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ยูทูปเบอร์: การสร้างอัตลักษณ์แห่งตนของผู้สร้างสรรค์เนื้อหาบนสื่อออนไลน์ 

ภัทรภร สังขปรีชา, Ph.D.3 

บทคัดย่อ  

เนื่องด้วยการกำเนิดของสื่อใหม่และการสร้างสรรค์เนื้อหาบนสื่อออนไลน์ท่ีเพิ่มขึ้น ความสามารถของยูทูป
เบอร์ในการจัดการและแนะนำช่องจึงมีความสำคัญมากกว่าที่เคยเป็นมา งานวิจัยเรื่องนี้ศึกษาเทคนิคเชิงกลยุทธ์ของ
ยูทูปเบอร์ในส่วนที่มีความสัมพันธ์กับสร้างอัตลักษณ์แห่งตนซึ่งนำไปสู่ข้อมูลเชิงลึกที่เป็นความรู้ใหม่ในความสัมพันธ์
ที่มีต่อกันเพื่อความเข้าใจถึงการพัฒนาเอกลักษณ์แห่งตนของผู้สร้างเนื้อหาบนแพลตฟอร์มการแชร์วิดีโอออนไลน์ 

 การวิจัยนี้ใช้การวิเคราะห์เชิงคุณภาพด้วยการสัมภาษณ์เชิงลึกผู้สร้างสรรค์เนื้อหาบนยูทูป จำนวน 13 
ท่าน โดยคัดเลือกผู้ให้สัมภาษณ์ที่มีลักษณะเฉพาะที่แบ่งตามหมวดหมู่ของประเภทเนื้อหาในช่องยูทูปร่วมกับใช้
เกณฑ์คัดเลือกจากตัวชี้วัดความสำเร็จที่แตกต่างกัน ผลจากการวิเคราะห์ข้อมูลนำไปสู่คำตอบหลายส่วนที่เกี่ยวข้อง
กับการสร้างอัตลักษณ์แห่งตนของผู้สร้างสรรค์เนื้อหา  

ผลการวิจัยพบว่า การสร้างสรรค์เนื้อหาที่มาจากตัวตนในชีวิตจริงเป็นกลยุทธ์ที่สำคัญของยูทูปเบอร์ทุก
ประเภทในการเชื่อมต่อทางอารมณ์กับผู้ติดตามและเพื่อการระบุตัวตนของตนเอง เอกลักษณ์ของพวกเขาเป็นปัจจัย
ที่มีอิทธิพลมากท่ีสุดในการดึงดูดผู้ติดตาม ยูทูปเบอร์ประเภทไมโครและนาโนอินฟลูเอนเซอร์ให้ความสำคัญกับความ
เป็นแบบฉบับของเนื้อหาท่ีอิงจากตัวตนด้วยการเน้นไปที่การแสดงออกทั้งทางวัจนภาษาและอวัจนภาษาที่ปรากฏใน
วิดีโอ นอกจากนี้ ยูทูปเบอร์ที่มีผู้ติดตามเป็นจำนวนมาก ( 1แสน – มากกว่า 1 ล้านคน) จะให้ความสำคัญกับความ
ต้องการของผู้ที่เกี่ยวข้องโดยพยายามสร้างความสมดุลกับความต้องการของคนสามกลุ่ม คือ ผู้ชม ผู้สนับสนุน และ
ตนเอง แต่ก็ยังให้ความสำคัญกับอัตลักษณ์แห่งตนและความสุขของตนเองมากกว่า และจากข้อค้นพบที่ไ ด้จากก
การศึกษา งานวิจัยเรื่องนี้เสนอแนะแนวทางสำหรับการเป็นยูทูปเบอร์ที่ประสบความสำเร็จอีกด้วย 

คำสำคัญ: การสร้างอัตลักษณ์แหง่ตน, การสรา้งสรรค์เนื้อหา, แพลตฟอรม์แบ่งปันวิดีโอออนไลน์, ยูทปู, ยูทูปเบอร ์
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YouTuber: Self-Identity Formation of Online Content Creators 

 
Abstract 

With the rise of new media and the increased online content creation, the ability of 
YouTubers to manage and guide their channel has become more important than ever. This research 
investigates the strategic techniques of YouTubers and their relationship with the formation of self-
identity. It gives insight into this new knowledge of interrelation to understand the development 
of content creator’s identity on the online video sharing platform.  

