THE “PERSONAL INFORMATION” PART ONLY] 

 
 

[Section 1A: Online Video Viewing] (Q8a = 1, 2, 3, or 4) 

9A. When you enter the video website / client-side, you will: (on a scale of 1-5, 1 = never, 2 = rarely, 
3 = sometimes, 4 = often, 5 = always)  
Search directly for the videos I want    (Never) 1   2   3   4   5 (Always) 
Continue the videos from my “Play History”   (Never) 1   2   3   4   5 (Always) 
Watch the videos from my “Favorites”    (Never) 1   2   3   4   5 (Always) 
Browse by category        (Never) 1   2   3   4   5 (Always) 
Select from the home page / recommended page  (Never) 1   2   3   4   5 (Always) 

10A. Have you ever watched the following genres of videos? (on a scale of 1-5, 1 = never, 2 = rarely, 
3 = sometimes, 4 = often, 5 = always) 
TV drama / self-produced drama     (Never) 1   2   3   4   5 (Always) 
Film           (Never) 1   2   3   4   5 (Always) 
Variety show         (Never) 1   2   3   4   5 (Always) 
News           (Never) 1   2   3   4   5 (Always) 
Anime           (Never) 1   2   3   4   5 (Always) 
Music           (Never) 1   2   3   4   5 (Always) 
Sports           (Never) 1   2   3   4   5 (Always) 
User-generated video       (Never) 1   2   3   4   5 (Always) 
Micro-film / advertisement      (Never) 1   2   3   4   5 (Always) 
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11A. I want to watch my favorite type(s) of videos when I am: (on a scale of 1-5, 1 = never, 2 = rarely, 
3 = sometimes, 4 = often, 5 = always)  
with POSITIVE emotions       (Never) 1   2   3   4   5 (Always) 
(e.g.: amused/pleased, at ease/relaxed, cheerful/excited, content/delighted, encouraged/hopeful, calm, etc.) 
with NEGATIVE emotions       (Never) 1   2   3   4   5 (Always) 
(e.g.: angry/disgusted, anxious/stressful/fearful, ashamed/regretful, bored, depressed/sad/miserable, 
embarrassed, frustrated/disappointed/hopeless, etc.) 

12A. Please CIRCLE the appropriate numbers to indicate your opinions about the following statements 
before and after WATCHING YOUR FAVOURITE TYPE(S) of online videos: (on a scale of 1-5, 1 = 
strongly disagree, 2 = disagree, 3 = neutral, 4 = agree, 5 = strongly agree) 

    
Gratifications 

Sought Before 

Watching  (1-5) 

Gratifications 

Obtained After 

Watching (1-5) 

1).find out things happening in surroundings / society / world       
2).seek advice on practical matters / opinion or decision choices      
3).satisfy curiosity       
4).satisfy general interest    
5).get self-education      
6). get a sense of security      
7).get something entertaining / enjoyable / funny / amusing      
8).get mood improvement      
9).get emotional release      
10).escape from / be diverted from problems      
11).relax or have a rest      
12).fill time / pass time      
13).continue my habit      
14).be absorbed in a different world      
15).get intrinsic cultural or aesthetic enjoyment      
16).get something sexy / sexual arousal      
17).see people like me      
18).express and show personal lifestyle      
19).find and form models of behavior      
20).learn more about myself      
21).identify with valued other / judge others / learn from others      
22).feel less lonely/have a substitute for real-life companionship      
23).find and collect what is popular among others for discussions in 

daily life 
     

24).connect with family / friends / society      
25).identify with those who own the same interest and gain a sense of 

belonging 
     

26).get a peek into others’ lives or, know and understand the situation 

of others 
     

27).learn about or carry out roles of leadership      
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28).deal with business things       
13A. After watching the type(s) of videos, I am: (on a scale of 1-5, 1 = never, 2 = rarely, 3 = 

sometimes, 4 = often, 5 = always)  
with POSITIVE emotions       (Never) 1   2   3   4   5 (Always) 
(e.g.: amused/pleased, at ease/relaxed, cheerful/excited, content/delighted, encouraged/hopeful, calm, etc.) 
with NEGATIVE emotions       (Never) 1   2   3   4   5 (Always) 
(e.g.: angry/disgusted, anxious/stressful/fearful, ashamed/regretful, bored, depressed/sad/miserable, 
embarrassed, frustrated/disappointed/hopeless, etc.) 

