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摘要 

病毒式行銷是策略性地將品牌鑲嵌的訊息，透過社會網絡的傳達滲入線上消

費者生態體系。以往的研究努力成果對於網路影片的成功創作，已為市場商人確

認明確的理由和建立一套指導模式。本研究結果發現，線上消費者的認知、情緒

動機、社會互動及行為因子等變數會顯著地影響其態度。除此之外，態度的角色

對於分享網路影片的意圖，也具有重要的影響力。 

關鍵詞:病毒式行銷,網路影片,認知,分享意願 

Abstract 

Viral marketing is the strategic seeding of content with embedded brand into 

socially networked online consumer ecosystem. Previous studies have made efforts to 

identify the exact reasons and build a guide for marketer’s successful online video 

creation. This reseach findings indicate that such variables like cognition, emotional 

motive, social interaction and behavioral factor of online consumers significantly 

influence their “attitude”. Besides, the role of attitude aslo has an important impact on 

intention of sharing online videos. 

Keywords: viral marketing, online video, cognition, intention of sharing 

I. Introduciton 

The viral marketing is one of the most effective ways 

to promote the product. The concept of viral marketing is in 

transferring message in peer-to-peer communications 

through consumers [1]. Doing viral marketing is 

transforming the communication structures into influential 

networks that can capture attention, arouse interest, and 

finally lead to sales/benefits. Previous researches in this 

field identify the reasons that evoke viewer to share the 

video with other. Some researchers point out social motives 

like self-actualization and self-expression as significant 

drivers for individuals’ sharing video on the web. Also such 

needs like social recognition or reputation and earning 

social currency are gratified through viral sharing [2]. 

People use interpersonal communication to express 

affection, to seek inclusion to express control [3]. Viral 

marketing campaigns should have such features like being 

intriguing, passionate, fun, unique, and create interest [4]. 

However, people generally share their emotional 

experiences with other persons, whether the positive or 

negative tone of these experiences. Emotion appears as a 

long-lasing process characterized by its strong and 

repetitive impact on the person’s cognitive activity and 

interpersonal behavior [5]. The more intense the emotional 

event, the more people engage in secondary social sharing. 

Thus, there is a possibility of snowball interpersonal 

communication [6]. Electronic word of mouth implies 

forwarding messages via social network to other users. The 

videos get popular because people share them with others, 

and others do the same sharing actions. Therefore, this study 

attempts to examine the sharing process and the viewer’s 

perception. 

II. Literature review 

1. Viral marketing 

These social phenomena that we enumerated above are 

the components of another more complicated one that called 

viral marketing. Some studies define viral marketing as 

electronic word of mouth with certain form of marketing 

message related to a company, brand, or product transferred 

in an exponential growing way through the use of social 

media [7, 8]. Viral marketing refers to the similarity of its 

features toward its both biological and computer namesakes 

[9]. Features like self-perpetuating and self-propagating are 

found crucial. To get spread the products of viral marketing 
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needs mere initial expenses, but not requires subsequent 

promotion [9]. Through its contagious manner of extension, 

viral marketing multiplies in exponential nature [10]. Viral 

marketing is some sort of electronic content mostly built for 

popularizing a brand name ans made user-friendly 

accordingly. Generally, viral marketing is a strategy that 

encourages individuals to pass the electronic content with 

marketing massage to others [7]. Viral marketing with its 

peculiar features has been distinguished as the detached 

branch of a tall tree of marketing.  

Viral videos – online video clips become widely 

popular by passing through person to person using internet 

ways like emails, instant messages, media, and social 

network sites [11]. People become accustomed to rely on 

the recommendation of their social networks to watch 

vedios [12]. 

2. Cognition 

In general, the word “cognition” refers to all of the 

mental activities involved in receiving, comprehending, 

storing, retrieving, and using informationt. Cognition based 

on cognitive response theory [13]. A cognitive thought 

responses such as counterarguments, source derogations, 

support arguments, and curiosity statements which could be 

evoked during watching video. In turn these responses lead 

to the certain sort of attitude -- favorable or unfavorable. 

That means cognition’s involvement in behavior formation 

[14]. According to Maslow’s theory, cognition as one of the 

factors drives people to share things [2]. Cognitive need 

refers to the curiosity, interests, as well as, 

understanding/exploring the world and learning/feeling 

satisfaction. Therefore, this study proposes the concept of 

cognition and develops items that would detect cognition 

influence upon sharing process.  

