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Abstract  

The research sought to verify how different types of videos influence WhatsApp users. The study, 
descriptive and quantitative, had a sample (n = 208) non-probabilistic and by accessibility. Data were 
collected by online questionnaires. Structural Equation Modeling and ANOVA were used. The results 
show that the preference for video content and entertainment causes behavioral changes. Furthermore, 
video content influences sharing intention and attitude towards the ad. The article presents 
unprecedented empirical evidence between WhatsApp and the Theory of Uses and Gratification (U&G). 
Keywords: Sharing videos. WhatsApp. Attitude towards ads. Gender. Social networks. 
 
 

Resumo  

A pesquisa buscou verificar como diferentes tipos de vídeos influenciam os usuários do WhatsApp. O 
estudo, descritivo e quantitativo, contou com uma amostra (n = 208) não probabilística e por 
acessibilidade. Os dados foram coletados por questionários online. Utilizou-se a Modelagem de Equações 
Estruturais e ANOVA. Os resultados evidenciam que a preferência pelo conteúdo do vídeo e o 
entretenimento causam mudanças de comportamento. Ademais, o conteúdo do vídeo influencia a 
intenção de compartilhar e a atitude em relação ao anúncio. O artigo apresenta evidências empíricas 
inéditas entre o WhatsApp e a Teoria dos Usos e Gratificação (U&G).  
Palavras-chave: Compartilhamento de vídeos. Whatsapp. Atitude em relação aos anúncios. Gênero. 
Redes sociais. 
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Introduction 

Social networks have been widely used for many purposes from developing and keeping social 
relationships to more formally-oriented purposes (Vermeulen, Vandebosch, & Heirman, 2018). Indeed, 
social networks have become a new important element in businesses’ marketing mix and on the 
establishment of a relationship with consumers. It is also changing the way how word of mouth occurs 
and evidencing the power of social networks as marketing tools (Mangold & Faulds, 2009) . 

Amongst different kinds of social media, WhatsApp is a way to communicate through instant messages 
in smartphones, and it has largely spread worldwide (Church & De Oliveira, 2011). It was created in 2009 
and Facebook bought it in 2014 by USD 16 billion (Gomes, 2014). According to Seekr (2015), there are 
more than 800 million users, 38 million only in Brazil, and it is the largest virtual community in the world 
(Rocha, 2014). 

In the present time, even there a lot of research that studied how electronic word of mouth takes place 
on social networks (Chu & Kim, 2011; Wang, Miao, Tayi, & Xie, 2019) there is not researches about how 
WhatsApp may be used as a tool do advertise (Duffett, 2016). However, it is known that there is a great 
impact of electronic word of mouth on instant messaging among their users (Godey, Manthiou, 
Pederzoli, Rokka, Aiello, Donvito, & Singh, 2016). There is an intense exchange of messages on 
WhatsApp among its users and a great number of video sharing as well, so that social media may be a 
mean of tool to be used by firms in order to obtain a higher number of new consumers (Wang & Kim, 
2017). 

In line with this, firms may take advantage of the likelihood of sharing among users to be able to 
communicate with the target audience. Among some of the possibilities, it is worth mentioning video 
sharing as a tool able to reaching large numbers of customers (Wang & Kim, 2017). Moreover, firms 
should lead to seek out creative ads and incorporate web 2.0 into their efforts to reach the target audience 
(Nascimento & Da Silveira, 2017; Osatuyi, 2013). 

Social networks have been recently researched by scholars and some of them aimed to understand the 
reason and the purpose of its use (Lu & Hsiao, 2007; Chen & Corkindale, 2008; Dunne, Lawlor, & 
Rowley, 2010; Lee & Ma, 2012; Ma, Lee, & Goh, 2014; Ksiazek, Peer, & Lessard, 2016; Lyons, 
Henderson, 2005; Sun, Youn, Wu, & Kuntaraporn, 2006; Shoham & Ruvio, 2008). One of the identified 
purposes is the intention to share (Lu & Hsiao, 2007; Lee & Ma, 2012; Ma et al., 2014). People ha ve an 
innate tendency to share information (Osatuyi, 2013) and this variable is still little studied in the marketing 
field (Wang, Chen, Ou, & Ren, 2019; Kim, 2018). In addition, we have not found manuscripts in the 
literature that evidenced the intention to share videos in social networks. 

