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ABSTRACT

The viewing of game broadcasting, a content that is drawing attention in the one-person media market, which i

s showing rapid growth in the aftermath of COVID-19, will be related to the nature of the Internet broadcastin

g platform on which it is transmitted. Multiple regression analysis was conducted to determine the motivation

of one-person game broadcasting and to verify the impact of the motivation and the user's characteristics on th

e characteristics of the platform and the user's attributes. The result shows that the interaction between particip

ants, the convenience of the platform and the speed of information delivery are important for users whose gam

e contents are viewed through the Internet broadcasting platform. These attributes are expected to be applied in

the area of Metaverse, where the importance of greater data transmission and communication is emphasized, a

nd this paper will provide practical implications for the development of game broadcasting platforms that will

expand further with Metaverse in the future.
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1. Introduction

As the one-person media market grows rapidly
due to the development of ICT and the
universalization of smart terminals, competition
between Internet broadcasting and platforms that
transmit it is intensifying. Internet broadcasting
platforms are showing growth in the aftermath of
COVID-19 that occurred in 2020. Afreeca TV, a

domestic Internet broadcasting platform, increased

43.5% and 85.29% year-on-year to 65 billion won
in sales and 18.9 billion won in net profit in the
second quarter of 2021, respectively[l]. The
YouTube utilization rate also increased from 47.8%
in 2019 to 62.3% in 2020[2], and the viewing
time of Twitch TV, a specialized game broadcast,
also increased by more than 27% compared to the
previous year[3].

The rapid growth of the one-person media

market is because it is easy to enter the market

* Correspondence to: Yeong-Ju LEE, roselee@seoultech.ac.kr
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and has the advantage of being able to
communicate with wusers in a free creative
environment. There are also various genres such as
games, eating shows, beauty, kids, and daily life.
Among them, the game allows the host to focus
on the fun of watching the game play video while
relaying or playing the game [4].

With the popularization of "watching" games,
teenagers are watching games the most on the
online video platform [5]. The online video
platform has a bidirectional characteristic of
production and consumption[6] at the same time,
and game broadcasting, which actively interacts
between creators and viewers, is also expanding
into the metaverse area [7]. In other words, as it
evolves from a "watching" game to a
"participating and playing" game, interaction with
users becomes more active and immersion in the
game is growing.

Until now, research related to Internet game
broadcasting has been conducted on factors that
influence the motivation or viewing of one-person
game broadcasting[8][9][10], and viewer attitudes
such as viewing behavior and viewing satisfaction
by paying attention to the characteristics of game
creators[11][12]. In
conducted  to

addition, research  was

analyze content  within  the
platform[13], and consideration was also made on
the viewing environment such as comparing
personal broadcasting platform technology with
application user experience research[14][15].

Until now, research on one-person game
broadcasting has been mainly conducted on the
characteristics of viewers and creators or the
relationship between them, but studies focusing on
the attributes of the platform are insufficient.
Therefore, this study aims to analyze the
motivation to watch one-person game broadcasting,
examine the influence of viewing motivation and
user characteristics on the platform's own attributes
attributes, and

and platform  user present

implications for the development of game

broadcasting platforms.

2. Existing literature research

2.1 Internet game broadcasting platform and
characteristics of game broadcasting

Based on the global market, Twitch TV has the
highest share of Internet game broadcasting. Based
on viewing time in the first quarter of 2021, it
showed a 72.3% market share. On the other hand,
YouTube gaming is 15.6% and Facebook gaming
is 12.1%, which is a big difference [16]. On the
other hand, when limited to the domestic market,
Afreeca TV is about 120,000 and Twitch is about
130,000 [17].

First, Twitch TV was created as a game-only
platform when it was divided into "Twitch.tv," and
began to expand its scope to various categories
[18]. Meanwhile, game broadcasting accounts for
64% of the total on Afreeca TV [19], founded a
professional game team (20), and hosts a game
competition where only Afreeca TV BJs can
participate [20]. YouTube has the largest platform
itself, but has a low market share in the real-time
game broadcasting market [22].