A qualitative research analysis of the in-depth interviews of 1 3  content creators on the 
YouTube platform was carried out. Key informant's profiles were characteristic of YouTube's broad 
categories, as well as using selection criteria that displayed various metrics of success. The analysis 
drew to several emerging codes related to the formation of content creator’s self-identity.  

The research finding reveals that creating the content mainly from the real-self is a 
significant strategy of all types of YouTubers to emotionally connect with the followers and to 
identify with themselves. Their self-unique is the most influential factor that brings the followers 
to the channel. Furthermore, YouTubers who are the micro and nano influencer give more focus 
on the authenticity of the content that based on their real self and express it in both verbal and 
non-verbal language they present in the video. YouTubers who have a great deal number of 
subscribers (10K – 1M+) give more concern on the need of related people. They create the content 
by balancing the needs of three groups; viewers, sponsors, and themselves, yet give more weight 
to their self-identity and self-happiness. Based on the results of this study, the approach for 
successful YouTuber is also proposed. 
 
Keywords: Self-Identity, Content Creators, Online Video Sharing Platform, YouTube, YouTuber 
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Introduction 

YouTube is the world's second most 
popular online platform. It is situated as one 
of the most active and rapid-growing social 
media. It is a web community developed in 
2005 by Steve Chen, Chad Hurley, and Jawed 
Karim, and it is currently acknowledged as a 
public video-sharing platform owned by 
Google, an internet search engine company 
(BBC News, 2016). There are over a billion 
users watching “thousands of millions of 
hours” of videos every day (longtunman, 
2016). YouTube had first officially launched 
in Thailand in 2014 and it exponentially 
growing. Thailand Digital Stat 2021 from We 
Are Social  reported that there are 99% of 
Thai internet users love to watch online 
video on YouTube, from these 51.4% love to 
watch the channel of influencer (Nattapol, 
2021)  

As YouTube’s growing popularity 
and the public impression of its video sharing 
phenomenon all over the world, YouTube is 
more than a basic user-created video sharing 
site. Instead, it is powering innovation and the 
competency of online community.  YouTube 
itself does not produce consumable video 
content for users. It is basically a medium 
that allows its users to make use of services 
available for them to upload their video 
creations and interact socially (Molyneaux,  
et. Al, 2008). Basically, users on YouTube 
watch, upload and share videos of any 
content in which they are individually 
interested while participating an online 
community. Online users are able to become  

 

content providers who not only access and 
obtain information but also actively 
participate as content creators or as we 
commonly call ‘YouTubers’. They contribute 
their own ideas, beliefs and especially self-
identity to the content of the platform.  

The influence of YouTubers can be 
calculated by the number of subscribers and 
video views on their channel (Burges & Green, 
2009). YouTubers have a positive attitude for 
YouTube because it can give them a fame, 
income and make the channel spread-out 
widely to audience easier than the traditional 
media (Isarawut, 2016). YouTuber is an 
influencer. The personalities of the YouTuber 
and information credibility in their content 
make an impact on viewer behavior’s 
intention (Sudaratt, 2020). 

The nature of self-identity is related 
to the combination of psychological and 
social behavior. It connects to the 
convergence of individual personality, self-
concept, inter-personal relations and the 
context of an individual’s conditions 
(Trimble, Root, & Helms, 2003). One of the 
most significant contexts in the formation of 
self-identity is unquestionably the internet 
and social media networks. It has become a 
domain of social reciprocity for internet users 
in this digital age. However, there is a very 
little research study that provides relevant 
knowledge in the Thai academic literature. 
For instance, the study of Chuleekon (2017) 
explored the personal branding of three 
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YouTubers and the opinion of followers. The 
result shows the personal branding 
components consists of YouTuber’s 
character, self-symbols, and content. 
YouTuber creates and maintains followers by 
retaining their own character and choosing 
the content for the target audience. This 
research study, therefore, intent to go further 
and give insight into the strategic techniques 
of YouTubers in relation to the formation of 
self-identity. 