This study aims to verify how different appeals of videos influence WhatsApp users to share videos. The 
specific objectives are to analyze (i) the relationship between motives and behaviors on intention to share 
video and (ii) how (a) intention to share video, (b) attitude towards the ad and (c) information seeking 
about the product can be influenced by different appeals of the video. 

Theoretical background 

In this section, we revise the literature about the motivators and behaviors that influence the intention 
to share videos. In addition, we will also explore how different types of videos influence favorable attitude 
toward ads, information seeking and intention to share videos. 

Motivators and behaviors that influence the intention to share videos 

In order to recognize which variables influence the intention to share videos, we used the variables of 
the Uses and Gratification (U & G). U & G Theory attempts to explain how social and psychological 
needs motivate people to choose a particular media and how their actions occur in that specific media 
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(Larose, Mastro, & Eastin, 2001; Lee & Ma, 2012; Chen & Corkindale, 2008). U & G Theory is composed 
of four variables: information seeking; socialization; entertainment; and status-seeking (Park, Kee, & 
Valenzuela, 2009; Lee & Ma, 2012). Due to the lack of the search of information tool in WhatsApp, we 
did not use this first dimension of the U & G Theory. 

The influence of opinion leaders in social networks is an empirical phenomenon studied in recent years. 
Researchers indicate that (i) they influence the intention to share new information (Ma et al., 2014), (ii) 
they are influenced by innovation, and (iii) they influence online information seeking, online 
conversations and information receivers (Sun et al., 2006). Ma et al (2014) suggest that receivers are 
always looking for new information in order to keep updated. This way to share news and rece ive updated 
knowledge makes them information transmitters. Indeed, we suggest that people who demonstrate 
receiver behavior also share videos due to their needs to take part in the social context and to evidence 
their opinion as leaders (Ma et al., 2014). Another reason that would lead these people to share would be 
the sense of helping other individuals, sharing something they like (Zhao & Detlor, 2021).  
 
H1: The self-perception of opinion receiver positively influences the intention to share videos. 
 
Ma et al (2014) argue that social networks opinion leaders use their status and reputation to overexpose 
themselves as influencers. Therefore, information exchanges are means to increase reputation and status 
on social groups (Lee & Ma, 2012). Moreover, Park et al (2009) emphasize that status-seeking is one of 
the causes to use social networks because users can easily expose their opinions. Larose et al (2001) 
demonstrate that status-seeking is one of the main motives that make people use the internet. In addition, 
status-seeking is one of the reasons that leads an individual to have a sharing behavior (Zhao & Detlor, 
2021; Sun, Li, Millet, Ali & Petit, 2022). 

H2: Status-seeking has a positive influence on the intention to share videos 

According to Brynjolfsson, Hu, and Simester (2011), there has been a wide expansion of possibilities 
concerning contents selection. Moreover, content selection is no longer limited by traditional media. 
Hence, an important construct is the preference that an individual demonstrates for something. 
Preference is defined by one who desires to view more news about his/her personal interests (Sundar, 

1999). Furthermore, Mojzisch, Grouneva and Schulz‐Hardt (2010) have argued that people tend to 
evaluate something positively when related to their preferences. The authors also diagnosed that groups 
chat more when the topics of their interests are discussed online. Furthermore, the individual's attitude 
towards content makes them intend to share that content (Sun, Leung & Bai, 2021). Moreover, Ma et al. 
(2014) found that preference and relevance of information are important antecedents of intention to 
share on the internet. 

 
H3: Perceived preference videos positively influence the intention to share.  
 