3. Emotional motives 

Emotion appears as a long-lasing process 

characterized by its strong and repetitive impact on the 

person’s cognitive activity and interpersonal behavior [5]. 

The more disruptive an event or message, the more 

frequently it is shared. People who listen to social sharing 

of emotions initiate secondary social sharing. That is, 

snowball interpersonal communication happen [6]. Viral 

message may get both positive emotional responses such as 

happiness or love, and negative ones such fear, anger or 

sadness [5]. “Arousal”, an established construct of emotion, 

is a key factor of driving viral diffusion [15]. The arousal 

level has positive relation with virality.  

4. Social interation 

People create virtual communities where they have 

common interests, goals, or practices, and then they share 

information/knowledge and engage in social interactions. 

Social interactions sustain virtual communities related to 

both personal cognition and social network different from 

computer use and internet behaviors [16]. The more social 

interactions an individual has, the more likely he or she will 

share information with others [16]. The position of a person 

in social network has a signifcant influence on his or her 

sharing intention [17]. The reputation building is a strong 

motivator for the active participating in sharing information 

[17]. Based on social exchange theory, individuals that 

engage in social interactions are driven by expectations of 

social rewards such as approval, status, and respect [18]. 

Reputation is an important asset that an individual achieves 

and maintains status within a collective [19]. 

5. Behavioral finance (factors) 

Behavioral finance is a whole new field composed of 

psychology, sociology and investment [20]. Behavioral 

finance as a separate subdivision explores psychological 

components of decision making. Similar to sharing online 

videos, behavioral finance focuses on how psychology 

affects decisions making process. Owing to human 

judgment, behavior and welfare, psychology can  provide 

important facts how human actions differ from traditional 

economic assumptions [21]. The behavior of the individual 

differs from practice, and classic financial models, and is 

hard to explain or predict all the financial decisions [22, 23]. 

Such behavioral elements as pride, disgrace, insecurity, 

egoism are used to explain the actions of man and the 

pursuit of profit [24]. However, people behave rationally 

only within specific limits [25]. Thus behavior of online 

video sharing in a financial decision making can be 

irrational. 

III. Methodology 

1. Hypotheses 

The process of motivated cognition has been evoked 

by viral video content, and then lead to emotional 

experience, resulting in different depicting of attitudes and 

behavioral intentions in memory, whatever positive or 

negative tone of online video/advertisement [26].  

H1: Cognition has a significant impact on attitude of 

sharing online videos. 

Emotion is a crucial component in determining peoples’ 

attitude toward advertisement, including viral videos, and in 

formation of attitudes and behavioral intentions [27]. The 

attitude formation in this case is a set of automatic processes 

than a process of deliberation and reflection about the traits 

of a person [28]. The effect of positive emotion on online 

video is sometime different from that of negative emotion. 

In short, content of video messege is important. Normally, 

positive emotions are more likely to be promoted because 

people tend to send the links to friends and make them fill 

the same experienced emotion. 

H2: Emotional motives significantly influence the attitude 

of sharing online videos. 

Social motives like natural disasters also trigger social 

activity amongst recipients to generate intention. According 

to Maslow’s hierarchy of needs, there are physiological 

needs, safety needs, social needs, esteem, and self-

actualization need [29]. The self-actualization (i.e., self-

expression) is the crucial factor in motivating the attitude of 

sharing online videos. 
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H3: Social interation significantly influences the attitude of 

sharing online videos. 

Behavioral finance is related to how psychology 

affects financial decision making process and financial 

markets [20]. Behavioral finance includes several 

components. Herewih, we use two of components -- herd 

and Availability heuristic -- being called “behavioral factors” 

in this article. Logically these two factors fit to our model, 

because they interpret human behavior in certain conditions.  

H4: Behavioral factors significantly influence the attitude 

of sharing online videos. 

Attitude as a long-term memory based information 

assesses represented object 30]. Several key emotional 

factors like joy, anger, disgust, fear motivate behavioral 

intention [31]. An attitude toward spreadability of viral 

video is a factor that triggers intention to share.  

H5: Attitude has a significant impact on the intention of 

sharing online videos. 

Herewith, we illustrate Figure 1 that shows this research 

conceptual framework. 