14A. Please CIRCLE the appropriate numbers to indicate your opinions about the following statements 
after watching: (on a scale of 1-5, 1 = strongly disagree, 2 = disagree, 3 = neutral, 4 = agree, 5 = 
strongly agree)  

1). I will recall what I have watched in my mind     1   2   3   4   5 

2). I need more related information and video contents    1   2   3   4   5 

3). I will continue to watch the type(s) of videos    1   2   3   4   5 

4). I will continue to use my favorite online video service(s)   1   2   3   4   5  

5). I will try to spend more time on using online video media   1   2   3   4   5 

6). I will try to use the services more frequently    1   2   3   4   5 

7). I will use other functions(share/comment/upload) more frequently  1   2   3   4   5 

8). I will use online video services through other devices   1   2   3   4   5 

9). I will recommend my favorite videos to others    1   2   3   4   5 

10). I will recommend my favorite service(s) to others    1   2   3   4   5 

*[SKIP to the “Personal Information” Part] 

 

 

[Section 1B: Online Video Commenting] (Q8b = 2, 3, or 4) 

9B. Have you ever commented the following genres of videos? (on a scale of 1-5, 1 = never, 2 = 
rarely, 3 = sometimes, 4 = often, 5 = always) 
TV drama / self-produced drama     (Never) 1   2   3   4   5 (Always) 
Film           (Never) 1   2   3   4   5 (Always) 
Variety show         (Never) 1   2   3   4   5 (Always) 
News           (Never) 1   2   3   4   5 (Always) 
Anime           (Never) 1   2   3   4   5 (Always) 
Music           (Never) 1   2   3   4   5 (Always) 
Sports           (Never) 1   2   3   4   5 (Always) 
User-generated video       (Never) 1   2   3   4   5 (Always) 
Micro-film / advertisement      (Never) 1   2   3   4   5 (Always) 

10B. I want to comment my favorite type(s) of videos when I am: (on a scale of 1-5, 1 = never, 2 = 
rarely, 3 = sometimes, 4 = often, 5 = always)  
with POSITIVE emotions       (Never) 1   2   3   4   5 (Always) 
(e.g.: amused/pleased, at ease/relaxed, cheerful/excited, content/delighted, encouraged/hopeful, calm, etc.) 
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with NEGATIVE emotions       (Never) 1   2   3   4   5 (Always) 
(e.g.: angry/disgusted, anxious/stressful/fearful, ashamed/regretful, bored, depressed/sad/miserable, 
embarrassed, frustrated/disappointed/hopeless, etc.) 

11B. Please CIRCLE the appropriate numbers to indicate your opinions about the following statements 
before and after COMMENTING YOUR FAVOURITE TYPE(S) of online videos: (on a scale of 1-5, 1 
= strongly disagree, 2 = disagree, 3 = neutral, 4 = agree, 5 = strongly agree) 

    
Gratifications 

Sought Before 

Watching  (1-5) 

Gratifications 

Obtained After 

Watching (1-5) 

1).find out things happening in surroundings / society / world       
2).seek advice on practical matters / opinion or decision choices      
3).satisfy curiosity       
4).satisfy general interest    
5).get self-education      
6). get a sense of security      
7).get something entertaining / enjoyable / funny / amusing      
8).get mood improvement      
9).get emotional release      
10).escape from / be diverted from problems      
11).relax or have a rest      
12).fill time / pass time      
13).continue my habit      
14).be absorbed in a different world      
15).get intrinsic cultural or aesthetic enjoyment      
16).get something sexy / sexual arousal      
17).see people like me      
18).express and show personal lifestyle      
19).find and form models of behavior      
20).learn more about myself      
21).identify with valued other / judge others / learn from others      
22).feel less lonely/have a substitute for real-life companionship      
23).find and collect what is popular among others for discussions in 

daily life 
     

24).connect with family / friends / society      
25).identify with those who own the same interest and gain a sense of 

belonging 
     

26).get a peek into others’ lives or, know and understand the situation 

of others 
     

27).learn about or carry out roles of leadership      
28).deal with business things       

12B. After commenting the type(s) of videos, I am: (on a scale of 1-5, 1 = never, 2 = rarely, 3 = 
sometimes, 4 = often, 5 = always)  
with POSITIVE emotions       (Never) 1   2   3   4   5 (Always) 
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(e.g.: amused/pleased, at ease/relaxed, cheerful/excited, content/delighted, encouraged/hopeful, calm, etc.) 
with NEGATIVE emotions       (Never) 1   2   3   4   5 (Always) 
(e.g.: angry/disgusted, anxious/stressful/fearful, ashamed/regretful, bored, depressed/sad/miserable, 
embarrassed, frustrated/disappointed/hopeless, etc.) 

