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Abstract

With the growth of social media, “self-media” has become one of most potential
professions for starting a business. There exists tough competition on YouTube due to
the number of channels increase and the attention of human beings is intrinsically
limited. This study takes beauty YouTuber as the object, combining Nonparticipant
Observation and Correlational Research method, aims to explores whether there are
competitive interactions between individual entrepreneurs and whether stakeholders
drives part of the competitions from the competitive dynamics perspective. The
results show that there is a phenomenon of competitive interactions between
individual entrepreneurs. First, industry environment increases the awareness and
motivation, and the trade-off between imitation and innovation affect the capabilities
to response. Next, the performance affect whether they can acquire resources from
stakeholders. Third, the awareness, motivation, and capabilities of stakeholders drive
competition between entrepreneurs however it leads to a bad performance. Flexibility,
network effect and externals are factors that drive YouTuber to response. We finally

develop two propositions to summarize the guideline of competitive strategy.

Keywords: Competitive dynamics, Competitive behavior, YouTuber, Individual

entrepreneurs, Stakeholders
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¥ RehiFdedod Fi74 ~ B EF ~ATASE 7  ETF A AT S A

=3 B % (Boyd & Bresser, 2004; Chi, Ravichandran, & Andrevski, 2010; W. J.

Ferrier, Smith, & Grimm, 1999; Hopkins, 2003; Yu & Cannella Jr, 2007) - ¥ ¢ » &

11 DOI:10.6814/NCCU202101541



—‘ﬁ L ¢ 3 A Vilcassim, Kadiyali, and Chintagunta (1999)7" & ' £ ¥ 5% ¢ & *
%%‘;’i‘ﬁi‘fﬁ’r‘%f?ﬁ;ﬁ{JJ”ﬁ%‘f‘ﬁi“ﬁﬁié_#ﬁﬂﬂ S LA &
» 4r M. J. Chen and MacMillan (1992) 4 {74z A ¥ 97 * ehfd 5 @ - %&a
27 THREREFAFREI 6] & Tk > szl | & - Rajala and Korhonen
(20207 3 B i BARA E > O HFRL F Lo s BAFEA S > A& T
FHiETpF REFWREGFE VL & TERFT IR Aok A 7

LI S B R N Fgreh3n g (7 dogris b £ R 9y

“f T FEEEw a8 0 M. J. Chen and Miller (2012) { = & 13 w i en
#

556
ek
A
v
+

REEFEREEEF ORI ETEFFT R Ber TR
oA S ART Rk RIFLIERFE Sk G AGH
jesnfads o F O v ki & R (K G Smithetal, 1991) «
TENMI v BORIE SN LFRTEF - RDF B g PAK
mz%o@aMmMMmﬂ%&Y%ﬁi*ﬁiﬁﬁﬁ’ﬁiﬁi%@ﬁﬁé
gL EAA T F ARG PR EHE v BIART &G { F

a7

oF ] r_r'J

PO P AR R R AT S AT LB Bk ) g

Tl

FF o &) 10 AR E 07 1 5 4 §B(K. G. Smith et al., 2001) » ®o#r g
oo P R ERE 2T AT g B F g ke

Flt o B H B g 7 e e d 7 5 45 2R ¥ (Boyd & Bresser, 2008;
K. G. Smith et al., 2001) - Payne, Kennedy, and Davis (2009)#* 7 FR3% % & 3| ¢ -
A g Fend Gk o D EF R B FRT PRF RE T g
Whittaker, Fath, and Fiedler (2016)3% 5 & d£c¢ /| 3] £ £ 7 M F B EP T R
KA Hr o F R LA L ENGEH S Roog KRS Gk o T H LY
2P EBRE  pE R EE R P R ERLFY 2P

SRR g 7 585 »z(Longin, 2016) °
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TRAEFEF A RNEFEa v AT RHRLEZ TR N E 2R T