According to Chen and Corkindale (2008), socialization and information seeking are both characteristics 
that motivate people to use the internet. Moreover, social networks are formed by individuals who use 
social networks for different reasons such as communication and socialization that allows one to express 
himself by sharing pictures, messages, and videos (Sun et al., 2006). WhatsApp is highlighted as an 
important interaction tool due to the possibility to have contact with people and groups that have 
common interests. Lee and Ma (2012) also point out the existence of a positive relationship between 
socialization and media consumption. In addition, socialization has already been found as a motive for 
sharing behavior (Sun et al., 2022). Furthermore, sharing activity on social networking sites helps create 
and maintain social relationships (Kim & Gweon, 2016; Zhao & Detlor, 2021). 
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H4: Socialisation positively influences the intention to share video. 
 
The use of entertainment as a variable on social networks is very common (Larose et al., 2001; Chen & 
Corkindale, 2008). Park et al (2009) suggest that people engage social networks to find leisure and 
entertainment. The use of social network is considered a hobby that can fight against boredom (Dunne 
et al., 2010; Lee & Ma, 2012). Lee, Goh, Chua and Ang (2010) confirm that sharing on social networks 
is a way of entertainment and exchanging information can create involvement and amusement. 
Furthermore, videos with entertainment content are expected to positively impact the intention to share 
(Kim, Kim & Lee, 2021). 
 
H5: The search for entertainment positively influences the intention to share video. 
 
This section explores the topics related to the types of video, attitude toward the ad, search for 
information and intention to share videos. According to Johnson and Ranzini (2018) effects of individual 
self-perception motives the online sharing of particular types of mass media content. Because of this, it 
was used three types of video appeal. 
 
Types of videos, attitude toward ads, information seeking and intention to share videos 
 
WhatsApp is a tool used for instant messaging. Media sharing such as videos and pictures is also common 
on this ‘app’. Zhu and Chen (2015) point out that videos with humor appeals are intensively shared on 
the internet. Another type of video appeal on WhatsApp is sexual material. There is a lack in the literature 
in studying this kind of material that is shared in this social media. According to Nogueira (2013), 
WhatsApp has become a depository of videos and according Brinkley, Ackerman, Ehrenreich and 
Underwood (2017), 65% of teenagers share sexual contents in instant messages apps. In this paper, three 
appeals of videos (functional, humor and sexual) are used to verify which one of these three is more 
susceptible to intention to share on WhatsApp. Indeed, attitude towards the ad is also a success key to 
amplifying intention to share (Mitchell & Olson, 1981; Sun et al., 2021).  

 
H6: Intention to share video is influenced by the type of video appeal. 
 
H7: Attitude towards the ad is influenced by the type of video appeal.  
 
Videos are shared on WhatsApp in order to transmit thoughts or messages. Ma et al (2014) argues that 
when opinion leaders share their messages, they lead their followers to look for more information about 
that specific topic. Another way to transmit information is used by the cinematographic industry; trailers 
and teasers can cause higher levels of exhibits and more information searching about the issue (Quintana, 
2003). Moreover, based on the U & G Theory, social networks lead their users to seek for information 
using WhatsApp or a search engine (e.g., Chrome, Firefox, Safari etc.). WhatsApp is not the best way to 
get information, but people receive a lot of information from this platform. So, it is expected that a kind 
of video could influence in the information received and if the people will search for more information 
or not.  
 
H8: Information seeking is influenced by the type of video appeal.  
 

Method 
 
The nature of this study is quantitative and cross-sectional. The sample used was non-probabilistic for 
accessibility due to no statistical procedure used to choose the respondents. Data were collected through 
online questionnaire distribution. 
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We added two discriminant questions in the questionnaire that needed to be answered by the 
respondents: the frequency of the use of WhatsApp and the frequency of sharing videos. If the 
respondent did not use WhatsApp or share videos, these forms were not considered in the data analysis. 
In order to measure Opinion Receiver (OR), Perceived Preference of Videos (PP) and Intention to Share 
Videos (IS), scales were adapted from the studies of Ma et al (2014). Scales to measure Status-Seeking 
(SS), Socialization (SO) and Entertainment (ES) were adapted from Lee and Ma (2012), and the Attitude 
Towards the Ad (AD) scale was adapted from Pelsmacker, Geuens and Anckaert (2002) (Table 1). Lastly, 
we developed the scale of Information Seeking (IS). All the statements used a seven-point Likert scale.  

