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            Abstract
          
        

        
          This study examined how relative information preference on TV and YouTube affects political participation in South Korea, focusing on the mediating roles of political news consumption and fact-checking and the moderated mediation role of generational differences. Using data from the 2022 Korean Media Survey (n = 5,391), the current study tested a moderated mediation model comparing legacy media (TV) with platform media (YouTube) across generations. Results revealed that TV information preference directly increased political participation, whereas YouTube information preference did not. However, both TV and YouTube information preferences indirectly enhanced political participation through political news consumption and fact-checking. Generational differences moderated these indirect effects: Generation Y showed stronger mediation effects than Baby Boomers, driven by higher political news consumption, more frequent fact-checking, and a greater preference for informational content on YouTube relative to other genres. These findings extend prior research on singlemedium information preference by comparing legacy and platform media within a unified framework and by identifying the mechanisms through which relative information preference leads to political participation. The study also highlights that generational moderation of these mediating pathways manifests differently across TV and YouTube, emphasizing the importance of platform-specific analyses in understanding political participation.
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      Political participation is one of the core principles of democracy. It plays a vital role in fostering responsible citizens, social change, and improvement. In this regard, many scholars have focused on whether media can help or hinder people’s ability to be informed and promote political participation (e.g., Andersen et al., 2021; Bolton et al., 2013; Kim, Chen, et al., 2013; Lee et al., 2022; Melo & Stockemer, 2014; Sotirovic & McLeod, 2001). However, research on the relationship between media use and political participation has been inconsistent. Yang and Song (2014) point out that the inconsistent findings on the relationship between media use and political participation are due to the lack of consideration of media users’ individual dispositions and attitudes (Yang & Song, 2014). In other words, the relationship between media use and political participation should not only consider the amount of media used, but also the personal attitudes, interests, and characteristics of media users. Accordingly, Yang and Song (2014) suggest that relative information preference (i.e., how much a person prefers information or news over other genres) is an important variable that affects political news-seeking behavior and political participation. In addition, they distinguished between the psychological characteristics of individuals and motivational factors in terms of the use and gratification, explaining relative information preference as an attitudinal or dispositional dimension of media users.

      In a multimedia environment, various media platforms and recommendation algorithms provide content that matches the user’s preferences, allowing media users to selectively acquire information or news. The selection behavior that symbolizes these individual preferences may change with variations in media content or over time. Therefore, it is more appropriate to understand the relative information preference as a preference for information or news compared to other genres based on the use of different media types rather than a fixed dispositional dimension of individuals. Furthermore, the media landscape is constantly changing due to advances in digital technology and the widespread use of the internet. This not only shows that users’ consumption behavior varies depending on the type of media, but also implies that users have different preferences for specific genres for different types of media. However, there is very little research on how genre preference affects political participation as an individual attitude dimension. Yang and Song (2014) tested the mediating effect of political news-seeking behavior by emphasizing the importance of ‘how one accesses preferred information content’ in the process of how relative information preferences in the media lead to political participation. Also, it is necessary to consider ‘how people use the information they receive.’

      Moreover, politically oriented people tend to rely on fact-checking to guide them when there is uncertainty about the clarity of information and their position (Amazeen, 2015). Fact-checking is defined as the act of verifying information using various media to confirm the truthfulness and accuracy of information (Amazeen, 2015; Fridkin et al., 2015). It is an important tool for verifying and analyzing the accuracy of political claims or media articles based on objective evidence. However, existing studies lack research on the impact of fact-checking behavior on political participation. Based on research findings that perceptions of fake news have a negative impact on political participation, further research is needed on how fact-checking can be used to verify the accuracy of information and promote active political participation. In addition, previous studies have examined the direct relationship between relative information preference for media and political news consumption (Kim, Chen, et al., 2013; Yang & Song, 2014), political news consumption, and political participation (Dilliplane, 2011; W. Zhang, 2012). However, the role of political news consumption and fact-checking in the relationship between relative information preference for media and political participation remains unexplored. Therefore, this study aims to examine the relationships between relative information preference for media and political participation using mediating variables of political news consumption and fact-checking.

      Lastly, it is necessary to examine the generational differences in the relationship between relative information preference for media and political participation. This is because generational differences may affect the relationship between political news consumption (Boulianne & Shehata, 2022; Mitchell et al., 2015) and political participation (Melo & Stockemer, 2014). Generations can be categorized through demographic characteristics and age, which can lead to differences in media use and political participation. Generation is also a sociostructural variable, and media preferences and usage can change over time, influencing individuals’ ideas, values, and political participation behaviors (Kim, Hsu, et al., 2013; Quintelier & Hooghe, 2011). Understanding these generational differences is important for identifying the mediating effects of political news consumption and fact-checking. This study categorizes Generation Y, Generation X, and Baby Boomers according to their birth years and explores whether relative information preferences for media have different effects on political news consumption and political participation through fact-checking.

      Taken together, the purpose of this study is to test the indirect effects of relative preferences for news and information in different media consumption environments on political news consumption, fact-checking, and political participation by comparing TV and YouTube. The present study also examined how these indirect effects vary across generations. By comparing relative information preferences on TV and YouTube, this study aims to extend the scope of previous studies, which have been limited to single-media analyses, and to reveal how the relationship between media genre preferences and political participation differs across media.

      
        Theoretical Discussion
        
          Relative Information Preferences for TV vs. YouTube
          The media environment has changed dramatically due to the rapid development of media technology. In the past, information was mainly obtained through traditional media such as TV, radio, and newspapers, but with the spread of the Internet, users can obtain information in a more personalized and accessible way through various media (Andersen et al., 2021). YouTube, in particular, has an overwhelmingly high usage rate due to its outstanding advantages as a free platform that does not require registration or subscription. Thus, unlike TV users who mainly consume news (Ksiazek et al., 2010), social media users, such as those on YouTube, can prefer entertainment content (Prior, 2005; Scheufele & Nisbet, 2002). These findings show that media use behavior varies depending on the media type.

          In order to understand media use behavior for various media content, many previous studies have raised the importance of attitudes toward media. Lehmann (1971), through the Choice Model, argued that TV viewers have preferences for program characteristics and select programs that they believe will best satisfy those preferences. In addition, according to the uses and gratifications theory (Katz et al., 1973), media users selectively utilize media to satisfy their specific needs and seek to obtain their satisfaction. Prior (2005) suggests that content preferences strongly influence content selection, and these preferences are reinforced when users have access to different types of media. From these perspectives, media users identify the content that they are most interested in and prefer, and are more likely to seek out and consume content in that category (Heeter, 1985). These arguments illustrate the need to prioritize user interests and preferences to understand media use behavior.