2. Varibles definition 

The online questionnaire consisting 33 items with 

multiple choice questions and Likert rating scales (seven 

points scale from strongly disagree to strongly agree) is sent 

to the recipients through Facebook. Questions are designed 

in the accordance to four independent variables cognition, 

emotional motives, social interaction and behavioral 

factors), and two dependent variables (attitude and intention 

of sharing) of the final structural model (Figure 2). 

 
Figure 1 The research conceptual framework 

 

Figure 2 The final structural model 
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2.1 Cognition (COG) 

 Based on the cognitive response theory, cognition is 

a thought generated in response to persuasive 

communication, the recipient’s ability of manipulating, 

elaborating and integrating information. First of all, 

curiosity (X1) is adapted [2, 13]. The second is unfavorable 

arguments (X2) stand for the statements which are directed 

against idea or of use of online video in general [13]. 

Favorable arguments (X3), the third factor is also adapted 

in this article. The fourth factor, distrust (X4) implies 

derogation toward online videos or their producers. The 

final, memory (X5) is adapted [2]. While people are exposed 

to information, they refer to pre-existing thoughts.  

2.2 Emotional motives (EMO) 

Surprise (X6) is a neutral (i.e. not valenced) and short-

lived emotion elicited by a “schema discrepancy”, i.e. by 

either unexpected or misexpected products/services/ 

attributes [6, 15]. The second factor, Joy (X7) is adapted 

[31]. Joy is a positive emotion resulting in happiness and 

delight after watching videos. The third is sadness (X8) 

feeling being adapted [6]. The emotion of sadness results in 

feelings of distress or being downhearted. Anger (X9) factor 

is mentioned [31]. Anger is when someone can be identified 

as being the cause of an injustice. Humor (X10) factor is 

applied [2]. Humor is a tendency of particular cognitive 

experiences to provoke laughter and provide amusement. 

Humor is tendency of particular cognitive experiences to 

provoke laughter and to provide amusement. The video 

should contain humor component, and it must be cute or 

somehow emotionally arousing. The logos is providing 

logical arguments providing factual information like 

presentation statistics or news story based on facts.  

2.3 Social interaction (SOC) 

Social capital (X11) factor is adapted [2]. Social 

capital refers to the expected collective or economic 

benefits derived from the preferential treatment and 

cooperation between individuals and groups [32]. 

Reputation (X12) factor is adapted. Based on social 

exchange theory, the concept posits that individuals engage 

social interaction in expectation of approval, status, and 

respect [17]. The third factor, peer pressure (X13) is 

indicated [2]. Peer pressure refers to the influence of group, 

observers or individual on encouraging the change of 

attitude, behavior, and value. Inclusion (X14) refers to the 

need for inclusion or being part of something like society 

and is recognized as a participant in human interaction. [33]. 

Human beings possess a need to form and maintain at least 

a minimum quantity of interpersonal relationships like 

belonging, connection or togetherness. Social currency 

(X15) is also adapted. Social currency refers to “the 

celebration of self” [2]. Social currency increases one’s 

sense of community, granting access to information and 

knowledge, helping to form one’s identity, and providing 

status and recognition. 

2.4 Behavioral factors (BEH) 

Five biases can influence the behavior of individual 

[34]. Amongest them, two biases are closely related to the 

financial field. The first is Herd behavior (X16) that people 

make decision from observing other’s behavior, but not 

from their own beliefs and information. Following the idea 

of herd behavior, someone who views a shared online video 

more likely share the video to the other else [12]. Also some 

researchers claim that peer pressure is one reason of herd 

behavior. The second factor is availability heuristic (X17). 

Availability heuristic implies the tendency of relying on the 

information easily accessed [34]. People tend to refer to the 

latest information without rational thinking more than 

recalling the news obtained a longer time ago [35]. This 

means that, a time or popularity period can be a determinant 

of views and virality.  

2.5 Attitude (ATT) 

 Referring to Wu [36], this research evaluates attitude 

using five factors, likeability (Y1), usefulness (Y2), 

intelligence (Y3), stimulation (Y4), and entertainment (Y5). 
Perceived usefulness refers to the possible usefulness of the 

certain information technology, when user either decides to 

use or not to use depending on the extent he or she believes 

that this technology may help to perform his or her job better. 

Communications are being used for pleasure like 

entertainment and arousal, for relaxation, and to escape 

other activities. 