 
Table 1 - Construct Scales 

Construct Variable Author 

Opinion Seeking 

1. When I want to watch a video, I’d like to access what influential 

people have contributed and shared 

Ma, Lee and Goh 

(2014) 

2. Videos shared by opinion leaders are attractive. 

3. When I want to share videos, I tend to access what influential 

People have contributed and shared. 

4. These opinion leaders are reliable and trustworthy. 

5. Some WhatsApp users are influent and act as opinion leaders. 

Status-seeking 

6. It helps me feel important when sharing videos 

Lee and Ma (2012) 7. It helps me gain status when sharing videos. 

8. It helps to look good when sharing videos. 

Video perceived 

preference 

9. I find videos shared on WhatsApp interesting. 

Ma, Lee and Goh 

(2014) 

10. Comments left by users make the videos more informative. 

11. I enjoy watching videos shared on WhatsApp. 

12. Generally, I think that WhatsApp videos are important. 

13. Videos shared on WhatsApp are relevant to daily life. 

14. WhatsApp videos are always shared in a lively way. 

15. WhatsApp videos are shared in a timely manner. 

Socializing 

16. I can interact with people when sharing videos. 

Lee and Ma (2012) 17. To keep in touch with people. 

18. Sharing videos is effective to exchange ideas with other people. 

Entertainment 

19. Sharing videos helps me pass time. 

Lee and Ma (2012) 20. Sharing videos helps me combat boredom. 

21. Sharing videos helps me relax. 

Attitude towards 

the ad 

22. I had a positive impression. 

Pelsmacker, Geuens 

and Anckaert (2002) 

23. I found it was really something for me. 

24. I found interesting. 

25. I found exaggerated. 

26. I found attractive. 

Intention to share 

video 

27. I intend to share this video on WhatsApp in the future. 

Lee and Ma (2012) 28. I expect to share videos contribute with other users. 

29. I intend to share this video on WhatsApp. 

Information 

seeking 

30. I’d click to see how the ad continues 

Own authorship 31. I’d click to get more information on the product 

32. I’d click to know the promotion of the product 

Source: Elaborated by the authors. 

 
Hypotheses were tested (i.e. H1, H2, H3, H4, and H5) using Structural Equation Modelling in order to 
understand which constructs influence Intention to Share Videos (Figure 1). For the second part of this 
study, ANOVA and Hochberg’s GT2 post hoc test were used to know which type of video appeal 



Sharing videos on whatsapp 

 

ISSN 1982-2596                                                                               RPCA | Rio de Janeiro | v. 16 | n. 2 | abr. – jun. 2022                  6 

influences in higher degrees of Attitude Towards the Ad, Intention to Share Video and Information 
seeking (i.e. H6, H7, H8). We used three types of car ads: one with the functional appeal (advertising 
Honda Civic <https://www.youtube.com/watch?v=grmhCgtqg0w>), another with humor appeal 
(advertising Renault Clio <https://www.youtube.com/watch?v=jmbYZlNNgGI>) and the last one 
with the sexual appeal (advertising Seat Ponde <https://www.youtube.com/watch?v=dhDwuu-
k67Q>). After watching the ads, the respondents were asked to answer the questions about the attitude 
towards the ad, intention to share videos and information seeking.  
 
Figure 1 - Theoretical framework of motivators and behavior 

 
Source: Elaborated by the authors. 