# =%  YouTuber

UGC & & Bl 5 G 2instenpld p F i Eenpit > Bt g2 2 £ &

51 7 A (Christodoulides, 2009) - YouTube 453t 2005 & » £ i1 & B A T %
g R AT 343 2 RN f Pl F o SEF YouTube 4 f #ef e
LS o35 AR M B A SWEAY £ F 0 0 F 1 & YouTube

&y &M & 5 YouTube #7 3¢ (YouTubing) » & 31 L5 AR LR A fr@ds g 4
¢ & Tef g B (Holmbom, 2015) » » &@ NI 37 5 ¥ § AT 7 A df 4o ji
YouTube % ¥ %t %Erﬁ 41 (Han, 2020; Jaraba, 2017; Wisankosol, 2021) » #%_A. N.
Smith and Fischer (2021) # & &/i g 4 SAPF N 2T > 7 1 E W b2 jT 4 a3
Fos plig § x5l F o B B RBEEARAY P r R 2w &
WA ALE S N 0 AALET 5 R R A S e
— B &4 22 YouTuber 44

YouTuber ¥ & p &M LA K% T3 > p &M 2L R p 3t 1997 & »
Peters (1997, p.83)i% 5 B 4 & dpend [ g S chin e 85 B X 37 F 5 A
e g (Melnc) > @ - B AR 1 ITI L pe g sl X B o Banet-Weiser
(2012); D. Smith (2014) R 3% &1 T p # 54 i (Self-branding) | € % F12 p & 5 4
J el B 7 b i@ 5] YouTube L 5+ o

EEAHM R E  ARRAR I XA BB 0 p RS - A
R EMAE  Fliw BRBHEEHEFE > § oI HE F AN K(CP
Chen, 2013) » Hu (2021, p.356) B #-dic i scdnd @ chp S 5k 5 T B A 5B p

/i\_é/f]}ﬁrr';"'fb ‘—\‘?[L’Eﬁfﬁ_, j\%”l’ .':l AV g(»%ﬁﬂ C)ggllj::!mﬂbjéldﬁ;g
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WAL BATHY TEBAER 2 RE2p & =% ) F Mk A (micro-
celebrities) ~ YouTube F? % (YouTube stars) ~ YouTube % % (YouTube celebrities) ~
B ¢~ (Internet celebrity) & f=+ = 3% (Burgess & Green, 2009a; Gamson, 2011;

Lange, 2007; Marwick, 2013; Senft, 2013) -

Jerslev (2016)#-5 % ® = A 4 YouTube #E 3 + 3 # 325 N 7 i3 30
5 ZH- % YouTuber ; » 5 #7 7 # YouTuber AR = #cix pFr it 2. T » &% ek ~ 44

BFRFEF EE0B A A 4] # F(Bouncken et al., 2019; Burgess & Green,
2009a; Mardon, Molesworth, & Grigore, 2018; Schmengler & Kraus, 2010) °

AT AR E P & —YouTuber (7 ¥ % ¢ 4 537§ 845 > Giles (2018)
2. & A B TE — 3 % (Genre) £ 2 3% (Format) » 3§ % 4p 04 Mo REfEaE o
AR BT PR R T2 RN ERE R L h YouTuber » T LT Ff
sV engi ? o I3 D YouTuber #2538 ¥ % 4 5 & & (Prank) ~ ~ J&(Reaction) ~ $ #
(Challenge) & > @ #7 %] ic 4 % 4 & ¥358(Gaming) - # 5 (Beauty) ~ 2 &
(Lifestyle) ~ #Jyl -7 (Parody) & 5 & &7 fe R Rg F “T4 %] > o FLT # D
YouTuber & ¢ 3248 5 (Sports) ~ B 3# (Books)#f %] (Scolari & Fraticelli, 2019) -

M ARG @S L 4 0 AR FF % ¢0 YouTuber if 3 — #4514 5 8 H 4
WAFF EF RoTllEPmd 2 Ry GHEAKSAAS NPT
(Lavaveshkul, 2012) » # & > PR o —fg » YouTuber &% ¥ i 11 &2 pLAGR
AR R B E Y G ERE Lo T L 4 R fofd  (Giles, 2018) 5
HiEAF P e end FRETE T o ¥ YouTuber { £ 7 inib o AR AR
13 5 22  F (Holland, 2016) °