13B. Please CIRCLE the appropriate numbers to indicate your opinions about the following statements 
after commenting: (on a scale of 1-5, 1 = strongly disagree, 2 = disagree, 3 = neutral, 4 = agree, 5 = 
strongly agree)  
1). I will recall what I have commented in my mind     1   2   3   4   5 

2). I need more related information and video contents    1   2   3   4   5 

3). I will continue to comment the type(s) of videos    1   2   3   4   5 

4). I will continue to use my favorite online video service(s)   1   2   3   4   5  

5). I will try to spend more time on using online video media   1   2   3   4   5 

6). I will try to use the services more frequently    1   2   3   4   5 

7). I will use other functions(watch/share/upload) more frequently   1   2   3   4   5 

8). I will use online video services through other devices   1   2   3   4   5 

9). I will recommend my favorite videos to others    1   2   3   4   5 

10). I will recommend my favorite service(s) to others    1   2   3   4   5 

*[SKIP to the “Personal Information” Part] 

 

 

[Section 1C: Online Video Sharing/Forwarding] (Q8c = 2, 3, or 4) 

9C. Have you ever shared/forwarded the following genres of videos? (on a scale of 1-5, 1 = never, 2 = 
rarely, 3 = sometimes, 4 = often, 5 = always) 
TV drama / self-produced drama     (Never) 1   2   3   4   5 (Always) 
Film           (Never) 1   2   3   4   5 (Always) 
Variety show         (Never) 1   2   3   4   5 (Always) 
News           (Never) 1   2   3   4   5 (Always) 
Anime           (Never) 1   2   3   4   5 (Always) 
Music           (Never) 1   2   3   4   5 (Always) 
Sports           (Never) 1   2   3   4   5 (Always) 
User-generated video       (Never) 1   2   3   4   5 (Always) 
Micro-film / advertisement      (Never) 1   2   3   4   5 (Always) 

10C. I want to share my favorite type(s) of videos when I am: (on a scale of 1-5, 1 = never, 2 = rarely, 
3 = sometimes, 4 = often, 5 = always)  
with POSITIVE emotions       (Never) 1   2   3   4   5 (Always) 
(e.g.: amused/pleased, at ease/relaxed, cheerful/excited, content/delighted, encouraged/hopeful, calm, etc.) 
with NEGATIVE emotions       (Never) 1   2   3   4   5 (Always) 
(e.g.: angry/disgusted, anxious/stressful/fearful, ashamed/regretful, bored, depressed/sad/miserable, 
embarrassed, frustrated/disappointed/hopeless, etc.) 
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11C. Please CIRCLE the appropriate numbers to indicate your opinions about the following statements 
before and after SHARING YOUR FAVOURITE TYPE(S) of online videos: (on a scale of 1-5, 1 = 
strongly disagree, 2 = disagree, 3 = neutral, 4 = agree, 5 = strongly agree) 

    
Gratifications 

Sought Before 

Watching  (1-5) 

Gratifications 

Obtained After 

Watching (1-5) 

1).find out things happening in surroundings / society / world       
2).seek advice on practical matters / opinion or decision choices      
3).satisfy curiosity       
4).satisfy general interest    
5).get self-education      
6). get a sense of security      
7).get something entertaining / enjoyable / funny / amusing      
8).get mood improvement      
9).get emotional release      
10).escape from / be diverted from problems      
11).relax or have a rest      
12).fill time / pass time      
13).continue my habit      
14).be absorbed in a different world      
15).get intrinsic cultural or aesthetic enjoyment      
16).get something sexy / sexual arousal      
17).see people like me      
18).express and show personal lifestyle      
19).find and form models of behavior      
20).learn more about myself      
21).identify with valued other / judge others / learn from others      
22).feel less lonely/have a substitute for real-life companionship      
23).find and collect what is popular among others for discussions in 

daily life 
     

24).connect with family / friends / society      
25).identify with those who own the same interest and gain a sense of 

belonging 
     

26).get a peek into others’ lives or, know and understand the situation 

of others 
     

27).learn about or carry out roles of leadership      
28).deal with business things       

12C. After sharing the type(s) of videos, I am: (on a scale of 1-5, 1 = never, 2 = rarely, 3 = sometimes, 
4 = often, 5 = always)  
with POSITIVE emotions       (Never) 1   2   3   4   5 (Always) 
(e.g.: amused/pleased, at ease/relaxed, cheerful/excited, content/delighted, encouraged/hopeful, calm, etc.) 
with NEGATIVE emotions       (Never) 1   2   3   4   5 (Always) 

99



(e.g.: angry/disgusted, anxious/stressful/fearful, ashamed/regretful, bored, depressed/sad/miserable, 
embarrassed, frustrated/disappointed/hopeless, etc.) 