Research Objective 

To investigate the strategic techniques of 
YouTubers and their relationship with the 
formation of self-identity.  

Literature Review 

YouTube is one of the most active 
and rapid-growing social media platforms. It 
functions as an online community that 
consists of a YouTuber and subscribers who 
have a like-minded interest. Based on the 
literature on online community and social 
media (Kim & Kim, 2017), there are three 
dimensions of YouTube channel attributes: 

1) Social interaction. The subscribers 
of the YouTube channel tend to relate to the 
YouTuber and other subscribers according to 
their like-minded interest in a particular topic. 
The personal preference of the YouTuber 
also enhances the subscribers on the levels 
of engagement. A psychologically perceived 
connection between the YouTuber and its 
members leads subscribers to visit the 
channel and build a high level of social 

interaction between subscribers through 
social media’s engagement tools (e.g., like 
buttons, comments and share). Significantly, 
a higher level of social interactions among 
users via social media platforms frequently 
influences the video content of a YouTuber’s 
channel by creating a stronger voice and 
serving as a visible factor to the YouTuber’s 
content creation. 

2) Information quality. Internet 
users tend to subscribe to a particular 
YouTube channel because they want to 
consume the interest-related information 
from the channel. Subscribers also tend to 
perceive the content created by the 
YouTuber as being accurate and updated. In 
particular, YouTube users with a specific 
interest that requires high levels of 
knowledge, are more likely to regard 
information quality to learn about content 
from the YouTube channel.  

3) Visual content. Compared to 
other social media platforms, YouTube 
channels provide subscribers with visual 
content of a particular topic and its 
characteristics, and users can easily respond 
to the visual content and share it with others. 
Visual content in this study refers to a wide 
range of videos, created and uploaded by 
YouTubers on their YouTube channels, that 
are aimed to deliver information to YouTube 
users as a visualized communication channel. 

 The explanations on how and why 
YouTube is popularly used by most people 
can also be simplified through an analytical 
model proposed by Shao (2009). Shao (2009) 
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identifies three key incentives of the 
YouTube users that are consuming, 
participating, and producing. In his model, 
consuming refers to those internet users who 
solely watch videos and read available 
comments posted on YouTube, but never 
actively participate. Participating refers to the 
next level which involves user-to-content or 
user-to-user interaction. In this level, 
participants both watch the videos passively 
and write comments toward YouTube videos. 
Active participation, nevertheless, does not 
include the participant producing and 
uploading videos on the platform. 
Remarkably, this research paper specifically 
focuses on the highest level of Shao’s model; 
the producing. It “encompasses creation and 
publication of one’s personal contents such 
as text, images, audio and video” (Shao, 
2009, p. 9). The reasons behind this highest 
level are for self-expression and for self-
actualization of the YouTubers. 

Since internet technology becomes 
more user-driven and self-directed, the 
presentation of ‘self’ has shifted 
progressively into the public domain 
(Koskela, 2004, cited by Jang, 2015). Internet 
users use various strategies for representing 
themselves. For instance, they portray 
themselves through the use of various 
semiotic resources, in particular motion 
pictures, sound and body language 
(Livingstone, 2008). Some users form their 
self-identities by using multimedia devices, 
which allows them to represent the real 
selves. 

As YouTubers share their video in 
YouTube, they are also constructing an 
identity that portray in the YouTube space. It 
is an identity formation. In relation to 
community, identity is a lived story and the 
path by which human beings represent 
themselves in the community. (Lave & 
Wenger, 1991 cited by Jang, 2015). The term 
‘Broadcast Yourself’, the self-autonomy of 
‘do it yourself’ is created into YouTube 
values, giving anyone a new insight into 
creativity and a sense of freedom. YouTubers 
commonly create videos by themselves, and 
in this regard, they form, communicate and 
characterize their identities within their 
sharing videos.  