B P 75 4% YouTuber 5§ 2 }J?\- ) "”' Lo B L TR X g (2020)
BFTRAHIEG  RNFTHEM P EW R B AT S AEM G BN
BIATEE i s e 5 YouTuber £ & 7k - sEiesy (2019) Bl k3
YouTube £]iF4 £ A4l Lig ¥ ~ A3 & ~ BREHFEPY S 7 REVFF

é?ﬁméfgﬁlhﬁ:’ﬁ yoeb s 4 FEHfL‘g .H') ﬁ$ bk’[rgi-ﬁﬁ&mji
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o ME G (2019) dp B ATFE 2 B enp £5 973 G T 5 TR P AR
B gl i®r enk g oo 4705 (2020) R)4-4 YouTuber 22 i ch & 1T/ 18 > 3% )
BARERF O8YG RBi) fFEL -

AEF K FEARPN AP v‘)ﬁ% v A& %F7 3 4L P # YouTuber
T B AAAE RS ¥ YouTuber F1 530 Mippe ) P& B T4 o 45
fepL 24 > F15 YouTuber g EFFEl > » B 2F S5 £4h > v Tid | wsl
AR OEEE Er TRRAE ) RFRp RN oA R F fRAR?

“~

Jew A2 YouTuber 53] » & 4 & 523 Sk g FHY RS L 2
- BN EpEfE

FER S B4 L 37 A &gt > R & xsipak > B
A ,Th’v" R ATE o Burgess and Green (2009a, 2009b) 3 3% 7 YouTube

+n

\\Xr

Brile (L R S  Hu Q021 T i S5 E AIE LD BT

A

3

PAIET S G A fE - AP FOE B F A T - AR

‘211-—&“?@?&?,9,@;&&‘?”@ L4 NBRRET

i

,1

N

YouTube § = 4 ::(2021)% 7 % #iif i3 12 57 4§ ¢} RA P T ALE
Ol PER TR A BAZiE - F A pF > P F 4o~ YouTube £ 1735 3+ 4 (YouTube
Partner Program ,YPP ) » i & (71 fARRB Y E e 34 D R 2 cE ~ A |2 e
WEER PSP HFEF 4% 7 A% T 7 Z2EF ~ YouTube Premium
AT A .
@ YouTube £] /e 4 1 & chpk& > 3% 5 YouTube B & ~ B ¥ feé i7 > 4§
B o2 B R 7 4 (Perelli, 2019) -
1. YouTube & %4> : YouTube F * & % = § 2T S FEFR LT F -
YouTuber 4 » YouTube & T35 '3+ % 1 » YouTuber ¥ F|m EF R 2 e 5 &2

FTRACE -
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2. RMPBEMRET D ZMATH 2 YouTuber FF eh¥ fafe & » BB p ¥ YouTube #3

et

=

3

FTORFOAS FREFAIES LG ek

Ii*:

3 HEF R BB LE SApbR CPREAE > N BEyE- SRR o
4. TP FEH CRPEFET O EEAEBRLE ) F R FAGKRRE R

¥ > YouTuber ¥ BEB~ %) 5% 20%in £ o

# # YouTuber 7 Catie % >+ 2016 & 3 # 32 % &~ % % ;5 YouTuber sz » %
o AR Kp ARPET (WoEpe s 27 ) B BTG YouTube A 2~ ~ B
PR oBRS -BMIE R 240 THRIIR 35 YouTuber P 7 4] 2 B
TR