Internet broadcasting is popular when real-time
communication is possible and the number of
concurrent users is high [23]. Viewers have fun
participating in the broadcast as well as when
real-time interaction is possible [24]. In addition,
viewers interact with the communicator through
sponsorship, which sponsors for reasons such as
self-satisfaction, quasi-social relationships, and pure

altruistic motives [25].

2.2 Motivation for viewing a one-person
broadcasting

one-person game broadcasting refers to the
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provision of video services by an individual
creator in real-time transmission or upload after
recording. There are types of communicating and
sharing the game process through chatting with
viewers while playing games, types of unboxing
reviews to introduce and review new games,
sponsors, and types of relaying game plays in
e-sports games [8].

It appears that the motivation for viewing
one-person media includes factors such as
providing rest, information, convenience of use,
social relations, resolving boredom, and pursuing
information, which are the motivation for viewing
existing media [26]. Factors such as information,
entertainment/rest, habit/time skipping, BJ
interactivity, and differentiation were identified
[27].

The motivation to watch one-person game
broadcasts turned out to be longing for
identification, pursuit of entertainment, spending
time, and pursuit of information, and the
motivation to pursue entertainment that values
experience motivation such as identification desire,
enjoyment, and fun through interaction with
communicators [10]. It also watches game
broadcasts to provide information about the game,
pursue fragmentary fun, and relieve stress of
playing directly, and the higher the motivation for
viewers to participate, the greater the loyalty and
willingness of viewers to sponsor [28]. Kim Yu-mi
and Kim Sun-kyun (2020) largely divided the
viewing factors of one-person game broadcasts into
content  factors, communicator factors, and
interaction factors [8][29), and Sung Min-je et al.
(2018) divided them into interaction, viewing
empathy, opinion exchange, Information-seeking,

and entertainment [30].

2.3 Characteristics of viewers of a one-person
game broadcasting
In the

following, we will examine the

relationship between viewer characteristics such as
viewer age, Internet usage time, and the number
of simultaneous viewers and the use of one-person
game broadcasting.
2.3.1 Viewers' age
The percentage of people who use game
broadcasting platforms more than once a week is
83.3% in their teens, 85.3% in their 20s, and
83.9% in their 30s, and the rate of use of game
broadcasting platforms in their teens to 30s is
high[31]. It can be seen that the lower the age,
the higher the degree of use of personal
broadcasting [10].
2.3.2 Average viewing time of game
broadcasting
Personal broadcasting has a higher degree of
immersion than other contents, so the usage time
is longer [32]. 50.8% of users watch for 1 to 2
hours, and 43.9% watch for more than 2 hours
[11]. In particular, heavy users with a lot of
viewing time showed higher motivation to use
personal broadcasting [33], and the more they
watched game broadcasts, the higher their
immersion in the broadcast.
2.3.3 Number of concurrent viewers
Social viewing refers to the activity of
exchanging information and sharing opinions
among viewers who watch the same broadcast on
the Internet while watching TV [34]. On a
one-person game broadcasting platform, viewers
form a virtual community by interacting with an
unspecified number of other viewers watching the
same broadcast [35]. Even if it is not an
individual's preferred content, if there are many
people who watch it at the same time, the
possibility of viewing increases [36] and the more
social viewing increases, the more immersion in

the conversation increases [34].

2.4 Internet broadcasting platform attributes

Game broadcasting platforms are investing
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enormous capital to secure exclusive broadcasting
rights for e-sports leagues of popular games and
attract popular game streamers [37]. Park Joo-yeon
and Park Soo-cheol (2018) derived platform
selection  factors such as ease of use,
expression/sympathy, time-sending, new enjoyment,
and  information/utility = by  combining  user
satisfaction factors and appropriate theories [38].
Choi Hwa-young and Ha Seung-tac (2021) also
derived factors such as technical convenience, ad
avoidance possibility, user bond, content usefulness,
service reliability, and information delivery speed
[39].

In this study, the platform itself is divided into
attributes of one-person game broadcasting platform
selection factors and attributes of viewers using the
platform, and convenience, information delivery
speed, Possibility to avoid advertising, and
satisfaction with recommended broadcasting are the
platform's attributes.