          Several scholars have emphasized the importance of media users’ genre preferences and linked them to political outcomes. Most notably, Prior (2005, 2007) introduced the concept of Relative Entertainment Preference, a measure that captures the relative strength of informational versus entertainment orientations within an individual.

          Relative entertainment preference is obtained by directly assessing the position of news in comparison to other genres, thereby reflecting a clear news–entertainment contrast. Building on a similar logic but shifting the focus to the inverse concept, preference for information rather than entertainment, Yang and Song (2014) approached the construct from a different angle. Taking into account the convergence of information and entertainment in today’s multichannel multimedia environment, as well as the structural constraints of the secondary datasets available to them, they proposed the concept of relative information preference, which reflects the comparative dominance of informational orientation. Rather than focusing solely on the rank of news, their approach assigns predetermined informativeness scores to various genres and constructs an index by weighting these scores according to respondents’ ranked choices. Relative information preference is thus inferred indirectly through an aggregated informativeness score. Following Yang and Song (2014), the present study defines relative information preference as the comparative dominance of informational preference within the same individual.

          While relative information preference is theoretically conceptualized in prior research as a relatively stable orientation (Prior, 2007), the present study does not directly measure that disposition. Instead, we focus on its observable behavioral expression within platform-specific choice structures. Television’s editorial curation and news-oriented programming can facilitate frequent and incidental exposure to informational content (Scheufele & Nisbet, 2002), allowing underlying preferences to be more readily activated. In contrast, YouTube’s algorithmic personalization tends to promote entertainment-oriented content, which means that exposure to political information requires stronger user motivation (Kim, Chen, et al., 2013; Prior, 2005; Scheufele & Nisbet, 2002).

          Therefore, assessing relative information preference separately for TV and YouTube does not assume that individuals possess different preferences across platforms. Rather, it acknowledges that the same informational orientation may be behaviorally expressed differently under distinct media affordances and content architectures. This platform-specific operationalization allows us to examine how informational prioritization within each environment is associated with political participation outcomes. Although prior studies have examined genre preferences (e.g., Prior, 2005; Quintelier & Hooghe, 2011) or media effects on political participation independently (e.g., Dilliplane, 2011; Kenski & Stroud, 2006), fewer studies have investigated how relative informational prioritization within distinct media environments relates to political participation in a high-choice multimedia context. Accordingly, this study examines the effect of relative information preference on political participation separately in TV and YouTube environments.

        

        
          Relative Information Preferences and Political Participation
          Previous studies have focused on specific media to test the effect of relative preferences for entertainment content on political participation. For example, Prior (2005) argued that users’ preference for entertainment content on TV leads to passive political participation behavior. Kim, Chen, et al. (2013) also found that greater access to entertainment content relative to news genres on the Internet was associated with less political participation. Scheufele and Nisbet (2002) found that people who use the Internet for entertainment purposes may be less politically engaged than those who use the Internet for information seeking. However, these studies mainly focused on the relative amount of preferential use of entertainment content. Yang and Song (2014) emphasized that when relative preferences for specific content influence civic participation, these preferences are not simply the result of behavioral exposure to the content, but rather a preceding factor that influences attitudes. They also argued that relative information preference is an attitudinal or dispositional dimension of media users, distinguishing it from the psychological characteristics of individuals and motivational factors from a uses and gratifications perspective. Of course, information preference can be viewed as a personality trait, but it seems to be more similar to the concept of attitude, given its variable nature that changes over time and across situations. Specifically, over time, individuals go through different experiences and events, and these experiences can change their preferences for different news or political information. In addition, in today’s media environment, various media platforms can provide a rich and diverse range of content, including information or news, and recommendation algorithms can tailor content to a user’s personal preferences. Users may selectively acquire information or news based on the content provided by each platform, and these choices may change over time and with changes in media content. In other words, media users’ preferences for information or news may be influenced by personal experience, media environment, and other factors. Besides, individual content preferences may vary for each media type.

          At the attitudinal level, Yang and Song (2014) conducted an investigation to examine the relationship between preferences for different media genres and civic engagement. They found that individuals with higher preferences for news and information had lower levels of civic engagement, while those who were more receptive to and more knowledgeable about various political and social issues from TV had higher levels of civic engagement. Although previous studies have confirmed that relative information preference for media has a significant impact on civic participation, these studies did not distinguish between different types of civic participation through factor analysis. Instead, they indexed civic participation based on the level of participation, using several different scales (voting, writing and scraping internet posts, and social/political activities) based on the level of participation. This approach differs from previous studies on civic participation (e.g., Ksiazek et al., 2010) in that it integrates civic participation into a single index.

          The present study suggests that media users who prefer news or informational content are more likely to be interested in politics and social issues, and through such content, they may acquire political knowledge, become more informed about current events and social issues, and be more likely to engage in civic engagement activities. In other words, how users use media is important in the relationship between relative information preference for media and civic engagement. Therefore, this study aims to examine individual media use behavior in the relationship between TV and YouTube users’ relative information preferences and civic engagement. In addition, we set the following research hypothesis based on the judgment that existing studies have shown that relative information preference for media affects political participation.

          
            	Hypothesis 1. Relative information preferences for media TV (H1-a) and YouTube (H1-b) will influence political participation.


          

        

        
          Mediating Effects of Political News Consumption and Fact-Checking
          While some studies have confirmed the relationship between relative information preferences for media and political participation, they have mainly focused on the dimension of preferred use of specific content (Kim, Chen, et al., 2013; Prior, 2005; Quintelier & Hooghe, 2011) or preferred attitudes toward a single content (Yang & Song, 2014). In other words, a comprehensive understanding of how informational preferences for media type interact with political participation in different media consumption environments is still limited, and more research is needed. In particular, it is necessary to study how media users who prefer informational content over entertainment content on platforms such as YouTube utilize the opportunity to be exposed to political information and how it affects their political participation.

          Given the lack of consideration in the literature on how the relative informational preferences for TV and YouTube may promote political participation in a multimedia environment, this study focuses on the role of individual media use behaviors, particularly political news consumption and fact-checking.

        

        
          Political News Consumption
          Based on the previous discussion, a media user’s preference for a particular piece of content has a significant impact on an individual’s content consumption. Media users with higher relative information preferences are generally more likely to be interested in and spend more time on political news. In particular, Kim, Chen, et al. (2013) argued that media users who favor news over entertainment content are more likely to pay attention to and seek out news and information even though they encounter it accidentally online. Users with a high information preference are interested in social and political issues, have a deeper knowledge and understanding of these issues, and are skilled at finding and analyzing political situations. Therefore, we can expect that the higher the relative information preference of media users, the more likely they are to consume informative or political news.