2.6 Intention of sharing (INT) 

We measure the intention of sharing online video 

through the frequency (Y6) [37]. Probability (Y7) factor is 

chosen in this reseach [32]. We adapt the probability of 

sharing in contrast with other potential activities after 

watching videos. Sharing shared (Y8) factor is elicited from 

the study of Guha [38]. Someone views a video from 

sharing is more likely to re-share the video to someone else.  

IV. Data Anlyses and Results  

1. Reliability and coefficient analyses 

Several types of analyses are run in SPSS in order to 

identify differences between groups of motives/factors. To 

verify the reliability of internal consistency of data 

construct, Cronbach’s Alpha analysis is applied. According 

to the output test indicated, the reliability is high (0.856) 

which is fairly good for this type of research (Table 1).  

Correlation analysis is conducted in order to examine 

relationships between variables. The matrix shows that all 

each variable is significantly correlated with the other 

variable and the significance level is also on high position 

(Table 2). 

Multiple linear regression results show that adjusted R 

square is 0.338 which 33.8% of the formation can be 

explained by presented factors. That means, the 

motivational factors influence attitude toward onlined 

videos. Anova analysis shows that overall significance or p-

value is smaller than 0.05. We reject null hypothesis and 

conclude the average of dependent variable being not the 

same for all groups (Table 3). 
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Table 1 Cronbach’s Alpha 

Reliability Statistics 

Cronbach’s Alpha 

Cronbach’s Alpha 

Based on 

Standardized Items N of Items 

.856 .840 33 

Table 2 Correlation matrix 

 COG EMO SOC BEH ATT INT 

COG 1      

EMO .354*** 1     

SOC .278*** .467*** 1    

BEH .449*** .468*** .618*** 1   

ATT .447*** .416*** .433*** .497*** 1  

INT .412*** .447*** .633*** .434*** .457*** 1 

Note: The figure in each cell represents F-statistic. *** indicates the 

significance at 0.1% level.  

Table 3 ANOVA analysis 

Model Summary 

 R R Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

 593 .351 .338 .9247 

ANOVA 

 

Sum of 

Squares df 

Mean 

Square F Sig. 

Regression 91.747 4 22.937 26.825 .000 

Residual 169.303 198 .855   

Total 261.051 202    

2. Model fit 

This study uses seven fit indices to verify data (see 

Table 4). The first fix index is the χ²/dƒ in which a chi-square 

is divided by the degrees of samples [39. 40]. χ²/dƒ < 3 is 

acceptable where the best model fit is between 1 and 3. The 

next are the goodness of fix index (GFI) and the adjusted 

goodness of fix index (AGFI). AGFI is calculated in the GFI, 

and DF and adjusted R in the regression analysis. The 

normed fix index (NFI) compares the difference of the chi-

square of modeling and the chi-square of null hypothesis. 

NFI should between 0 and 1; the model is a perfect if model 

fit is close to 1 [40]. Shortly, the better relative fix index 

(RFI) should be bigger and better. The root mean square 

error of approximation (RMSEA) indicates that the 

hypotheses model and research data are not matched [39]. 

RMSEA < 0.08 is termed good modeling fit, and that a value 

0.7 of this research model fit is a pretty good. RMSEA is the 

most important indicator in SEM analysis. Comparative Fix 

Index (CFI) is most likely NFI and the same as RMSEA, 

which is not affected by sample size. CFI=0.96 means that 

this research model has highly satisfactory and reasonable 

fit. 

3. Measurement model result 

The manifest variables collected from the respondents 

are indicators of the measurement model, as we use them to 

measure, or indicate, the latent constructs. The most 

obvious difference between the measurement model and 

factor analysis is that the former has a much smaller number 

of loadings and resembles the exploratory mode of factor 

analysis. Researchers can specify a measurement model for 

both exogenous constructs and endogenous constructs.  

Table 5 presents λx and λy coefficients from a LISREL 

analysis of a hypothesized causal model of new venture 

success. All the coefficients are moderately high, 

approximately 0.62 or more. All the loadings are 

statistically significant. The strong statistically significant 

correlation between the factor and their measures suggest 

the presence of convergent validity. It may be concluded 

from these results that each of the three latent factors is well 

defined. 

4. Structural equation model 

This study uses SEM to analyze the data by AMOS. 

The anlysis results are shown in Table 6. Influential factors 

contains four dimensions: cognition, emontional motive, 

social interaction, and behavioral factor toward attitude. 

The path coefficient 0.452 (p vlaue <0.001) of 

cogniton→attitude is significant that means H1 is accepted. 

