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A Case Study on YouTube Branded Content of

Convenience Store Brand
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Abstract

This study analyzes the case of YouTube branded contents of a domestic convenience store brand. The
convenience store industry, which ranks first in the number of subscribers to corporate YouTube channels
in the domestic YouTube branded contents market, is using it for marketing in various ways, such as
combining entertainment genres with content and projecting the brand image or naturally exposing products.
Therefore, this study examines the variables and measurement items that measure branded contents based on
previous studies, analyzes representative cases of convenience store YouTube branded contents, and explores
its characteristics and effective production and utilization direction. As a result of the analysis, elements that
arouse interest and enjoyment and positively affect brand attitude were commonly reflected, but elements to
explore and recommend information on products and services were insufficient, which led to poor purchase
intention and trust when planning branded contents. Height needs improvement. Lastly, when the brand
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voice and image of the product are similar to the branded content, the context consistency is high, which

A Case Study on YouTube Branded Contents of Convenience Store Brand
is suitable for selecting the branded contents.
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[Table 1] Convenience store brand YouTube channel status and representative contents
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