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Z Kusag1 YouTube Kullanim Motivasyonlar1

Aysun Koktener®®, And Algiil

Ozet Anahtar Kelimeler
‘Network” gencleri olarak ifade edilen Z Kusagi, YouTube'u son derece aktif YouTube
kullanarak sosyallesmekte, neredeyse tiim iletisimlerini dijital teknolojik 7 Kusag
aletlerle kurarak adeta yiiksek teknoloji ile var olmaktadir. Hizin &nem 8

Motivasyon

kazandigr tiiketim toplumu igine dogan Z Kusagi, toplumsal pratiklerin
etkisiyle kendi diinyalarim1 yaratarak, kusaklararasi deger degisimini fark Dijital Medya Okuryazarlig:
edilebilir bir sekilde ortaya koymaktadirlar. Bu kapsamda, rastgele 6rnekleme

metodu kullanilarak, Z Kusag1 YouTube kullanicilarinin kullanim motivasyon Makale Hakkinda
farkliligr olup olmadigii ortaya cikarmak amaciyla 654 katilimciyla anket
calismast  gerceklestirilmistir. Arastirmada, ilkogretim oOgrencileri ile Gelis Tarihi: 24.01.2020

ortadgretim Ogrencilerinin YouTube kullanim motivasyonlar: ile haftalik ve Kabul Tarihi: 25.12.2020

Doi: 10.18026/cbayarsos.679505

giinliik olarak YouTube’a erisim sagladiklar1 araglarin farklilik gosterdigi
ortaya gikmugtir. flkogretimdeki Z Kusag kullamcilarimin YouTube kullanim
motivasyonu agisindan akran olma durumunun 6nemli oldugu ve bu nedenle
dijital medya okuryazarligina agirlik verilmesi gerektigi sonucuna varilmistir.

YouTube Use Motivations of Generation Z

Abstract Keywords

Referred to as the “Network” teenagers, Generation Z socialize by using YouTube
YouTube and communicating almost entirely by means of digital technological
tools. Generation Z who were born into a consumption society in which speed

Generation Z

gained importance, create their own world under the influence of social Motivation
practices, thereby noticeably revealing the intergenerational change in values. Digital Media Literacy
Within this scope, some 654 respondents were surveyed by employing the
Tnethod of raru.iom. sampling in order to reveal whether there were dl.fferences About Article
in the use motivations Generation Z YouTube users. In the research, it turned
out that YouTube use motivations of the primary school students and the Received: 24.01.2020

secondary school students and the tools whereby they accessed YouTube
weekly and daily differed. It was concluded that the state of being peers was
significant in terms of the YouTube use motivations of primary school
Generation Z users and that one should therefore concentrate on digital media
literacy.
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YouTube Use Motivations of Generation Z

Introduction

The important historical events and social changes experienced in the society influence the
values, attitudes, beliefs, and tendencies of individuals. Differences in the perceptions,
communication, and behavior of people occur under this influence. The concept and theory
of generations originated from these differences, which were categorized by sociologists. The
time ranges occurring with economic and social movements worldwide were described as
generations (Keles, 2011: 129). Generations have attitudes and behaviors coordinating with
each other under the impact of the year of birth they share, the changes in their environment,
and the important historical transformations. Depending on their birth within the same
period of time, these coordinating behaviors lead to the sharing of the same manners, ideas,
values, and beliefs (Lissitsa & Kol, 2016). They naturally differ from the behavioral patterns
of the other generations. These behavioral differences cause significant distinctions among
generations in their characters, working lives, and social lives. This has enabled the concept
of generation to become a subject for research and studies in terms of many disciplines such
as history, sociology, psychology, and management science.

When the historical development of the concept of generation is considered, it is observed
that different definitions have been made by different disciplines. In addition, there occur
diversities of distinctions of generations and definitions also by country and cultural
differences in the studies carried out worldwide. While it was observed that the researchers
expressed different dates, although partially, in their chronological classification of
generations, it was seen that they reached a compromise in determining both the names of
generations and their time ranges in the general sense (Tas et al.,, 2017: 1034). When the
studies carried out are considered, it is seen that the generations are predominantly
addressed as the Silent Generation, the Generation of Baby Boomers, Generation X,
Generation Y, and Generation Z. Whilst the perceptions, expectations, and priorities of
people, their perspectives on life and their behaviors varied depending on the concept of
time, the fact that those born in close periods had similar qualities and that each generation
had different qualities led to the intensification of researchers’ interest in the concept of
generation and the qualities of generations (Adigtizel et al., 2014).

