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Abstract 

YouTube has leveraged their native sharing properties and making all content digitally available to everyone under the Creative 
Commons license (ford.digitalsnippets.com, 2010). Thousands of movies have been uploaded to YouTube for free viewings and 
has affected broadcasting and cinema industry greatly (Brody, 2012). This paper is to share sets of predicted elements in 
YouTube said to be responsible in gratifying its multi-purposes viewers and instill continuance intentions to use the UGC for 
movie watching among Malaysians in Klang Valley. This was done by integrating the uses and gratification framework with 
several disconfirmations of motivations (content, social, process, and technology). 
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1. Introduction 

Recently, the use of Social Network Services (SNS) media such as Facebook, Twitter, YouTube and so on, 
became new trend. The worldwide Facebook handlers are 686 million in Jun, 2011 basis, Twitter users, which 
classified as a micro blogging service, are over 200 million in same period. Fundamentally, SNS changed the basis 
of communication according to the attention, which it has got as ubiquitous network, and led to change in media 
ecosystem itself with appearance as a new player in media ecosystem (Cheung & Lee, 2009). 
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2. Rationale of study 
 

YouTube has leveraged their native sharing properties and making all content digitally available to everyone 
under the Creative Commons license (ford.digitalsnippets.com, 2010). Internet streaming video offers an open 
environment for audiences to have a video service that fulfills content, process, and social gratification (Perez Leal 
Pastor, Martin, & Cachinero, 2009). Similarly, Sachoff (2010) observed that more people were going online to 
watch fully produced entertainment TV episodes as it allows technology gratifications. Scholars such as Nabi, Biely, 
Morgan and Stitt (2003); Civitillo (2001), Shugart (2006); Newcomb (2007); Lundy, Ruth and Park (2008); Hall 
(2006) has found a natural link to a more specific subset of uses and gratifications theory, parasocial 
communication, which says that people often establish personal relationships with the strangers they encounter on 
the screen; and has gratified with such viewings on the medium. In terms of gratification from watching movies in 
the cinema, many scholars have found that viewers receive different and more varied gratifications in the cinema 
from their viewing from other mediums. (Rubin, 1983; Korgaonkar & Wolin, 1999; Novak, Hoffman & Yung, 
2000; Stafford, Stafford, & Schkade, 2004; Dimmick et al., 2004; Park, Kee, & Valenzuela, 2009).  

Nielsenwire (2012) reported that “at the end of 2011, roughly one-third of consumers streamed long-form 
content such as a movie or TV shows from the Internet. Jenks (2010) also reported that 33% of U.S. adult Internet 
users viewed full-length TV shows online in 2010. As the penetration of YouTube users in Malaysia generally, and 
Klang Valley, specifically, has increased, it will be interesting to see the grafitications of watching movies on 
YouTube in the respective area. According to Malaysian Communication and Multimedia Commission (Q1, 2008) 
report, the highest Internet penetration rate in a city can be found in Klang Valley. It stood at 13.0% by the end of 
2008. This signified that the Klang Valley area has the highest number of population and Internet users in Malaysia. 
Thus, by distributing the questionnaire among Malaysians in Klang Valley, the sample is considered sufficiently 
represented. Studying the motives of viewers will provide insight into the rapidly developing Internet TV market in 
Malaysia (Harrell, 2000). 

According to a study done by Herwina, Mohd Nazari and Norzaidi (2010); and perhaps one of the first to 
investigate the impact of globalization on the Malaysian film industry, it is found that one of the current main 
challenges facing Malaysia’s indigenous film industry is the fact that the Malaysian domestic market is small and it 
was hard to increase ticket sales and local filmmakers are still depending on traditional means of advertising to 
promote their movies. It was estimated that the total audience for feature films was only approximately 5.29 million 
in 2008 out of a total population of approximately 28 million (www.sinemamalaysia.com.my).  

