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[Abstract]

Viral video advertising is being used in the advertising and film industry for pre-promotion of certain
products or pre-release films which has a lot of effect on investment. An analysis of viral video
recognition is needed to predict future development directions. In response, the study conducted a
survey on viral videos, focusing on college students in their 20s, who are the most exposed to
advertisements and movies. Through this, the survey was conducted on recognition of viral videos,
memorable viral videos, satisfaction level, message propagation method, positiveness of viral videos,
expected future development, and desired viral video type. The survey showed that viral video
recognition was 16.7% and the most memorable viral video; the "Let it Go" viral video from the
movie "Frozen" was 69.1 %, according to the survey. The satisfaction level was not high at 31.2 %,
and 73.5% of people sent messages to others after watching viral videos, which was very high.
Negative opinions on viral videos were low at 13.7 %. 64.5% of the surveyors said the future of the

viral videos would "develop" and 6.7% said would “not develop."
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I. Introduction
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Table 1. The difference between viral advertising
and traditional media advertising

Traditional media comparison viral advertisin
advertising standard 9
. Advertising specific group or
th | R
e public Target individual
Limit Message No limit
Forwarding
message
Temporary . permanent
persistence
message .
L U High
ow reliability '9
Limit message No limit
quantity
expressive
Limit method of No limit
expression
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II. Related works

1. viral video and related works
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III. Main subject

1. Research Questionnaire Direction and Analysis
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Table 2. Detailed Configuration of Questionnaire

No Survey Contents Detail

Q1 Gender Classification |(MMale, @female

(MHumanities and Social
Sciences,QEngineering,

®Art

Q2 What is your major?

@DTV,QRadio,®Newspaper,
@®Magazine,®Computer,
®Smart Phone,@etc.

Q3 Media to get news

How long do you watch @Less than 1 Hour,

Q4 @1 to less than 2 Hour,
TV a day? @32 Hour or over,@No watch
(MDYoutube,@ONaver TV,
a5 How do you watch the |®facebook,@Daum TV
video? ®tving,@poog,@instagram,
®café,@blog,@etc.
Q6 Do you know what a MKnow, @Do not Know

viral videos is?

(MVirus File Image,
@Uploaded after the
Drama, @promote
through SNS, @False
Information

What do you think "viral

a7 video" is?

(Okja, @Guardians of
the galaxy , @Frozen -
Let It Go, @The Martian
- Interview, ®0ther Viral
Video, ®Did not See

What is the most
Q8 | memorable viral video
of the movie?

(MVery satisfied,
@Somewhat satisfied,

When viewing viral
images, what is the

Q9 average satisfaction ®Neutral,
level of the information | @Somewhat dissatisfied,
provided? ®Very dissatisfied

Have you ever watched a

Q10 viral video and communicated g;/reeryu;et?ue(g)t\llyér
about it through video stories | . q Y. y
infrequently, @not at all

or messages?

(MSpeak Directly, @Speak
on the phone, @Speak
on the Katalk,@Text

How do you deliver viral

qn videos to others?
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(Very satisfied,
@Somewhat satisfied,
®Neutral,

@Somewhat dissatisfied,
®Very dissatisfied
(MDevelop Very Much,
@Develop, Neutral,
®Not Develop, @Not
Develop Very Much
(MVideo giving more
information, @Impressive
video, @A laughing
video, @Fake Video

How do you feel about

a1z viral video?

How do you think viral
Q13| video advertising will
develop in the future?

What kind of video do
Q14| vyou think is good for
viral ads?

2. Survey Results of Cognition about Viral Video
R HolA 1189% At 72%(61%). ofxt 46%(39%)
oz YA H|go] 61%= Ag =

Table 3. Gender classification of survey participants

Variable Classification Value (%)
Male 61.0%
Gender Female 39.0%

A= Aofrtol] tigh AS2A0IA SSHAE 5375(44.9%),
AJAIEAL 4875(40.7%), ATARIAIL 177(14.4%)0].

Table 4. classification of Majors

Variable Classification Value (%)
Humanities & Social Sciences 14.4%
Majors Enginerring 44.9%
Art 40.7%
M2 JEES ol@A FES=A]of thgt Az A

OEZ 83%Y(56.5%), AFE 409(27.2%), TV7t 219
(14.3%)=02 UGt AfEZO|L QIEHIo] st
571 ol 71 AeA ojho] oA Alw(27,1.4%) ol
U AR(1%.0.7%)= o AA UEpREen, dxjof 2t
L A= 0%(0%) =2 LHERsT

Table 5. Media to get News

Variable Classification Value (%)
TV 14.3%
Radio 0.0%
o,
Media to get News Nl\j;vgsapjgzr [1];1;:
Computer 27.2%
Smart Phone 56.5%

PEES 13k5te] TVE AASHE= AP 1Y 24]

1
o|Ao] 53W(45.3%)2 7FaF =7 LERdTh AL ofF 3}

=

rr

7897F 2278(18.8%), 19 1A|t0|gto] 2375(19.7%), 1A[7t
o|A} 2417t olul7T 19%8(16.2%) 2 UERJT) AA|| A& S
GRS TV Al%go] 1AI7E o]ido] 61.5%=2 =A| LFERTE

453 %

30.0%

197 %
200% |—o N
0.0%

Lessthan 1 Hour

1o less than 2 Hour 2 Hour or over Nowatch

Fig. 1. How long watch TV a day
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Fig. 2. How do you watch the video?
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Table 6. Viral Video recognition

Variable Classification Value (%)
Viral Video Know 16.7%
Recognition Do not know 83.3%

“ulol Qo] Rotolen AZISHE)? 2l Ao

DZFE] oA TUFAN11.7%), Q=2 8
Sof| st 715 23 FAH10.7%), @SNS & S5t
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Table 7. What is viral video?