YouTube use motivations of Generation Z, also called the Internet generation and intensively
using the digital media, were examined in this study. Also expressed as the ‘Network’
teenagers, Generation Z socialize through the social media and exist with technology by
communicating with the world by means of telephones and tablets. Generation Z, who were
born into a consumption society where speed gained importance, are described as an
impatient generation (Karahisar, 2013: 79). Resulting from speed, their impatience is also
reflected in their character, lifestyle, and media use habits. In this line, since the perception
and behavioral patterns of Generation Z do not form any homogeneous structure either, the
YouTube use habits and motivations of the primary and secondary school students selected
as the research sample were compared and evaluated individually.

1. Generations and the Generational Theory
The concept of generation refers to the people who were born in the same time range and
who have been affected by the social, economic, cultural, and political events and prevailing
values of the time when they live as well as to the communities that these people make up
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(Altuntug, 2012). The Turkish Language Institution takes period and year into consideration
when defining a generation. It defines a generation as the community of those people who
were born in almost the same years, who have shared the conditions of the same age and
hence similar troubles and fates, and who have been responsible for similar duties (TDK,
2018). When considered in general, a community that consists of those people who were
born in almost the same time ranges, who share similar value judgments, behaviors, and
lifestyles, who have been shaped by the events and trends of a certain period, and who have
the same thoughts and actions may be defined as a “generation” (Lower, 2008; Keles, 2011:
131).

On the other hand, those researchers who think that it is not correct to classify and evaluate
generations only in terms of the time when they were born state that the emotions, thoughts
and experiences of the individuals who make up the community of generations should also
be defined. According to these researchers, when a generation is considered, one should
speak of the community of people with common sharings rather than the community of
people born in certain time ranges because the communities of people born in the same
country and in the same period may not display the same generational qualities (Arslan &
Staub, 2015: 6; Tas et al., 2017: 1035).

The theory of generational groupings or the theory of generations with a robust foundation
in sociological theory was first suggested in the book entitled “On the Problem of
Generations” and written in 1928 by Karl Mannheim — a German sociologist (Mannheim,
1952). Furthermore, the classification and discussions including the current generations first
commenced with the classification whereby Inglehart divided the population into sections in
1977 and which he called “Generational Cohort Theory”. According to this theory, it is put
forward that the important historical events and social changes in the society influence the
values, attitudes, beliefs, and tendencies of individuals and that the resulting
intergenerational change in values acts slowly but has a deep impact in the long term
(Inglehart, 2008). Later on, the theory of generations was theorized by addressing the
qualities and characteristics of generations particularly in the case of the 18 generations that
lived in America with the book published by Strauss and Howe (1991) and this theory was
called “the Strauss-Howe Generational Theory” by some researchers about generations.
According to this theory, many important historical events and social changes in every
society may influence the value judgments, attitudes, behaviors, and tendencies of the
individuals of that society. That’s why it is suggested that the individuals who are born at a
certain time and who are in the same age group display similar behavioral characteristics
and that these behavioral characteristics may change with every new generation (Moss,
2010).

2. Classification and Qualities of Generations
The concept and classification of generation are the subjects of different interdisciplinary
studies today and, according to the researchers, the classification and perception of
generations vary by culture (Adigiizel et al., 2014: 170). In their study, Strauss and Howe
(1991) state that the firm distinctions of generations are debatable but that the concept of
generation covers an approximate time span of a score of years. According to the biological
definition, which only takes year as the basis, it is expressed that generations are placed in
each millennium at intervals of 20 to 25 years, whereas in the sociological definitions,
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generations are described as the groups who are born on certain dates and who have
common values, beliefs, expectations, and behaviors as they have been influenced by
common social, political, and economic events in the socialization process (Metin & Kizildag,
2017: 342). Some 5 different generations have been defined since the 20th century, namely the
Silent Generation, born between 1927 and 1945; the Generation of Baby Boomers (BB), born
between 1946 and 1964; Generation X, born between 1965 and 1980; Generation Y, born
between 1981 and 1999; and Generation Z, born in and after 2000 (Akdemir et al., 2013: 14;
Cetin & Karalar, 2016: 159; Ozdemir, 2017).

When different sources are reviewed, it is seen that the time ranges about generations and
the qualities of generations are not identical. For instance, in the USA, the Silent Generation
are called “Founders” and the year 1920 is taken as the basis as their year of birth, while in
Canada, the Silent Generation are called “the Elderly” and their year of birth commences
from 1900. Likewise, Generation Y are positioned with those who were born in 1977-1994,
1980-1990 or 1981-1995 and Generation Z are classified to cover those who were born in 1990,
1993, and 1995 or in and after 1996 (Taylor, 2008: 7; Turner, 2015; Quintal et al., 2016;
Priporas et al., 2017).

