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%H%ﬂﬁﬁﬁﬁiHWJiﬁﬁﬂiﬂOP
47 2R ooz §7 21t 0|2 QI8 o=

S tHHealth Insurance Review & Assessment
Service, 2011), 9|F AH|AEQ] &8LE 24|
7171 sl =7t il =7k A% xg g

o 9l t}ofst 7|3-S Eaf Ao A7t ARHE

Ho

b

=

F5F A} =gl itH(Korean Medical Association,
2016). 1 RS9 7ol thet Bl =&
Szl A 36%mH0] SIxfS} opAfe} e ATt
2HE A JEE FSske JoR =iyt
(Institute for Health Insurance Policy, 2019).
ERpo] A7) Ao gt & Hel= w7 R
Aslal Qlgof| = Eslal(Medical Service Act,
2012), Selutet o= @AolA Bxjet o= AR
7 Afole] ool B BAR 8 2= 207
2 5 AR7}F BEZHHOh & Cho, 2019), &3+
o5} ARl AL Aoz Ao AAEE A
Wol7] ghiel TV Ei Al e FAE gl
AE Fof AgEo] frhlee & Han, 2020).
T TV A2 aso] Falap 1A yjgol
cheystA] Falan, ARt SAEe) A% AR
of chgt Fele Q:rL% A5A S8l L mE 7|
317]4= o2 Aol 9lthLee & Yoo, 2002). ]
o A7 A Hof ek wRle) A F=, 85 F19)

g&0] ICT(Information and Communications
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Technology) @] 43 W2 o7 A& Az}
el Qe Sl Ut 4 ol 29 2
HoH &8-S 75514 3l tHMinistry of Health
and Welfare Korean Medical Association, 2016).
AR 07 Aol ek AL IE Y ol 4R 5
U Q] o]-§- 52 F sh7} E *1aL(Greenberg,
D’Andrea, & Lorence, 2004), 2014 HINTS
(Health Information National Trends Survey)
of oJstd =9l 109 5 87§ o] BlEfRIoLt oF
TS, A% ABE D7) 915 ASDS A
o}kl tig-3ith(iang & Street, 2017; Lee et al,,
2021). 24 mlrjo] ZEFA 35 HAdof gt
AESFUA vHAIE Aol —JOP A, A AR
oJ2}e 59%7} AESFAME BRSSP, 15|
Algshe 27 Aol whet A 9 A2 A= st
=702 YERITHByme, Kearney, & MacEvilly,
2017).

|3 COVID-19S Ao A o7 AH o] 8=}
o] 247l tigt ehilo] oL, HEE A&H L
2 2RIstaA} sh= &7 F7b=E QIck(Dortor's
News, 2020, 10.29). o]&3+ ’53%011 ik i
ol 44 mlio] 4 % sffel
&EM%2M®%3EF&Q@EQEE%§%%
o= SHAET AT, o5 ARl YA 9l
B2 0|50 0183 9Jrh(Madathil, Rivera-

+5H(Lee, Sohn,

Rodriguez Greenstein, & Gramopadhye, 2015).
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SESRE Aol 715K, Y e 2 2fsh
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TV ARE B B4 27
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25 AlgatalA} shrkal WettHMediatoday, 2020,
2. 22), TP} R SAES TH EIE 9]
3 FEE Hols1l Q1il(Chosun, 2019, 11,
20), $REE k2 e oladm 4o F4S
34 9l o) Y BRE O AR 9}
(ChosunBiz, 2020, 8. 13). tjg} ¥ 2J&2lo]
TV RS w7l 24 Al o) Ha A 4let
S} A o] 2] 3t Fae n| R th=(Kim, 2016)
A Aik= oY AES AW oAb Al
(Docnews, 2020, 1, 6)¢f oJspd “o]& A&7}l
olxje} Welo] 5 HE o) o2 A1 AEe}
o) el o) xj2le) ek ol A 2
Q) W7t wh sg Q% oarEol 217l
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3
20199 7] Q14 ZRAREIIA(ynanews
2020. 1. 7)o W= Syt A2l 107 5 9
< A7E7E Fasieial Q14shs Ao e
sk, o] FAjof B X AV i, AlolE
g, 22l 54 AR (0TT) 5 vheket i
ool Al A} HARE
|37 QJtH(Choi, Seo, Choi, & Paek, 2014). T
gk, A o= el 724 A o= VS
B AQds 7idsto] ofgt RS AlskaL o] 84
S FIHoZ A3 Qlth(lee & Han,

2020),

s Z2aREo] Azt

SEEEEE 3
I} AZ Q] Hofl A G S8 /0] FHHEAL Q)
o} o]el peIEl A1s QI oA bl
3t Argtolth(Dang & Lee, 2012; Kim, 2018; Lee
& Han, 2020), 7]£9] A= Au2H o] AL
S(Lee et al,, 2018)2 A& U 71% ot A=
Q1 “Flol s gom o) Fo| gapHck

L A7) SEHo|| A o] A SHALE] =Tt el &
A Y= 243} glo] Y=9)3 BALS A5
AL, o Fol A7t Al Mol gle ¢
w7AR) A 2GR FERe) FulE S

