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1 Introduction
1.1 Background
Projects Sky of Stars is a project made by us, for youths who are passionate about creating content on
online media to become successful as a social influencer or as an occupation. Given the rising trend of
online celebrities, we believe that it is essential to nurture a new generation of youth influencers that
are able to create a healthy online environment.

1.2 About Influencers & Streamers
The first indication of the colossal phenomenon independent content creators would become
probably came in the form of PSY with his breakout hit Gangnam Style, the first video on Youtube to
break the 1 billion view barrier in 2012. Though Hollywood and traditional entertainment industries
continued to rake in commercial success with box office hits such as Avatar and Avengers: Endgame1,
platforms such as Twitch and Tiktok steadily amassed users alongside Youtube, consolidating a fanbase
that could rival that of the film industry2. Internet celebrities may even have drawn equal to traditional
film stars in terms of popularity, and it is now obvious the entertainment industry of old is being
replaced by these platforms and their rising stars.

1.3 Ethical Issues of Content Creation (Literature Review)
Video sharing platforms may have initially attracted content creators who merely wished to upload
videos for the fun of it, but as it became possible to earn a living off creating such videos whether from
advertisement revenue, brand affiliation/sponsorship or merchandise 3, people needed methods of
ensuring their videos went the distance on the platform and were able to reach the greatest audience.
One method of doing so was clickbait, whereby viewers were attracted to click on videos through the
use of an attention-grabbing thumbnail containing exaggerated, often outlandish content which failed
to appear in the video, as well as ambiguously worded titles. Potential viewers often ended up clicking
on these videos out of excitement, only to leave them disappointed, with their curiosity unfulfilled.
Even when such tricks are not used for monetary gain, clickbait is a toxic Internet culture which should

not be condoned, comparable to fake news or scamming although the impact on victims is far less
significant.
Other less innocuous methods of attracting viewership also exist. In order to truly go viral, videos had
to have the "it" factor: something that made them unique or better than other videos. This was an
acceptable trait in the case of videos showcasing remarkable skill in athletics or gaming prowess, or even
downright random, hilarious clips of people slipping and falling, but a dark twist on the latter quality
of complete unexpectedness, the suicide forest controversy, saw Youtuber Logan Paul visiting a forest
in Japan infamous for being a common suicide spot, where he acquired footage of a deceased person
and chose to upload the video anyway. While the video's views skyrocketed instantly, it was taken down
and Youtube took punitive action against him.

4

Some research done also proves our point of the need for ethical influencing. Suzor & Grey (2020)5
found that while Youtube has an automated content moderation system, “there is substantial
discretionary decision-making, as well as a potential lack of contextual sensitivity. We found very high
rates of removals for videos associated with film piracy and all types of sports content. We found that
game publishers are largely not enforcing their rights against gameplay streams and that when
gameplay videos are removed it is usually due to a claim by a music rightsholder." In other words, the
kind of content influencers put online are not usually monitored by the platform. Freeman, Bradley &
Gimeno, Jacques.6 (2011) also cited some examples of videos that included disturbing content that
were not removed from Youtube until much later.

1.4 Examples of Ethical Methods to Boost Viewership
While the methods elaborated on above are certainly effective in boosting viewership, they are by no
means exhaustive and definitely not tactics we would like to see even those fresh to the online scene
use. Instead of taking such drastic actions to achieve their debut hit, budding content creators have
several options available to them. Clickbait works on the principle of standing out, but this can be
done in moderation, accurately reflecting the video content and remaining truthful while increasing
the likelihood of viewers clicking onto the video. Small adjustments can be made to the way videos are
presented to the audience, such as using an impactful thumbnail from the climax of the video or
properly capitalizing the title in order to give a professional feel to it. Besides the initial process of
attracting viewers, the quality of the video itself matters in determining if the audience feels it was time
well spent to watch the video or even chooses to continue watching one's content after that. Given the

countless options to choose from, viewers will only watch videos from the sources they consider to be
the best, a cut above the rest due to their smooth editing, level of engagement, or the influencer's
expertise, to name a few such factors. If one can gain traction, retaining viewers and attracting new
ones all the time, the channel will eventually flourish and such an influencer could one day stand
shoulder to shoulder with other giants of the industry regardless of starting point.

