Journal of Convergence for Information Technology e-ISSN 2586-4440
Vol. 12. No. 5, pp. 92-99, 2022 DOI : https://doi.org/10.22156/CS4SMB.2022.12.05.092

Qatol HHE KIS SEHN HUC x| 24 2Y

The Models for the Dynamic Brand Value of Content
Producers in the Online Platform
Jungmin Son!, Junseop Lee®

!Associate Professor, School of Business, Chungnam National University
2pssistant Professor, Department of Business Administration, Gangneung-Wonju National University

2 9 o] Az oA At RI= SFFOIA Bsshe ZRI= AR iRl BE 7S AHE & e S At
I AFE 24 AHE AABIIA Bt AEAe] Eso] wE ke A7 2A ‘ﬂ}i@" WSS Hol7] i, ols
= Afxte] HHE 7S S| Heis A7 Ikiel 24 Eske EPH eoz it avE Hills 7 24 2y

of Wk < Qlofok k. TS o] A= AAkAre] BRE Vol ddE F= 84U (D LHT O[&AES] APEER] =t
(2) 5 EE] ARl JFHS vt =s ofgAL it 7&‘5“2 APge] olgAet 719 Afole] Bl diet A3 Aaxt
St £A 2ol =, AR A 2ok ZHH|atE] &7 917 AREE A71He|a duEA AdtsostAlet, ol8A7t
TS =717] o] Aol el ZHE|ae] o] HREE fuj2 Agsior Bh= 7R FAE 5 e }‘i UERT
ol Ayje] 7Rksted, AlAAF 3 Hdl= E3Ee] vHEH|ae] 29 Ae] ditt AbEE AR o 92 AR ViRt

FHO = AL BA= 7R, o] SAMIAEIRIE, Holaxt, AEd|old e

Abstract This study show the empirical results and the models that explain the content creator’s
personal brand value in the user-generated content platform. Producer’s brand value performance
could have enhancement and dilution by their activities for the long-term and repetitive change.
Therefore, for the measure and analysis, the models have to catch the effect from producer’s the
diverse activities. This study would find the guideline by competitive analysis between (1) the
impact of in-group user’s self-motivated participation and (2) the impact of the social links from
the outside platform. Based on the analysis results, producer’s creation activity as focused on the
specific and professional category increase their brand value for the long-term. However,
producers would have to upload diverse category, after users are bored to their similar videos as
before. These empirical results would be a guidelines to the content management strategies for
producers and the platform.
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Table 1. Summary Statistics

Mean SD.
[Dependent Variable]
(E)%r%? value: Ratings for producers(ratio of likes), ) 337
[Independent Variable]
Prodlucer characteristics
Uploads 14345 190.31
Days after join date 1834.07 7948
Subscribers 2992759 37530.98
Video characteristics
Views 274379.00 697351.48
Comments 30683 2976.61
Likes 1937.91 5891.72
Favorites 98289 5349.65
Days after upload 480.19 29%.48
Category: beauty 4381 50.91
Category: hair 15.68 343
Category: fashion 3801 44.06
Category: others 2663 BB
Secial meda characteristics
Links on twitter 784 34.3%
Twitts for brands 4299 381.68
Twitts for products 336.02 6381.64
Time controls
Upload time: 20121Q (%) 3091 2001
Upload time: 20122Q (%) 3248 31.02
Upload time: 201230 (%) 3718 469
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Table 2. Estimation results for model

Estimates SE.
Producer characteristics
Interoept 0.08° 0.04
Uploads 005 0.02
Days after join date 0.01 0.00
Subscribers 001° 000
Variation of error term 0.00 0.00
Scale parameter of producer brand value
Uncertainty coefficient of prior brand value -001" 0.00
Content effect

Interoept 026" 0.05
\Views 001° 0.00
Comments 0.08 0.03
Likes -0.07 0.15
Favorites 0.10° 003
Days after upload 0.06 0.08
Category: beauty 017 002
Category: hair 0.05° 001
Category: fashion -0.03 014
Variation of error term 0.00 0.00

Scale parameter of content effect

The number of videos similar category 001 001
The number of videos similar category’ 0.00 001
Ratio of id videos similar category 001" 0.00
Ratio of id videos similar category” 001" 000
The effect of negative content 073 0.02

Social media characteristics

Intercept 0.00 0.02
Links on twitter 017" 004
Twitts for brands 0.00 0.00
Twitts for products 005 001
Variation of error term 0.01 0.00
Time controls

Upload time: 201210 (%) 0,08 002

Upload time: 201220 (%) 0065 001

Upload time: 201230 (%) 001 000

Note: " significant (0.05
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