 Despite the growing interest in the 
connection that the internet and social 
media networks have on the formation of 
self- identity, there are a very few research 
studies that provide relevant information. 
One of the central areas of research is on the 
use of the online video sharing platform of 
internet users. There are recent studies that 
examining the Thai YouTube community. 
Most YouTube research focused on a broader 
group of the viewers. Alisa (2015 ) investigates 
the technique on an increase in a number of 
YouTube visitors as perceived by users in 
Chiang Mai Province found that techniques 
for increasing a number of YouTube viewers 
were interesting visual techniques, creative 
ideas, easy to search and good attentive title, 
as well as the outstanding identity of the 
YouTubers. Chuleekon (2017) and 
Kochabhorn (2018) found that the 
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presentation techniques and personality of 
the YouTubers affect the decision in choosing 
online videos on YouTube channel. Sudaratt 
(2020) study YouTube personalities, 
information credibility-Impact on viewer 
purchase intention. Their results show an 
updated trend to evaluate the power of user-
generated content and the content creator. 
These studies, with its exploratory procedure, 
however, provided introductory results on 
the participation nature of only YouTube 
participants. This research study, therefore, 
make the decision to investigate from a 
certain YouTube content creators.  

Methodology 

Convenience sampling was used to 
recruit the key informants. None of the 
interviewees shared any kind of personal 
associations with the author. Key informant's 
profiles were characteristic of YouTube's 
broad categories, ranging from vlog, reaction, 
gaming, comedy, educational, travel, fashion 
and beauty. To identify such individuals, their 
contents were derived via virtual 
ethnographic screening prior to conducting 
the interviews. Interested YouTubers were 
approached to participate in the study over 
the YouTube channel contact where the 
researcher provided a detailed description of 
the intended study. A plain language 
statement was sent to all the interested 
participants via email. Upon receipt of 
agreement over email, the participants were 
asked to share their preferred time and day 
for the interview with the researcher. 

In total 13 face-to-face and online 
semi-structured interviews were conducted 
with selected YouTubers (see Table 1 for 
interview details). Interview collections 
accomplished to last between 90 and 

120 min during March 2021. Using criteria of 
sample selection that are based on their 
popularity, the research sought to interview 
YouTubers that displayed different metrics of 
success (number of subscribers) from 
celebrity or mass publisher, macro 
influencer, micro influencer and nano 
influencer, respectively (see Valeesa, 2019) 
In this regard, some of the key informants had 
as few as one thousand subscribers, while 
others had as many as 100 thousand to a 
multi-million. The open-ended questions in 
these in-depth interviews investigated the 
strategic techniques for creating video 
content, and the strategies used to express 
their self- identity. These video-recorded 
interviews were subsequently transcribed 
verbatim and analyzed the entire set of 
interview data to establish codes and 
emergent themes and presented the results 
in the narrative descriptions in order to show 
the deep insights from the selected 
YouTubers. 
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Table1. Interview details  

YouTubers YouTube Channel Number of 
Subscribers 

Total channel views 

Celebrity/ Mass Publisher 1M+ Subscribers 
Khun Jino  The Snack 3.73M 634M 
Khun Tar TARYUT CHAISORO 2.1M 657,859,410 

Macro Influencer 100K+ Subscribers 
Khun Koboy  KoBoyKrush 901K 109,586,023 

Khun Art FPSThailand 728K 206,100,469 
Khun Nam NailName# 415K 46,795,633 

Khun Fin อสมการ 355K 19,666,318 
Khun Nok Bird Eye view 342K 34,259,032 

Micro Influencer 5,000 – 100,000 Subscribers 
Khun Top หนอนหนัง 161K 25,248,948 
Khun Thamachad THAMMACHAD 71.1K 1,277,076 

Khun Nok  Nakapus 45.4K 1,474,877 
Khun Bas  Go Went Go 17K 19,523,915 

Nano Influencer 1,000 – 4,999 Subscribers 
Khun Ploy Iamploypath 3.74K 634,753 

Khun Mike What Mike 1.3K 2,364 
*The number of subscribers and total channel views is at the date of July 21, 2021 

 

Results 

 This qualitative study unearthed personal narratives that highlight the ideas, beliefs and 
practices of the online content creators which could benefit those interested in applying to their 
content creations. The finding from the in-depth interviews with selected 13 YouTubers reveals the 
success of their content creation is firmly related to the formation of self-identity. YouTubers are 
a socio-cultural reference for today internet users, and the results of this study shows how they 
use their videos to deal with issues related to identity formation. The strategic techniques of 
YouTubers and their relationship with the formation of self-identity are as follows. 