          In addition, previous studies have consistently investigated the relationship between political news consumption and political participation. For example, W. Zhang (2012) studied the impact of political news consumption on political participation among Singaporean and Taiwanese users and found that the more news about politics people consume, the more they engage in political behavior. In particular, access to and use of partisan news with a similar political orientation to oneself tended to contribute to political participation (Dilliplane, 2011). Based on these findings, it can be inferred that media users’ consumption of political news can promote political participation.

          In this context, Yang and Song (2014) also tested the mediating effect of news-seeking behavior on the effect of content preferences on civic engagement. They measured information-seeking behavior with items that included news media and interpersonal communication. However, since these questions include both media use and interpersonal communication, it is difficult to determine which aspect is more important in terms of its impact on political participation.

          Accordingly, this study aims to verify political news consumption, which refers to the act of individuals accessing and utilizing political news through the media, rather than information-seeking behavior, including interpersonal communication.

        

        
          Fact-Checking
          Political news consumption is generally considered a key antecedent of citizens’ political participation (Bolton et al., 2013; Dilliplane, 2011; W. Zhang, 2012). However, in today’s high-choice media environment characterized by abundant and often conflicting information, exposure alone does not ensure participation. How individuals process and evaluate political information plays a critical role (Lim et al., 2021).

          In one study, fact-checking was defined as an individual's behavior of verifying information through various media when faced with news or information whose authenticity and accuracy are questionable (Lim et al., 2021). Furthermore, fact-checking was defined as the act of verifying and analyzing the accuracy of political claims or media articles based on objective evidence using various methods (D. Zhang et al., 2022). Based on these existing studies, this study defines fact-checking as the act of doubting the accuracy or authenticity of news received through the media and actively checking the facts.

          The theoretical nexus between fact-checking and political participation, however, is marked by a nuanced tension. From a pessimistic perspective, heightened awareness of misinformation may paradoxically precipitate ‘political withdrawal.’ Recent studies show that pervasive “fake news” discourse may erode the foundations of democratic participation. When citizens are repeatedly exposed to elite rhetoric that amplifies the threat of misinformation, it can cultivate a broader sense of cynicism (Jones-Jang et al., 2021), diminish the perceived credibility of news, particularly when individuals encounter contradictory fact-checking messages (Van Der Meer et al., 2023), and heighten distrust toward media and political institutions (Van Duyn & Collier, 2019). Crucially, these studies indicate that while fact-checking aims to validate information, the mere perception that any online information could be false can harm public trust. Furthermore, some interventions designed to counter misinformation have failed to improve individuals’ ability to discriminate between true and fake news (Modirrousta-Galian & Higham, 2023). This atmosphere of doubt may lead individuals to disengage from the political process under the assumption that objective truth is unattainable (York et al., 2020).

          In contrast to such passive cynicism, this study conceptualizes active fact-checking as a motivated and cognitively engaged mode of information processing. We argue that rather than suppressing engagement, the act of verification serves as a psychological bridge that translates skepticism into mobilization through three distinct mechanisms: First, fact-checking increases epistemic political efficacy, defined as confidence in one’s ability to distinguish political facts from falsehoods (Pingree, 2011). Higher epistemic political efficacy encourages active evaluation of political information and expressive political behaviors, including sharing opinions and engaging in political discussion (Pingree et al., 2013). Second, when misinformation challenges political identity or group interests, fact-checking functions as an identity-protective response that motivates corrective political action (Chia et al., 2024; Edgerly et al., 2020). Third, fact-checking is more prevalent among individuals with high political interest (Amazeen et al., 2019; Robertson et al., 2020). Rather than disengaging due to skepticism, these users actively seek additional information and engage in fact-based discussions (Brandtzaeg et al., 2018), which strengthens their motivation to influence political outcomes (Kenski & Stroud, 2006; Levy & Akiva, 2019). Moreover, misinformed individuals may nevertheless participate actively (Hochschild & Einstein, 2015) because anger and threat perception can serve as powerful motivators for political action.

          In sum, unlike passive exposure, which may reduce individuals’ willingness to engage, active fact-checking transforms cognitive effort into political participation that takes place through digital media channels. Based on this theoretical logic, we posit that fact-checking is the key psychological mechanism that translates relative media information preference into political participation, especially in digital environments where misinformation is salient and contested. Specifically, individuals with a stronger preference for informational content are more likely to consume political news, which triggers the motivated process of fact-checking, ultimately culminating in active participation. However, prior studies have largely focused on direct effects, neglecting the multi-step cognitive processes underlying participation. To address these limitations, this study aims to examine the relationship between relative information preference for media and political news consumption, which in turn leads to fact-checking behavior, resulting in active political participation eventually. In addition, considering the differences in relative information preferences between TV and YouTube and the fact that political news consumption and fact-checking behaviors may differ depending on the media, it is necessary to examine the mediating effects of political news consumption and fact-checking by media type.

          
            	Hypothesis 2. Relative information preference for TV will positively and indirectly influence political participation through (a) political news consumption and (b) fact-checking.


            	Hypothesis 3. Relative information preference for YouTube will positively and indirectly influence political participation through (a) political news consumption and (b) fact-checking.


          

        

        
          Moderated Mediation Effects of Generational Differences
          This study assumes that relative information preferences for media affect political participation and the mediating effects of political news consumption and fact-checking on this relationship. However, this relationship may differ across generational groups. In particular, generational groups may vary in their demand for political information (Andersen et al., 2021; Mitchell et al., 2015), media use purposes, and information credibility (Marchi, 2012; Westerman et al., 2014). Furthermore, age is a crucial sociodemographic variable, and media preferences and usage may change over time, influencing individuals' beliefs, values, and political participation behaviors (Kim, Chen, et al., 2013; Quintelier & Hooghe, 2011). This study aims to explore how generational preferences for media affect political participation and the mediating effects of political news consumption and fact-checking.

          Many previous studies have empirically demonstrated generational differences in political news consumption. For example, Mitchell et al. (2015) found that Generation Y relies on Facebook for political news, while Baby Boomers rely on local television, and Generation Y consumes less political news. Boulianne and Shehata (2022) studied the differences in online news consumption among different age groups in the U.S., U.K., and France and found that younger people aged 18-24 are more active in seeking political information than the 40-50s in the U.S. and U.K., while the 50s are more active in seeking political information in France.

          Additionally, there may be differences in trust in news and acceptance of mis/disinformation by generation. Marchi (2012) found that younger generations prefer subjective news to objective news, confirming that young people do not disregard the basic ideals of professional journalism, but rather desire more authentic expressions. Instead, they seek more genuine representations of those principles. Loos and Nijenhuis (2020) examined the relationship between fake news consumption and age in the media, finding that fake news articles were more likely to reach an older age group, many of whom clicked on the link based solely on the headline.