Liu, Cheung and Lee (2010) investigated the factors influencing users’ continuance intention to use Twitter.  The 
study found that content gratifications and new technology gratification are the two key types of gratifications 
affecting the continuance intention to use Twitter. This study will replicate the research model of this study. Further 
explanation on Construct, Sub-Construct and Items will be done in sections after. According to the Information 
System (IS) continuance model (Bhattacherjee, 2001), satisfaction has a direct impact on users’ continuance 
intention of IS usage. This theoretical path has been examined in a significant number of IS studies (e.g., Cheung & 
Lee 2009; Lin, Wu & Tsai 2005). Based on this line of arguments, it is believe that user satisfaction with prior usage 
experience with YouTube will positively influence their continuance intention to use YouTube. When a user is 
satisfied with the usage experience with YouTube, there is a higher chance that he/she will continue to use it. This 
study is to understand the continuance intention to use YouTube rather than going to watch movies in cinema by 
integrating the uses and gratification framework with several disconfirmations of motivations.  
 
3. Theories in use (uses and gratifications theory and expectation disconfirmation theory) 

 
The uses and gratifications (U&G) framework is a media use model from mass communications research that 

pilots the assessment of user motivations of media usage and access. The main purpose of this model is to clarify the 
reasons that individuals choose a specific medium over alternative communication media and to elucidate the 
psychological needs that people use a particular vehicle. This model assumes that users are goal-directed in their 
behavior and are aware of their needs. The framework has been applied to various media, plus newspapers (Elliott & 
Rosenberg, 1987), radio (Mendelsohn, 2009), and television (Babrow, 1987), cable television (Heeter & Greenberg, 
1985), VCR (Cohen, Levy & Golden, 1988), mobile phone (Leung & Wei, 2000), email (Dimmick, Kline & 
Stafford, 2000), the Internet (Stafford, Stafford & Schkade, 2004), virtual community (Cheung and Lee, 2009)) and 
social network sites (Cheung & Lee, 2009; Shi, Cheung, Lee, & Chen, 2009). Expectation Disconfirmation Theory 
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(EDT), from Marketing, has now been smeared to the adoption of information technology (e.g., Bhattacherjee, 
2001a). In specific, information systems (IS) research has recently shown that expectations about technology can 
forecast perceived performance, disconfirmation of expectations, satisfaction, and usage continuance intentions 
(Bhattacherjee and Premkumar, 2004; Hsu, Chiu & Ju., 2004; Susarla, Barua, & Whinston, 2003; Khalifa and Liu 
2002; Bhattacherjee 2001b). This is a vital area of research that helps clarify the process of adoption by showing 
how initial expectations are converted by disconfirmation into satisfaction with a system. EDT is a prominent theory 
from marketing that can predict and explain consumers’ satisfaction with products or services (e.g., Spreng & Page, 
2003; Patterson, Johnson & Spreng, 1997; Oliver, 1980). Recently, EDT has been used to explain users’ information 
technology satisfaction (Bhattacherjee and Premkumar 2004; Hsu et al., 2004; Susarla et al., 2003; Khalifa and Liu 
2003, 2002; Bhattacherjee, 2001a, 2001b).  
 
4. Gratifications and disconfirmation of motivation 
 

Building on the existing literature, there are proposed various motives of using YouTube were proposed. These 
motives were taken and modified to suit this study. The various motives include self-documentation, information 
sharing, social interaction, entertainment, passing time, self-expression, medium appeal, and convenience. 
Motivation can be referred as a user’s pre-use expectation towards an information system. Disconfirmation is 
defined as the discrepancy between a user’s expectation and perceived performance of the system/service, is 
considered to have a strong impact on user’ gratification. Peters (2007) structured gratifications into three 
categories: content gratification, process gratification, and social gratification. In the current investigation of SNS 
usage, it is reasonable to include technology gratification, introduced by Venkatesh, Morris, Davis & Davis (2003) 
for new media. Integrating the expectation disconfirmation theory with the motivations of using YouTube, content 
gratifications, process gratifications, social gratifications, and technology gratifications are represented by the 
disconfirmations of motivations respectively. 
 