2.4.1 Platform's own attributes - Convenience

Convenience is the degree of convenience that
viewers feel in the process of using the platform.
The perceived ease of use has a positive effect on
the satisfaction of use when using OTT services
[40]. Recognized ease of use means "the degree to
which much effort is not required to use the
information technology system" [41]. It was found
that the perceived ease of wuse in IPTV,
smartphone, etc. is a highly correlated factor with
the attitude and intention to use [42][43].

2.4.2 Platform's own attributes - speed of
information delivery

The speed of information delivery means
whether the platform provides the desired
information quickly and smoothly [39], real-time
streaming speed or broadcast delivery speed, and
how fast viewers' responses are delivered in real
time. The more immediate the communicator in

the broadcast responds to the needs of viewers,

the smoother the interaction is [44] and the

immediate response improves the efficiency and
effectiveness of communication [45].
2.4.3 Platform's own attributes - Possibility
to avoid advertising
The possibility of avoiding advertisements refers
to factors that can be avoided or viewed without
restrictions on advertisements when watching
videos[39]. As the congestion of advertisements
increases, it makes them avoid advertisements [46].
Some platforms employ compulsory techniques that
allow users to view content only by watching
advertisements [47], but many viewers not only try
to avoid sending advertisements they do not want,
but are often reluctant to send advertisements.
2.4.4 Platform's own attributes - Satisfaction
with recommended broadcasts
The curation service is a service that provides
content that users want based on the platform
user's consumption and viewing experience [48].
Since the recommendation combination is derived
based on the consumer's historical data, the greater
the size of the entire consumer, the better the
accuracy of curation [49]. Netflix users recognize
content curation services as a major attractive
element of Netflix [49].
2.4.5 Platform User Attributes - User Bonds
As users participate in community activities, a
sense of belonging to the community naturally
occurs [50], which is a major reason for Internet
personal broadcasting users to continue to use the
platform [39]. The sense of belonging of the
community is the feeling of sharing a sense of
solidarity with other users in the community [51],
which is the basis for distinguishing it from other
groups and creating identity.
2.4.6 Platform User

Expressionability

Attributes -

Viewers use Internet broadcasting to freely
express and share their minds or thoughts [38]. In
particular, express the opinions of a small number

of people who have deviated from the
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conventional wisdom or prejudice of the majority
of society [52]. It is difficult to use in traditional
broadcasts, is not polite, and informal expressions
also give a friendly feeling [53].
2.4.7 Platform User Attributes - chatting
pleasure
In Internet broadcasting, viewers can
communicate with other viewers as well as
communicators. By forming a virtual community, a
network of people who communicate with bonds
on the Internet [54] viewers experience more real
than real [35].
Watch it through chatting on a one-person game
broadcast.
They have the feeling of participating in the
game by expressing emotions or thoughts [9]. For
example, when a communicator plays exciting

CLIN

music, viewers enjoy typing “one”, “two

” in a
chat, or entering the shape of twitching their hips
in the form of ")()()(..)..." [55].

3. Research questions and research

methods

3.1 Research question

This study aims to examine the factors that
users who watch Internet game broadcasts consider
when wusing the platform. In addition, it is
estimated that the factors considered will vary
depending on the users' motivation to watch game
broadcasts. To this end, first, I would like to
examine the motivation to watch one-person game
broadcasts.

Research Question 1. What is the motivation for
watching a one-person game broadcast?

Next, we would like to find out how viewing
motivation and user characteristics affect the game
broadcasting platform's own attributes and platform

user attributes. User characteristics were examined

by the viewer's age, average viewing time per day,
and the number of simultaneous viewers. Based on
existing studies, the platform's own attributes were
classified into four categories: convenience,
information delivery speed, Possibility to avoid
advertising, and satisfaction with recommended
broadcasting, and platform user attributes were
classified into three categories: user bond,
expressiveness, and chatting pleasure.