          Furthermore, political participation behavior also differs across generations (Andersen et al., 2021). Melo and Stockemer (2014) examined the relationship between age and political participation in Germany, France, and the United Kingdom and found that, compared to France, younger generations in Germany and the United Kingdom are less likely to vote in elections than older generations, while those born in the late 1970s to early 1990s are significantly more likely to engage in political activities such as protests and petitions. Min (2022) also emphasized that there are generational differences in the level of participation by type of political participation. Older people are more likely to participate in political institutional involvement, such as supporting political parties or politicians, and online political expression activities than younger people in S. Korea.

          Generational categories also vary in the literature. Nonetheless, based on previous studies, generations could be divided into Baby Boomers as those born between 1945 and 1959 under the stable economy and politics (Andersen et al., 2021), Generation X, born between 1961 and 1979 (Gurău, 2012; Lissitsa & Kol, 2016), experienced the global recession and financial crisis, while Generation Y (also known as millennials), born between 1980 and 1999 (Gurău, 2012), are more familiar with social media than traditional media due to the proliferation of the Internet. This distinction is based on different social and historical experiences of each generation, which may impact political participation differently. However, in the case of this study, which collects data from Koreans as survey respondents, it is necessary to look at Korea's uniqueness in generational differences. In particular, regarding Korea’s unique social context, such as the Japanese colonization during the 1940s and the Korean War in 1950 (Han et al., 2007), this study extends the range of the Baby Boomer generation to encompass those born between 1940 and 1960.

          Therefore, this study aims to test the moderated mediating effect of generational differences in media relative information preferences on political news consumption and political participation through fact-checking. By understanding how relative information preference for media, political news consumption, and the role of fact-checking affect political participation across generations, policymakers can formulate appropriate response strategies for each generation and come up with ways to promote political participation by considering the different ways of receiving information and communication channels of each generation. Therefore, we set the following research question 1 and Figure 1 shows the research model.

          
            
            

            Figure 1.  
				
            

            
              The Proposed Research Model
            
            

            

          

          RQ1. To what extent do generational differences significantly moderate the mediating effect of political news consumption and fact-checking on the relationship between relative information preference for TV and YouTube and political participation?

        

      

      
        Methods
        
          Research Subjects and Methods
          The current research utilized the 2022 Korea Media Panel Survey, which has been conducted annually since 2010 by the Korea Information Society Development Institute (2022). As this study used publicly available secondary data, Institutional Review Board approval was not required. The total sample consisted of 9941 respondents. For the purpose of the current research, a total of 5391 respondents born between 1940 and 1999 who used both TV and YouTube were selected. The demographic characteristics of the sample were 50.7% women. By generation, there were 22.7% Baby Boomers, 52.7% Generation X, and 24.6% Generation Y. In terms of education, 4.4% have completed elementary school or less, 7.7% have completed middle school, 40% have completed high school, 46.1% have completed college, and 1.8% have completed graduate school or higher. The average monthly income of individuals consisted of 46.5% below 2 million KRW (South Korean currency), 43.4% between 2 million KRW and 4 million KRW, and 10.2% above 4 million KRW.

        

        
          Measures
          Media Relative Information Preference. Since the present study relies on a secondary dataset, relative information preference was assessed in an indirect manner. The inherent limitations of using secondary data to measure media preferences have already been acknowledged in the literature. As Prior (2005) noted, secondary data sources do not provide direct preference measures, but allow researchers to approximately infer respondents’ relative preferences from the type of content they report consuming. The present study follows this approach, treating relative information preference as an indirectly inferred construct derived from respondents’ reported genre choices rather than from explicit preference ratings. Referring to Yang and Song (2014), relative information preference was operationalized separately for TV and YouTube to capture manifestations of informational orientation specific to each platform. Instead of measuring absolute levels of informational use, the index reflects the behavioral prioritization of informational genres within each platform’s available choice structure.

          For TV, we used the items rating three genres of TV programs (i.e., news, current affairs/discussion, documentary, education/learning, animation/children, drama, home shopping, education/life information/infotainment, show/entertainment, talk show, movie, comedy, sports, and other) in the order of their favorite over the past three months. In the analysis process, we used a rating based on how informative the genre is compared to other genres. In other words, only those genres that are considered to be information or news were scored. News and current affairs/discussion were considered highly informative genres and were given a score of 2, while documentaries, education/learning, liberal arts/lifestyle/infotainment were considered less informative genres and were given a score of 1, and other genres were given a score of 0. Also, respondents’ choices were weighted according to their ranking. The first-ranked program was weighted three times, the second-ranked program was weighted two times, and the third-ranked program was weighted one time. Then, the weights were summed with the evaluated informativeness, and finally, the relative informativeness index value was derived. For example, a participant who selected news as their first preference, drama as their second preference, and documentary as their third preference would receive a score of 7 points according to the formula: [2 (news) × 3 (first priority) + 0 (drama) × 2 (second priority) + 1 (documentary) × 1 (third priority)] (total range = 0 to 11).

          While the Korean Media Survey allowed for up to three rankings when measuring TV genre preference, the YouTube genre preference measure required only one ranking. Therefore, information preference for YouTube was scored in a slightly different way than information preference for TV. It measured scores the ten genres (Drama, Entertainment/Entertainment, Movies, Educational/Documentary, Education/Learning, Animation, Sports, News, Performance, and Other) responding to the question “What genres have you been watching the most in the past three months?” with News scoring 2, Educational/Documentary scoring 1, and Other scoring 0. This is how we derived the relative information preference index values for YouTube (total range = 0 to 2). Although the number of ranked options differs across platforms due to survey design constraints, both measures identify whether informational genres occupy a central position within respondents’ primary reported viewing category. To account for the difference in scale ranges (0–11 vs. 0–2) and ensure analytic comparability, both indices were standardized (z-scores). Standardization does not imply strict measurement equivalence, but allows comparison of relative informational prioritization within each platform context.

          Political News Consumption. Political news consumption was measured using two items: “I tend to watch debate broadcasts or look for relevant information” and “I regularly seek out and read news about politics.” Each item was measured on a 5-point Likert scale (1 = Not at all to 5 = Very much) and averaged to create a variable (M = 2.49, SD =  = .93, Cronbach’s α = .67).

          Fact-checking. Referring to the fact-checking measurment used in D. Zhang et al. (2022)’s study, we defined fact-checking behavior in this study as doubting the accuracy or authenticity of news received through the media and actively checking the facts, using four items including “I check whether the information I read is true or not,” “I check whether the information I read provides valid evidence,” “I judge whether the information I read has a political agenda” and “I search for additional information to understand different perspectives related to the information I encountered.” (1 = I never do this to 5 = I always do this). The averaged values were used as a variable (M = 2.95, SD =  = .85, Cronbach’s α = .90). It should be noted that the measurement in this study reflects a broader form of critical information evaluation rather than a narrow definition of source-based fact-checking, which focuses exclusively on cross-verifying information with external sources.