The path coefficient 0.392 (p vlaue <0.001) of emotional 

motive →atitude is significant, and H2 is supported that 

means Emotional motives significantly influence the 

attitude of sharing online videos. The path coefficient 0.455 

(p value<0.001) of social interaction→atitude is significant, 

and thus, H3 is accepted. The path coefficient 0.266 (p 

value<0.001) of behavioral factor→atitude is significant, 

and thus, H4 is accepted; that is, Behavioral factors 

significantly influence the attitude of sharing online videos. 

H5 is supported because the path coefficient 0.379 (p value 

<0.001) of attitude→intention of sharing is significant.   

V. Discussion 

1. Conclusion 

A number of researchers make efforts to identify the 

actual causes for such sharing behavior [12, 41, 42]. It is 

obvious that video content makes viewers to share. This 

research examines that key factors may influence the 

decision-making process of sharing online videos. Along 

possible factors, we present four major arias of human 

behavior including cognition, emotional motive, social 

interaction, and behavioral factor. Also the mediating role 

of attitude is examined in this paper. However, the findings 

reveal that tthe mediating role of attitude is not fully 

supported. 
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Table 4 The result of model fit 

Fit Indices 
Recommended 

Value  

Actual 

Value 

（χ²/dƒ） ≦3.00 2.70 

GFI ≧0.9 0.86 

AGFI ≧0.8 0.82 

NFI ≧0.9 0.89 

RFI ≧0.9 0.95 

CFI ≧0.9 0.96 

RMSEA ≦0.08 0.084 

Table 5 The result of coefficients 6nalysis 

Latent varibles 
Observed 
varibles 

λx、λy（t-value） 

Cognition 

X1 0.69（10.88
＊＊＊＊＊＊＊＊＊＊＊＊） 

X2 0.82（13.82
＊＊＊＊＊＊＊＊＊＊＊＊） 

X3 0.87（15.12
＊＊＊＊＊＊＊＊＊＊＊＊） 

X4 0.77（12.63
＊＊＊＊＊＊＊＊＊＊＊＊） 

X5 0.67（10.45
＊＊＊＊＊＊＊＊＊＊＊＊） 

Emotional 
motives 

X6 0.62（7.62
＊＊＊＊＊＊＊＊＊＊＊＊） 

X7 0.69（5.61
＊＊＊＊＊＊＊＊＊＊＊＊） 

X8 0.74（11.87
＊＊＊＊＊＊＊＊＊＊＊＊） 

X9 0.74（11.79
＊＊＊＊＊＊＊＊＊＊＊＊） 

X10 0.76（12.20
＊＊＊＊＊＊＊＊＊＊＊＊） 

Social 
interaction 

X11 0.87（15.18
＊＊＊＊＊＊＊＊＊＊＊＊） 

X12 0.75（12.15
＊＊＊＊＊＊＊＊＊＊＊＊） 

X13 0.87（15.03
＊＊＊＊＊＊＊＊＊＊＊＊） 

X14 0.69（10.91
＊＊＊＊＊＊＊＊＊＊＊＊） 

X15 0.83（13.63
＊＊＊＊＊＊＊＊＊＊＊＊） 

Behavioral 
factors 

X16 0.84（14.30
＊＊＊＊＊＊＊＊＊＊＊＊） 

X17 0.84（14.40
＊＊＊＊＊＊＊＊＊＊＊＊） 

Attitude 

Y1 0.92（-） 

Y2 0.92（18.99
＊＊＊＊＊＊＊＊＊＊＊＊） 

Y3 0.95（20.24
＊＊＊＊＊＊＊＊＊＊＊＊） 

Y4 0.87（17.30
＊＊＊＊＊＊＊＊＊＊＊＊） 

Y5 0.96（20.98
＊＊＊＊＊＊＊＊＊＊＊＊） 

Intention of 

Sharing 

Y6 0.91（-） 

Y7 0.80（14.72
＊＊＊＊＊＊＊＊＊＊＊＊） 

Y8 0.92（18.57
＊＊＊＊＊＊＊＊＊＊＊＊） 

Note: 
＊＊＊＊＊＊＊＊＊＊＊＊

p＜0.001 

Table 6 Analysis of hypotheses test 

 Hypotheses 
Path 

Coefficient 
C. R. Results 

H1 Cognition→Attitude  0.452 7.982*** Accepted 

H2 
Emotional motives→

Attitude  
0.392 5.712*** Accepted 

H3 
Social interaction→

Attitude 
0.455 8.478*** Accepted 

H4 
Behavioral factors→

Attitude 
0.266 4.448*** Accepted 

H5 
Attitude→Intention 

of Sharing 
0.379 5.814*** Accepted 

Note: 
＊＊＊＊＊＊＊＊＊＊＊＊

p＜0.001 

Referring age, findings show that respondents’ 