9ok A1 71 1B BREE BE U A
o
=

5

2

Ol

fu

HPdstech e git 292(0h & Cho,
2019)2 2atol A7 AHo| n|pHAlT} 0-8-=
T U= SHAIE A Ak A 2lE AL S84
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2 7yz5}gc. 0] (Vi & Han, 2020)
& oJst AN fEH Za=S Ao o84S
FAOR U= 4 o] § =2} 3HE oo u]
A 8olg PEsesd, st An =)
Aol AL Bl WSt 71 54 B W
F QAW gl fod JFL vHom,
ofe} = FH=O| PEglel A% AR A3,
QA §84, AXE Fol, 53] 48] o]
Vg e Agele ner w3t ofst An FH
20) =)=} gEZRE SR ofst Ju THlx
o1 §4e] 4 o) oS Aok o]tz Bt o]
22 o]ojd 7hs Aol Erhs 212 slekstgct
Qnel ogapelo] FEstuA

o

>

I

rlr FH.I
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o zieoflolele] 4ol el
AT glot F2 et upAy Aol et
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20d
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-

.

et al,, 2013; Kim & Chu, 2019; Park & Lee,
2009; Yu & Kim, 2020). 2J8} J1 Zel =0 of
e Aot ol FE1E Adoln, ofof & At
A o AR ZRI=E o7 AR YA
FH7FRkE o HH FHl=of gHgsto], ot
AzjofolEl o] £ o7 AJH Frl= £4o=
T2t a2 WeR thfo] dAEe Zojth &
Aol oFA olv] 2ARE Foll o5 R FRE
FH=E gAskL, 547 107 o] de
d& Adsto] Z} Aefof|ole7} AlEsh= 4
Hoj ol ket -8 A Sl Al A o= )
K

oFs) gkt Qltel Zholat 3019] THsFUAY]
FRl2E g4 9 BRe A, a4 ofst 4
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Sh= %0l ‘AR -AH Ze =3 (sub-contents)’
oz RS 4 Uik olek e S & At =
7} 713l A 2@k AE2 A " sk e,
2ol s 8= AAIREL

2020), tHEAQl FRE Ade ofshyd Bl
FH(F=A} 60,99 ), ‘Chang yong Kang (1%
A} 40.4%F W), ‘DR, Ezra 3 Wk V(54
40,29k ), ‘ml= oA} 255 0] 1004] AZFAI
(F-5A} 34. 19 ©) <=olch(7]&Y: 20204 11¢Y
309). =2 HEo WES AmEH, oskayd
H]2 5= ot A& 71#F g8l d vt &5t
< Ad=, 7t FoFo] AiLoE 2Wste] o7 4

= Adsks FAS FRieh W, ok, 4Rl
ol A FE] Aofith, Holel, =0f8k7hR] ofet &
o= Frdelstal qiok A|OJAL A8 Xt

of 7o) 212 S TSRS AR 5 Q2

a
A upA| 8= 22 1367t 8, 1237 9] & w2 &
o] 5 Halth. o] Y] vigE2 7o, %
& A= B AIEe] gL 2017 AlgE A
RHE ARFEARS S4SIE SickHankyoreh,
2017. 12, 5). ‘DR, Ezra A& W1} TV = 3t
o] Al Aol HoF i
o

=
v =H, © ,Ou]—‘o—o] }‘j——_}’{gﬂ
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Z9th= H712 2 9itk(Hong, 2020), 28R
HNE 7] AHS TR ol oAb 2 E WA 7]
SA, AR 5o 1 7]dolA "HE =
A=E TH AR dBEE 5 st 2 79
FEHEA Q) FFH-S B tHLee & Han, 2020),
FE RO HANA = A YAF FA| 7T -5t
= Az, 2020 20| AR o= S5kl
T5A7F 10.8%F ©go] |3k (20214 19 26
718). o] AdE ofn] TV W59 A% =14
of| th3] Z¢sto] A =7} &2 oJAF FA|7F 218
ke Ao g, F=AEY Ao e a2l A
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Aoz FASH FHl=R 4 E o] e
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FEAES O35k 9lal, oJF AR o] ViogE

Hom 71912 ANE-S sub-contentsZ A&

121 32]0f|o|E

191 AgoflolE = IEYl T4 FH=E
AlErste] A" E3E] R ESHE AR
st f-5H (youtuber), Fz]of|o]E(creator) &
= EYrKYu, Song, Jung, & Kim, 2019), o]&
& o] A}, FaLFe} A ARE A A
o]th(No, 2019).