 

Results 
 
The first two questions were used to make sure that respondents use and share videos on WhatsApp. As 
we have already mentioned that the survey was online, respondents who did not use the app and/or who 
did not share videos were asked to pause their questionnaires right after these two questions. Table 2 
shows the frequency of the use of WhatsApp and Table 3 shows the frequency of video sharing.  

 
Table 2 - WhatsApp frequency use 

 I don’t use 

Once or 

twice a 

month 

Once or 

twice a week 

Three or 

four times a 

week 

Once a day 
More than 

once a day 
Total 

Frequency 5 0 4 2 8 189 208 

Percentage 2.4 0.0 1.9 1.0 3.8 90.9 100.0 

Source: Elaborated by the authors. 

 

Table 3 - Video sharing frequency 

 
I’ve never 

shared 
A few times 

Once or 

twice a 

month 

Three or 

four times a 

month 

Three or 

four times a 

week 

Every day Total 

Frequency 18 78 40 0 44 28 208 

Percentage 8.7 37.5 19.2 0.0 21.2 13.5 100.0 

Source: Elaborated by the authors. 

 

Only five people out of 208 do not have WhatsApp, and of those who have it, more than 90% of its use 
is more than once a day. 18 respondents of all have never shared videos, including the ones who do not 
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have WhatsApp. In other words, 13 respondents do not share videos. Almost 35% of all respondents 
share videos three times a week or more. 
 
Table 4 below presents the sociodemographic data of the respondents. We excluded the 18 respondents 
who never shared videos so that we have only 190 respondents. The sample is composed of 50.5% of 
male and 49.5% of female. The age is mainly distributed with respondents around 20 years old. Finally, 
the level of Education is largely composed of undergraduate students.  

 
Table 4 – Sociodemographic data 

Variable  Frequency Percentage 

Sex 

Male 96 50.5 

Female 94 49.5 

Total 190 100.0 

Age in quartiles 

0 - 25 16 - 21 0 – 25 

25 - 50 21 – 24 25 – 50 

50 - 75 24 – 29 50 – 75 

75 29 - 72 75 – 100 

Schooling 

Incomplete high school 2 1.1 

Complete high school 10 5.3 

Undergraduate 89 46.8 

Graduate 36 18.9 

Post-graduate 53 27.9 

Total 190 100.0 

Source: Elaborated by the authors. 

 

Study 1 

Study 1 aims to understand which variables influence the intention to share videos on WhatsApp (IC). 
Indeed, a literature review was carried out in order to identify variables that influence the intention to 
share videos. The following variables were found: opinion recipients (OR); Status-seeking (SS); Video 
preference (VP); socialization (SO) and search for entertainment (SI). 
 
The first study was carried out with 190 respondents because 18 was removed in the filters questions. 
The first step was to analyze Cronbach’s Alpha and convergent and discriminant validities of the 
constructs (Table 5) and then, test the hypotheses by Structural Equation Modelling using the AMOS. 
Convergent and discriminant validities are well adjusted according to the literature (Byrne, 2013) so that 
we started the hypotheses tests. To test the first five hypotheses (Table 6), the following values were 
obtained: CMIN/DF (2,389); CFI (0.91), IFI (0.91) and TLI (0.90).  

 
Table 5 - Cronbach’s Alpha, Convergent Validity and Discriminant Validity 

 Cronbach’s Alpha CR AVE MSV ASV 

ET 0.912 0.913 0.779 0.545 0.25 

OR 0.805 0.817 0.533 0.181 0.102 

SS 0.808 0.826 0.614 0.220 0.178 

VP 0.812 0.799 0.573 0.496 0.277 

SC 0.805 0.814 0.594 0.545 0.284 

SI 0.900 0.907 0.768 0.201 0.102 

Note: Composite Reliability (CR) > 0.7; Average Variance Extracted (AVE) > 0.5; Maximum Shared 
Square Variance < AVE; Average Shared Square Variance (ASV) < AVE, according to Garver and 
Mentzer (1999). 
Source: Elaborated by the authors. 
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Table 6 - Hypothesis test 