13C. Please CIRCLE the appropriate numbers to indicate your opinions about the following statements 
after sharing: (on a scale of 1-5, 1 = strongly disagree, 2 = disagree, 3 = neutral, 4 = agree, 5 = 
strongly agree)  
1). I will recall what I have shared in my mind     1   2   3   4   5 

2). I need more related information and video contents    1   2   3   4   5 

3). I will continue to share the type(s) of videos    1   2   3   4   5 

4). I will continue to use my favorite online video service(s)   1   2   3   4   5  

5). I will try to spend more time on using online video media   1   2   3   4   5 

6). I will try to use the services more frequently    1   2   3   4   5 

7). I will use other functions(watch/comment/upload) more frequently  1   2   3   4   5 

8). I will use online video services through other devices   1   2   3   4   5 

9). I will recommend my favorite videos to others    1   2   3   4   5 

10). I will recommend my favorite service(s) to others    1   2   3   4   5 

*[SKIP to the “Personal Information” Part] 

 

 

[Section 1D: Online Video Uploading] (Q8d = 2, 3, or 4) 

9D. Please circle to indicate the type(s)/genre(s) of videos (both republished and original are included) 
you frequently upload: 
Republished: 
 TV drama   Self-produced drama   Film   Variety show  News   Anime 
 Music  Sports  Documentary  Micro-film/advertisement   Others 
Original: 
 Life   Self-portrait shooting Funny  Travel   Fashion  Game   Anime 
 Music  Education   Micro-film/advertisement      Others 

10D. I want to upload my favorite type(s) of videos when I am: (on a scale of 1-5, 1 = never, 2 = 
rarely, 3 = sometimes, 4 = often, 5 = always)  
with POSITIVE emotions       (Never) 1   2   3   4   5 (Always) 
(e.g.: amused/pleased, at ease/relaxed, cheerful/excited, content/delighted, encouraged/hopeful, calm, etc.) 
with NEGATIVE emotions       (Never) 1   2   3   4   5 (Always) 
(e.g.: angry/disgusted, anxious/stressful/fearful, ashamed/regretful, bored, depressed/sad/miserable, 
embarrassed, frustrated/disappointed/hopeless, etc.) 

11D. Please CIRCLE the appropriate numbers to indicate your opinions about the following statements 
before and after UPLOADING YOUR FAVOURITE TYPE(S) of videos: (on a scale of 1-5, 1 = 
strongly disagree, 2 = disagree, 3 = neutral, 4 = agree, 5 = strongly agree) 

    
Gratifications 

Sought Before 

Watching  (1-5) 

Gratifications 

Obtained After 

Watching (1-5) 
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1).find out things happening in surroundings / society / world       
2).seek advice on practical matters / opinion or decision choices      
3).satisfy curiosity       
4).satisfy general interest    
5).get self-education      
6). get a sense of security      
7).get something entertaining / enjoyable / funny / amusing      
8).get mood improvement      
9).get emotional release      
10).escape from / be diverted from problems      
11).relax or have a rest      
12).fill time / pass time      
13).continue my habit      
14).be absorbed in a different world      
15).get intrinsic cultural or aesthetic enjoyment      
16).get something sexy / sexual arousal      
17).see people like me      
18).express and show personal lifestyle      
19).find and form models of behavior      
20).learn more about myself      
21).identify with valued other / judge others / learn from others      
22).feel less lonely/have a substitute for real-life companionship      
23).find and collect what is popular among others for discussions in 

daily life 
     

24).connect with family / friends / society      
25).identify with those who own the same interest and gain a sense of 

belonging 
     

26).get a peek into others’ lives or, know and understand the situation 

of others 
     

27).learn about or carry out roles of leadership      
28).deal with business things       

12D. After uploading the type(s) of videos, I am: (on a scale of 1-5, 1 = never, 2 = rarely, 3 = 
sometimes, 4 = often, 5 = always)  
with POSITIVE emotions       (Never) 1   2   3   4   5 (Always) 
(e.g.: amused/pleased, at ease/relaxed, cheerful/excited, content/delighted, encouraged/hopeful, calm, etc.) 
with NEGATIVE emotions       (Never) 1   2   3   4   5 (Always) 
(e.g.: angry/disgusted, anxious/stressful/fearful, ashamed/regretful, bored, depressed/sad/miserable, 
embarrassed, frustrated/disappointed/hopeless, etc.) 

13D. Please CIRCLE the appropriate numbers to indicate your opinions about the following statements 
after uploading: (on a scale of 1-5, 1 = strongly disagree, 2 = disagree, 3 = neutral, 4 = agree, 5 = 
strongly agree)  
1). I will recall what I have uploaded in my mind     1   2   3   4   5 

2). I need more related information and video contents    1   2   3   4   5 
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3). I will continue to upload the type(s) of videos    1   2   3   4   5 

4). I will continue to use my favorite online video service(s)   1   2   3   4   5  

5). I will try to spend more time on using online video media   1   2   3   4   5 

6). I will try to use the services more frequently    1   2   3   4   5 

7). I will use other functions(watch/comment/share) more frequently  1   2   3   4   5 

8). I will use online video services through other devices   1   2   3   4   5 

9). I will recommend my favorite videos to others    1   2   3   4   5 

10). I will recommend my favorite service(s) to others    1   2   3   4   5 

*[SKIP to the “Personal Information” Part] 

 
 

[PERSONAL INFORMATION] 
Finally, here are some questions about you. 