2.1. The Silent Generation (1927-1945)
This generation is comprised of those who were too young to attend the war during the
years when World War II broke out. As they grew up during the hard days of the war and at
a time when they were considered that they should not be seen under feet very much, this
group is called “the Silent Generation”. Also called ‘the war generation” or ‘the Greatest
Generation” due to their contributions to World War 1I, this generation is known as “the
Republican Generation” in Turkey (Karahasan, 2018: 24).

2.2. The Generation of Baby Boomers (1946-1964)

Baby Boomers, the post-war generation of change, are acknowledged as the representatives
of ideologies, pleasure, and rebellion against order (Altuntug, 2012: 204). Also called “the
Boom Generation” due to the increase in the birth rates, this generation is also referred to as
‘the Sandwich Generation’ since they look after first their children and then their aged
parents in the same house (Metin & Kizildag, 2017: 343). Nevertheless, the term “Baby
Boomers” (those who were born in the period of a boom in the birth rate), used to define this
age group in an article in Washington Post in 1977, was adopted worldwide. The most
important feature that takes the BBs to a different point among all generations is that they are
the architects of Generation ‘68, who have been made legendary. Generation ‘68 are the first
generation who grew up with television and who realized that a television was an effective
communication tool.

2.3. Generation X (1965-1980)
To revive the post-war capitalist system, a social state was built by implementing Keynesian
policies, thereby creating an environment of welfare. This increase in welfare, which
embraced every section, ended when its cost far exceeded the power of states and when the
oil crisis experienced in the ‘70s caused the giant enterprises to undergo a bottleneck and it
was replaced by liberal policies (Altuntug, 2012: 205). The negative cases concerned caused
Generation X to grow up with troublesome processes (Metin & Kizildag, 2017: 343). Most of
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them turned into independent and critical individuals and also drew attention with their
attaching of importance to working as well as with their stubborn and patient working
discipline (Karahasan, 2018: 25).

2.4. Generation Y (1981-1999)

Born between 1981 and 1999 and known as Millennials by many people, Generation Y are
acknowledged as the first high technology generation (Gurdu, 2012; Kraljevi¢ & Filipovic,
2017: 6). The starting point of Generation Y is indeed the English word ‘why’. Letter Y was
considered appropriate owing to the structure of the individuals of this generation that
questioned every concept or innovation they encountered (Ozmen, 2018: 131). Generation Y
are regarded as the early digital natives as they are more interested in the Internet and the
social media (Bento et al., 2018). Although they are individualistic and consumerist, focus on
momentary pleasures, and are distant from the sense of loyalty, they provide a profile which
protects such concepts as sustainability, ethics, and social responsibility. Generation Y, a
generation that is more impatient, more impetuous, more social, and more self-confident
than the previous generations, also have different ways of using technology from those of
the previous generations (Kuyucu, 2017: 868).

2.5. Generation Z (after 2000)

The members of Generation Z, who are just experiencing their childhood and adolescence,
are referred to with many names such as the Internet generation, the new silent generation,
the Google generation, the .com generation, the I-Generation or the Crystal Generation
(Keles, 2011: 132; Akdemir et al., 2013: 15; Adigiizel et al., 2014: 161; Cetin & Karalar, 2016:
162). The most significant difference which distinguishes Generation Z from the others is that
they live online, witness a period in which digital high technology is widely used and in
which change is experienced very rapidly and in the form of breaks, and are the first
generation that has integrated with the digital world (Priporas et al., 2017: 374; Tas et al,,
2017: 1033).

When the ways and habits of media use by Generation Z — also called the ‘Network’
teenagers — are considered, it is observed that this generation intensively uses the digitally-
based media. The research carried out reveals that Generation Z prefer being online and
continually interactive (Ozdemir, 2017: 60). They want to learn when they desire and under
the conditions they determine. They like those activities which allow creativity; they do not
accept passivity; and their long-term memory can become active through games,
storification, and dreams rather than memorization (Yelkikalan et al., 2010: 502). The Zs, who
are able to connect very easily with those who live anywhere worldwide, are expressed as a
generation that is technology-dependent and impetuous, that has a good command of the
Internet, that is creative, that has multiple attention and multiple decision-making skills, that
wants everything quickly and consumes everything instantly, that can perform more than
one task simultaneously, that prefers trial and error, that has developed sensory abilities,
that prefers the Internet technology, and that attaches more importance to visuality rather
than written texts (Cubukcu & Bayzan, 2013: 151; Mercimek et al., 2016: 68). It is stated that
the Zs, who get bored quickly with everything they regard as unnecessary details, are
impatient but can have as much knowledge about any subject they like as an expert can
(Karahisar, 2013: 79).
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The Zs, who are more equipped than the other generations in educational and economic
terms, experience time very fast and want to fit in many things into this speed. One of the
common qualities of the teenagers in this age group is their multi-screen skills and their
motives for performing many tasks simultaneously. As a result of the research, in which the
behavior of performing more than one action simultaneously such as studying while eating
and snacking while shopping was markedly observed, it was determined that Generation Z
in this age range felt a day as being more than 24 hours.