P g I RO & YouTuber 22 fF enafig % % 2 ¥ 4 > YouTuber ;ﬁ

B bafenEf s T 2 S mE T4 N Bk & (FEEB-J2 ~ > Friedman
and Friedman (1979)4g &1 " 3 | & & echZ ey B 4 %\ﬁ%mé\ TAge s BER L
KFFTERE AL AFFERBERE T RRESS S ZRRF AT
£ 7 YouTuber #r#&75 i & » T i+ (C. Campbell & Farrell, 2020) ~ &% 3 -
& 3% g (AL Miiller, 2018) e B AT 2 5 A JP % 401 i ¢ (Franssen,
2015) » Woods (2016)# 7+ * P4 2h 2 iZ PP 2 fo A e0dg & > @ YouTuber o & it
TEPR AP ESP R ES o FRARRAR S RMR B EEFE PR A
s J IR D § SRk 4 Rk 774373 (C. Campbell & Farrell, 2020) > *£
D S A e sy o YouTuber & it iz A 5 B4nF Bk &M 3 6k R el 07
(Bci=pF & > 2019) -

AR S L 2L R "f;’." —‘F*{ AR ehd g 2 3% (Lindsey-Mullikin &
Borin, 2017) » YouTuber e1{7 40 »x 5 ¢ & § B> @ % 2 5% » Menezes (2017)
% 77 1 YouTuber hi 2 7c g > & H 03 | F hm e w R o | R AR
o o A E e pEd YouTuber T A pFdy 2 £ 4 ¢ k457 £ & = ¥ (Dolbec
& Fischer, 2015) - J. E. Lee and Watkins (2016) % . 'Hﬁﬁ % i F zE‘.f—r

AEOHFREFRFERE S ST LB ARE ¥ 0 Woods (2016) %
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BRE AN WF R BRR 2N - BT R KA

Miiller and Christandl (2019) #F I Efe . P ApfRIT - &% =4 SN T ;@ & F

@ YouTube * # # ¥ & 883k 71 i YouTuber 54 + 175 %4 — & »
FPEBE G ERORAE L OERE D NRELBRFTEATAERDE
% o Han (2018, 2020)% 3. YouTuber P75 p g = #c~ & p Bp & F v

BPpEEF Pl BFIPM > R 7 RE7 § 25 YouTuber h= p
forts @ FaEE A AR A > HH E F BEFOL G BE > Lk F > YouTuber
MEbE s FARE AT B R AIEFE AT o

%# A7 f33) YouTuber & #% 7 B~ chfi £ & > 4 7 % YouTuber f&
fI% P BRRRE RN B A AT ¥ & T RN
AAHR > RS TR THEBLEF ) BT KD G NTMER 0 » 24
Wit ikimd 2 4 B > RSET@IRA 2 420 o 3 7 0k S BT Al & i 73

ZBAFAEEEITRT

“é»
‘_
BN
S0\
5
5
o
(o
(@)
=
fP\b
¥
VYL
)
S5
bl
P
:
=y
.“'.
ok

= % 7 YouTuber

YouTube } &% ik » §— B4R~ 7 H-(Pixability, 2015) » 1 & B 25
A REEE CET CEFHE TS E0 AT HHEM @ £ 45 YouTuber B E_¢
Pttt A SR EG S HBKETED o g (2020) FRIK S 7 gl
R A F ¢ o F s YouTuber S5d B 4 ~ 330t e 7 > L€ T GO g
AEPEE AR R IR ED LR & YouTuber » # % 4 YouTuber #pEiT KOL
(Key Opinion Leader » B4 & LAEA ) 03] i o 8 EFHAE 5 <~ Ead B

»]—?/ oL LY _\
e I

gﬁa

YouTuber » e %> ey H R4 > vy a fg B 5 FopLEL -

VA RIGTR O o fr g B @ R 0 Han(2020)#-2 £L2 T AE B 37 R ¥ (zombie

subscribers) |
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Gl A gAFLE TAL g % 5+ (Social Influencer) ; (Mendoza, 2010; Raven,
2008) o

Garcia-Rapp (2017)#-% 4 YouTuber enp Z 532 5w &t p 3 e ~ 7 5
o N2 il R I Yoo dp A FOBRL IR B BT I B 4T e
e a LR ERE o S r s dag) RS e I E L B B W ) R B