15. Please CIRCLE the appropriate number to indicate if you are: 
Male . . .1  Female . . .2 

16. Please CIRCLE the appropriate number to indicate your age:  
19 or below . . .1  20 to 24 . . . 2  25 to 29 . . .3  30 to 34 . . .4  35 to 39 . . .5  40 or above . . .6 

17. Please CIRCLE the appropriate number to indicate your education background: 
Junior high school or below . . .1  Senior high school / technical secondary school. . .2 
Junior college . . .3  Undergraduate / Bachelor degree . . .4  
Postgraduate / Master degree or above . . .5 

18. Please CIRCLE the appropriate number to indicate if you are a(n): 
Full-time student . . .1 
Head or manager of office/organization/institution/enterprise. . .2 
Professional or technician . . .3 
Office clerk . . .4 
Sales or service personnel . . .5 
Manufacturing/production/industrial worker or equipment operator . . .6 
Individual business owner . . .7 
Freelance . . .8 
Other(please specify) . . .9:_________ 

19. Please CIRCLE the appropriate number to indicate your personal disposable amount in average 
(in RMB / per month):  
2000 or below . . .1  2001 to 4000 . . .2  4001 to 6000 . . .3   
6001 to 8000 . . .4  8000 or above . . .5 

20. Please indicate your current residence.  . . . . . . . . . .   Province:_______; City:_______ 

21. How would you rate your own expertise with the following devices in general? (on a scale of 1-5, 
1 = novice, 2 = advanced beginner, 3 = competent, 4 = proficient, 5 = expert) 
Computer        (Novice)   1   2   3   4   5   (Expert) 
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Smartphone      (Novice)   1   2   3   4   5   (Expert)  
Tablet           (Novice)   1   2   3   4   5   (Expert) 

 
* You have a tremendous opportunity for receiving a carefully picked small gift. So you are 

appreciated to write down your contact (e.g., email, Wechat, QQ, etc.). 
_____________________________________ 

 
 
[END] 
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1. 您是否曾通过台式/手提电脑，智能手机或平板等设备来使用在线视频服务？ [单选题] [必答题]

是 否  (请跳至第34题)

2. 您通过下列设备使用在线视频服务已有多少年的经验？ [表格数值题] [必答题]

年

台式/手提电脑

智能手机

平板

3. 您在近半年内最常通过哪种设备使用在线视频服务： [单选题] [必答题]

台式/手提电脑 智能手机 平板 其它 *

4. 您在近半年内平均每周有几天使用在线视频服务： [单选题] [必答题]

1天以下 1~2天 3~4天 5~6天 每天

5. 近半年内，您平均一天中使用在线视频的时长（以小时为单位）： [矩阵量表题] [必答题]

无
1小时
及以下

1~2(含2小
时)

2~3(含3小
时)

3~4(含4小
时)

4~5(含5小
时)

5小时
以上

工作日(周一至周
五)

周末(周六及周日)

6. 您在近半年内使用过下列在线视频服务网站或客户端吗？ [矩阵量表题] [必答题]

从未 较少 偶尔 较多 经常

优酷土豆

爱奇艺PPS

腾讯

搜狐

乐视

国内在线视频用户的使用与满足调查

香港浸会大学知情同意声明：我们正在进行一个关于国内在线视频用户行为的研究，本问卷旨在对国内在线视频服务使用情况与
使用习惯进行调查。您可以花十分钟填写本问卷吗？请注意，本问卷调查的对象人群为中国大陆用户(不包括香港、澳门及台湾所
在地用户)。请放心，您的问卷答案与信息将会被保密。参与本问卷调查出于自愿，非常感谢您的谅解以及对我们这项学术研究的
配合、支持与贡献！
如您已同意本声明，请开始作答问卷。如您对本问卷有任何疑问，可在问卷分享链接的新浪微博账号veronica_ly1989@163.com
页面下发表评论与建议。

*我们将在所有样本收集工作完成后随机抽奖选出20 位参与者获得我们精心挑选的小礼品，您可以在答卷结尾自愿留下联络方
式(邮箱/微信/QQ 均可)参与抽奖。

在线视频服务使用情况

  *备注：本问卷中提及的“使用在线视频服务”是指通过国内在线视频服务商(如优酷土豆,爱奇
艺PPS,腾讯,搜狐,乐视等)的网站或客户端在线观看、上传、评价、分享视频等。
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7. 以下是人们选择在线视频网站或客户端时可能会考虑的因素，请评价您的看法：总的来说，该网站/客户端 [矩阵量表题] [必答
题]

很不赞同 不赞同 一般 赞同 很赞同

很有用

易上手

能让我度过一段美好时
光

界面设计美观

网页和视频浏览速度快

使用安全

提供的视频资源丰富

信息能及时更新

视频图像内容清晰(如高
清)

提供个性化服务

8. 您在近半年内曾经使用在线视频网站或客户端来： [多选题] [必答题]