3. Media Use Habits of Generation Z and YouTube

The ways of audio-visual sharing have increased extraordinarily upon the development of
new communication media and the increase in the interest in information and
communication technologies by every section. An individual has hardly any difficulty in
accessing information by means of these ways of sharing. These developments enhance the
power of the social media and introduce a new dimension to the concept of socialization
(Akyaz1 & Unal, 2013: 5; Sarsar & Engin, 2015: 167). Together with the conventional one, the
social media have quite comprehensive content which encompasses the global changes and
developments concerning a good lifestyle for people, social responsibility, national
problems, and the cultures and policies of the other societies in the world. In this context, the
media have a significant place in shaping individuals’ world views, perceptions, and
attitudes (Eshleman & Bullcroft, 2009). In parallel with the development of technology,
digital hardware and the Internet technology have become part of everyday life. This
development has also been reflected in media use habits and daily newspapers have begun
to leave houses (Somytirek, 2014: 66). In the research performed in 2017, it turned out that
the teenagers aged between 14 and 17 years and acknowledged as Generation Z tended to
abandon the conventional media tools. When the media use habits are considered, it is seen
that Generation Z, who use the Internet for the social media, games, and entertainment the
most, watch serials on TV the most. On the other hand, the rate of reading a newspaper
every day is 9 per cent. In this respect, Generation Z can also be evaluated as screen addicts.
Today a second screen concept is expressed for this generation, who are considerably
intertwined with screens. While watching something in front of “the first screen” such as a
TV or a video, the same person can simultaneously interact with his/her other devices, such
as a smart phone and a tablet, too and watches YouTube for two to four hours per day on
average (@zdemir, 2017: 62; Tas et al., 2017: 1033).

YouTube, the favorite social media platform of Generation Z, has become a medium which is
also used as an archive tool in addition to the social media; in which it is seen that more than
half of the content is composed of television serials, football matches, and music videos when
the videos in the list of the most popular videos are examined; which has been enriched
together with user generated contents; and which is used for many different purposes. The
access to the performances on YouTube, which allows a user to be a viewer only or, if he/she
desires, a producer easily; into which videos of 100 hours are uploaded per minute; and in
which a billion users watch videos for 6 billion hours per month, at any moment, anywhere,
and at an extraordinarily economical cost (Comu, 2012: 73; Thorson et al., 2013: 441; Cetin &
Bel, 2014: 67, Bonander & Marsh, 2015: 453) increases the interest of Generation Z in
YouTube. YouTube ranks second as a search engine after Google and has a very fast rise.
With 97%, YouTube also became the medium that the children aged between 7 and 16 years
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liked the most in the research report Teknosa prepared for the Summit of Digital Heels in
2016 (Tungalp, 2017). In the data of 2018 by US-based Pew research company, it is seen that
85% of the teenagers in the USA preferred YouTube — a video sharing platform (BBC, 2018).

The role models of Generation Z, who reveal their own lives through YouTube and
“Vlogging” (video blogging), are their peers on YouTube and most of them imagine opening
their own channel and becoming a celebrity on YouTube one day. In the research performed,
it is stressed that Generation Z are continually sharing something in the social media and are
particularly dissatisfied with videos (Tiirk, 2013). Issa and Isaias (2016: 593) allege that
Generation Z are obsessive about obtaining the latest information and skills by using
technology. In the research by Klobas et al. (2018) on YouTube use habits, it was concluded
that the obsessive use of YouTube both might lead to a decrease in the academic motivation
and had risks in those with anxiety.

Despite the availability of no adequate field research on the obsessive use of YouTube yet,
the presence of Generation Z in this digital platform mostly creates the perception of
“defenseless children in an unlimited world” in adults’ eyes. It is mentioned that with this
perception and as children are continually using the digital media, 77% of the adults are
afraid of the use of children via the digital media, that 13% of them worry that they are
psychologically negatively affected by the contents or will be exposed to cyber bullying, and
that 10% of them worry that they have become addicted to the digital media (Tungalp, 2017).