Research Question 2. How does the motivation
and user characteristics of one-person game
broadcasts affect the platform's own attributes
(convenience, speed of information delivery,
possibility of avoiding advertisements, satisfaction
with recommended broadcasts)?

Research Question 3. How does the motivation
and user characteristics of one-person game
broadcasts affect the platform user attributes (user

bonds, expressiveness, and joy of chatting)?

3.2. Research method
3.2.1 The operational definition of the main
variable
The questionnaire items used in this study to
find out the motivation to watch game broadcasts
are shown in Table 1.
Next, in order to measure convenience, which is
a sub-factor of the platform's own attribute factors,
it consisted of three questions: 'Easy to use', 'Easy
to use', and 'Easy to access' (Cronbach a =.789).
The speed of

investigated through questions such as 'real-time

information  delivery  were
streaming speed is fast, 'receiving broadcasts in
real-time is fast', and 'viewer reactions are fast in
real-time' (Cronbach a =.758). The possibility of
avoiding advertisements was measured by items
such as 'Can avoid advertisements' and 'Can watch
advertisements without restrictions' (Cronbach a
=.857).

broadcast consisted of items such as 'l am

Satisfaction ~ with the recommended

interested in the recommended broadcast' and 'l
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feel satisfied after watching the recommended
broadcast'. (Cronbach a =.756).

Table 1. Questionnaire about the motivation for

watching game broadcasting

. . Referen
questionnaire
ce

To get information about the game that you

play
To get information about new games that y

ou don't play
To get new knowledge about games

To get useful information about the game

Game broadcasting is fun

Can enjoy the game broadcasting without a
ny pressure
Communicator's game broadcast is fun
To relieve stress [o1r10]

The communicator responded quickly to my [27]
request [28][2

To communicate with the communicator 9]

I wanted to be like a communicator

To sponsor the communicator (star balloons,

donations, etc.)
If you watch the same broadcasting with ot

her viewers, you become more immersed.
I wanted to talk with other viewers on the

same broadcasting.
Time flies when you watch game broadcasti
ng
habitually

In order to measure user bonds, which are
sub-factors of platform user attributes, two
questions were investigated: "I feel the same sense
of identity as platform users" and "I feel the same
sense of belonging as platform users" (Cronbach a
=.801). It was measured with two questions: "I
can express my mind to other users" and "I can
share my thoughts with other users" (Cronbach a
=.799). Chatting was measured in three categories,
including "It's fun to watch the chat of broadcast
viewers," "It's fun to participate in the chat," and
"It's fun to communicate with broadcast viewers"

(Cronbach a =.758). All questions used a 5-point

Likard scale.
3.2.2 How to investigate

A survey was conducted to solve the research
problems presented above. Teenage viewers are the
main viewers of game broadcasting, but they were
excluded due to difficulties in online surveys. A
survey was conducted with 800 one-person game
broadcast viewers in their 20s and 30s.
Respondents were restricted to watching at least
one of the three platforms: Afreeca TV, Twitch
TV, and YouTube live streaming. The survey was
conducted for a week from August 20 to August
27, 2021. The final number of respondents
included in this survey was 513, excluding 287
who were not aware of whether communicators
broadcast on other platforms besides the platform
they mainly watch. This is because if the
respondent  perceives that the corresponding
communicator broadcasts only on the main viewing
platform, the factors influencing the platform
selection may be different.

The  demographic  characteristics  of  the
respondents included in the final analysis were 267
(52.0%) in their 20s and 246 (48.0%) in their 30s,
while 295(57.5%) were male and 218(42.5%) were
female. In addition, in terms of education, college
graduates accounted for the largest portion with
361 (70.4%), followed by college students with 83

(16.2%).
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Table 2. Demographic Characteristics of Respondents