AN FREASZTEA L EHRF S ABEFHDLIBRL L EF) A KeD

O M RIRALp e 3o BRI FEL Pap F2E

Py A &end p 3F 8P 2(N. Liu, Ren, Choi, Hui, & Ng, 2013) » McCracken
(198N K2 &2 Z 2B —FPE P H g5l s BBAETLRE ~ & R
EAeT|dESE 0 FM > 3 B4 hE B YouTuber it & £ ¥ 31 Eﬂ EES ]
AE R AT K s ? o dele @ 47 0 YouTube it ¥ A2 £ B

* % i F 4 & YouTube g & 1 # & Bh% b YouTuber ¥ 32 ATA 5P

ie & ow A g ch g f(Appel et al., 2020) o F+ £ it 4 549 4- Bobbi Brown -
M.A.C.crp 1% 8 31 i YouTube B} 4 % 4% YouTuber shE € ~ R B T &k
‘F AT LREA R &a BEY R F Ry % (Geng & Oksiiz, 2019) ;
A5 & R & Lancome (B F ~ 2405~ 5 & 4 5 2015) # B o4~ ki
7 R B RPN ERNF LT S AR EE R HEE e
(Androulaki-Ralli, 2015)

% YouTuber 47 A3 A4 * ~ BBt H A e I » B Y 30 s £
YouTuber sn% it 4 % » { B A Fad P FPHITER2 44 > Ra

FIHAER A 0 4 FEE RS A RS 0 A R ER SRR A
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e T = % "_;“
a”:.'ﬁ- Enz ’/é"“

R R MR R NSRS RS ET
Ao R EFE R AR S > T RS S RE AT BREHE R

PO E RS TR 2 Tk -
F—f A ERE

_— ,{HV“ -f?_

A AT 3 #-r0 M.J.Chen (1996) 74k 4t eiafs i 5 ok 2 — T #ed X A 47
SR L £ (F5 215 %k YouTuber B 34 17 5 2 4R 3]
T e - ﬁﬁ%ﬁwbmm§gmﬁ%ﬁ§ﬁﬁﬂ;,@%ﬁ%ﬁﬁﬁ?%;@

o

W E o B MAT A5 E BT YouTuber [ & #R

YouTuber?] & 4 + $h# AT R

. TR i - BT . s

- HikdatE B R REE c BRFHILECR
WP HAT AW RS RE T
Al S R R T ol e 22 -
Bk~ fE

B 3-1 #7% % B

F#L & R © M. J. Chen (1996) ~ *F= % j {7 512
MY R e - YouTuber B e 3-8 FRE T4~ 0 45 B 03
REFEFTROBARAAN > ¥3 VB BE v K2 > & B YouTuber 7 7
- R FRREFTIRER %%'é AR B FEFT IR Ly 2R L p ik
LA o AN RS B RERE Y o A AT HR R A
PO FEFLBERZIET O AEFEF S 20470 8 B E AR B A 1T R