4. Research
The study aims to reveal whether there are differences in the use motivations of Generation
Z YouTube users and what the consequences of this usage are. A literature review was
carried out regarding the influencing YouTube usage motivations and 58 items were
determined. In this context, some 654 respondents included in Generation Z were surveyed
in February 2018 by employing the method of random sampling in order to reveal the
YouTube use motivations.

Research question: “Are there any differences among the YouTube use motivations of
Generation Z users? By means of what tool and how long do Generation Z users use
YouTube weekly and daily the most? And what kind of a relationship is there between the
use motivations of Generation Z users and their demographic characteristics?”

Within this scope, the research hypotheses are as follows:

Hypothesis 1: The most significant effect on the YouTube use motivations of the primary
school students is the state of being peers.

Hypothesis 2: Digital media literacy is important for Generation Z primary school students.

Those outstanding items of the studies within the scope of the literature on the YouTube use
motivations of Generation Z were addressed in the survey questions. As a result of the
reliability test done, it was observed that Cronbach’s alpha value turned out to be 0.965. The
alpha value obtained shows that the study is completely reliable. When the factor analyses of
the primary and secondary school students in Generation Z were made, it was determined
that there were twelve factors for the primary school students and nine factors for the
secondary school students (Picture 1 and 2).
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When Picture 1 was considered, it was discovered that the Generation Z primary school
students used YouTube for publicity and self-actualization, to reach information and
alternative information, for entertainment, for socialization, for social interaction, to interact
by discussing, for the appeal of access speed, to generate information and for self-expression
to those who left comments, for the feature of the indexing of YouTube contents, to form a
reliable relationship, and to access the rich content, respectively.

When Picture 2 was considered, it was established that the Generation Z secondary school
students used YouTube to reach information and alternative information, for publicity and
self-actualization, to obtain economic utility, for socialization and social interaction, for
educational purposes, for self-expression by leaving comments, to encourage purchasing, for
the appeal of access speed, and for entertainment, respectively.

Total Percentage  Cumulative
of Percentage
Variance
F1. The factor “Using YouTube for publicity and self-actualization” 17.724 30.041 30.041
F2. The factor “Using YouTube to reach information and alternative 6.629 11.235 41.277
information”
F3. The factor “Using YouTube for entertainment” 4.264 7.226 48.503
F4. The factor “Using YouTube for socialization” 3.503 5.937 54.440
F5. The factor “Using YouTube for social interaction” 3.026 5.129 59.569
F6. The factor “Using YouTube to interact by discussing” 2.128 3.607 67.916
F7. The factor “The appeal of YouTube access speed” 1.922 3.258 71.175
F8. The factor “Using YouTube to generate information” 1.831 3.103 74.278
F9. The factor “Using YouTube for self-expression to those who leave 1.497 2.537 76.814
comments”
F10. The factor “The feature of the indexing of YouTube contents” 1.341 2.273 79.087
F11. The factor “Using YouTube to form reliable relationships” 1.277 2.165 81.252
F12. The factor “Using YouTube to access the rich content” 1.151 1.950 83.203

Picture 1. Extraction Sums of Squared Loadings for Primary School Students.

Total Percentage  Cumulative
of Percentage

Variance
F1. The factor “Using YouTube to reach information and alternative 20.414 34.599 34.599

information”

F2. The factor “Using YouTube for publicity and self-actualization” 6.931 11.747 46.347
F3. The factor “Using YouTube to obtain economic utility” 2.449 4.152 50.498
F4. The factor “Using YouTube for sacialization and social interaction” 1.882 3.190 53.689
F5. The factor “Using YouTube for educational purposes” 1.766 2.993 56.682
F6. The factor “Using YouTube for self-expression by leaving comments” 1.547 2.621 59.304
F7. The factor “Using YouTube to encourage purchasing” 1.310 2.221 61.525
F8. The factor “The appeal of YouTube access speed” 1.290 2.187 63.711
F9. The factor “Using YouTube for entertainment” 1.112 1.885 65.596

Picture 2. Extraction Sums of Squared Loadings for Secondary School Students.

The relationship between the tool whereby Generation Z primary school students accessed
YouTube and the duration of their daily use is stated below:

Of the respondents, 35.5% stated that they used YouTube by means of a mobile device for
less than an hour per day, 32.9% for an hour to 3 hours per day, 13.2% for 3 to 5 hours per
day. 27% of them stated that they used YouTube by means of a tablet for less than an hour
per day, 27% of them for an hour to 3 hours per day. 29.3% of them stated that they used
YouTube by means of a laptop for less than an hour per day, 20% of them for an hour to 3
hours per day. 19.2% of them stated that they used YouTube by means of a desktop for less
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than an hour per day. 32.4% of them stated that they used YouTube by means of the smart
televisions which could connect to the Internet for less than an hour per day, 12.2% of them
for an hour to 3 hours per day (Graph 1).