1. Real-Self is a key to create the content 

In the in-depth interviews analyzed, it is found that there is no difference among different 
types of YouTubers in relation to their real-self and the content creation. All types of YouTubers 
describe about their self-strategic identity techniques and explain their ideas and beliefs of who 
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they are, especially, in those called “I am what I am”. In addition, they provide information on 
how they value themselves. In general, creating the content mainly from the real-self is a strategy 
of YouTubers to emotionally connect with the followers and to identify with themselves. 

 First of all, the content creators had to answer what is the most strength or the distinct or 
unique personality of themselves and then use this answer to create the content. The following 
statements are examples. Khun Kok, the micro influencer of Nakapus channel mentions about her 
unique style: 

“I discover myself that I have a unique style that different from others. It is the 
most important concept for me. I will show myself and friendly talk to my 
followers like they are my friend” (Khun Nok, Nakapus) 

Khun Jino, the celebrity/mass publisher said his own character is a signature of the channel: 

“My content is unique. It focuses on reaction and my own character. This is the 
signature of my channel that others cannot copy.” (Khun Jino, The snack)  

Even the nano influencer, Khun Mike, the YouTuber of What Mike confirms that his video is his real 
self: 

“The strength of my channel is me. I use the distinct personality of myself to 
create the content otherwise it is fake, not real. For example, I speak my home 
language (I-san language) in the video for showing the real of me.” (Khun Mike, 
What Mike) 

 Go went Go Channel creates the outstanding content on travelling experience and making 
inspiration for the viewers based on the YouTuber’s real life. Khun Bas, micro influencer of the 
channel, said everything in his video is real, no any scene setting like other channel. Other channels, 
for instance, FPSThailand (macro influencer), Nailname# (macro influencer) and หนอนหนัง (micro 
influencer) also create their unique content by putting their real face on the YouTube video cover. 
They believe this technique form their self- identity to the channel. 

Furthermore, the interviews reveal that YouTubers believe that their self-unique is the 
most influential factor that brings the followers to the channel. The macro influencer, Khun Fin 
and Khun Nok are an example of the results that capture this sentiment: 

“It is my real-self that attract the same group of viewers, no need to fake. I do 
it from my feeling. This is my strength that my followers love and watch my 
content…I am not really create the content that is not myself.” (Khun Fin, 
อสมการ) 
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“I never buy media to promote my channel. Most of my followers come to my 
channel because they love me. They love who I am and what I do for them.” 
(Khun Nok, Bird Eye view) 

The YouTubers also focus on the authenticity of who they really are and what they really 
like in the real life. The narratives from these three YouTubers from different types of YouTubers 
(macro/micro and nano influencer) address this issue from a personal standpoint: 

“I believe in sincerity. It is simple. I care for my followers, so what I present in 
the online video is the real me in offline as well. I think that when others see 
me in offline, they will not fell disappointed.” (Khun Thammachad, 
THAMMACHAD) 

“I am what I am actually, I give my sincerity in all videos. Even some video I 
have a sponsor, I always put myself in it. I won’t sell the product 100%. I use 
the product before reviewing. I tell the viewers from my real life experience 
either it’s good or it’s bad of this product. I definitely won’t tell lie.” (Khun Ploy, 
Iamploypath) 

“I love to be different, so I want to make content that’s impossible for anyone 
to see. In my videos, I interview criminal prisoners, bar host, or unacceptable 
occupation.” (Khun KoBoy, KoBoyKrush) 

2. Authenticity in Verbal and Non-Verbal language 

The YouTubers discussed more on the strategic techniques for creating the content. The 
narratives elaborate on the issue of authenticity. About authenticity, I observed a reference to the 
creation of the content and found two techniques the YouTubers made of it. First, the authenticity 
in verbal language they use: 