% 3.(Clark & Montgomery, 1999) ; &5 ihip i ftens 45+ > G ¥ & B %

19 DOI:10.6814/NCCU202101541



YouTuber (RF R+ — > %% %= £FI=* 7% (2020) #7 ¢ “T /I Tk K&

FRSFTEMA ~ B Anm s ZBPN v Al iRl s Sl ~ B

PN AIFTR A E S RAMAFTATASETREALEDTR - 7 2R L REe

AR FIL AT RY LTRSS ST AR AR -

ZE BB ARLFLFLDHRFZ L F “ﬁﬁ?tﬁijﬁ%?ﬂ%
o P RBENA Y RF PR T AFL oA TR ETRLE

Moo BREp e e i+ YouTuber 2 #5845 7 5 FF2_ 553 4 » A8 7 & AMC 4

15§ ¢ FPT YouTuber & £ T 8 i 45402 177 > #-i& 95 ¥ YouTuber ** % T

SRl S g ST EAAL LI S dh ¢ F5 i JESS i 4 SLAL - oh . EAPAE LT

BRI AL £ 8 AR &4 74T % NoxInfluencer(2021) %+ YouTuber 2 i &

FEEFTNRS LFT o ¥ “ﬁ% 7 ¥ YouTuber & ¥ i 7 AMC 2. 4 47 » = ¥ % fe

SME T AMC 4470 kO fBE BT R L SMB R aks o R g dipe

YouTuber i 7 & % » %gt“ f2% YouTuber 2. fF crfie s o F- AR 2 fritl ¢

B A F A (8 ek & s 5 (M. C. Campbell & Kirmani, 2000; Friestad &

Wright, 1994) > |t AF 7 g\,‘rz}@—\?%l‘b”i—“ BEA K T A

Rp it AT 2R FH FpdeT

1. ~ 45z = YouTuber Kelly ~ Catie ~ Charlie ~ Gina s7% 327 F Jhk fi - 22 2 52

5 Bp e F] 5 o
2. FBEHFEIANBEME FH e = YouTuber &3 g B 7% > 7\% TR
Z_F % YouTuber cn# e i Figis KA -
3. Ef?‘,f‘:p\w = YouTuber p & #F# s 75 » T3 L F 5o p £/ éitd 2
JengRd (7 5 0 L% YouTuber & ¥ 20 A engie & i % o

SRd5 2 % ¥ YouTuber p 2 s s (7 5 » #_F %t YouTuber 9

231 AL AR R 2 AP R R4k 0 &4 B %4 YouTuber ~ S 7 ig

FAlanks BdRPPFFimE T BE FP o 2R F o
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% 3-1 2 ~FP a8

R

YouTuber g
=g % 75 YouTuber 5 4p§ 3 #c » -9 T ¥ A YouTuber % fie
%8 % 5 YouTuber > & —‘ﬁ Fraod g o B ENag
BET Ay Sk RERE A fe G E o - IR K
EE S e 3 ApAraE s o TEZRTAZ AW PR
B 4 BBEG 2L RN T EER | ASEIER T fESNE2
YouTuber sr5is %5t £ F f§ 4 | A 540 00AR R » AXAp 1AXT
i # % > 4 YouTuber 118 IS o
B g fos L ARR o
i ? PR LA FHT £ ¥ YouTuber | PAd%ic 4 o 7 f2H A (74
2 WEHFE - BRENLT R | TRANDEFF > A A TAT
LR SRS 2 3 R F it 4 #5 YouTuber ¥ fie %
4 o )3 % o
Au Rl mRRH - &
fae vi-’f‘r&r?’ ?/’5’ £
PR # 17 YouTuber ¥ e 5B A %8 7 it i > k0 j2&
R T R SUE R R v R TR
TR KR DAY
—~ FF3E
*E 7 BhE & 47 7 (Exploration Research) » ¥ 5 /R & 7 7 3% 3+ (mixed-

methods research) » £ * i # 3K 3+ 0 F ezt o7 2V %02 (Nonparticipant

Observation) 5 2 » M & L dp M= 3

BT (7 A AT MR T

21

/% (Correlational Research) = # » & f =
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(=) B3Py
AFEY AR 2P 5 4F3 YouTuber 22 FF e & ji 4t » M T B A K 2
BIAE - G EARARTIES 2 BE A T - G4 FELT A Y
Pt e s AR ARFHLH L ST E AP E I f —UGC =
&0 4 R YouTuber 7 5 £ 4 b AP A H FHEAE S o AP
AT RAL >« e B~ BB %2 U R RARS Bl AR LR R R Y

P KA R R TR o

m*f\i

(=) REFT 2

W

Creswell and Plano-Clark (2007)ze 2 F 48 € P77 3 5 - B 2 3 friz > ]gi;z

(2

W

RE - AT R R R LS 2 T AR AR
Teddlie and Tashakkori (2009)i% 2 & (F F M A 455 BB F R > L MR FE A
WX EEARM BHE > A 2 e aE RS > L T#EHER &% (conversion
mixed designs ) | 2. FF 2 o