191 A ]oflolgof thgt At= 3L H vAE
wofol A == %13y
2BAHE9] Fal 3lu
= YA nltjo] EHE 2ol A et 141 miT
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(Lee, Liu, & Ryu, 2018), ZE25 o] Zo] 7H=1
ol Azjolo]E S Hu mElln} -2 JF o]

A} 3= AH|RFE2 AR S 937 QltH(Kang, Son,
& Mun, 2018). 58 AQliH= Fe] JIEFA
£ AnRiet Al E v e 2 Aagt BAE e
o Fa aIkE Holi, Zel= f BHali=of ot
SAA HEE THEo] gl tigt $4%, 4
olw, Jtuff Pejell FE nXvh= At AF
gIth(Choi & Kang, 2017; Kim & Hwang, 2019;
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Shin & Han, 2019; Yu & Kim, 2019),

Ajofloly &Adof thet AdY A4t FHE o
AR 2 A A=} uf /ol Tt A7 5 o]

1 QJtH(Kong & Ahn, 2020; Kim & An, 2018;
Shin & Han, 2019). 4l7oke} ghm]A(Shin &
Han, 2019)=% 3304 f-7H AEFAA Y
EAHE fofsh= 20155 wHelslr] £

24, AR A B0 e 9E

K] el shokict, 711 ohg
An, 2018):% 181 H|Hool|A HHE ALsh=
20 2 A BJ(broadcasting jockey) 2] w2 =
NS £RT 440 BRI T QT
ghelste], Bjo] Al=)/do] vl Hr} 4=8-xof| A
B ge 9% vt A Hann, eHyd
(Ohanian, 1991)9] Fa1 A% dAFtof oJstA
2919 %4 F R, 219 A1), 141
uﬂaol NS Agehs Al 74 Bim Bek,

2490] o 2| 7 2 S AT
751}7} At} AR AT} A (Kim & Yang, 2019)
= At 7k Bl vl o2 Q] HEk &y
Ho] selx 2403k Sefolole] o] A% HhE
2 B olo] Bl JPE AFHL. ol
Zrejolole] 42 ALz, e, A, AR

4, AR ERokRlaL, AlE At e Rke]

o

o

ol=Z==
=21

111

o,

% 2

Kim

1111;

o o

A RO A(+)0] Rk AL, A e
57} 9% o)) 2] GRS lAe Ao Y

olgict A, skx&, 18]31 ZHH4~(Choi, Han,
& Kim, 2020)«= f-7H ZofolE7} AFAE
SRS it oS WA= Bl
A oA ZH S o-gsto] ZfofoEe} Al
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o

Hapo) A BATo R, ejoolele] AR
Ulloldl At vjel(elm, AEA)e] A}
o 17 Aol 1A G EAt

EERNEEERE RES EE

O Fo)E B mdo] 2

=

-
H
)

do filo
s

o,
)
o

z

il

= Z10] 2 51cH(Kim, Yun, & Kim, 2012). 3
T2 AVl del wHAl AlEEe] B7HKorean
University Korean Dictionary) &, TtA| 7kl A7
El= Zo] ofy e} o|stAIRE 2] AT AR
W7FeF o Tk 22 Azt ojaf FAd == A
& WSHH(Han, Lee, & Moon, 2007). 220}

(Ryu, 2020)= QIZFA A B 44 njtjo] =
Aol A 2xm|AL} 2|52 BAE S5 =32
Eoxol i Q14 Bk Aejeha, 74

A} 7]5& ofu] 7Hxlckar
ACKYi & Han, 2020), o]2j3t A1EL S35

oflo] | 9] &35 SJAl AlTtol thsf 23l 717t 4
Bko g Aofstar, o} Aejoflo|el o] FHo R 7

HyAlelAd S3(communication competence),

91 ARUACIA 53, 9T, A4, AL
o FAstelrt 2 Apols A ot 4

B GEH ZeE ook T4 2o PR
o] Algste ERlzo|x, Fejofo]H Al LA
== e

=)

=

L

o]

38k (influence), 2174 (authenticity), T %

(likeability) & 714, A olate] AALal4} sick,

32|00 |5 HRLIAION 5=
A (Wiemann, 1977)2 {17k AS]3 2=
X, Ej9IT} B8 02 A taat) Sloh ARY

Aol 7|24 Q1 o)A 2 0 & Wit T

P82 5232|005 MY ZEIX £M0| AFKIS| AZUE

°
)
©
s
olr
rlo
[

AR ZA] QJu]7} Q= &401 ot
Yzt gRelo]l 948 AT ol Q= AR A
zHe uf W= FEolti(Jang, 2003). TAE

W=ths WA 5‘117‘474101*4 Y AT

7]% sEolgt & 4 O‘E}(bpuzberg Hecht,
. 576: Jang, 2003 A|21¥). Z7] tALA

o A= AlA|F ¢l uHEflo] ZQ3} o1z2
, TAZE BAE o]Foll= A

| 7 whel] WA el L @

7]
/\1 o= Ak
Uslo)4d 5o
tH(Zakahi & Duran, 1984),

SRu9} 22 TAe 2o} 7 A] vl
7 s e olgAeke] magolekn
£ 2= 9ItK(Kim, Kang, & Baek, 2018), 955
SHFONA Ao R BAE W= I olA
ool o] AfFUAlelA 582 UESFAA
2 ke o Fadt s9o|tkShin & Han,
2019). FEEE AHRe} tiSkY (interactivity)
gl oFRk3EA] (bi-directional )2 2331 9Jo](Kim
& An, 2018), SIEYl F7tof| A AREAIES AA]
ol e AsAgste AW AU Al
ek, 5, Aololel7} o] g 159
1ol sl e S, PEAE