4.1. Content gratification  
 

Stafford et al. (2004) defined Content Gratification as “informational content for special consideration as a 
desired outcome of consume Internet access”. Content gratification is an important need for every media user, no 
matter whether the user is a traditional television watcher or online service user (Lin, 1999). Content gratification is 
follow-on from the use of facilitated messages for their direct, substantive intrinsic value for the receiver. Content 
gratification is purposeful use of media (like in instrumental use). Two types of disconfirmations of motivations was 
identified that will arise content gratification, including the disconfirmation of self-documentation and the 
disconfirmation of information sharing from Peters (2007). Therefore, content gratification of YouTube resides in 
content of the information carried through the channel. If a user’s perceived quality of the information transmitted 
by YouTube is higher than or the same as his pre-use expectation, he will be content with the content gratification 
and will thus remain to use the UGC. Therefore the H1 of this study is:  
 

H1: Content gratification has a positive effect on their level of satisfaction with the use of YouTube. 
 
4.2. Social gratification 
 

By social gratification, researchers refer to the gratification Internet users acquire from chatting and interaction 
with friends and others, using or as an outcomes of the availability of Internet, said Krishnatray, Singh, Raghavan 
and Varma (2009). Social gratification starts from “interactivity” with other parties through media. The interactivity 
is the degree that users can swap with each other in the media. YouTube provides the job of following to keep 
connection with each other. It will bring social gratification by satisfying the need of social interaction. Stafford et 
al. (2004) indicated that media with a high degree of interactivity is more likely to satisfy and retain users. Harrell 
(2000) pointed out that Internet users choose mass media to satisfy their communication, information, escapism, 
companionship, or entertainment needs. And because Internet has multiple functions for Internet surfers, its 
audience has more expectation of gratification obtained (Lin, 2001; Peters, 2007). 
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Therefore, it is reasonable to presume that social gratification is another pertinent element to acquire YouTube 

users’ satisfaction (Cheung & Lee 2009; Lin, Wu & Tsai 2005). Therefore the H2 of this study is:  
 

H2: Social gratification has a positive effect on their level of satisfaction with the use of YouTube. 
 
4.3. Process gratification  
 

Process gratification refers to searching for something or to pass time. Process gratification means user receives 
gratification mainly from being involved in the process of behavior, rather than from message content. Process 
gratification focuses on the convenience and ease of use, and is associated with words such as resources, search 
engines, surfing, technology, and websites (Stafford et al., 2004, p. 13). Because the technological improvement, the 
Internet and television come closer and closer and will possibly to be combined as a new medium to satisfy the 
audiences’ need. Process gratification derived from the use of mediated messages for extrinsic values. In YouTube, 
it could be covered in three constructs: disconfirmation of entertainment, disconfirmation of passing time, and 
disconfirmation of self-expression by Peters (2007). A user will perceive process gratification when user involved in 
the usage process, such as using YouTube for fun, then he will be satisfied with the process of using it (Chae & 
Chung, 2010, p. 137). Therefore the H3 of this study is:  
 

H3: Process gratification has a positive effect on their level of satisfaction with the use of YouTube. 
 
4.4 Technology gratification  
 

Academic researchers have recognized that the online website as a technology tool, easy to use is one of the most 
important factors. Venkatesh et al. (2003) confirmed that facilitating conditions, which refer to perceptions of 
environmental factors that support the use of a system, become a valuable construct. Yet, the potential uses and 
associated technology gratifications arising from consumer are important to explore. Technology gratification is 
derived from the suitable and convenient environment provided by a system. Technology gratification would likely 
be adapted previously developed usage dimensions: disconfirmation of medium appeal and disconfirmation of 
convenience (Venkatesh et al. (2003). Technology gratification of YouTube lies on the practical advantage of the 
mobile and technical innovations of the video’s applications. The production and publication of videos are 
facilitated by convenient YouTube applications. Therefore, a user will perceive technology gratification when user 
uses YouTube in a suitable environment, then he/she will be satisfied and will continue to use YouTube. Therefore 
the H4 of this study is:  
 

H4: Technology gratification has a positive effect on their level of satisfaction with the use of  
       YouTube. 