2 Development of Resources
2.1 Methodology
Our methodology will be as follows:
1.

Conduct extensive research to ascertain the main genres we will cover

2.

Understanding what allows for current internet celebrities to be successful

3.

Analyse different videos to understand their tips and tricks

4.

Sift out the methods which are more ethical

5.

Ensure that the tips are current and kept up to date

6.

Conduct surveys to ascertain feasibility of resource

7.

Conduct a pilot test with youth influencers to ascertain feasibility

2.2 Rationale
From our research, we realised that many influencers today integrate controversial topics into their
content, so as to gain views. Although there have been efforts made by the platforms and bans imposed
on the influencers, many still continue to do so as it is an easier pathway to popularity. Many of the
younger generation also tend to idolise these influencers and may follow their actions, leading to severe
consequences. This is perpetuating a toxic online culture and environment, and thus must be stopped.
We hope that the new generation of internet celebrities will make content in more ethical ways, and
not stray from the moral high ground.

2.3 Resources Planning
As our target audience are mainly youth influencers that are around the ages of 15-20, we plan to
introduce resources that will seem more appealing to them. So, we decided to make an interactive
website, containing tips and tricks not only in words but also videos that are able to draw their
attention in. We plan to focus on the genres of online entertainment that are most suitable for our
target audience.

2.4 Timeline
January - Selected our mentor and decided on project topic
February - Registration of project and beginning of research
March - Preparation for proposal evaluation
April - Project proposal accepted, website created
June - Publication of website, undertaking of report, quantitative
survey conducted
July - Preparation for midterm evaluation, resource website
greatly developed
August - Qualitative survey conducted, pilot testing commenced,
preparation for final evaluation

2.5 Needs Analysis
Over the course of our project, we conducted a survey first to ascertain the feasibility and the usefulness
of our project and the planned resources. We sent out surveys to 106 people and requested for their
honest opinions on the idea we had.
Survey results are as follows:

To ensure that we stay on track with regards to our target audience, we mainly sent our survey to
people aged 16-25, accounting for 79.2% of all survey respondents, while also sending some surveys to
people outside of these age groups, whom we know have a passion for content creation.

We then followed it up with finding out how many of our respondents actually have interest in content
creation, or know of someone who has such a passion. This was to ensure that the later questions

would remain relevant to the survey respondents. As it turns out, 76.4% of the respondents actually
responded positively.

Next, we had to ascertain whether the respondents thought our ideas were feasible and helpful to
them. Through this, we managed to find out that more than 70% of respondents agreed with our ideas,
and 17% of respondents felt that existing resources are sufficient, hence our ideas for the resources were
not needed. Nevertheless, we hope to change their minds after we present our completed product.

Last but not least, we managed to find out that around 77% of our respondents would be willing to
utilise our resource package to aid them in their content creation journey and were interested in the
idea of it.

Our findings thus managed to inspire and convince us that our resource package would indeed be
helpful to young, aspiring content creators, and we embarked on the journey of creating the product to
the best of our abilities.

3 Material Created
3.1 An Interactive Website
https://sites.google.com/student.hci.edu.sg/skyofstars/home
We envision our resource to be able to aid influencers in learning more about ethical influencing. As
such, we summarised a list of the most popular categories of videos from some websites 7, and
randomly selected six categories to focus on.
Our website is made to be concise and succinct, with tips that range from “Beginner” and
“Intermediate” to “Advanced”. Inside the website, a bite-sized video of the beginner tips summarised
can also be found.
To publicise our website, we shared them on platforms such as Whatsapp as well as going up to
classmates to ask them for their opinion on our website. However, publicity from our online platforms
was low, as can be reflected from the quantitative survey results below.

3.1.1 Quantitative Survey

Firstly, our survey respondents were largely in the 15-20 age range, which were our target audience.
This may have occurred due to our publicity efforts mainly being centred around our social media
platforms, therefore attracting many friends and peers of similar ages.

Secondly, we conducted a survey to find out where most of our survey respondents found out about
our website, and it turns out that almost all of them(98%) were requested by their friends to view our
website.