attitudes within ages of 22-25 have possibility to relate with 

sharing intention/behavior toward online video, but the rest 

(17-21, 26-35, 36-45, 46 or older) is not significant 

respectively. As for region, respondents’ attitudes from Asia 

are linking to sharing intention/ behavior. However, we do 

not find the same phenomenon from other regions’s 

respondents. Due to the close location of countries, Asian 

people possess similar cultures and also have the common 

similarities in thinking and behavior. On the other side, non-

Asian respondents are composed of many regions like 

Europe, America, Africa, Oceania and others. Because of 

such diverse mixture of regions, their performances show 

inconsistency. Because majority (nearly 80%) of the sample 

(data) is occupied by Asian respondents, it is difficult to 

testify the difference by each region separately. Besides, the 

result indicates the signicant relationships between four 

factors -- cognition, emotional motive, social interaction, 

and behavioral factor -- and intention of sharing with two 

indicators -- frequency and probability.  

In summary, this research studies the factors 

influencing sharing intention and virality respectively. 

Although there are several variables need to be indicated, 

the initial findings look promising. Findings of this study 

provide managerial implications for advertisers 

experimenting with an idea of viral advertising. Online 

videos must be positively emotional and socially useful, and 

contain flashbacks from the past provoking cognition to 

arouse. Additionaly, online videos should be original and 

not similar with others, but something new different and 

outstanding. With this knowledge producers of videos have 

more chances to be spread more virally. 

2. Limitations 

The primary limitation is concerned in the approach of 

collecting data as same as the previous studies [32, 43, 44]. 

Since we do not provide the actual online video for 

watching while asking the repondents, it is reasonable to 

presume that respondents may answer the questions with 

small odds of truth or confidence. It is quite hard to do this 

questionnaire in terms of recalling their own feelings or 

attitudes toward online videos in certain moment (before or 

after the exposure) for participants. Nevertheless such 

decision not to provide particular video is logically thought 

out in this study. We consider that it may be too 

presumptuous to build entire research framework based on 

a single or several online videos. Even that we provide a 

couple of online videos for paticapants’ watching, could not 

fully represent whole diversity and nature of viral videos. 

So that, whether or not this reseach provide the scale of 

videos is not the problem.  

The relatively small size (n. 203) of sample could be 

another limitation. Normally, the result is more logical with 

more responses. As mentioned, the vast majority about 80% 

of respondents are from Asia.Perhaps, we can get a more 

reliable picture if the sample is divided into several regions 

equally.  

Since the survey is conducted on the Facebook web 

site, it gives homogeneity to the means. The commonalities 
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of users of Facebook can be as the restrictions to observe 

whole viral video concept’s width. 

We adopt seven point Likert scale for measuring our 

questionnaire items. Use of seven points is to provide wider 

variety and deeper levels of agreeing or disagreeing with the 

question or statement. However, 

In our case seven points give many leveled freedom for 

respondents to choose. It is inevitable to have a neutral 

answer, which helps participants not to take any side by 

staying in the middle. Therefore, it would be better to force 

respondents to pick a side in order to understand their actual 

inclinations, for example, the two choices (yes or no) 

questions deisigned. Actualy, every person has his/her own 

opinion, but no confidence to show it. Accordingly, the 

presence of neutral variance could be considered as a weak 

point in questionnaire design. 

3. Suggestions and future research 

The future research should more focuse on exploring 

each of factors in depth. For example, as for social 

interaction, researcher should dig into social differences and 

statuses among viewers for shedding light on the nature of 

social motives. Related with emotional factors, researchers 

need to vary among different types of pehtople. The 

personality of viewer is also one important factor deserved 

to be discussed. Additionaly, the tendencies and popularity 

of viral videos are the determinants of shifting from one to 

another. Recognizing these matters would be helpful for 

marketing companies and advertisement agencies to predict 

and produce right type of videos at the right time.  
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