The relationship between the tool whereby Generation Z secondary school students accessed
YouTube and the duration of their daily use is stated below:

Of the respondents, 41.1% stated that they used YouTube by means of a mobile device for
less than an hour per day, 39% for an hour to 3 hours per day. 16.1% of them stated that they
used YouTube by means of a tablet for less than an hour per day. 27.3% of them stated that
they used YouTube by means of a laptop for less than an hour per day, 15.7% of them for an
hour to 3 hours per day. 18.2% of them stated that they used YouTube by means of a desktop
for less than an hour per day. 23.9% of them stated that they used YouTube by means of the
smart televisions which could connect to the Internet for less than an hour per day (Graph 2).

7R

epmmobile eemtablet ees|aptop desktop e=e=T\/

never for less than for an hour to for3to 5 for more than
an hour per day 3 hours per day hours perday 5 hours per day

Graph 1. The Relationship between the Tool whereby Generation Z Primary School Students
accessed YouTube and the Durations of their Daily Use.
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never for less than for an hour to for3to5 for more than
an hour per day 3 hours per day hours per day 5 hours per day

Graph 2. The Relationship between the Tool whereby Generation Z Secondary School
Students accessed YouTube and the Durations of their Daily Use.
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The relationship between the tool whereby Generation Z primary school students accessed
YouTube and the frequencies of their weekly use is stated below:

Of the respondents, 21.3% stated that they used YouTube by means of a mobile device for a
day to 2 days per week, 17.3% for 3 to 4 days per week, 14.7% for 5 to 6 days per week and
30.7% on each day of the week. Of the respondents, 25% stated that they used YouTube by
means of a tablet for a day to 2 days per week, 12.5% for 3 to 4 days per week, 13.9% on each
day of the week. Of the respondents, 23% stated that they used YouTube by means of a
laptop for a day to 2 days per week, 14.9% for 3 to 4 days per week, 9.5% for 5 to 6 days per
week, and 9.5% on each day of the week. Of the respondents, 13.9% stated that they used
YouTube by means of a desktop for a day to 2 days per week. Of the respondents, 32.4%
stated that they used YouTube by means of the smart televisions which could connect to the
Internet for a day to 2 days per week, 12.7% on each day of the week (Graph 3).

The relationship between the tool whereby Generation Z secondary school students accessed
YouTube and the frequencies of their weekly use is stated below:

Of the respondents, 26% stated that they used YouTube by means of a mobile device for a
day to 2 days per week, 15.8% for 3 to 4 days per week, 13.2% for 5 to 6 days per week and
39% on each day of the week. Of the respondents, 15.5% stated that they used YouTube by
means of a tablet for a day to 2 days per week. Of the respondents, 25.4% stated that they
used YouTube by means of a laptop for a day to 2 days per week, 11.7% for 3 to 4 days per
week, 10.5% on each day of the week. Of the respondents, 16.2% stated that they used
YouTube by means of a desktop for a day to 2 days per week, 10.3% on each day of the week.
Of the respondents, 19.1% stated that they used YouTube by means of the smart televisions
which could connect to the Internet for a day to 2 days per week (Graph 4).

70.8

egmmobile wemtablet ee=|aptop desktop =TV

never for a day to for3to 4 for5to 6 every day
2 days per week  days per week days per week

Graph 3. The Relationship between the Tool whereby Generation Z Primary School Students
accessed YouTube and the Frequencies of their Weekly Use.
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70.8
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Graph 4. The Relationship between the Tool whereby Generation Z Secondary School
Students accessed YouTube and the Frequencies of their Weekly Use.

When all graphs are considered, it is seen that the secondary school students accessed
YouTube by means of a mobile device on each day of the week and by means of a mobile
device (80.1%) for up to 3 hours per day at the most. On the other hand, it is seen that the
primary school students accessed YouTube by means of a television which could connect to
the Internet for a day to 2 days per week and by means of a mobile phone for less than an
hour per day.

The resulting picture reveals that the secondary school students used only one tool as their
mobile phones were continually at hand, that they were freer as they could continually
access their mobile communication devices, and that this led to an increase in the duration of
YouTube use in terms of the weekly frequency and the daily duration, whereas the primary
school students accessed YouTube by means of various devices (a television which could
connect to the Internet in the case of weekly use but a mobile device in the case of daily use)
at certain hour intervals. From this, it is possible to conclude that those at primary school
accessed YouTube within the use durations provided by their parents.

Inferential analyses were made on the basis of the factors determined. These analyses were
Correlation analyses.