2ed

KR
=

©
?ﬂ

pen
uy
o
rUO
i—J

9] 1 E‘ﬂ—% ZEI= A& o ghgohs ZREAAR
AFYA 01AAE sHA Hok(Kim et al,, 2018), &
FHE= Fg]ofo|Ele =xte] Adoatgo] IS

sheo] Zrl=o) wEE AlEste XOo=A
(Kim et al., 2018), A z]o|o| g7} A AR =1} wh
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2252 )48 Resin /Phe WS WAe)
31(Choi et al., 2020), A]%X}—"

o|d &Y O]F/} 3?33113}. 121 ﬂa]oﬂolﬂ w4
ool o] HIAX] o] &= (Hwang,
2018), =Ae]oflo|Eete] oJataFo] ATFLTE
ol A= Wl TRt U A =L
FeAgo] YEIAE o§AEY nlHo] o]&-
*1@:% A, Sefsto] X524 o & vbwshA| Erk
ZAi}o] gl (Oh & Hwang, 2018), & &
TFolA= o AR fFHE Aofoly 7t A5
0|1 FEH O AFst= A AruAelA

2o} gojstaint,

rr
e
—',.1

S|
&
A
K<)

121 32|0i[0 |5 Fat=

FRE ZR=E A|Hk= o] 84 5 AE]of|o]E
Sk ZRIZE Ak HEo] 83.3%¢]
2, 131 mjr]ofof|x] ZEoflo]E] 2] H|F

° g FEup g Edstal Y HdlR T s
3z Qlth(Yu etal,, 2019), U, o] AR}, A 5
o] FE] Fzjollo]el5-2 1008t 1 o] =2
£ 7HAH, of/d Am|Rte] tuff gl uirteh g
S gPAlslal 9th(Chung, 2018). 2019W =
25 ME0] H2 4 3 A4 391l 25 A
=2, Fejofoe= el Q1712 FFES 7t
ZIt(Chungang, 2019, 12, 11),
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3

27} g
(Westenberg, 2016). ¢l 5—%?1/\1% ArEEolA
Araslel aeol s AR Hole 4 9
o, WEfI=12] FAol S35t} ARIES o]o]
23 A0 o] 7]ofake 548 AdrKang
et al,, 2018), YAEHHI(Westenberg, 2016)+=
ABLAE Aol THE S48 715, A
$X91 RPANET} v 5 Ao e

= o PN

F8H2020)% 28 mlElolell A SAlqh e 2

AL2] A 0471% e nst} e
oA AL QJtHYu et al., 2019). o]A] AZF A A=
TheFet Aol A AkE] ZRkol| ek v R]= A
© 2 A AHAL9] 7R E = at FAlo AHA1] E
S #eElshe x8S @4HkT QIth(Ryu, 2020).
2 ATolAs AgoflolE Y] JEFH S AT
oz Aot

L)
H
Ir

rﬁ;

o)

=
fﬂ
)

2|00 L=

1A FAdollA BRloAA =7l= S4to] AN
yAleldel axkg ofBA EoleAe AwyA
old, ArelElet & thefet skl FEs]
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116 st ¥ RFE F2|0j0[8 I U =

TEo] FoHKim & Jeon, 2016), &7to] gt
7] QA 2 AR B 28 Blol3]
H, 53] 2S = 42 oA FFEHU
(Morrow et al., 1990: Kin & Chu, 2019 #}|21-&).
W3 2 A7)9} 7|l (McCroskey & McCain, 1974)
o ujge Bele] 24 ol3) 7]
THAIEA], Bl FobshaAl 5= wshs i
© 2 Hok, 317)(Hakim, 2010)-2 Al 2] 2]
ofUe} Thazel Aele] ApAtoRA] ue A2
(honey money) & 2r#5h | AA| AH=, F3} =}
2, AR AR 2 Ake 24 Z1R)7F =
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Kim & Lee, 2010). AH 2] 214GA-L AR o]
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WZrehe Fo|cHHaley, 1996). 2, %847} 4
HE We 5= Qe of 7| HEE Wt (Eisend,

2000), TEHlof|A HH o] A== HHE AlE
Sl= YAto|Eof TSt B, 23] 4, 2lF o, 2
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Hypothesis1
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Figure 1. Research model

ANE 12¢ 197F7] oF 6d7F M= ek, o3t
AR GRE ZH= F o AejololE o] =
2 47) 9f8) 2 =

Bt Ad s = dS 2 A
A&o| gl= HlolEE AollA] Al LlskTh

A didez Atk SEA $ HAE 491
(31.2%), 9127} 10878 (68.8%) &2 H =t 94
SHAZH T AR ke 194 olsk7t 6
(3.8%) % 7 Ao 507} 56'8(35.9%) 2
2 71 wWorar, o] JJEl= 12 B E B
k. -SR] 44.6%(7078) 0] A&l 71, 49.0%
(7778)7} 771/ Q3 AFshs Ao et &
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Table 1. Demographic Profile of Sample