          Political Participation. Political participation is often operationalized in terms of participation breadth, referring to the number of different political activities in which an individual has engaged (e.g., Kitanova, 2020; Verba & Nie, 1987; Verba et al., 1995). Following this approach, the present study measured political participation using four dichotomous items capturing engagement in both electoral and discursive forms of participation. Respondents were asked whether they: (1) vote in elections, (2) attempt to visit campaign events, (3) discuss or share opinions about politics or politicians online, and (4) frequently talk about politics or politicians with people around them.

          These four behaviors differ in their temporal rhythms and frequency structures. Voting is election-cycle dependent and episodic, campaign event attendance is event–contingent, whereas political discussion, both online and offline, may occur on a routine basis. Given that political participation is conceptually defined as an observable behavioral act rather than an attitudinal predisposition, the key theoretical criterion lies in whether an individual has engaged in such behavior at least once. Accordingly, each item was dichotomized such that “never engage” was coded as 0 and any other response indicating experience of participation was coded as 1. This approach emphasizes the distinction between participants and non–participants. A composite index was then constructed by summing the four items, resulting in a range from 0 to 4, with higher values indicating engagement in a greater number of political activities (M = 3.16, SD =  = 1.05).

          Generational Differences. The moderating variable, generational difference, is 1 for Baby Boomers, 2 for Generation X, and 3 for Generation Y. The moderating effect of generation was converted into a dummy variable when testing.

          Control Variables. We controlled for demographic characteristics (i.e., gender, age, education, and monthly income), as well as political ideology strength (M = 1.73, SD =  = .63), political interest was measured using two items: “I carefully read posts about politics on the Internet” and the reverse-coded item “I prefer to focus on my own life rather than paying attention to political affairs.” The two items were combined to construct a political interest index (M = 2.66, SD =  = .74). Personality traits of extraversion and openness were included as control variables. Prior studies have consistently demonstrated that personality is a stable individual difference factor that influences political participation, with extraversion and openness being particularly relevant to political communication, social interaction, and engagement in public affairs (Gerber et al., 2011; Kim, Hsu, et al., 2013; Mondak & Halperin, 2008; Mondak et al., 2010). In addition, personality has been shown to shape individuals’ exposure to and use of political information in media environments (Gerber et al., 2011; Zhao, 2023), indicating its potential to confound the associations examined in the present study. Therefore, controlling for extraversion and openness enables a more precise estimation of the unique effects of media-related variables on political participation. Extraversion was measured using two items (M = 3.13, SD =  = .73, Cronbach’s α = .68) and openness was measured using two items (M = 2.79, SD =  = .79, Cronbach’s α = .79), with higher scores reflecting higher levels of each trait.

        

      

      
        Results
        
          Correlations between the Key Variables
          Table 1 shows the correlations between relative information preference for TV and YouTube, political news consumption, fact-checking, and political participation. Relative information preference for TV was significantly and positively related to political news consumption (r = .21, p < .001), fact-checking (r = .03, p < .05), and political participation (r = .15, p < .001), while relative information preference for YouTube was significantly and positively related to political news consumption (r = .17, p < .001), political participation (r = .09, p < .001). In addition, political news consumption was significantly correlated with fact-checking (r = .32, p < .001) and political participation (r = .58, p < .001). Factchecking was significantly correlated with political participation (r = .22, p < .001). Finally, the two platform-specific relative information preference measures were moderately yet significantly correlated with each other (r = .22, p < .001), suggesting a common underlying informational orientation whose behavioral expression varies across media environments.

          
            Table 1.  
				
            

            
              Correlation Coefficients between Media Relative Information Preference, Political News Consumption, Fact-Checking, and Political Participation
            
            

          

          
            
              
                	Variable
                	1
                	2
                	3
                	4
                	5
              

            
            
              	1
              	TV Relative information preference
              	-
              	
              	
              	
              	
            

            
              	2
              	YouTube Relative Information Preference
              	.22***
              	-
              	
              	
              	
            

            
              	3
              	Political News Consumption
              	.21***
              	.17***
              	-
              	
              	
            

            
              	4
              	Fact-checking
              	.03*
              	-.02
              	.32***
              	-
              	
            

            
              	5
              	Political Participation
              	.15***
              	.09***
              	.58***
              	.22***
              	-
            

          

          
            
              *p < .05. **p < .01. ***p < .001.
            

          

          

        

        
          Relationship between Relative Information Preferences for TV/YouTube and Key Variables
          To examine the direct effects of relative information preferences for TV and YouTube on the key variables, a multiple regression analysis was conducted. Specifically, demographic variables, personality traits (i.e., extraversion, openness, political ideology strength, and political interest), relative information preferences for TV and YouTube, and dependent variables (i.e., political news consumption, fact-checking, and political participation) were entered in order. In the statistical analysis, the standardized regression coefficient was used to compare the variation between models and the influence of variables, and the F-value was statistically significant for all models in the regression analysis, confirming the goodness of fit of the analysis model.

          To test H1-a/b, the current study first examined the relationship between relative information preferences for TV and YouTube and political participation. The results showed that relative information preference for TV (β = .03, p < .05) had a statistically significant positive effect on the range of political activities individuals engaged in. whereas relative information preference for YouTube did not exhibit a statistically significant effect (β = -.01, p = .57). Therefore, H1a was supported, while H1b was not supported.

          In addition, Table 2, Figure 2, and Figure 3 summarize the results of analyzing the relationship between independent variables and mediators. They show that higher relative information preferences for TV (β = .07, p < .001) and YouTube (β = .10, p < .001) were associated with higher political news consumption. This suggests that the more informative content a person prefers relative to other content, whether TV or YouTube, the more likely they are to engage in political news consumption behavior.

          
            Table 2.  
				