FHATE L S EARHEE mE > 7 BFTEF A0 SE 2 b5
folr ey 0 Ay A& PR S4F % YouTuber FF £.F 5 & 535 2 4t > 40 »
R TR e R L ARG S FRA R I e F S ERE &
DEM R 2

ARG R NS R Y AN R R SRR AT

E AL R Y 2 o T B W

ERFLENIREDERKT BERE AT FREATEREEY
4 :’;fﬁ*i7lﬁ,'§+ lﬁiE%K(}—?‘fi‘}—%'%{’
2020) iz giie 7 LIF » 7 fF o hAT f BB YouTuber 2 F shif & 2 > 7]

YouTuber 2_ & 7 € -kt oS iy R b g > F]Pt AFT 7 R * 2L 5 R
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FiEOoTEERRBROEFAS O RFLREF Dk BFHH K

<

FREE SRR

ARG R =% YouTuber e BAFE Fenfs 5 » 302021 # 1% 1 27
B0 E 4% YouTube #fif + BLARHMTFE A2 Wk B P F ~ B9 30§35
FAMFTR A FRERLFL o RF 2020 E 3 AT L T

BRI E R & RABEFLD IR F RhEEREE AT

2. WMEY

®

WML IR AR L BRA L TN G kM ER (22
F 295 2020) AT EGHMAT F P M 28 7 (relationship

3B [T A 2 B BAE

;m

studies ) » ZypBELEZ 2T PR LR e (7
T oM EMEO%RE - AFEL R AR d P T RE A
#rif £ el A > FREBENT - AL o
(Z) #HFPEFI

AFE Al NF w0 AT - I W BT (pilotstudy) 0 @ & (T4 4F

FLLR DL RGP BRI TR RERT R S

A E A2 % > {2 YouTuber F ende e it d 775 > o > T ¥ BT

X
P R R T R R EATR TS B TRE - F Ap ¥4 foaE 45 4] YouTuber

23 DOI:10.6814/NCCU202101541



1. my#Re Ly

B A RAEE S YouTuber FF > € 3 7 Fenii g > H ¢ PEFZ K

AN
o

B RAR R e fof2 R > 4o ® 3F #0540 YouTuber & Bgf7 jfF %
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%457 2] 2. YouTuber ~ % 4 iz i VoiceTube e 4F 4 ~ & A% & P F
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A+ 3] YouTuber 5 & f )= — B » = §° gk 427 65 YouTuber # k473 i (7
i HREFNS NF A EURE BT ESNELIH S 2
AFt R R AP IR o

£ % > % YouTuber § 1A R/L2Z % > ¥ L BLE T L B % 4+ YouTuber
B F s CAFEN A S a0 4540 % 1 $§ k7~ 3 F 8 F 4 7] ~ What'sin
my bag ,% 71| ~ Get ready with me (GRWM) 4 51| ~ B 45 ~ F | ~ 2 d 5 o F|pt >
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GP AT FRBAEZHEAZ L LG R B E 4 YouTuber B 5 € @

Kﬁ; 7 ’L‘L/Eﬂjj ¥ hoenpeiEg b oo A i}gsw B i éﬁ"frmiﬁ—‘s YouTuber > 14 i® 5
* ;;‘?.bt_,{ﬁ;tilrg:% o ¥ ¢t j\,{ﬁ;i‘f,\;f{wi*#i}: bR 1 &H'Jf,J-T- B — A&
Al s ¢ JlesaaRd B85 #7 F o 2% YouTube eh2 i £ #RiE

FE3# # 5 YouTuber 15 B 4 A1 A1 ¥ Foikin o &< Al sanpef b v ¢ 54

Zitp R P L EH AR € % 7 % YouTuber p ¢ hA &
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FHEFF Mo £ F o FIEEIIE 4 YouTuber & it S 5 ch5 6 0 5 R 7
& VoA €38 £ b YouTuber i& (734 (7 5 0 A7 3 #BL% T YouTuber

BT iy > ® R AT ¢354 YouTuber s (732 | (T2 A7 B cho 1Y

—~ FrIBRREE
MY PR RIZ SR REZPERLBRE - B R KL &
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