 
5. Conclusion 
 

To conclude this discussion, this study therefore propose a framework that uses Peters’ (2007) structured 
gratifications: content gratification, process gratification, and social gratification and added technology gratification, 
introduced by Venkatesh et al. (2003) for new media. This study also replicates the variables as above but using 
different items in Sub-Construct (Disconfirmations) adopted from several of previous studies (Cheung & Lee 2009; 
Dholakia, Bagozzi & Pearo 2004; Sangwan 2005) that will be altered later to suit this study. 

References 

Babrow, A.S. (1987). Student motives for watching soap operas. Journal of Broadcasting and Electronic Media, 31(3), 309-321. 
Brew, S. (August, 2011 10). The 10 biggest problems with modern day cinema. Retrieved from http://www.denofgeek.com/movies/17901/the-10-

biggest-problems-with-modern-day-cinema 
Brody, R. (September, 2012 8). The problem with the liberal cinema. Retrieved from 

http://www.newyorker.com/online/blogs/movies/2012/09/the-problem-with-the-liberal-cinema.html 
Bhattacherjee, A. (2001a). Understanding Information Systems Continuance: An Expectation-Confirmation Model. MIS Quarterly, 25(3), 351-



13 Mohd Syuhaidi Abu Bakar et al.  /  Procedia - Social and Behavioral Sciences   155  ( 2014 )  9 – 13 

370. 
Bhattacherjee, A., G. Premkumar. (2004). Understanding changes in belief and attitude toward information technology usage: A theoretical 

model and longitudinal test. MIS Quart. 28(2) 351-370. 
Bhattacherjee, A. 2001(b). An empirical analysis of the antecedents of electronic commerce service continuance. Decision Support Systems, 32 

201-214. 
Chae, Z. H. & Chung, I H. (2010). IPTV uses and gratifications: users’ preference, satisfaction and use intent for IPTV services. Communications 

& Convergence Review, 2 (2), 129-139 
Cheung, C.M.K. & Lee, M.K.O. (2009). Understanding the Sustainability of a Virtual Community: Model Development and Empirical Test. 

Journal of Information Science, 35(3), 279-298. 
Cohen, A.A., Levy, M.R. & Golden, K. (1988). Children's uses and gratifications of home VCRs – evolution or revolution. Communication 

Research, 15(6), 772-780. 
Cheung, C.M.K. & Lee, M.K.O. (2009). Understanding the Sustainability of a Virtual Community: Model Development and Empirical Test. 

Journal of Information Science, 35(3), 279-298. 
Civitillo, V. (2001, Sept. 21). The dangers of reality TV. The Rider News, p. 8. 
Dimmick, J., Kline, S. and Stafford, L. (2000). The gratification niches of personal e-mail and the telephone. Communication Research, 27(2), 

227-248. 
Elliott W.R. and Rosenberg, W.L. (1987). The 1985 Philadelphia newspaper strike: a uses and gratifications study. Journalism Quarterly, 64(4), 

679-687. 
Ford Motor Company 2010, Ford Motor Company - digital snippets, viewed 6 April, 2010, <http://ford.digitalsnippets.com/>. 
Hall, A. (2006). Reading realism: Audiences’ evaluations of the reality of media texts. Journal of Communication, 53, 624-641. 
Harrell, B. S. (2000). Uses and gratification of the Internet. (Unpublished Master Thesis). Texas Tech University, Texas. 
Heeter, C. & Greenberg, B. (1985). Selective exposure to communication, Zillmann, D. and Bryant, J., (ed.), (Cable and program choice) 

(Lawrence Ehrlbaum Associates, Hillsdale, NJ), 203-224. 
Herwina. R., Mohd Nazari, I., & Norzaidi. M.D. (2010). The globalization of film business and its effect on the Malaysian film industry. Business 

Strategy Series, 11 (5), 325 – 332 
Jenks, J. (June 14, 2010). New stats: 33% of US adult Internet users watch full-length TV shows online. Emarketer.com 
Khalifa, M., V. Liu. (2003). Satisfaction with Internet-based services: The role of expectations and desires. International Journal of Electronic 

Commerce 7(2) 31-49. 
Korgaonkar, P. K. & Wolin, L. D. (1999). A multivariate analysis of Web usage. Journal of Advertising Research, 39(2), 53-68. 
Krishnatray, P., Singh, P. P., Raghavan, S., & Varma, V. (2009). Gratifications from new media: Gender differences in Internet use in cybercafes. 