“I create my character in my words. I stress on direct and strong words. My 
channel creates the content on movie reviews. So, if the movie is bad, in my 
opinion, I said it’s suck. If it’s good, I said it’s good… My words show the honesty 
to the viewers” (Khun Top, หนอนหนัง) 

The verbal language also creates the identity of the YouTubers. The common and frequent 
words or sentences they create in the content emotionally connect with the followers and identify 
with themselves. For example, in the THAMMACHAD Channel, the YouTuber always use the words 
“Khun Phu Chom” (คุณผู้ชม) with the unique voice and feeling. This then becomes his hash tag 
trend on the internet and the online users recognize his identity.  
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Secondly, the authenticity in non-verbal language they present, including the costume, 
hair style and make-up. For instance, in What Mike Channel, the YouTuber usually wear I-san Thai 
traditional clothes. The THAMMACHAD Channel, the YouTuber always create his outstanding 
character for the self-expression in order to make the first impression by wearing different and 
unique costume, such as kimono, colorful dress with accessory like big spider doll on the shoulder, 
doing cornrows hair style and wearing a flashy make-up.  

According to the results above, it can be seen that only the YouTubers who are the micro 
and nano influencer provide information about the authenticity in verbal and non-verbal language. 
This would be the interesting and useful strategic techniques to attract more subscribers to the 
channel with less than 100,000 subscribers. 

3. Make a Balance, yet based on self-happiness 

According to the interviews, most type of YouTubers, including celebrity/mass publisher, 
macro influencer, and micro influencer talk about their strategic technique to create the content 
in relation to the balance of three groups; viewers, sponsors, and themselves. The narrative 
examples of this result are follows. Khun Tar, the celebrity/mass publisher of TARYUT CHAISORO 
channel said about the three win: 

 “Sponsors, viewers and me. I think about three win. It’s challenging actually. 
The final content always relies on me”. (Khun Tar, TARYUT CHAISORO) 

 
Khun Bas, the micro influencer of Go Went Go channel balanced the need of three groups: 

"I create my content by balancing the need of three groups; me and my team, 
sponsors, and followers or viewers. I try to balance and make all satisfaction 
together But, still think more on myself”.  (Khun Bas, Go Went Go)  

The Snack Channel’s YouTuber, the celebrity/mass publisher also talks about this balance, yet he 
further mentions more on himself and his own happiness: 

“Yes, it has to be a good balance among my sponsor, my followers, and myself. 
But, I give the highest weight of balancing to my identity and my happiness. I 
believe if I’m happy with my content, my viewers will happy too. And that 
would benefit my sponsors”. (Khun Jino, The snack) 

Similarly to the KoBoyKrush Channel, the channel mainly creates the content for 
inspirational purpose. The narrative description from the YouTuber, the macro influcencer of this 
Channel confirms the notion of self-identity and self-happiness in creating the online content:  
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“I do what I like, I do what I love, and that make me happy. My sponsor is not 
the main factor of my content. I think about who I am, I think of myself as the 
main and crucial factor”. (Khun KoBoy,  KoBoyKrush) 

From these results, it can be recognized that the YouTuber who is a nano influencer did 
not mention about the balance to create the content of the channel. 

Conclusion and Discussion 

In the ‘Do It Youself (DIY)’ social media culture, YouTubers have ability to produce and 
share their video contents. They typically create the channels using self-taught advance technology 
skills for content-creation, video production and video publishing. They utilize digital devices, 
multimedia tools, and internet resources to create meaningful content for them, and post their 
self-created content onto YouTube platform.  

In their video sharing contents, all types of YouTubers seek to connect with their followers 
and gain more subscribers to their channel with the notion of real-self. In general, creating the 
content mainly from the real-self is a strategy of YouTubers to emotionally connect with the 
followers and to identify with themselves. Their self-unique is the most influential factor that brings 
the followers to the channel. Furthermore, the YouTubers who are the micro and nano influencer 
also give more focus on the authenticity of the content that based on their real self and express 
it in both verbal and non-verbal language they present in the video. YouTubers who have a number 
amount of subscribers (10K – 1M+) give more concern about the need of related people. They 
create the content by balancing the needs of three groups; viewers, sponsors, and themselves, yet 
give more weight to their self-identity and self-happiness. 