            

            
              Relationship between TV and YouTube relative information preference and key variables
            
            

          

          
            
              
                	Variable
                	Political News Consumption
                	Fact-checking
                	Political Participation
              

              
                	
                  β
                
                	
                  t
                
                	
                  β
                
                	
                  t
                
                	
                  β
                
                	
                  t
                
              

            
            
              	Gender (female = 0)
              	.07
              	5.09***
              	-.08
              	-5.26***
              	-.01
              	-.90
            

            
              	Age
              	.09
              	5.79***
              	-.16
              	-10.20***
              	.06
              	4.12***
            

            
              	Education
              	.17
              	11.07***
              	.15
              	9.23***
              	.02
              	1.67
            

            
              	Income
              	.10
              	7.01***
              	.08
              	5.64***
              	-.02
              	-1.77
            

            
              	Openness
              	.05
              	3.93***
              	.05
              	3.60***
              	.09
              	6.75***
            

            
              	Extraversion
              	.05
              	3.44***
              	-.02
              	-1.27
              	-.01
              	-.80
            

            
              	Political Ideology
              	.08
              	6.86***
              	.02
              	1.33
              	-.04
              	-3.34***
            

            
              	Political Interest
              	.34
              	27.97***
              	.02
              	1.49
              	.07
              	6.19***
            

            
              	TV Relative Information Preference
              	.07
              	5.31***
              	.04
              	2.62**
              	.03
              	2.35*
            

            
              	YouTube Relative Information Preference
              	.10
              	7.98***
              	-.03
              	-2.67**
              	-.01
              	-.56
            

            
              	Political News Consumption
              	
              	
              	.28
              	19.99***
              	.54
              	41.01***
            

            
              	Fact-checking
              	
              	
              	
              	
              	.03
              	2.78**
            

            
              	
                R
                2
              
              	.25
              	.20
              	.36
            

            
              	
                F
              
              	180.04***
              	120.81***
              	250.59***
            

          

          
            
              *p < .05. **p < .01. ***p < .001.
            

          

          

          
            
            

            Figure 2.  
				
            

            
              Relationship between Relative Information Preference for TV and Key Variables
            
            

            

          

          
            
            

            Figure 3.  
				
            

            
              Relationship between Relative Information Preference for YouTube and Key Variables
            
            

            

          

          Next, the present research examined the relationship between political news consumption and fact-checking. The results found that higher political news consumption was associated with higher fact-checking behavior (β = .28, p < .001). Then, this study tested the relationship between fact-checking and political participation and found that more fact-checking behavior was associated with engagement in a greater number of political activities (β = .03, p < .01).

          To further examine whether fact-checking contributes incremental explanatory value beyond other predictors, a hierarchical regression analysis was conducted. The baseline model explained 35.8% of the variance in political participation (R2 = .358). After including fact-checking, the explained variance increased to 35.9% (R2 = .359). The change in R2 was statistically significant (ΔR2 = .001, F change = 7.736, p = .005). Although the increase in explained variance is small in magnitude, the result indicates that fact-checking provides a statistically reliable incremental contribution within the broader model.

        

        
          Mediating Effects of Political News Consumption and Fact-Checking
          In order to test H2-a/b and H3-a/b, this study conducted a mediation analysis using Hayes (2017) PROCESS Macro Model 6. Specifically, relative information preferences for TV and YouTube were set as an independent variable, political news consumption and fact-checking as mediators, and political participation as the dependent variable, controlling for demographic characteristics, personality traits, political ideology strength and political interest. The bootstrap sample was 5,000, and the confidence interval was 95%.

          According to Table 3, TV (b = .0007, LLCI = .0001, ULCI = .0014) and YouTube (b = .0009, LLCI = .0002, ULCI = .0018) had a statistically significant indirect effect on the path from relative information preference, political news consumption, and fact-checking to political participation, with a confidence interval not including zero at the 95% confidence level.

          
            Table 3.  
				
            

            
              Results of Mediation Analysis on the Relationship between TV and YouTube Relative Information Preference and Political Participation
            
            

          

          
            
              
                	Indirect effect
                	Effect
                	Boot SE
                	Boot LLCI
                	Boot ULCI
              

            
            
              	TV
    X → M1 → M2 → Y
              	.0007
              	.0003
              	.0001
              	.0014
            

            
              	YouTube
    X → M1 → M2 → Y
              	.0009
              	.0004
              	.0002
              	.0018
            

          

          
            
              Note. X = relative information preference, M1 = political news consumption, M2 = fact checking, Y = political participation
            

          

          

          In other words, political news consumption and fact-checking have a mediating effect on the relationship between relative information preferences for TV and YouTube and political participation. Therefore, the H2-a/b and H3-a/b were supported.

        

        
          Moderated Mediating Effects of Generations
          The moderated mediation model combines the mediating and moderating models. It means the mediating effect varies depending on the level of the moderating variable. Accordingly, both the mediating and moderating effects must be significant for the moderated mediation model to be significant. In this study, after confirming the significance of the mediating effect, the moderating effect of generation was analyzed next. Specifically, political news consumption and fact-checking behavior were entered as dependent variables, followed by demographic characteristics, personality characteristics, political ideology, political interest, relative information preference for TV and YouTube, generational variables, and interaction variables between relative information preferences and generational variables.

          Table 4 shows the significance of the F-value to confirm the model’s goodness of fit including the interaction effects of relative information preference and generation. Firstly, regarding the interaction effects of relative information preference for TV and generation, the results showed significant interaction effects for Generation X on political news consumption (β = -.05, p = .03), and significant interaction effects for Generation X (β = -.08, p < .001) and Generation Y (β = -.05, p = .02) on fact-checking, compared to Baby Boomers (see Figure 4 and 5). These significant negative interaction terms indicate that the positive influence of TV relative information preference is attenuated among younger generations. In other words, all generations showed a positive effect of relative information preference for TV on fact-checking (Generation X (β = .13, p < .001) and Generation Y (β = .18, p < .001), but the effect sizes were smaller for Generation X and Generation Y than for Baby Boomers.

          
            Table 4.  
				
            

            
              Generational Moderating Effects on the Relationship between TV and YouTube Relative Information Preferences on Political News Consumption and Fact-Checking
            
            

          

          
            
              
                	Variable
                	TV
                	YouTube
              

              
                	Political News Consumption
                	Fact-checking
                	Political News Consumption
                	Fact-checking
              

              
                	
                  β
                
                	
                  t
                
                	
                  β
                
                	
                  t
                
                	
                  β
                
                	
                  t
                
                	
                  β
                
                	
                  t
                
              

            
            
              	Gender (Female=0)
              	.08
              	5.75***
              	-.05
              	-3.26**
              	.09
              	5.87***
              	-.05
              	-3.02**
            

            
              	Education
              	.14
              	9.49***
              	.19
              	11.97***
              	.14
              	9.62***
              	.20
              	12.07***
            

            
              	Income
              	.09
              	6.43***
              	.10
              	6.78***
              	.09
              	6.20***
              	.10
              	6.59***
            

            
              	Openness
              	.05
              	3.77***
              	.06
              	4.38***
              	.05
              	3.77***
              	.06
              	4.39***
            

            
              	Extraversion
              	.05
              	3.73***
              	-.01
              	-.32
              	.05
              	3.69***
              	-.00
              	-.30
            

            
              	Political Ideology
              	.09
              	7.13***
              	.04
              	3.17**
              	.08
              	7.11***
              	.04
              	3.05**
            

            
              	Political Interest
              	.34
              	27.94***
              	.12
              	8.81***
              	.34
              	27.94***
              	.11
              	8.70***
            

            
              	Relative Information Preference (Control)
              	TV
              	-
              	.07
              	5.19***
              	.05
              	3.46**
            