Journal of Creative Communications, 4 (1), 19-31.  
Liu, I. L. B., Cheung, C. M. K., & Lee, M. K. O. (2010). Understanding Twitter Usage: What Drive People Continue to Tweet. PACIS 2010 

Proceedings. Paper 92. http://aisel.aisnet.org/pacis2010/92 
Lin, C. A. (1999). Online service adoption likelihood. Journal of Advertising Research, 39 (2), 79-89. 
Lin, C.S., Wu, S. and Tsai, R.J. (2005). Integrating perceived playfulness into expectation-confirmation model for web portal context. 

Information & Management, 42(5), 683-693. 
Leung, L. and Wei, R. (2000). More than just talk on the move: uses and gratifications of the cellular phone. Journalism and Mass 

Communication Quarterly, 77(2), 308-320. 
Lundy, L. K., Ruth, A. M., & Park, T. D. (2008). Simply irresistible: Reality TV consumption patterns. Communication Quarterly, 56, 208-225. 
Malaysian Communications and Multimedia Commission, (2008). Advertising development in Malaysia – catching eyeballs in changing media. 

Retrieved from website: http://www.skmm.gov.my/skmmgovmy/files/attachments/Ad_Dev_Malaysia.pdf 
Mendelsohn, H. (2009). People, society, and mass communication, Dexter, L.A. and White, D.M., (ED.), (Free Press, New York) 239-249. 
Nabi, R. L., Biely, E. N., Morgan, S. J., & Stitt, C. R. (2003). Reality-based television programming and the psychology of its appeal. Media 

Psychology, 5, 303-330. 
Newcomb, H. (Ed.). (2007). Television: the critical view (7th ed.). New York: Oxford University Press. 
Nielsen.com (2012). State of the media: U.S. digital consumer report, Q3-Q4 2011. 
Novak, T., Hoffman, D. & Yung, Y. (2000). Measuring the customer experience in online environments: A structural modeling approach. 

Marketing Science, 19 (1), 22-42 
Oliver, R. L. (1980). A cognitive model for the antecedents and consequences of satisfaction. Journal of Marketing Research 17 460-469. 
Patterson, P. G., L. W. Johnson, R. A. Spreng. (1997). Modeling the determinants of customer satisfaction for business-to-business professional 

services. Journal of the Academy of Marketing Science 25(1) 4-17. 
Perez Leal, R., Pastor Martin, E. & Cachinero, J. A. (July, 2009). Internet TV broadcast: what next?. Fourth International Conference on Digital 

Telecommunications, Madrid, Spain. 71-74. 
Peters, C., Amato, C.H., & Hollenbeck, C.R. (2007). An exploratory investigation of consumers' perceptions of wireless advertising. Journal of 

Advertising, 36(4), 129-45. 
Rubin, A. M. (1983). Television uses and gratifications: The Interactions of viewing patterns and motivations. Journal of Broadcasting, 27 (1), 

37-51.  
Shugart, H. A. (2006). Ruling class: Disciplining class, race, and ethnicity in television reality court shows. The Howard Journal of 

Communications, 17, 79-100. 
Sachoff, M. (March 18, 2010). More people going online to watch TV episodes. WebProNews.  
Susarla, A., A. Barua, A. B. Whinston. (2003). Understanding the service component of application service provision: An empirical analysis of 

satisfaction with ASP services. MIS Quart. 27(1) 91-123. 
Spreng, R. A., T. J. Page. (2003). A test of alternative measures of disconfirmation.  Decision Sciences 34(1) 31-62. 
Stafford, T.F., Stafford, M.R. and Schkade, L. L. (2004). Determining uses and gratifications for the Internet. Decision Sciences, 35(2) 259-288. 
Venkatesh, V., Morris, M. G., Davis, G. B., and Davis, F. D. (2003). User Acceptance of Information Technology: Toward a unified view. MIS 

Quarterly, 27, 425-478. 