Table 3. Characteristics of Respondents Viewing

Game Broadcasting
Category Frequency %
_ 5 Freque
1992 ~ 2001 (20°s) 267 52.0 Category q v
Age 1982 ~ 1991 (30’s) 246 48.0 ncy
Total 513 100.0 Afreeca TV 137 26.7
Gend Male 295 57.5 viewing platf Twitch TV 109 21.2
Female 218 45 orm Youtube live streami
er Total 513 100.0 ng 267 ] 520
Middle/High School Gr 40 78 Number of d Everyday 152 | 29.6
aduation ) ays viewed 4-6 times a week 179 349
Educa attending co]lege 83 16.2 weekly 1-3 times a week 182 35.5
tion college graduation 361 70.4 less than 30 minutes 149 29.0
Master's course or high Average view | 30 minutes to 1 hou
29 5.7 et 205 | 40.0
er time per day r
Total 513 100.0 1 hour or more 159 31.0
Number of ¢ 500 or less 54 10.5

The game broadcasting platform mainly watched
by respondents was 137 Afreeca TV (26.7%), 109
Twitch TV (21.2%), and 267 YouTube real-time st
reaming (52.0%), exceeding the majority of YouTu
be real-time streaming users. The number of days
to watch weekly broadcasts was the largest with o
ne to three times a week (35.5%), The average da
ily viewing time of game broadcasting was found
to be between 30 minutes and 1 hour the most(40.
0%). <Table 3> showed the largest number of sim
ultaneous viewers of game broadcasts, with 151 (2
9.4%) with more <Table 3>.

oncurrent vie | 501 to 1000 people 137 26.7

1001 to 1500 people 117 22.8

main watched | 1501 1o 2000 people | 54 | 10.5
game broadca

wers of the

2001 or more 151 29.4

sting

Exploratory factor analysis was conducted using
the Verimax rotation extraction method to analyze
the motivation to watch one-person game broadcast
s, and multiple regression analysis was conducted t
o analyze the effect of viewing motivation and use
r characteristics on platform attributes. For statistic
al analysis and processing of data, SPSS version 2

5.0 was used.

4. Research results

4.1 Motivation for watching a one-person game
broadcast

As a result of analyzing the respondents'
motivation factors for watching one-person game
broadcasts, a total of three factors were extracted
based on the eigenvalue of 1.0, and the total
explanatory variance was 61.75%. The factor load,
which means the correlation between each factor

and variable, was appropriate at. 4 or higher, and
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Table 4. Result of analysis of factors of viewing motivation

information
Metrics Interaction | fun pursuit . Cronbach’s a
seeking
I wanted to be like a communicator .803 -.069 213
I wanted to talk with other viewers on the same broadcasting. 197 .084 125
To sponsor the communicator (star balloons, donations, etc.) .796 -.163 123
To communicate with the communicator 758 133 224 873
If you watch the same broadcasting with other viewers, you
. .685 290 144
become more immersed.
The communicator responded quickly to my request .680 174 271
Can enjoy the game broadcasting without any pressure -.088 829 164
Game broadcasting is fun -074 828 .097
Communicator's game broadcast is fun -.003 782 127 305
To relieve stress 194 .690 .033 ’
Time flies when you watch game broadcasting .298 567 159
habitually 404 452 054
To get new knowledge about games 171 127 828
To get information about the game that you play 218 122 814 83
To get useful information about the game 177 .106 .808 ’
To get information about new games that you don't play 219 .148 .690
Eigenvalue 3.878 3.220 2.781
Variance (%) 24.239 20.125 17.381
Cumulative (%) 24.239 44.365 61.746
KMO-=.881, Bartlett’s y>=3736.462 (p<.001)

most of them were high, indicating that the
validity between questions was appropriate. As a
of the

measured factors, all of them showed high values

result of conducting reliability analysis

of. 75 or more. Considering the characteristics of
the questions belonging to each factor, they were
Pursuit, and

Information-seeking, respectively, and "Habitually"

named Interaction, Fun
items were classified as Fun Pursuit factors based

on existing media use studies classified as

recreational, habitual, and time-consuming custom

types.