9]

|=0fl 0|x|= FE

Characteristic N %
Gender Male 49 31.2
Female 108 68.8
Under 19 6 3.8
20~29 25 16.0
30~39 18 11.5
Age 40~49 28 17.9
50~59 56 35.9
Over 60 23 14.7
Self-employment 11 7.0
Sales/Service 6 3.8
Technical/Skilled 1.3
Manual Laborer 4 2.5
Office 33 21.0
Occupation Management 7 45
Professional/Freelancer 38 24.2
Public officer 2 1.3
Housewife 21 13.4
Student 29 18.5
Housewife 4 2.5
Below 100 33 21.0
100~200 20 12.7
200~300 23 14.6
Monthly Income 300~400 21 134
(Unit: 10,000
KRW) 400~500 21 13.4
500~600 13 8.3
600~700 9 5.7
Over 700 17 10.8
Seoul 70 44.6
Inchon/Gyeonggi 77 49.0
Chungcheong/Daejeon 1.3
Residence Jeolla/Gwangju 4 2.5
Gyeongsang/Busan/Ulsan/Daehu 1 0.6
Gangwon 2 1.3
Jeju 1 0.6
Graduating or Attending High School 11 7.0
Education Graduating or Attending University 98 62.4
Graduating or Attending Graduate School 48 30.6

N = 156(100%, Minimum)*, N = 157(100%, Maximum)
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Table 2. Results of exploratory factor analysis
KMO Value .92
Approx z” 2905.22
Significance of Bartlett's Test af 23
) 000***
*p < .05 %*p < .01.***p < .001.
Items Communalities Factor Loadings
1 2 3 4 5 6 7 8

Information Reliability 1 .83 .83 11 .23 .01 .08 A7 .04 19
Information Reliability 5 .80 .80 .07 A2 .09 | —.14 .06 27 .09
Information Reliability 2 .79 .78 19 A7 .09 19 22 10 12
Information Reliability 3 .80 77 24 16 15 14 16 11 .08
Information Reliability 4 77 72 | —.01 .06 .36 22 11 31 .02
Creators’ Reputation 3 .75 .15 .80 .29 .04 .19 .00 .10 .06
Creators’ Reputation 4 .80 22 .78 .16 RN .06 | —.04 29 | —.06
Creators’ Reputation 5 .80 .08 75 | —.06 .10 BN .20 .03 .34
Contents Attribute 3 .75 27 .19 74 .22 .10 .08 .01 .20
Contents Attribute 4 71 27 12 .66 A3 | —.07 33 | —.08 23
Contents Attribute 5 71 14 16 .62 .28 13 21 35 | —.07
Contents Attribute 2 .80 15 A7 A7 .82 22 .01 A1 —.03
Contents Attribute 2 .81 26 .04 23 .75 .06 18 | —.06 27
Creators’ Reputation 8 .80 .18 .10 .10 .04 .81 15 15 21
Creators’ Reputation 9 .75 .04 18 .00 24 .80 12 | —.05 | —.08
Health Behavior Intentions 2 .83 41 .06 .26 .09 19 .78 A7 .03
Health Behavior Intentions 1 .82 44 .06 .23 15 24 77 24 .06
Health Behavior Intentions 3 .64 27 A2 .30 .05 32 .58 A4 1 -4
Creator’s Reputation 5 .81 .32 .22 .05 .10 .09 15 .75 .22
Creator’s Reputation 7 .63 .29 21 .07 | —.03 .03 14 .63 .23
Creator’s Reputation 1 .79 .19 14 A5 | —.03 | —.07 .10 24 .79
Creator’s Reputation 2 71 16 12 13 34 27 | —.15 13 .65
Eigenvalues 9.98 1.68 1.53 1.26 1.01 .85 .69 .63
% of Variance 45.38 7.65 6.94 5.75 4.58 3.87 3.12 2.86
% Cumulative 4538 | 53.03 | 59.96 | 65.71 | 70.29 | 74.16 | 77.28 | 80.14

% Extraction Procedures: Principal Component Analysis, * Rotation Methods: Varimax
1 = Information Reliability, 2 = Influence, 3 = Informativeness, 4 = Entertainingness, 5 = likeability, 6 = Health Behavior Intentions,
7 = Authenticity, 8 = Communication Competence
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Table 3. Descriptive statistics & Reliability test

42 RFE 32|0f0[5 I A FH= £40| AIFXL| HTAS

ol=0f Ojxle &

=

Group of Variable Variable Nu;:ebr:; of Cronbach’s a M SD
Communication Competence 2 .63 3.67 71
Creators’ Influence 3 .80 3.42 74
Reputation Authenticity 2 72 3.79 74
likeability 2 .70 2.55 .86
Informativeness 3 .76 3.79 .64
Contents Attribute
Entertainingness 2 77 3.23 77
Information Reliability 5 91 3.73 .68
Health Behavior Intentions 3 .84 3.52 72
Table 4. Correlation matrix
1 2 3 4 5 6 7
1. Communication Competence 1
2. Influence 39%x* |
3. Authenticity AB*** ATFFE* 1
4. likeability 23%* 35FxE | 7 xwR
5. Informativeness AO* x> A3FF* 39**x* 29%** 1
6. Entertainingness 3oxEF | 32%kx | DFkxk | 3@wkk | GOFRR |
7. Information Reliability A2FF* N Rl 58*** 34%** 56*** ASFF* 1
8. Health Behavior Intentions 28%x% | BTHEE | ATREE | prEk | G@xkF | 30Fkx | gpxE* | ]
*p < .05 **p < .01. ***p < .001.
T, AL, AR, T2 SRR, & AYsh= b FErt glrkar ddskelt