There is a positive correlation between the grade level at which Generation Z primary school
students studied and the factor “Using YouTube for social interaction” (rho=0.282; p=0.013),
and between the grade level at which Generation Z primary school students studied and the
factor “The appeal of YouTube access speed” (rho=0.269; p=0.022), and between the grade
level at which Generation Z primary school students studied and the factor “Using YouTube
to generate information” (rho=0.240; p=0.038), and between the ages of Generation Z primary
school students and the factor “Using YouTube for social interaction” (rho=0.250; p=0.028)
(Picture 3).
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Picture 3. The Relationships of the Grade Level at which Generation Z Primary School
Students studied and their Ages with the Research Factors.

It is seen that the grade level at which the primary school students studied correlated with
three motivation factors. This demonstrates that the primary school students carried on their
offline relationships online too or that the grade in which they studied was important in their
YouTube use motivations and that they were influenced by their friends in the classroom or
their peers, i.e. that the state of being peers was important in YouTube use in terms of
Generation Z. So, it turns out that the people to be considered examples online are important
to the users who are improving and developing themselves within every scope, i.e. that the
concept of opinion leader is important in terms of Generation Z.

According to the above-mentioned findings, the hypothesis “The most significant effect on
the YouTube use motivations of the primary school students is the state of being peers.”
(Hypothesis 1) was accepted.

There is a positive correlation between the grade level at which Generation Z secondary
school students studied and the factor “Using YouTube for publicity and self-actualization”
(rho=0.172; p=0.000) and between the grade level at which Generation Z secondary school
students studied and the factor “Using YouTube to obtain economic utility” (rho=0.096;
p=0.023).

There is a positive correlation between the ages of Generation Z secondary school students
and the factor “Using YouTube for publicity and self-actualization” (rho=0.159; p=0.000) and
between the ages of Generation Z secondary school students and the factor “Using YouTube
to obtain economic utility” (rho=0.083; p=0.048).

There is a positive correlation between the YouTube use experience by Generation Z
secondary school students and the factor “Using YouTube to reach information and
alternative information” (rho=0.097; p=0.024), and between the YouTube use experience by
Generation Z secondary school students and the factor “Using YouTube for educational
purposes” (rho=0.088; p=0.042), and between the YouTube use experience by Generation Z
secondary school students and the factor “Using YouTube for self-expression by leaving
comments” (rho=0.134; p=0.002), between the YouTube use experience by Generation Z
secondary school students and the factor “Using YouTube to encourage purchasing”
(rho=0.124; p=0.004). There is a negative correlation between the YouTube use experience by
Generation Z secondary school students and the factor “Using YouTube for publicity and
self-actualization” (rho=-0.103; p=0.017).

There is a positive correlation between the number of channels Generation Z secondary
school students followed on YouTube and the factor “Using YouTube to reach information
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and alternative information” (rho=0.184; p=0.000), and between the number of channels
Generation Z secondary school students followed on YouTube and the factor “Using
YouTube to obtain economic utility” (rho=0.126; p=0.013), and between the number of
channels Generation Z secondary school students followed on YouTube and the factor
“Using YouTube for socialization and social interaction” (rho=0.120; p=0.018), and between
the number of channels Generation Z secondary school students followed on YouTube and
the factor “Using YouTube for self-expression by leaving comments” (rho=0.167; p=0.001),
and between the number of channels Generation Z secondary school students followed on
YouTube and the factor “Using YouTube to encourage purchasing” (rho=0.130; p=0.010), and
between the number of channels Generation Z secondary school students followed on
YouTube and the factor “the appeal of YouTube access speed” (rho=0.171; p=0.001), and
between the number of channels Generation Z secondary school students followed on
YouTube and the factor “Using YouTube for entertainment” (rho=0.136; p=0.007).

There is a positive correlation between the number of available followers at the respective
channels of Generation Z secondary school students on YouTube and the factor “Using
YouTube for publicity and self-actualization” (rho=0.194; p=0.049), and between the number
of available followers at the respective channels of Generation Z secondary school students
on YouTube and the factor “Using YouTube for socialization and social interaction”
(rho=0.215; p=0.029) (Picture 4).

F1 F2 | F3 F4 | F5 | F6 F7 | F8 | F9
The grade level at which Generation Z AN T

secondary school students studied T
The ages of Generation Z secondary A\ T

school students T

YouTube use experience by Generation T
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T

Picture 4. The Relationships of the Grade Level at which Generation Z Secondary School
Students studied, their Ages, Users” YouTube Use Experience, the Number of Channels they
followed on YouTube and the Number of Available Followers at their Respective Channels
on YouTube with the Research Factors.