观看视频

评论视频

分享/转发视频
上传视频(包括转载或原创/拍客)

8d. 您近半年内上传视频的频繁度： [单选题] [必答题]

较少 偶尔  (请跳至第29题) 较多  (请跳至第29题) 经常  (请跳至第29题)

8c. 您近半年内分享/转发视频的频繁度： [单选题] [必答题]

较少 偶尔  (请跳至第24题) 较多  (请跳至第24题) 经常  (请跳至第24题)

8b. 您近半年内评论视频的频繁度： [单选题] [必答题]

较少 偶尔  (请跳至第19题) 较多  (请跳至第19题) 经常  (请跳至第19题)

8a. 您近半年内观看视频的频繁度： [单选题] [必答题]

较少  (请跳至第26题) 偶尔  (请跳至第26题) 较多  (请跳至第26题) 经常

*填写完该题，请跳至第13题。

9. 进入在线视频网站或打开视频客户端后，您会： [矩阵量表题] [必答题]

从未 较少 偶尔 较多 经常

在站内直接搜索所需视
频

从“播放历史记录”继续
观看视频

从“个人收藏”中选择视
频

从“分类浏览”中选择视

  小节1A：视频观看
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频

浏览首页/推荐页并选择
视频

10. 您近半年内观看过下列类型的视频吗？ [矩阵量表题] [必答题]

从未 较少 偶尔 较多 经常

电视剧/自制剧

电影

综艺节目

新闻

动漫

音乐

体育

用户上传/原创

微电影/广告短片

11. 当您有下列情绪时，您是否会观看自己常看的视频类型？ [矩阵量表题] [必答题]

从未 较少 偶尔 较多 经常

积极情绪(如:开心,轻
松,兴高采烈,知足,幸
福,鼓舞,安心,平静等)
消极情绪(如:生气,焦
虑,惭愧,无聊,郁闷,难
过,尴尬,受挫等)

12. 下列为使用在线视频服务的潜在动机或使用后可能获得的满足，它们是您观看该类在线视频的动机或满足吗？请您针对观看前的
动机及观看后获得的满足分别对下列陈述进行评价： [表格数值题] [必答题]

观看前的动机 观看后的满足

1).了解身边/社会/世界
发生的事情

2).寻求解决问题的意见
或建议

3).满足好奇心

4).兴趣

5).自学

6).获得安全感

7).获得娱乐

8).改善情绪

9).情感宣泄

10).暂时逃离问题

11).休息放松

12).打发时间

13).习惯

14).专注于另一个不同的
世界

15).获得内在文化熏陶或
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审美享受

16).获得性感的或激发性
欲的事物

17).发现与我类似的人

18).展现或表达个人生活
方式

19).寻找值得学习的行为
模式

20).了解自我

21).认同其他价值/评判
他人/学习他人

22).减少孤单感/现实陪
伴的替代

23).发现并收集资讯用于
日后讨论交流

24).联系家人,朋友或同
事/进行社交活动

25).寻求有共同兴趣的一
群人并获得归属感

26).窥视他人生活/了解
他人的处境

27).学习或扮演能力者或
领导者的角色

28).商务/买卖/宣传或
营销相关

13. 观看完该类型视频后，您的情绪是： [矩阵量表题] [必答题]

从未 较少 偶尔 较多 经常

积极情绪(如:开心,轻
松,兴高采烈,知足,幸
福,鼓舞,安心,平静等)
消极情绪(如:生气,焦
虑,惭愧,无聊,郁闷,难
过,尴尬,受挫等)

14. 以下是人们观看完视频后的陈述，请评价您的看法： [矩阵量表题] [必答题]

很不赞同 不赞同 一般 赞同 很赞同

1). 我会在脑海中回顾

2). 我会需要更多相关的
信息或视频

3). 我会继续观看该类型
的视频

4). 我会继续使用我常用
的在线视频网站

5). 我会花更多时间使用
在线视频服务

6). 我会争取更频繁地使
用在线视频服务

7). 我会更频繁地使用其
它功能(分享/评论/上

传)
8). 我会通过其它设备使
用在线视频服务

9). 我会向其他人推荐我
观看的视频

10). 我会向其他人推荐
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我常用的在线视频网站

*填写完该题，请跳至第35题。

9. 您近半年内是否评论过下列类型的视频？ [矩阵量表题] [必答题]

从未 较少 偶尔 较多 经常

电视剧/自制剧

电影

综艺节目

新闻

动漫

音乐

体育

用户上传/原创

微电影/广告短片

10. 当您有下列情绪时，您是否会评论视频？ [矩阵量表题] [必答题]

从未 较少 偶尔 较多 经常

积极情绪(如:开心,轻
松,兴高采烈,知足,幸
福,鼓舞,安心,平静等)
消极情绪(如:生气,焦
虑,惭愧,无聊,郁闷,难
过,尴尬,受挫等)

