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Abstract

The primary aim of this study was to investigate the viewing preferences and content exposure
on YouTube across Generations X, Y, and Z users, employing a quantitative research approach.
The research involved a multi-stage sample selection process, with data collected through a
questionnaire administered to a sample group of 405 YouTube users. The research findings
indicated that the sample population showed the highest receptiveness to Travel content (TRAVEL),
with an average rating of 4.02. Following closely, comedy/parody content (COMEDY/SKIT) received
an average rating of 3.90, and cooking content (COOKING) had a comparable rating of 3.89.
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An examination of content exposure on YouTube among Generations X, Y, and Z users
revealed statistically significant differences in their preferences at the 0.05 significance level.
Specifically, it was found that Generation X users exhibited a higher exposure to health and exercise
content (HEALTH & FITNESS) compared to users from other generations. In contrast,
Generation Y users demonstrated a greater affinity for do-it-yourself (DIY) and travel (TRAVEL)
content. Meanwhile, Generation Z users displayed increased exposure to music and dance

content (MUSIC & DANCE) as well as VLOG content in comparison to the other generational groups.
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