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Abstract - With the vigorous development of social media, entertaining video content on the Internet has  attract more and 
more people watching, which contains a huge marketing business opportunity has also become a hot topic. Compared with the 
traditional media, social media can identify the information of personal marketing which based on the users, to enhance 
advertising efficiency. But most small company owners have limited understand about online marketing, further more due to 
less money, low visibility and information Inadequate, it can’t fully use the network for marketing. The purpose of this paper 
is to explore how users view on Marketer-Generated Content by analyzes their Characteristics and differences, through the 
analysis of seven blocks, identity, conversations, sharing, presence, relationship, reputation and groups, and by previous 
research to do the questionnaire, to investigate, help the result can be able to provide a reference to the enterprises. 
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I. INTRODUCTION 
  
It has always been one of the main ways for the people 
to killing time or adjust the physical and mental 
conditions by watching the films, and by the 
improvement of   technology and the development of 
the devices, the public has been able to connect the 
Internet to the social media plat forms, no matter 
where they are. According to Insight Xplorer research 
from August 19 to 21, 2016, found that Taiwanese 
users in the visiting category is the highest rate of 
Asian countries, and the other categories also in top 
three of each countries in Asia, you can see users on the 
social media is  very outstanding in Taiwan region. At 
all ages, the age range between the ages of 15 and 24 is 
the highest in the use. With observed the highest 
number of visitors to the top six social media category 
sites, YouTube in multiple indicators are the highest in 
six sites.  
Although social media is for people as a social use, but 
at the same time as the user increases, companies also 
see the use of social media as a product marketing 
opportunities, but also the formation of social media 
marketing. Research [5][6][8] points out that using 
social media as a business promotion brand can bring 
benefits to both consumers and marketers at the same 
time. Social media provides marketer with a tool to 
broadly direct or indirect contact with consumers, with 
individual social media platform between the 
differences, which makes marketing more innovative. 
Research is important for different social media 
platforms. By understanding the characteristics of the 
social media platform to market, this research focuses 
on YouTube, which is a social media platform have 
Hundreds of millions of users share the video, allowing 
users to create and upload videos [1].  The purpose of 
this study is to explore the views of users on 
Marketer-Generated Content and to analyze the 
characteristics and differences of the users, and to 

provide business or brand management for domestic 
marketing of YouTube social media platforms. 
 
II. LITERATURE REVIEW 
 
A. Social media marketing 
Today's society, through community media networks 
as a marketing strategy, to communicate with people 
[4] and because of the large increase in community 
media makes the community media marketing strategy 
for companies and brands become more and more The 
more stringent, [7] Speaking of community media to 
promote marketing theory to a part of the marketing 
strategy, [2] said that under the plural community 
media each requires a different strategy It is important 
to understand what kind of behavior the user will have 
in different community media. [4][7], the first is the 
content produced by the marketer, referring to its 
content source for the company or brand, the other is 
the Is the content generated by the user, referring to the 
content of the company or brand-related information 
from the user itself, and this study is to study 
marketer-generated content 
 
B. The seven functional blocks of social media 
Reference [3] shows a framework for community 
media with seven parts: identity, conversations, 
sharing, presence, relationship, reputation and groups. 
Fig.1. shows the structure. Each block can be 
distinguished to view community-specific user 
experience, And their impact on the business, these 
facets are not mutually exclusive, and do not have to 
have, but by them let us understand the social media 
between the functional differences.  

1. Identity Refers to the information that the user has 
revealed on the identity setting, which may refer to 
the name, age, sex, occupation, place of residence, 
or even the user's information, to allow the user to 
self-recommend or marketing, and these publicly 
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shared Information, in the privacy of individuals 
need to get a good balance, the wrong use will lead 
to information leakage, or network bullying and 
misunderstand. 

2. Businesses can use the conversation to analyze the 
user's satisfaction with the product or service, and 
good or bad advice can provide companies with 
improved services or products, but still need to 
understand how to operate, rather than being the 
bulk of the information Submerged. 

3. AS the main communication is interpersonal 
relationship is share, the social network through 
the sharing and reception between users, 
connecting different groups, but the user to share 
or communicate with each other depends on the 
social media network platform functionality, need 
to assess the type of user, they have a common 
interest between each other, otherwise there is no 
intersection between people, and the content 
should be handled with caution before sharing.  

4. Presence means businesses need to be aware of the 
social media network, which is influenced by real 
intimacy and immediacy, and companies need to 
let users know how to connect, whether through 
voice or shared data, so that users who want to 
participate immediately Meet, you can also 
understand the user in some selective light on the 
demand. 

5. Relationship is about users can be connected to 
other users, how the user usually determines how 
the community media platform to exchange 
messages, when the user has a wide range of 
interpersonal relationships or deep personal 
qualifications, they are among the users The 
greater the likelihood of influence 

6. Reputation concludes users can identify other 
people's status, and also them own, in most cases, 
the reputation is a question of trust, and many 
indicators used to measure the reputation of a 
business 

7. Groups refer to the composition of the user's 
influence on the structure of the social media 
network, and the impact of the group is complex, 
including more than one social network media 

 
Fig. 1.Social Media Functionality (adapted after [2]) 

The main block that YouTube focus on is sharing, 
follow by conversations and reputation [3]. 
 
III. METHODS  
 
This questionnaire uses questionnaires to ask about the 
experience of the user. The questionnaire will be 
collected over the Internet, and the questionnaire will 
be divided into two parts, first, the basic gender, age, 
educational level, and the frequency of using 
YouTube. The second part contains the questions used 
to measure the use of the Likert five-point scale 
structure, respectively, strongly disagree, disagree, 
general, agree and strongly agree with five points. The 
problem will be adjusted according to the previous 
study, but in order to ensure the correctness of the 
questionnaire, the pilot test will be done before the test 
to avoid misunderstanding the meaning of each 
problem. The pilot test will be tested after explaining 
each problem and then they give feedback whether or 
understand or understand.  
After the formation of the questionnaire, the 
questionnaires were issued and collected. According to 
the above mentioned 15 to 24 years old as the main 
network media group, the object of this study will be 
conducted for the users of Taiwan and used by 
YouTube users to do a questionnaire survey The form 
of the use of the Internet, through the network can 
reduce the transmission costs, increase the 
transmission speed, reduce the time limit, to confirm 
the delivery status, flexible answer and save paper 
costs, and network problems need to have a certain 
computer and network operation, The study object is 
the user of the YouTube site, so it can avoid the 
subject's doubts about the computer and network 
operation. 
 
IV. FINAL THOUGHTS 
 
The development of social media has changed the 
communication between organizations, communities 
and individuals. People began to communicate with 
the enterprise through the Internet, hope that 
enterprises can properly listen to participation and 
response. There are many factors in social media that 
can be discussed or studied. This study explores only a 
few of them, and there are many aspects that can be 
explored, and the characteristics of different platforms 
are different, but companies can understand that social 
media behavior is different Platform on the impact of 
different measures to balance, so as to develop a social 
media strategy.  
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