11. 下列为使用在线视频服务的潜在动机或使用后可能获得的满足，它们是您评论在线视频的动机或满足吗？请您针对评论前的动
机及评论后获得的满足分别对下列陈述进行评价： [表格数值题] [必答题]

评论前的动机 评论后的满足

1).了解身边/社会/世界
发生的事情

2).寻求解决问题的意见
或建议

3).满足好奇心

4).兴趣

5).自学

6).获得安全感

7).获得娱乐

8).改善情绪

9).情感宣泄

10).暂时逃离问题

11).休息放松

12).打发时间

13).习惯

14).专注于另一个不同的
世界

  小节1B：视频使用-评论
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15).获得内在文化熏陶或
审美享受

16).获得性感的或激发性
欲的事物

17).发现与我类似的人

18).展现或表达个人生活
方式

19).寻找值得学习的行为
模式

20).了解自我

21).认同其他价值/评判
他人/学习他人

22).减少孤单感/现实陪
伴的替代

23).发现并收集资讯用于
日后讨论交流

24).联系家人,朋友或同
事/进行社交活动

25).寻求有共同兴趣的一
群人并获得归属感

26).窥视他人生活/了解
他人的处境

27).学习或扮演能力者或
领导者的角色

28).商务/买卖/宣传或
营销相关

12. 评论完视频后，您的情绪是： [矩阵量表题] [必答题]

从未 较少 偶尔 较多 经常

积极情绪(如:开心,轻
松,兴高采烈,知足,幸
福,鼓舞,安心,平静等)
消极情绪(如:生气,焦
虑,惭愧,无聊,郁闷,难
过,尴尬,受挫等)

13. 以下是人们评论完视频后的陈述，请评价您的看法： [矩阵量表题] [必答题]

很不赞同 不赞同 一般 赞同 很赞同

1). 我会在脑海中回顾

2). 我会需要更多相关的
信息或视频

3). 我会继续评论该类型
的视频

4). 我会继续使用我常用
的在线视频网站

5). 我会花更多时间使用
在线视频服务

6). 我会争取更频繁地使
用在线视频服务

7). 我会更频繁地使用其
它功能(观看/分享/上

传)
8). 我会通过其它设备使
用在线视频服务

9). 我会向其他人推荐我
评论的视频

10). 我会向其他人推荐
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我常用的在线视频网站

*填写完该题，请跳至第35题。

9. 您近半年内是否分享/转发过下列类型的视频？ [矩阵量表题] [必答题]

从未 较少 偶尔 较多 经常

电视剧/自制剧

电影

综艺节目

新闻

动漫

音乐

体育

用户上传/原创

微电影/广告短片

10. 当您有下列情绪时，您是否会分享/转发视频？ [矩阵量表题] [必答题]

从未 较少 偶尔 较多 经常

积极情绪(如:开心,轻
松,兴高采烈,知足,幸
福,鼓舞,安心,平静等)
消极情绪(如:生气,焦
虑,惭愧,无聊,郁闷,难
过,尴尬,受挫等)

11. 下列为使用在线视频服务的潜在动机或使用后可能获得的满足，它们是您分享/转发在线视频的动机或满足吗？请您针对分享前
的动机及分享后获得的满足分别对下列陈述进行评价： [表格数值题] [必答题]

分享前的动机 分享后的满足

1).了解身边/社会/世界
发生的事情

2).寻求解决问题的意见
或建议

3).满足好奇心

4).兴趣

5).自学

6).获得安全感

7).获得娱乐

8).改善情绪

9).情感宣泄

10).暂时逃离问题

11).休息放松

12).打发时间

13).习惯

14).专注于另一个不同的
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世界

15).获得内在文化熏陶或
审美享受

16).获得性感的或激发性
欲的事物

17).发现与我类似的人

18).展现或表达个人生活
方式

19).寻找值得学习的行为
模式

20).了解自我

21).认同其他价值/评判
他人/学习他人

22).减少孤单感/现实陪
伴的替代

23).发现并收集资讯用于
日后讨论交流

24).联系家人,朋友或同
事/进行社交活动

25).寻求有共同兴趣的一
群人并获得归属感

26).窥视他人生活/了解
他人的处境

27).学习或扮演能力者或
领导者的角色

28).商务/买卖/宣传或
营销相关

12. 分享/转发完视频后，您的情绪是： [矩阵量表题] [必答题]

从未 较少 偶尔 较多 经常

积极情绪(如:开心,轻
松,兴高采烈,知足,幸
福,鼓舞,安心,平静等)
消极情绪(如:生气,焦
虑,惭愧,无聊,郁闷,难
过,尴尬,受挫等)

13. 以下是人们分享/转发完视频后的陈述，请评价您的看法： [矩阵量表题] [必答题]