4.2 Effects of viewing motivation and user
characteristics of one-person game broadcasts on
the platform's own attributes (convenience,
information delivery speed, possibility of avoiding
advertisements, satisfaction with recommended
broadcasts)

Before conducting multiple regression analysis
to examine the effects of one-person game
broadcast viewers' viewing motivation (interaction,
fun  pursuit, Information-seeking) and  user

characteristics (viewer age, average viewing time

per day, and number of simultaneous viewers) on

the platform's own attributes, correlation was
analyzed. The correlation coefficient was. 20 to.
40, and

multicollinear problem, and other variables used

it was confirmed that there was no
the scales and factors used in previous studies.

As a result of regression analysis, it was
confirmed that the number of simultaneous viewers
among the factors of interaction, fun pursuit,
Information-seeking, and user characteristics among
the factors of viewing motivation had a statistically
significant effect on platform convenience. Among
them, the fun-seeking factor was found to have
the greatest influence ([3=).600, it was found that
the interaction factor had a negative (-) effect. It
was confirmed that the speed of information
delivery on the platform had an effect on the
fun-seeking factor and the number of simultaneous
viewers. It was confirmed that only interaction
factors had a significant influence on the
possibility of advertising avoidance, and all of the
viewing motivation factors had a significant effect
recommended

on the satisfaction with the

broadcast.
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Table 5. Multiple regression analysis results of viewing motivation and user characteristic factors for

the platform's own attributes.

dependent Standardized significance adjusted
variable independent variable Coefficients t probability F R
(1)) (*p<05 *p<01 *p<001)
Viewi Interaction -.173 -4.355 .000***
1ewing fun pursuit 600 | 15330 L000%+*
motivation - - "
information seeking .108 2.707 .007**
Convenience Age .007 192 .848 | 55.779 391
User Average view time per day -.107 -465 .642
h: teristi
characteristic Number ‘of concurrent 084 2294 020%
VIEWETS
Viewi Interaction .030 679 497
lewing fun pursuit 471 | 10928 L000%+*
motivation - . p
Speed of information seeking .044 1.002 317
information Age -.047 -1.228 220 | 31.271 .262
delivery User Average view time per day -.005 -112 911
h teristi
characteristic Number ‘of concurrent 104 2568 Ol1*
viewers
Viewi Interaction 392 8.529 .000***
lewing fun pursuit .003 076 940
- motivation - - -
Possibility to information seeking .061 1.314 .189
avoid Age -.037 -919 359 | 19.842 181
advertising User Average view time per day -.043 -1.005 315
haracteristi
characteristic Number .of concurrent 052 1217 224
viewers
Viewi Interaction 303 7.035 .000%**
o ot fun_pursuit 268 | 629 000%+*
Sa“Sf?itlon information seeking 148 | 339 L001%*
wit Age 037 974 331 34521 | 282
recommended
broadcasts User Average view time per day -.065 -1.609 .108
characteristic
Number of concurrent -020 -490 624

viewers

Table 6. Multiple regression analysis results of viewing motivation and user characteristic factors for

platform user attributes.

dependent Standardized significance adjusted
variable independent variable Coefficients t probability F R2
® (*p<05 *p<01 ***p<001)
Viewi Interaction 467 11.026 .0007%**
lewmnsg fun pursuit 085 | 2.020 044*
motivation - - -
information seeking .107 2.506 .013*
User bond Age .036 .952 342 | 38.305 .304
User Average view time per day -.018 -464 .643
h teristi
characteristic Number pf concurrent o3 50 554
viewers
Viewi Interaction 513 12.898 .000***
1ewing fun pursuit 097 | 2479 014%
motivation ; s p
Expressionabi information seeking .088 2.196 0.29*
*p Tty Age 036 | L1102 271 | 54658 | 386
User Average view time per day 112 3.010 .003**
haracteristi
characteristic Number pf concurrent 077 2,091 037+
viewers
Viewi Interaction 516 12.688 .000%**
1ewing fun pursuit 153 | 3817 L000%*+
motivation - - -
chattin information seeking .031 744 457
pleasuri Age 010 | -288 773 | 48799 | 359
User Average view time per day .067 1.774 .077
h: teristi
characteristic Number of concurrent 027 709 479

viewers
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4.3 Effects of viewing motivation and user
characteristics of one-person game broadcasts on
platform user attributes (user bond, expressiveness,
joy of chatting)

The influence of one-person game broadcast
viewers' viewing motivation and user characteristics
on platform user attributes is as follows. It was
found that all of the factors of viewing motivation
had a statistically significant effect on user bond.