Foucault's ‘technologies of the self’ refers to how a person uses technologies of 
production to shape their self-identity physically and psychologically to their own, and social likes. 
He inscribes that they are the variety of “operations on their own bodies and souls, thoughts, 
conduct, and way of being that people make either by themselves or with the help of others in 
order to transform themselves to reach a state of happiness, purity, wisdom, perfection, or 
immortality” (Foucault, 1988, p. 18 cited by Ashman et.al, 2018). According to Foucault’s concept, 
this research paper, thus proposes that YouTube will undoubtedly be a significant media platform, 
beside other technologies of the self, in creating, expressing and forming the identity of the 
YouTubers. Based on the above results and discussion, this study would like to propose three 
approaches for successful and attractive YouTuber to follow: 
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1) Building trust and intimacy. In the 
online media context, attractiveness is based 
on the likeability of the content creator. 
YouTuber’s attractiveness refers to the 
audience’s perception of how the content 
creator is liked and respected by others. The 
perceptions of a YouTuber’s attractiveness 
by a YouTube user tend to be formed by the 
relationship-building capabilities and social 
interaction. YouTubers should build 
connections with their followers by 
addressing them directly and using a 
conversational style. Self-disclosure also 
adds to the YouTubers’ perceived 
authenticity and encourages the subscriber’s 
trust and feeling of intimacy. This, in turn, 
invites interaction, and engagement with the 
channel, by for instance, commenting on, 
liking, or sharing the video. 

2)  Appealing visual content. 
Because YouTube is based on a video-
oriented platform, it is more likely to increase 
users' perceptions of attractiveness and 
identity of a YouTuber. Therefore, the video 
content of a YouTuber with a high level of 
unique appealing video (e.g., attractive 
thumbnail, beautiful artwork, sound design 
video quality, outstanding editing technique) 
would positively influences the perceptions 
of the content's credibility and identity 
among subscribers.  

3) Willing to give. Creating a 
YouTube content with passion and true 
purpose on giving create a pathway to be a 
successful YouTuber. For instance, making a 
quality and unique content by giving 
accurate, update and quality knowledge, 

inspiration or life lesson and encourage the 
viewers to have a meaningful life with 
passion and enjoyment.  In this way, the 
audience will not only realize the self-
identity of the YouTuber, but also the loving-
care about the content created and the 
passion to give. This passionately keeps the 
audience hooked more on the channel. 

Recommendations 

1. In investigating the perspective of 
identities as digital concepts created by an 
interaction via mediated communication 
technology, profound dimensions of self can 
be presented. Therefore, video sharing 
platform like YouTube provides opportunities 
for any individuals who want to share their 
life story and still be able to express a real-
self of them. It is a worldwide online platform 
that enabling content creators to reflect on 
who they are and who they want to be. The 
asynchronous communication functions of 
YouTube also essential for self-presentation 
analysis and a connection between and 
togetherness of inner and outer-self. 

2. The nature of qualitative study 
comes with a consideration of caution about 
the generalizability of the result findings. 
While this research had made an effort to 
study a different range of YouTube samples, 
the analysis is investigated basically from a 
Thai perspective. It should also be noted that 
the relatively small scale of sample size 
could not be representative for another 
population of similar participants. Further 
study is, therefore, recommendable to study 



 
วารสารการสื่อสารและการจัดการ นิด้า  ปีท่ี 7 ฉบับท่ี 3 (กันยายน – ธันวาคม 2564) 

 

32 

the extended issues and aspects resulting 
from this research. First, it would be 
suggested to increase the sample size of 
YouTubers and using criteria of sample 
selection that are not only based on their 
popularity. It would be preferable to extend 
the analysis to other popular online platform 
such as Facebook, Instagram and Tiktok. It is 
also necessary to acquire greater data and 
explore the opinion of YouTubers on their 
crucial role as influencers, which related to 
notion of ideology. Second, it is also 
recommendable to analyze the perspectives 
and interpretations of YouTube subscribers 
on the issue of ideology. In doing so, it would 
be highly recommendable to achieve studies 
that include in-depth interviews that qualify 
a greater comprehensive broadview of both 
groups
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