5 %-‘EHCronbach’s a)7} 6308 r/h_ 2 UH| U}
oL} AR} 2 9l 2Zola) skl o o]
Q] W= AFrs 70 oJato g Yeh} d7E

TR Ml 7k A

T8 HQ1 TS efsty] ffel] e W
FYste] gloj&(pearson) FHEA S AA
= 740 TAE Gotr ). 1 A BE W

AT p < .059] ool A (+)
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A7} R, 1% BAE ojwet 4n Ale)
0] Agbo] 714 w7l BRIESITHr = 66, p

< .001),
olst MH REH ZHIX 32|0|0|E{ 2| Hrtat
S o= 2| A0 HE A=|=of o7 St

Aejoflolg ] Hakat A7 2 7ke] A o
A R AR =) w7 s HE5H] f1El sllo]
Z(Hayes, 2017)9] Z2A|A |22 B4 45 &
B3Fgict. Aejolo]El o] Fyo] g 2lel
yAleld 59, 939, s, 1898 7+
A5kt
3a|of|o|E{2| HRLIAIOIM S=at LS
T Zko| Aol " 2|2 nfsH St
A gz Zefoole o] ARYAleld 58 F
sl BATE AIE (Tables) ol AA|s}GIT) &
A Az, AFUA I sl AR Al=we] 4
()] (B = .42, 1= 5.83, p < .001) 1]
AL, AR AREs A8 2w fou)gt

oM F(+)A FF= 7IHHB = .66, ¢ =

|_o

2
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9.78, p < .001). o] g AFUA o] Fo] A
e Y=ol vAl= ol FulskA] =
g, o= A oflolE &} AxUAelA s= v A7
yYE o= 2He] BA A HE A= =7 7|
o] Jghg ghS ojujgict, w7 B3te] HES 9
3 FEAEH I (Bootstrapping)S 19+ 3] HH=
alo] AlX|3}Fe) o (Shrout & Bolger, 2002), 7F
A avpe] A7t 282 et O, 95% 41%] 4=
ol A Bkek ghol (18, A3t gho] .382.= = gh At
ofof] 00] e A] oo} 7H a7t -2 ulgt A
oz ZRlE ]l

3a|of|o|E{2| He=ut HAUWS 2l 7ie| 2
oflM FE AE|=2] 7
AzjoolE e F WA sk eIl Zzjojo]
Bl o] ok ul A7l ol 7ho] IA| I AR
AF o] & vzl axpr) vebgow, £4 4
THE (Table 6) of] AAI5FCE,
FAA R =3 M4l Aejoo]E o] JFFY

o w7l H=Ql HE AlZ|kol| f = 41(z = 5.56,

p < .00DE Ut e, JE AH=s F

Table 5. Mediation effect of information reliability in the between creator’s communication competence and health

behavior intentions

95% ¢/
Dependent Variable Independent Variable g t F R?
LL UL
Information Reliability | Communication Competence 42 5.83*** 27 54 | 33.93*** 18
; Communication Competence .01 .09 .93 -.13
Health thawor 58 .75%** 43
Intentions Information Reliability 66 9.78***| 55 83

*p < .05. **p < .01. ***p < .001. Cl: Confidence Interval, LL: Lower Limit, UL: Upper Limit



[Provider:earticle] Download by IP 125.143.159.160 at Monday, April 5, 2021 11:04 AM

< 00DE ZHH GRS AH). ABYE
o vlAL Fejojolele] RS folulsh
o, Zzlololel] Fakeiat A4HE o B
oflA FE A= =7} ebd wi it
o 0l R 7 wae] 4
0] Z(Preacher & Hayes, 2008)7} Aokt HEA
Eel e Bgsigion, 19 3 whasiol el
&kShrout & Bolger, 2002), 1 A3} F2]9f
Elo] ofspeio] gu Alsg fsto] A%
Om=of| || = 7Hd A7F95% A= -7kl A 4
T 23t ekt g Afolell 02 EaSHA eollf —
.25, CI(,14~.36)] wj7} a3p7} A2 o=z Gojn]
siaict

_4
_4

S2|ofloje] HEt A FH= £40| AFRIS| ALAS

Q=0 O|xl= FE

32[0ll0|E{S] SZEe}t HTAHS 9| 7to| EHA
oM FE AM2[=2| o7 S0t A

Aol ] 34 Eo] A HKH

sto] 7a8E olwof A= @
p, B aph vebgth oA A R
=15} 30| = (Hayes, 2017)2] ZZA|A o=
2 Y 42 3835l0] BAslg o, I A9 57¢
Z7t AR AlE|wol H(+)AQ FF(B = .34, ¢
= 4,46, p < .001), HH A==7} 174E o
Lol ()R FF&(F = .57, t=9.35,p <
.001) 714 w7 &7 YebgTh v, ST}
A738E oo vl A= Ay A= Yy =7
oflo]E o] T of H7eE 2= 0] Ao A A
HAF et B al7fsls A o2 |45k 4= Qlok

Table 6. Mediation effect of information reliability in the between creator’s influence and health behavior intentions