很不赞同 不赞同 一般 赞同 很赞同

1). 我会在脑海中回顾

2). 我会需要更多相关的
信息或视频

3). 我会继续分享该类型
的视频

4). 我会继续使用我常用
的在线视频网站

5). 我会花更多时间使用
在线视频服务

6). 我会争取更频繁地使
用在线视频服务

7). 我会更频繁地使用其
它功能(观看/评论/上

传)
8). 我会通过其它设备使
用在线视频服务

9). 我会向其他人推荐我
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分享的视频

10). 我会向其他人推荐
我常用的在线视频网站

*填写完该题，请跳至第35题。

9. 您最常上传哪种类型/主题的视频(包括转载或原创/拍客)？ [多选题] [必答题]

转载类

电视剧 网络剧 电影 综艺娱乐

新闻 动漫转载 音乐转载 体育

纪录片 微电影或广告短片转载 其他转载

原创类

生活

自拍 搞笑 旅游 时尚

游戏 动漫 音乐 教育

微电影/广告短片 其他

10. 当您有下列情绪时，您是否会上传视频(包括转载/原创或拍客)？ [矩阵量表题] [必答题]

从未 较少 偶尔 较多 经常

积极情绪(如:开心,轻
松,兴高采烈,知足,幸
福,鼓舞,安心,平静等)
消极情绪(如:生气,焦
虑,惭愧,无聊,郁闷,难
过,尴尬,受挫等)

11. 下列为使用在线视频服务的潜在动机或使用后可能获得的满足，它们是您上传视频的动机或满足吗？请您针对上传前的动机及上
传后获得的满足分别对下列陈述进行评价： [表格数值题] [必答题]

上传前的动机 上传后的满足

1).了解身边/社会/世界
发生的事情

2).寻求解决问题的意见
或建议

3).满足好奇心

4).兴趣

5).自学

6).获得安全感

7).获得娱乐

8).改善情绪

9).情感宣泄

10).暂时逃离问题

11).休息放松

12).打发时间

13).习惯

14).专注于另一个不同的
世界
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15).获得内在文化熏陶或
审美享受

16).获得性感的或激发性
欲的事物

17).发现与我类似的人

18).展现或表达个人生活
方式

19).寻找值得学习的行为
模式

20).了解自我

21).认同其他价值/评判
他人/学习他人

22).减少孤单感/现实陪
伴的替代

23).发现并收集资讯用于
日后讨论交流

24).联系家人,朋友或同
事/进行社交活动

25).寻求有共同兴趣的一
群人并获得归属感

26).窥视他人生活/了解
他人的处境

27).学习或扮演能力者或
领导者的角色

28).商务/买卖/宣传或
营销相关

12. 上传完视频后，您的情绪是： [矩阵量表题] [必答题]

从未 较少 偶尔 较多 经常

积极情绪(如:开心,轻
松,兴高采烈,知足,幸
福,鼓舞,安心,平静等)
消极情绪(如:生气,焦
虑,惭愧,无聊,郁闷,难
过,尴尬,受挫等)

13. 以下是人们上传完视频后的陈述，请评价您的看法： [矩阵量表题] [必答题]

很不赞同 不赞同 一般 赞同 很赞同

1). 我会在脑海中回顾

2). 我会需要更多相关的
信息或视频

3). 我会继续上传该类型
的视频

4). 我会继续使用我常用
的在线视频网站

5). 我会花更多时间使用
在线视频服务

6). 我会争取更频繁地使
用在线视频服务

7). 我会更频繁地使用其
它功能(观看/评论/分

享)
8). 我会通过其它设备使
用在线视频服务

9). 我会向其他人推荐我
上传的视频

10). 我会向其他人推荐
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我常用的在线视频网站

*填写完该题，请跳至第35题。

请您简单叙述不使用在线视频服务的原因： [填空题] [必答题]

您的性别： [单选题] [必答题]

男 女

您的年龄： [单选题] [必答题]

19岁或以下

20~24

25~29

30~34

35~39

40岁或以上

您的教育背景： [单选题] [必答题]

初中及以下

高中、职校中专

大专

本科、学士

研究生、硕士及以上

您目前从事的职业： [单选题] [必答题]

全日制学生

单位负责人、企业管理人员

专业或技术人士

办事人员

商业或服务业人员

生产人员、运输设备操作员或工人

个体户

自由职业

其他

您的个人平均每月可支配金额： [单选题] [必答题]

2000元及以下

2001~4000

4001~6000

6001~8000

8001元及以上

您的现居住地: [填空题] [必答题]

您如何评价自己对下列设备的技能操作情况： [矩阵量表题] [必答题]

个人情况
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新手级 进阶新手级 合格级 熟练级 专家级

电脑

智能手机

平板

您将有机会获得我们精心挑选的小礼品，您可以留下联络方式(邮箱/微信/QQ均可)： [填空题]

Powered by 问卷星™ www.sojump.com
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