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[Abstract]

This study aimed to examine the factors that influence youth’s wishful identification with YouTube influencers. The results of
an online survey targeting 120 adolescents revealed that perceived similarity and identification, as well as the success factor
among the personal characteristics of YouTube influencers, had a significant influence on the desire to identify with both male
and female YouTube influencers. The self-efficacy of youth users significantly impacted their wishful identification with female
influencers. The humor factor among the personal characteristics of male YouTube influencers and the attractiveness attribute
among the characteristics of female influencers were found to influence wishful identification.
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Table 1. General characteristics of respondents

(N=120)
Variable Category N %
Gender male 57 47.5
female 63 52.5
14 15 12.5
15 27 22.5
Age 16 36 30
17 22 18.3
18 20 16.7
All 120 100
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Table 2. Descriptive statistics

Construct il Mean S.D
Gender
Male 3.30 1.09
Wishful identification
Female 3.27 1.15
Male 3.00 0.99
Perceived similarity
Female 2.87 1.05
Male 3.1 0.99
Identification
Female 3.13 0.95
Male 3.62 0.75
Attractive
Female 3.67 1.02
Male 4.28 0.70
Violent
Female 1.79 0.90
Male 4.44 0.68
Smart
Female 3.53 0.87
Male 4.08 0.85
Popular
Female 4.20 0.76
Male 4.44 0.68
Funny
Female 415 0.77
Male 4.08 0.85
Successful
Female 4.11 0.89
Self-esteem 2.93 1.1
Self-efficacy 1.95 0.82
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Table 3. Hierarchical regression analysis for hopeful

identification with male YouTube influencers

i

25} 2t Chak 21

kH

Model 1 [ Model 2 | Model 3 | Model 4
Male Influencers 5
’ Age —-.057 -.016 —-.040 —-.031
Gender -.149 | -162 | -.015 | —-.050
Time spent on YouTube .019 .079 110
Repeat viewing 167" .098 12
Perceived similarity 3477 | 334"
Identification 4167 | 2757
Self-esteem 192 165
Self-efficacy -.192 -.130
Attractive .090
Violent .029
Smart .097
Popular .065
Funny -.166"
Successful 193"
R? .031 .058 511 .58
AR? .027 .453 .069
F 2.324 | 2.234" |18.437"|13.33™""

"p<.05, "'p<.01, "p<.001
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Table 4. Hierarchical regression analysis for hopeful
identification with female YouTube influencers

E2oirote] st 2ol et
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