Dependent 

Variable 

Independen

t Variable 

Non-Standardised 

Factor Loadings (b) 

Standard 

error (ε) 

Standardised 

Factor 

Loadings (β) 

Test T Hypothesis 

SI OR 0.072 0.146 0.491 0.624 H1 - Not supported 

SI SS 0.134 0.146 0.915 0.360 H2 - Not supported 

SI VP 0.694 0.198 3.505 *** H3 - Supported 

SI SC -0.501 0.231 -2.164 0.030 H4 - Not supported 

SI ET 0.298 0.129 2.305 0.021 H5 - Supported 

Source: Elaborated by the authors. 

 

We observed that H1 (opinion receiver → intention to share) and H2 (status-seeking → intention to 
share) were not supported to intention to share videos. A possible explanation is that the receiver may 
whether or not share videos or messages and the opinion leaders may not know if he/she share them 
once WhatsApp does not provide this information to them. According to Park et al (2009) and Le and 
Ma (2012), status-seeking is based on a number of opinions one can make after sharing messages or 
videos. The same way occurs with status-seeking due to the impossibility to know if most people would 
say something about the messages and videos due to other people belong to several groups that the 
transmitter does not belong.  
 
The construct Perceived Preference of Videos presented the highest positive influence on Intention to 
Share Videos. Indeed, it is considered an important success key as a predictor to intensify the intention 
to share videos. 
 
Socialization also influences intention to share videos but this influence is negative. So, H4 is not 
supported. This means that the higher the socialization the less is the level of sharing videos. It might 
occur because WhatsApp needs to one may have a priori contact with members outside his/her social 
networks. Park et al (2009) affirm that social networks exist with the purpose of one belonging to groups. 
Entertainment has also a positive influence on intention to share videos on WhatsApp. These findings 
are consonant to Park et al (2009), who suggests that people use social networks as a source of fun and 
leisure time. Nov, Naaman and Ye (2010) argue that sharing information is a way of entertainment. 

 
Study 2 
 
A second study was carried out in order to analyse which types of video appeals influence the intention 
to share videos, attitude towards the ad and information seeking. Data were analysed vi a ANOVA 
comparing with each constructs above. For the attitude towards the ad the results show (Mtrad= 4.40, 
SD= 1.44; Msex= 3.96, SD= 1.48; Mhum= 3.76, SD= 1.65; F(2, 186)= 3.045, p= 0.05) that are significantly 
different among the different types of videos. For the intention to share videos (Mtrad=1.80, SD= 0.99; 
Msex= 2.97, SD= 1.88; Mhum= 2.22, SD= 1.66; F(2, 186)= 9.52, p<0.000) the outcomes show that are 
significantly different among the different types of videos. Finally, for information seeking resu lts show 
that are not significantly different among the different types of videos (Mtrad=2.66, SD=1.51; Msex=3.11, 
SD= 1.68; Mhum= 2.89, SD= 1.80; F(2, 186)= 1.173, p=0.312). So, hypothesis H6 and H7 were supported, 
but H8 was not supported.  
 
Table 7 presents the results of the post hoc Hochberg GT2 test indicated when there are disparate numbers 
in each sample group. We can perceive that there are significant differences in attitude towards the ad 
between functional and humor appeals. Furthermore, we also found differences in intention to share 
videos between sexual and functional and sexual and humor appeals.  
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Table 7 - Post hoc test for the questionnaire related to the constructs 

Construct Type of Video Type of Video Average Difference (I-J) Standard error Sig. 

Attitude towards the ad 

Traditional 
Sexual Content 0.44631 0.26846 0.266 

Humoristic 0.64671 0.27087 0.053 

Sexual Content 
Traditional -0.44631 0.26846 0.266 

Humoristic 0.20040 0.27893 0.853 

Intention to share video 

Traditional 
Sexual Content -1.17138* 0.27071 0.000 

Humoristic -0.41358 0.27313 0.344 

Sexual Content 
Traditional 1.17138* 0.27071 0.000 

Humoristic 0.75780* 0.28126 0.023 

Source: Elaborated by the authors. 