95% Cl
Dependent Variable Independent Variable g t F R?
LL UL
Information Reliability Influence 41 5.56*** 24 .51 30.86*** A7
; Infl 12 1.81 —.01 .50
Health Be;hawor ntiuence 61 64%%* m
Intentions Information Reliability 61 9.27%** 50 78

*p < .05.**p < .01. ***p < .001. Cl: Confidence Interval, LL: Lower Limit, UL: Upper Limit

Table 7. Mediation effect of information reliability in the between creator’s likeability and health behavior intentions

95% C/
Dependent Variable Independent Variable g t F R?
LL UL
Information Reliability likeability .34 4.46%** 15 .39 19.92%** 1
i likeability .26 4.34%%* 12 .32
Health Be;hawor 75.34%%* 49
Intentions Information Reliability 57 9.35%** 47 72

*p < .05. **p < .01. ***p < .001. Cl: Confidence Interval, LL: Lower Limit, UL: Upper Limit
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((Table 7) Z31). o]% o] A7} F-ofgtA|of| of
off &4 AvE FEAEDY, 19 3] HHg A A
(Preacher & Hayes, 2008; Shrout & Bolger,
2002)3te] BHR1aHaL, 95% AlZ] 7F ol A
A9 A ERISHATHS = (19, CI( 11~ .28)].

3z2|of|o|E{e] ZIEdut LS o|x Zio|
oflM HE M2|=o| oi7i 23t S
Ae]ofole| o] Hako] 4 a4 F Ae|ofo|E 9]
A go) A7l <ol nR= et 1 Al
o] 7 EIE B35 A= (Table 8) 7
2t

Ae]ofolEl o] Ao Fr Al=|we 2=

e

A
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AHF = .58, t = 8,90, p > .001)1} HH A=
T=7) A% ool nA|= G = 58, ¢ =
7.85 p > .001)0] RE FHHH o2 epton,
=Le]oflolE] o] %17 do] AT 2ol mA]=
215 7ol Foln]skA] gkt o= AgjoolE
O] AT A%as =0 WAE FE A=e
7} ebd w7 Sk Aotk o] Aol thiet HE
REAEH Y, 19t 3] §HE8te] AA](Preacher &
Hayes, 2008; Shrout & Bolger, 2002)3}¢4 AFgt
T skeE ghofl 0o] xgFskA] ool 7Hd aurt
95% A2 F-7F Wofl A f-efmfgt Aoz 21w ¢l
tHp = .34, CI(.21~.40)].

Table 8. Mediation effect of information reliability in the between creator’s authenticity and health behavior intentions

95% ¢/
Dependent Variable Independent Variable B t F R?
LL UL
Information Reliability Authenticity .58 8.90*** 42 .66 79.24%** 34
Health Behavior Authenticity 14 1.84 —.01 27 - 45
Intentions Information Reliability 58 7.85%**| 45 76 ' '

*p < .05. **p < .01. ***p < .001. Cl: Confidence Interval, LL: Lower Limit, UL: Upper Limit

Table 9. Mediation effect of information reliability in the between contents informativeness influence and health

behavior intentions

95% ¢/
Dependent Variable Independent Variable g t F R?
LL UL
Information Reliability Informativeness .56 8.37%** .46 74 70.12%** 31
Health Behavior Informativeness .30 4.40%** .19 49 . 0
Intentions Information Reliability 49 7.09%** .37 .66 - -

*p < .05. **p < .01. ***p < .001. Cl: Confidence Interval, LL: Lower Limit, UL: Upper Limit
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olst YE FRE ZHIX f4u AZAMT 9= 9|
ZAOIA R ME|=2| of7H St

ZHi=o| Yt AZAS 2| Zte| BAHUM
ZE M2[=o| iy 20t HS

o ot JH fRH 2
W o, AR Ao PAE stefst] 913
3]lo] Z(Hayes, 2017)9] Z2A|A w32 Hd 4

m
111

fo

e

£ g BT, 1 23, o5t A GEE 2
Bl o] AT A7 owo] BAS A1 4l

gwrh BR ufsigich. pAg e o8t Fx

FRE FH2 Pyl HH A=l H(+)

At .36, t=8.37, p < .00 7%

om AR A rel FTe=o] ARA mE Azt
5

Ao A FE AR =7} Fait w7 o] o
AL sAE 4= gl o]9] AEE flol REAEY
MBI, AS A 95% A= 17E el
Al Rt ghol (37, Bk 4ol 1828 & *}01011 0
P 2] o 2 a7t f-ofmjshrtar &

o]\—

ol

Wl gare
A QS o)) A A Az 9
| o2 SRIF It o]F FEAEL
2 AA](Preacher & Hayes, 2008;
Shrout & Bolger, 2002)3}o] 7H8 ax}o] dist &
S At A, 2 & 95% A1F 1t
Woll A A(+)AB = .27, CI(.18~ .36)| 0. & 5]
SFAT

Table 10. Mediation effect of information reliability in the between contents entertainingness influence and health

behavior intentions

95% C/
Dependent Variable Independent Variable g t F R?
LL UL
Information Reliability Entertainingness A4 6.18*** 27 .52 38.22%** .20
i Entertainingness A2 1.82 —.01 24
Health thawor 61.67%** 5
Intentions Information Reliability 60 9.00%** 49 77