            
              	YouTube
              	.10
              	8.35***
              	-.01
              	-.65
              	-
            

            
              	(X) Relative Information Preference
              	.10
              	3.83***
              	.14
              	4.66***
              	.07
              	3.49***
              	-.00
              	-.10
            

            
              	Baby Boomers
              	-
              	-
            

            
              	(W1) Generation X
              	.03
              	1.82
              	.13
              	7.08***
              	.02
              	1.33
              	.12
              	6.51***
            

            
              	(W2) Generation Y
              	-.06
              	-3.36**
              	.18
              	8.71***
              	-.07
              	-3.65***
              	.17
              	8.31***
            

            
              	XW0
              	-
              	-
            

            
              	XW1
              	-.05
              	-2.19*
              	-.08
              	-3.56***
              	.02
              	.84
              	-.01
              	-.43
            

            
              	XW2
              	.01
              	.29
              	-.05
              	-2.27*
              	.05
              	3.17**
              	.00
              	.13
            

            
              	
                R
                2
              
              	.26
              	.14
              	.26
              	.14
            

            
              	
                F
              
              	141.66***
              	67.69***
              	141.78***
              	66.59***
            

          

          
            
              Note. XW0 = relative information preference * Baby Boomers, XW1 = relative information preference * Generation X, XW2 = relative information preference * Generation Y.
            

            
              * p < .05. ** p < .01. ***p < .001.
            

          

          

          
            
            

            Figure 4.  
				
            

            
              Generational Moderation of the Relationship between Relative Information Preference for TV and Political News Consumption
            
            

            

          

          
            
            

            Figure 5.  
				
            

            
              Generational Moderation of the Relationship between Relative Information Preference for TV and Fact-Checking
            
            

            

          

          
            
            

            Figure 6.  
				
            

            
              Generational Moderation Effect between Relative Information Preference for YouTube and Political News Consumption
            
            

            

          

          Secondly, for the interaction effects of relative information preference for YouTube and generation, only Generation Y (β = .05, p < .01) showed statistical significance on political news consumption. As shown in Figure 5, the higher the relative information preference for YouTube, the stronger the effect on political news consumption in Generation Y compared to Baby Boomers. In other words, the greater the preference for information on YouTube compared to other genres, the stronger the tendency to consume political news in Generation Y compared to Baby Boomers.

          Next, to test RQ1, a bootstrapping analysis using the SPSS process macro Model 84 (Preacher et al., 2007) was conducted. As shown in Table 5, the moderating role of Generation Y in the mediating relationship between political news consumption and fact-checking on the influence of relative information preference for YouTube (b = .0009, LLCI = .0000, ULCI = .0023) on political participation was significant. In other words, the indirect effect of the path from relative information preference for YouTube, political news consumption, and fact-checking to political participation was more prominent for Generation Y than for Baby Boomers.

          
            Table 5.  
				
            

            
              Results of Mediated Moderation Analysis on the Relationship between Relative Information Preference and Political Participation
            
            

          

          
            
              
                	Conditional indirect effect
                	by generation
                	Effect
                	Boot SE
                	Boot LLCI
                	Boot ULCI
              

            
            
              	TV:
    X → M1 → M2 → Y
              	Baby Boomers
              	.0008
              	.0005
              	.0000
              	.0018
            

            
              	Generation X
              	.0003
              	.0002
              	.0000
              	.0008
            

            
              	Generation Y
              	.0009
              	.0005
              	.0000
              	.0019
            

            
              	Index
              	XW1
              	-.0005
              	.0004
              	-.0014
              	.0000
            

            
              	XW2
              	.0001
              	.0003
              	-.0005
              	.0008
            

            
              	YouTube:
    X→ M1 → M2 → Y
              	Baby Boomers
              	.0006
              	.0003
              	.0000
              	.0013
            

            
              	Generation X
              	.0007
              	.0004
              	.0000
              	.0016
            

            
              	Generation Y
              	.0015
              	.0008
              	.0000
              	.0033
            

            
              	Index
              	XW1
              	.0002
              	.0002
              	-.0002
              	.0008
            

            
              	XW2
              	.0009
              	.0006
              	.0000
              	.0023
            

          

          
            
              Note. X = relative information preference, M1 = consumption of political news, M2 = fact checking, Y = political participation, XW1 = Generation X * relative information preference, XW2 = Generation Y * relative information preference
            

          

          

        

      

    

    

  
    
      DISCUSSION
      This study examined how media users’ preferences for information genres affect political participation. In particular, the current research examined the relationship between relative information preferences for TV and YouTube and political participation, tested the mediating effects of political news consumption and fact-checking on this relationship, and further explored the moderated mediation effects of generational differences.

      
        Discussion of Results
        First, the present research explored the relationship between relative information preference and political participation. The findings showed that while relative information preference for TV had a significant positive effect on political participation, relative information preference for YouTube did not exhibit a statistically significant effect, and the coefficient was even negative. This indicates that users engage in a broader repertoire of political activities when they have a higher relative preference for news and information on TV, but such a pattern does not extend to YouTube. These results suggest that the association between relative preference in news and political participation may depend on the characteristics of specific media platforms rather than being consistent across different media types.

        The current study also identified a mechanism through which relative information preferences indirectly influence political participation through political news consumption and fact-checking, both on TV and YouTube. This implies that media users' higher preference for news or information over other genres may facilitate engagement in diverse political actions by actively consuming political news and verifying the truth of mis/disinformation. These findings are consistent with previous studies exploring the relationship between relative information preference for media and political news consumption (Gil de Zúñiga et al., 2017; Yang & Song, 2014). Specifically, people with stronger political ideology consume more political news and verify more suspicious news (Amazeen, 2015), and fact-checking is positively related to political engagement (D. Zhang et al., 2022). However, the remarkable point is that while previous studies have focused on the relationship between TV's relative information preference and civic engagement (Yang & Song, 2014), this study can propose a mechanism for the relationship between information preference and civic engagement that emerges from the use of YouTube as well as TV. In addition, while previous studies have demonstrated the direct relationship between relative information preference for media, political news consumption, fact-checking, and political participation variables, this study can be considered significant in that it confirms the causal relationship of these variables by shedding light on the mechanism of mediating effects that comprehensively considers these variables. Although the incremental variance explained by fact-checking is modest, its role within the sequential mediation model clarifies the cognitive process through which informational preference and political news consumption culminate in political participation. The theoretical contribution of fact-checking lies not in the magnitude of its direct effect, but in its position as an intervening evaluative step in the participation process.