When the motivations of the primary and secondary school students and their demographic
use characteristics are analyzed comparatively, it is seen that there are only four
relationships between the demographic use characteristics of the users at primary school and
their motivations (Picture 3). On the other hand, it is seen that this figure is greater in
secondary education (nineteen relationships were detected; Picture 4). It is predicted that the
small number of motivation relationships of the primary school students results from users’
unconscious use owing to their ages. The ages of the secondary school students are greater
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than those of the primary school students, which indicates that they have a more conscious
use motivation within the scope of YouTube owing to their ages. Briefly, it is seen that the
primary school students performed their YouTube use motivations more unconsciously than
the secondary school students. This reveals how important digital media literacy is in terms
of primary school students and that one should concentrate on digital media literacy.

According to the above-mentioned findings, the hypothesis “Digital media literacy is
important for Generation Z primary school students.” (Hypothesis 2) was accepted.

Conclusion

The groups that were born in a certain time range and that have common values and
behaviors under the influence of common social, cultural, political, and economic events are
called generations. The YouTube use habits and motivations of the students born in and after
2000, called Generation Z, and aged between 7 and 18 years were examined in our research.
According to the data of 2018 by the TUIK, there are about 25 million people of Generation Z
in our country. This shows that Generation Z make up more than one-third of the population
in the country. Generation Z, who are more equipped than the other generations in
educational and economic terms, spend the majority of their time online as they were born
into a world where digital high technology was widely used and it is seen that they prefer
interacting continuously.

In the research, the students aged between 7 and 18 years were taken as the sample as being
representative of Generation Z; however, the sample group was divided into two as primary
school students and secondary school students since they were affected differently by the
written and visual contents offered to them according to the developmental qualities of
children and teenagers. The students aged between 7 and 13 years make up the primary
school students, while the students aged between 14 and 18 years make up the secondary
school students.

As the most significant result of the research, made on the group influenced by common
social, cultural, and economic events and called Generation Z, it turned out that the YouTube
use motivations of the primary and secondary school students differed from each other. This
demonstrates that digital technology and social media use motivations may change even in
the case of a short age difference like 5 to 10 years and that when a targeting-based study on
a mass of young people like Generation Z is carried out, the age ranges of the sample groups
should hence be closer to each other.

The second significant result is that Generation Z users differed according to the tools
whereby they accessed YouTube weekly and daily. The resulting picture demonstrates that
the secondary school students were freer about using the social media since they
predominantly used mobile phones only and were able to access continuously and that this
gave rise to an increase in the weekly and daily use of YouTube, whereas the primary school
students accessed YouTube by means of various devices (by means of a television which
could connect to the Internet in the case of weekly use but by means of a mobile device in the
case of daily use) at certain hour intervals. This shows that the majority of the primary school
students accessed YouTube with parental mediation.
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The third significant result is that the state of being peers is important in terms of the
YouTube use motivations of Generation Z users at primary school. The relationship of the
grade level at which the primary school students studied, i.e. their state of being peers, with
three YouTube use motivations shows that the primary school students carried on their
offline relationships online too or that the grade in which they studied was important in their
YouTube use motivations, that they were influenced by the class, and that the state of being
peers at school was important to them. So, it is seen that the people to be considered
examples online are important to the users who are improving and developing themselves
within every scope, i.e. that the concept of opinion leader is important in terms of Generation
Z. Similar results were also reached in the research performed with more than 12 thousand
students going to high schools and post-high schools in 17 countries worldwide between
August and September 2018 for DellEMC (2019). According to the report published with the
title “Results of the Research on Generation Z for Turkey”, Generation Z generally prefer
getting recommendations from different groups when they need to do something for the first
time. Whilst they consult parents or older people in England, they trust their friends in
France. In Turkey, however, Generation Z state that they prefer YouTube videos as the first
source to consult.

The fourth significant result is that digital media literacy is important for Generation Z users.
When the motivations of the primary and secondary school students and their demographic
use characteristics are analyzed comparatively, it is seen that the number of relationships
between the demographic use characteristics of the users at primary school and the
motivations was very small. On the other hand, this figure was greater in secondary
education. It is predicted that the small number of motivation relationships of the primary
school students results from users’ unconscious use owing to their ages. It might be stated
that as a result of the older ages of the secondary school students than those of the primary
school students, they performed more conscious use on YouTube. This reveals the
importance of digital media literacy in terms of primary school students and that one should
concentrate on training about digital media literacy.

Another significant result is that since it is thought that the skill of using different media
simultaneously — acquired at young ages — will continue at advanced ages too, one should
concentrate on practices concerning the multi-screen skill in the communication studies to be
carried out.
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