*p < .05. **p < .01. ***p < .001. Cl: Confidence Interval, LL: Lower Limit, UL: Upper Limit
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o5t Y RREH J2|0fl0[E{Q] HE Y A 2 A FRFS wHh o= ot HE fRE ZH
St 37|(FEH) Hlw =0 A AL AAR A S Add ), 2
(AFEA Do AF2 el st AR fRE 2 2oflo]H ] thE &/gdolut Fute] Q1A e} 7]
gloflo]E] o] o] AIAFS] A7 E el u]  ofolE|7} bt XA Al AgstkaL, A A
A= T AR A= vyl ZakE 2% 2 £ AXS=A7E Sa7h 8l ZoR sAE
WS oz ZF 54 a0 A e nl 4 Utk

wsl7] Sl 77 At 2y o] A F7|((Table

1) Z)E vlastyet, v s Faf olufgt 221 ofst MH QEH X £ 34 24 7t 50t
o] A7 ool 7P F FFS A=A Eel A7|(FE) Hlw

ot Ay}, Azjofolele] H F AHHB = 34 (AFEA 2) 9] A5 (AT-EA DI 5Ue
ol 7F¢ & BYE Ulehs Ao® yEhgten, o ofsh HH fRH Fel=o] £449] 51
AFUACIA T (B = .28), FFHPB = .25, 0o Ayt 27)E vlaste] YRgn o2t
SHEP = 19) 222 A4RE Yol B(+) A Folugt ale] FR A e g skl 7%

Table 11. Indirect effects of creator's reputation on health behavior intentions, and 95% confidence interval of
bootstrapping estimates

95% ¢/
Path Effect
Boot LL Boot UL
Communication Competence, Information Reliability — Health Behavior Intentions .28 .18 .38
Influence, Information Reliability — Health Behavior Intentions .25 14 .36
Authenticity, Information Reliability — Health Behavior Intentions .34 22 46
likeability, Information Reliability — Health Behavior Intentions 19 11 .28

Cl: Confidence Interval, LL: Lower Limit, UL: Upper Limit

Table 12. Indirect effects of contents attribute on health behavior intentions, and 95% confidence interval of
bootstrapping estimates

95% (7
Path Effect
Boot LL Boot UL
Informativeness, Information Reliability — Health Behavior Intentions .28 18 .37
Entertainingness, Information Reliability — Health Behavior Intentions 27 18 .36

Cl: Confidence Interval, LL: Lower Limit, UL: Upper Limit
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A7 (Hong & Jun, 2017)2} 121 wjtjo] Z2jof|o]
BlO] 3 anE Q5dhe Ao, FaL Bi=
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won, 2003)9} thA Alo]
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gk ujtjo] 7)golakar {148kl Qlrh(Kang, Sim,
& O, 2011). WHH, f-FH= Q)= AFAAEA, $-
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136 olst A

o

I FHl=0] = vpAE &7 (Jung & Jung,
2009; Seok & Kim, 2019; Zhou, 2016; Choi,
2020)5}, AefoflolE o] £ whE 4xn|A}e]
T -l ok 8t 59 FFH(u & Koh,
2018; Kim & Chu, 2019; Shin & Han, 2019; Yu
& Kim, 2019) 4] 0 & t}Fo] 9fo} &2
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B Fdlzof ¥t A5 23Stk Hloll 9+
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Objectives

This study noted the recent phenomenon of finding health information online as well as
increasing interest in health. Especially investigated the effects of viewing contents related to
medical information on health behavior intentions with a focus on Youtube and personal media
contents.

Methods

We analyzed how creators’ reputation perceived by viewers(communication competence,
influence, likeability and authenticity) and contents attributes(informativeness and
entertainingness) affects the intentions of health behavior in terms of information reliability.
Hypotheses and research questions are verified by 157 usable responses collected through an
online survey targeting those who watched contents related to medical information on YouTube
for at least once.

Results

Results of analysis indicated that creators’ reputation perceived by viewers and contents
attributes are positively correlated to intentions of health behavior, which was mediated by
information reliability. In other words, the intentions of health behavior increased when viewers
positively assess the creator of contents or the informativeness and entertainingness of contents
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* Corresponding Author: jcho76@sogang.ac.kr



[Provider:earticle] Download by IP 125.143.159.160 at Monday, April 5, 2021 11:04 AM

148

9|

Jon

PR 7RE 332|008 HEt A 2H= £40| AR AZAS o|=0l| 0|x|= FEt

are perceived. The mediation effect of information reliability was statistically significant on
enhancing the intentions of health behavior. Within the factors of creators’ reputation perceived
by viewers, authenticity was found the be the strongest explanatory variable for health behavior
intentions while the factors of contents attributes, informativeness correlates to health behavior
intentions stronger than entertainingness.

Conclusions

The main findings of this research indicates that YouTube can be an effective channel for
national health promotion. The role and application plan of YouTube contents related to medical
information are also discussed.

KEYW O RDS Health Behavior Intention, Information Reliability, YouTube, Medical
Information, Personal Media
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