        Next, this research tested the moderated mediating effect of generational differences on the indirect relationship between relative information preference for media and political participation through political news consumption and fact-checking. We found a statistically significant difference between Baby Boomers and Generation Y in the influence of information preference for YouTube. Specifically, the higher the relative information preference of Generation Y compared to Baby Boomers, the greater the indirect effect of political news consumption and fact-checking on political participation. This suggests that Generation Y, with higher interest and preference for news and information on YouTube, are more likely to seek out and consume political news and actively verify information through fact-checking, finally leading to involvement in more varied forms of political participation. The moderated mediation effect of Generation Y on YouTube can also be explained in light of the characteristics of YouTube. First, as digital natives, Generation Y tends to be more proficient in utilizing YouTube. As such, they can easily access, select, and utilize diverse information and content on YouTube (Andersen et al., 2021), and the information they receive from YouTube may have a more substantial moderating effect on the pathway to political participation through political news consumption and fact-checking by real-time information updates (Westerman et al., 2014).

        Next, Generation Y showed a significant moderating effect between relative information preference and political news consumption on YouTube compared to the baby boomer generation, while the moderating effect between relative information preference and fact-checking was not statistically significant. This generational divergence can be attributed to Generation Y’s distinct digital nativity and social media engagement patterns (Andersen et al., 2021). Having grown up in an information-rich digital environment, Generation Y users demonstrate more sophisticated and autonomous information evaluation strategies that appear less susceptible to traditional moderating influences. Their heightened familiarity with social media platforms may have cultivated more resilient fact-checking behaviors that remain consistent regardless of information preference variations. Furthermore, the non-significant moderated mediation effect observed between generations indicates that the hypothesized differential impact of information preferences on fact-checking behavior does not materially distinguish Generation Y from Baby Boomers in this context. This finding suggests that while generational differences exist in social media engagement levels, the underlying cognitive processes governing the relationship between information preference and verification behaviors may be more universal than initially anticipated.

        In addition, compared to Baby Boomers on YouTube, Generation X had no significant moderating effect on the relationship between YouTube relative information preference and political participation through political news consumption and fact-checking. Neither of the mediated moderating effects of Generation X and Y on relative information preference for TV was statistically significant compared to Baby Boomers. These results suggest that the way Generation X uses YouTube and processes information does not differ from Baby Boomers in the relationship between relative information preference and political participation.

        In addition to these findings, the analysis revealed a clear generational divergence in the relationship between TV relative information preference and fact-checking. Although the association remained positive for all generations, its magnitude varied substantially. Baby Boomers exhibited the steepest slope, indicating that their fact-checking behavior increased most noticeably as their preference for informational content on TV rose. In contrast, the effects for Generation X and Generation Y were markedly weaker, with Generation X showing almost no observable change across different levels of TV information preference.

        This pattern should not be interpreted as lower overall fact-checking among younger cohorts; rather, it underscores that TV-based informational preference exerts a weaker behavioral influence on Generation X and Y. Their verification behaviors appear less contingent on television-based informational motivations, suggesting that the psychological mechanisms and informational triggers underlying fact-checking differ across cohorts.

        A plausible explanation lies in generational differences in media socialization and information ecologies. Baby Boomers came of age during a period in which television was the dominant and most institutionalized source of public information (Lissitsa & Laor, 2021), and their news habits were largely formed within a broadcast-centered media environment. As a result, informational reliance on television among Baby Boomers is more likely to be accompanied by a norm of careful and responsible news use, making fact-checking a natural extension of their television news consumption. In contrast, Generation X and Generation Y operate within more diversified media environments dominated by digital and social platforms (Ghersetti & Westlund, 2018; Gulyàs, 2015). Their fact-checking practices are therefore more likely driven by online exposure, social cues, and algorithmically curated information, reducing the relative influence of television. These findings highlight the need to consider broader media ecosystems when examining how informational preferences shape political verification behaviors.

      

      
        Theoretical Implications & Empirical Insight
        First, the results of this study confirm that there is a positive association between users’ preferences for news or information and the diversity of their political engagement, regardless of whether they use TV or YouTube. This suggests that there is a close relationship between media information preferences and political participation. The significance of this study lies in its in-depth comparative analysis of the relationship between relative information preferences and political participation across media usage behaviors. Second, while previous studies have examined the relationship between relative genre preference for TV and political participation, they mainly focused on the direct and piecemeal effects of preferential access to news or information on TV. However, this study identified a mechanism that indirectly affects political participation through the individual attitudinal dimension of relative information preference, which is influenced by political news consumption and fact-checking on both TV and YouTube. The results show the importance of political news consumption and fact-checking behavior in the relationship between relative information preference in the media and political participation. The significance of these results is that they provide a more comprehensive understanding of the relationship between relative information preference in the media, political news consumption, fact-checking, and political participation. Third, an interesting finding of this study is that the effect of relative information preference on political participation through political news consumption and fact-checking on YouTube and TV may differ across generations, with Generation Y tending to show a stronger mediated moderation effect through YouTube. These findings contribute to our understanding of YouTube's impact and generational differences and can help shape policies and strategies that take into account the characteristics of each generation and how they use media.

      

      
        Limitations and Future Research
        This study has several limitations that should be acknowledged. First, the measurement of fact-checking has conceptual constraints. The items used not only capture verification of accuracy but also include the evaluation of evidence and political intent, which may reflect general information assessment rather than strict fact-checking behavior. This issue stems from the use of secondary data, which limited item selection. Future studies should develop more precise behavioral measures, such as cross-referencing information with multiple external and authoritative sources. Second, the measurement of relative information preference for media could be further refined. For example, YouTube preference was determined based on genre selection only among respondents who indicated YouTube as the most frequently used over-the-top service in the past three months. Although the resulting index was standardized, it may not fully capture content-specific preferences across different platforms. Moreover, the current measurement focused on preference for general news or informational content, but future research should differentiate specific news topics or formats to examine whether certain types of informational content exert stronger effects on political participation. Third, the study does not fully capture the multidimensional nature of political participation, such as voting, collective action, and support for political actors (Min, 2022), due to the secondary data constraints. Future research should incorporate multiple behavioral indicators to better represent the diverse forms of digitally mediated participation. Finally, this study faces a notable limitation regarding endogeneity in the attempt to disentangle platform effects from intrinsic content preferences. Specifically, there may be a systematic correlation between user reliance on YouTube (i.e., usage intensity) and a relative preference for entertainment compared with news. We speculate that high-frequency users might represent a self-selected cohort with an inherent predisposition toward light-hearted, entertainment-driven content. Consequently, model estimates of platform effects could be compromised by self-selection bias, leading to a potential misestimation of the platform’s independent impact. To address this, future inquiries should control for platform dependence and usage frequency or utilize panel data designs to alleviate endogeneity concerns and ensure more robust findings. Despite these limitations, this study contributes to the literature by highlighting the cognitive mechanisms through which media information preference ultimately shapes political participation.
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