 
Additional Results 
 
Given to the importance for firms to focus and understand their target audience, we also analysed 
differences between the sex of respondents. For Attitude toward Ads, the results (Mmale = 4.40, SD = 
1.37, Mfemale = 3.72, SD = 1.63, F (1,187) = 9,481, p = 0.002). For Intention to Share Videos and 
Information Seeking, the results were also significant (Mmale = 2.60, SD = 1.74, Mfemale = 2.02, SD = 1.40, 
F (1.187) = 6.208, p = 0.014) and (Mmale = 3.20, SD = 1.70, Mfemale = 2.56, SD = 1.57, F (1.187) = 7.255, 
p = 0.008), respectively. These results emphasize the differences in behavior between men and women.  
In addition, we also analyzed whether or not differences of Attitude towards the Ad, Intention to share 
videos and Information Seeking for men and women with the types of video ads occur. For the traditional 
video advertising, there was no difference between them. For sexual appeal advertising, Attitude towards 
the Ad and Information Seeking were higher for men than for women, (Mmale = 4.28, SD = 1.44; 23 
Mfemale = 3.42, SD = 1.43; F (1,187) = 5,197, p = 0.026) and (Mmale = 3.56, SD = 1.73, Mfemale = 2.43, SD 
= 1.38, F (1.187) = 6.540, p = 0.013), respectively. However, for Intention to Share Videos (Mmale = 3.31, 
SD = 1.97, Mfemale = 2.42, SD = 1.63, F (1.187) = 3.352, p = 0.072), the difference was not statistically 
significant. Finally, for funny advertising, the only difference was for Attitude towards the Ad (Mmale = 
4.54, SD = 1.19, Mfemale = 3.42, SD = 1.72, F (1.187) = 6.234, p = 0.015), where men had higher average 
answers than women. These higher averages may have occurred due to the fact that the product appeared 
in the ads was a car so that for psychological reasons, cars are higher valued by men than by women 
(Buss, 1988). 

Discussion 
 
This article built and contributed to the lack of investigations that explore WhatsApp as a dissemination 
and sharing tool (Duffett, 2016). Our research has contributed to academia due to an innovative empirical 
advance between WhatsApp and the Theory of Uses and Gratification (U&G).  
 
The results of Study 1 showed, from hypothesis 1, that being an opinion receiver does not influence the 
individual to share videos on WhatsApp. Research indicates that when following an opinion leader, 
receivers would intend to share the video to expand knowledge (Zhao & Detlor, 2021). Still, the finding 
of this research demonstrates that not every type of video is interested in sharing. Hypothesis H2, which 
tested the effect of status-seeking, was also not supported, showing that video sharing is not always in 
search of status. 
  
Then, it was evidenced that the preference for the received video is a predictor of the intention to share 
videos, supporting hypothesis 3. Previous studies have argued that the preference is defined by those 
who want to see more news about their interests (Mojzisch, Grouneva & Schulz-Hardt, 2010; Sundar, 
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1999). In our evidence, video preference had the most significant impact on video sharing intention. In 
other words, if someone likes the video, they're likely to share it. This result may be due to the fact that 
individuals tend to positively evaluate something of their interest (Mojzisch, Grouneva & Schulz-Hardt, 
2010). Video preference was the most important predictor of intention to share on the internet, 
corroborating the findings of Ma et al. (2014). 
 
We decided to explore the impact of socialization on video sharing intent. Based on previous studies 
(Chen & Corkindale, 2008; Sun et al., 2006), individuals use social networks for various reasons, such as 
communication and socialization, allowing them to express themselves through sharing photos, 
messages, and videos. Our hypothesis was not supported; however, it showed a significant but negative 
relationship. Our evidence reports that individuals who understand that videos are essential for 
interacting share less. In contrast, individuals with a higher intention to share videos believe that it is not 
important to socialize with others. This result may stem from the fact that existing interactions on 
Whatsapp need to have a priori contact with members outside this network. Therefore, when sharing a 
video, individuals do not do so because they want to socialize since they probably already know each 
other outside the social network. These results are in opposition to the literature.  
 