Among them, interaction factor was found to
have the greatest influence(3=.467). All of the
viewing motivation factors had a significant effect
on expressiveness, and it was confirmed that the
average viewing time per day and the number of
simultaneous viewers among user characteristics
had an effect. Among the factors, interaction was
found to have the greatest influence ([3=.513). It
was found that interaction and fun-seeking factors
had a significant influence on the enjoyment of
chatting, and information-seeking factors and user
characteristic factors did not affect <Table 6>.

On the other hand, it was found that the
viewer's age did not affect both the platform's own
attributes and the platform user attributes, which is
presumed to be because this study was conducted
in their 20s and 30s.

5. Conclusion

In order to find out what factors users who
watch one-person game broadcasts consider when
using the platform, this study investigated the
motivation to watch one-person game broadcasts
and the user's perception of the platform's own
attributes and platform user attributes.

First, as a result of checking the motivation to
watch one-person game broadcasts, three factors
'interaction’,

were derived: 'fun pursuit, and

'Information-seeking'. The interaction factor was
derived as an item that included not only the
interaction between users and communicators, but
also the interaction between users.

Next, as a result of analyzing the user's
attributes

perception of the platform's own

according to viewing motivation and user
characteristics, it was confirmed that the viewing
motivation factor and the number of simultaneous
viewers had a statistically significant effect on
convenience. It was found that the motivation to
watch and the number of viewers at the same
time had a positive (+) effect on the speed of
information delivery. It was confirmed that only
the motivation for interaction had a significant
positive (+) effect on the possibility of advertising
avoidance, and the rest of the factors did not.
Finally, it was confirmed that only the viewing
motivation of interaction, fun pursuit, and
Information-seeking had a significant positive (+)
effect on the satisfaction with the recommended
broadcast.

Next, as a result of examining the effect of
viewing motivation and user characteristics on the
perception of platform user attributes, it was
confirmed that only viewing motivation factors had
a significant positive (+) effect on user bond. In
the case of expressiveness, it was found that three
viewing motives, game viewing time, and the
number of simultaneous viewers had an effect.
Finally, it was found that interaction factors and
fun-seeking factors had a significant positive (+)
effect on the enjoyment of chatting, but
information-seeking factors and user characteristic
factors did not.

As described above, It was found that the
interaction factor had the greatest influence on all
three of the platform user attributes, and with
great motivation to interact with co mmunicators

or other viewers on the game broadcasting

platform can be interpreted as actively expressing
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their opinions and bonding with other viewers.

Next, among the attributes of the platform, the
fact that the number of simultaneous viewers is
affected by convenience and information delivery
speed seems to be the result of the increase in
transmission data and slowing information delivery
speed. As the number of users increases, it can be
seen that the platform needs to improve the user
experience through network advancement. Users
perceive that the convenience of the YouTube
platform is high because of its smooth information
delivery speed. It is estimated that as the real-time
game broadcasting ratio increases, smooth access
and fast information delivery speed will become
more important.

As metaverse games such as Roblox and
through  Internet

Minecraft are broadcast

broadcasting  platforms, game broadcasting is
naturally expanding to metaverse. The importance
of convenience and information delivery speed will
increase as the Metaverse game platform requires
more data transmission than conventional game
broadcasts. In addition, it can be estimated that the
platform's user attributes will become more
important because users engage in economic
activities and talk more with people through
avatars.

This study has the following limitations. First,
due to the difficulty of online surveys, the survey
was conducted on people in their 20s and 30s
except for teenagers, so it did not contain the
perception of teenage users. Next, it was not
considered that the platform selection factors may
vary depending on the game genre or the type of
game broadcast that respondents mainly watch. In
future studies, it is expected that richer and more
meaningful results will be obtained if the
relationship with the platform is analyzed by
defining the game genre and broadcast type in

detail.
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