Thirdly, we wanted to know if our website was aesthetically pleasing for its users, as this would play a
huge role in attracting more users to our website. We found out that 68.7% of our respondents found
our website to be aesthetically pleasing for them, while no one thought our website was particularly
unappealing.

Next, we asked our users about the accessibility of our website, and how easy it was for them to
navigate through our pages to look for the information they needed. Fortunately, 71% of our users
found the information contained to be easily accessible and none thought that it was difficult to find.

Lastly, we wanted to make sure that our website was practical and useful to our users in becoming
better influencers. We found out that most(62.5%) of our users thought of our website to be extremely
practical and helpful to their journey as an influencer, while the rest thought it was somewhat helpful
to them. But as a whole, no one thought of the website to be unhelpful and useless.
Through this, we managed to know that whilst our website isn’t perfect, it is still extremely useful in
helping young influencers become better on their journey, and will undoubtedly be of aid to them as
they traverse the lands of the online world. However, this survey did not provide much constructive
feedback for improvement of our resource, and hence we conducted a further qualitative survey.

3.1.1 Further Qualitative Survey
In order to receive more detailed feedback, we selected four particular acquaintances of ours to
complete a qualitative survey, with some of the responses shown below.

As seen from these results, our respondents were not particularly approving of the tips, with the
general sentiment being that there was a gap between reality and what was described here. As none of
us were actual content creators, there may have been some oversight on our part since starting out as a
channel with no one to guide one could be an even tougher experience than we'd imagined, and
something our website would not be able to fully resolve. Reception towards the aesthetics of the
website was lukewarm, as it was not overpowering enough to undermine the message and learning
points of the site but was yet insufficiently stimulating to hold the interest of visitors. However, it is
heartening to see that our respondents recognized the value of ethical content creation and were
resolute in putting an end to underhanded means of procuring views, starting with clickbait.

4 Pilot Test
4.1 Sending Resource to Youth Influencers
In order to receive constructive criticism for our product from actual youths in the field, rather than
acquaintances or uninterested individuals, we decided to reach out to three content creators with small
followings not larger than 1000 subscribers/followers, whose contact information we were able to
discover on their pages or through our social networks. Unfortunately, we only heard back from one of
the three, who was able to make use of our tips effectively and improve on their content significantly.

4.2 Feedback from Participants
Before seeing the website, the youth influencer we reached out to (on Youtube) had abilities fitting
squarely into the middle of our Intermediate section, adept in the basics of video editing and
marketing with the use of effective thumbnails and titles. Hence, they felt that the Beginner tips were a
bit less applicable to them, while the Advanced tips such as collaboration with brands were a bit out of
reach for a channel of their size.
However, as a gaming channel which posted content about reaching a certain milestone in multiple
ways, the influencer expressed his gratitude for the examples given in our Intermediate tips, setting out
to make a playlist on Youtube and title their videos appropriately to increase accessibility for users who
wanted to follow along with the series. Small adjustments were also made in his video settings, such as
designating the content "all-ages" rather than "made for kids" in order to enable a comment section
facilitating greater viewer-creator interaction as well as creating new thumbnails which differed from
those of other creators making videos on the same topic in order to stand out and stay original. While
he felt he never had any inclination towards relying on clickbait or other unethical methods to gain
views, he pledged to continue maintaining moral standards when he uploaded more videos, no matter
how much faster underhanded means would boost his popularity.

5 Reviews & Improvements
5.1 Reflections
Looking back on our project, we felt there were things that we could improve on. Firstly, one area of
improvement would be our website’s interactivity. Our final resource consists of a website that
provides tips and explanations about ethical influencing, as well as a video paired with it. However, we
feel that the website may not be able to provide the level of interaction that we had hoped for in order
to better engage visitors. Another area of improvement might be our tips for ethical influencing. As we
progressed on the project, we began to realise that individual preference for videos are very subjective,
and our tips may not be applicable to all users. In the end, we settled for general tips that give an idea of
where to progress, but not how. COVID-19 restrictions hit our group hard, with some activities
originally scheduled over the June holidays being cancelled. We experienced a huge morale hit, and our

work progress suffered considerably. Eventually, we picked ourselves back up, but found ourselves
lacking the enthusiasm we had before.
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