In hypothesis 5, a supported hypothesis was investigated whether entertainment positively influences the 
intention to share videos. This result corroborates the perspective that individuals engage in social 
networks to find leisure and entertainment (Park et al., 2009; Chen & Corkindale, 2008; Larose et al., 
2001), generating involvement and fun (Lee, Goh, Chua & Ang, 2010; Kim et al., 2021). Furthermore, it 
can be inferred that Whatsapp, a dynamic and interactive social network, is a hobby among individuals, 
helping to combat boredom (Dunne et al., 2010; Lee & Ma, 2012). 
 
Then, Study 2 showed which types of video appeals influence video sharing intention, attitude towards 
the ad, and information search. For the development of attitude towards the advertisement, the 
traditional appeals obtained higher averages; however, this appeal was significantly different from the 
humorous appeal. On the other hand, sex appeal videos can be superior to humorous and functional 
videos to develop video sharing intent among individuals. This result corroborates the perspective of 
sharing sex appeal videos identified by Ackerman, Ehrenreich, and Underwood (2017).  
 
Sex appeal was the type of video that showed the highest level of sharing and information-seeking intent. 
In addition, we can also mention that humorous ads follow these influences in second place. Non-
traditional ads have higher levels of information seeking and sharing purpose, so we argue that companies 
should use these videos if their communication goals are high sharing and information seeking rates 
about their products or services. 
 
Finally, as additional results, we also observed that men and women have different characteristics 
compared to these video ads, an effect similar to Sun et al. (2021). The latter pointed out that men and 
women have different attitudes towards the type of content. As for the intention to share videos, attitude 
towards the ad, and search for information, men showed higher and more significant levels than women. 
Then, regarding types of videos, men showed higher levels when compared to sex appeals and humorous 
ads, but there was no difference compared to traditional ads.  

 

Conclusions 
 
This study analyzed the causal relationship between motives and behaviors on intention to share videos 
in WhatsApp and how this intention and the attitude towards the ad and the information seeking vary 
according to the type of video. The results showed that Preference for the Video, Entertainment, and 
Socialization influence the intention to share videos in WhatsApp. We also presented additional evidence 
about the differences between the type of the video and the gender.  
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The first study clarified which variables influenced the intention to share videos. Indeed, video preference 
and entertainment influence positively intention to share. Therefore, firms should focus on the 
consumer's preference for the video and information seeking when they plan to produce their videos if 
they want their videos to be shared on WhatsApp. 
 
The second study aimed to understand which type of ad would have higher levels of intention to share. 
The first evidence indicated that men are more likely to have a favorable attitude towards the ad, intention 
to share video and information seeking. On the one hand, we emphasize that humoristic ads are those 
that cause higher levels of favorable attitude toward men. On the other hand, traditional advertisements 
cause higher impacts for women.  
 
The first limitation is the non-probabilistic sample of our study. We also did not perform a previous test 
to know if the respondents had any preference for the advertising brand. In addition, we also did not ask 
if respondents had an interest in acquiring a car due to the situation that respondents may have no 
intention of seeking for information about a car or had no purchasing power to buy one.  
 
As suggestions for future research, we believe that heavy and light users may differ in the behavior of 
sharing videos. The same way may occur with the ones who use more or less WhatsApp. Some constructs 
demonstrated no differences between men and women and some did not influence the Intention to Share 
videos or negatively influenced it. A deeper understanding of these outcomes is also necessary. More 
surveys to measure the influence of video types on the purchase intention and the testing of other product 
categories with their target audiences should be conducted for future studies. Finally, we suggest 
measuring how different types of videos influence the intention to purchase and their relationship with 
other product categories and target audience. 
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