Variable Classification Value (%)
What i Computer virus file 11.7%
vi?alls Uploading file after the Drama 10.7%
. Promote through SNS 69.9%
video? - -
False information 7.8%
714} 7]0jo]] W= ojate] ujo] QjAke Bolelrl?”

Ol‘

ek TAIRQ AR OBES PE) SAtE W AL
3.6%, @ Guardians of the galaxy (2017) 43 431
djola gAF 10.9%, ® H2L=(2013)0)A4] “Let it go”
w2fGA 69.1%, @ UHA(The Martian-2015) 9idjo]H
o] AHRFY 10.9%, ® & violE F (KA 71A)
5.5%, ® ulolz @Ake Bxlo| girt 0%= Uehdrh

P

Remembering Viral Video

B1%

108% 108%
100% 16% . . 55%
- | .

Okja Guardiansof the gaaxy Frozen-Let it Go

The Martian- Interview Qther Viral Video

Fig. 3. Remembering viral video
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satisfaction about Viral Video
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Fig. 4. satisfaction about viral video
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Viral video delivery experience
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400%
350%
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200%
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Fig. 5. Viral video delivery experience
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Viral video delivery method
£0.0 % s3E
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Fig. 6. Viral video delivery method
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Feeling about viral video
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Fig. 7. Feeling about viral video
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Future Viral Video
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Fig. 8. Future Viral Video

vlo]|d Ty gAFS ojd JAto] 2oty ASHE=7}? 2t
+ Aol "2 Y0l 46.4% =2 TV =2 vl EE UE
S, HEE Ak 9T 27.5%, WES Fe A

21.0%, AR B(IIREA) G4} 5.1% 2202 LpERdTH

Variance 0.587 2.518 0.531 0.702
Number of 103 106 48 49
observations
Division Q11 Q12 Q13 Q14
Mean 2.256 2.775 2.346 2.290
MCV 3 3 2 3
Standard deviation | 0.966 0.878 0.810 0.930
Variance 0.933 0.770 0.656 0.864
Number of 39 102 104 138
observations
AulAIo] o3 HEE W L WA BAL Hool P
o} ZF Aol gigh Ao, 5 o & B s
ZAL o2 7Y A7o| gt A Ajolg Yotk 1A} gt

Table 9. Number of observations, sum, average, variance

No Division Number| Sum | Average | Variance
Desired Viral Video Engineering 53 59 1.113 0.102
. Art 48 81 1.688 0.219
Q2 | HSS(Humaniti
es and Social 17 24 1.411 0.257
27.5% Sciences)
=0 Engineering 68 319 4.691 3.351
on Q3 Art 57 295 5175 | 2.647
10.0% HSS 22 115 5.227 2.184
- Engineering 53 142 2.679 1.068
Vi dic;cg”':‘.‘\;;gcmncre mpressive video A Bughing FakeVideo 04 Art 47 124 2638 1019
HSS 17 42 2.470 0.890
Fig. 9. Desired Viral Video Engineering 30 90 3 6.690
Q5 Art 85 236 2776 6.247
3. Statistics Details about Viral Video _HSS_ Ll L7 2582 | 6944
Engineering 47 87 1.851 0.130
A = SHURE 14979 1= A 52 53t | as Art 46 82 1783 | 0.174
colEle] W, AU BEUA 3, B BELE & Hss s 1 2 | 195 | 007
. Engineerin 44 11 .6 .687
ofmoltt Q9-Qll B Q8 ABAM “ulold FHE | o7 T An | 122 | 2773 | 0505
EXo] Qct "2 kg 5} 73900] o] Qo B5to 2 MEA HSS 15 42 2.800 0.600
g0l £ HQOIL £ Bl T IESUE AR | op |y | 4 | 105 | 4oy | serd
sto] STt AoiRpEn B2 Ft ok ZF 2R HSS 16 87 5438 | 1.463
o Y = Engineering 23 63 2.739 0.747
OlEIGEE A% oot 3AfRlE UL, 4vAiRteidA Q9 Art 22 56 2.545 0.355
Y2dS sho] LERATH HSS 3 8 2667 | 0333
Engineering 22 67 3.045 0.807
Table 8. Statistical values such of mean, standard Q10 Art 24 67 2.792 0.607
deviation, etc HSS 3 9 3 !
! ' Engineering 17 39 2.294 0.971
Division Q3 Q4 Q5 Q6 Qn Art 20 43 2.150 0.976
Mean 4959 | 2632 | 2742 1.833 HSS 2 6 3 0
MCV Engineering 44 128 2.909 0.968
(Most common value) 6 3 1 2 Q12 Art 42 105 25 0.598
Standard deviation | 1.712 1.005 2.554 0.374 HSS 16 50 3.125 0.383
Variance 2.930 1.010 6.524 0.140 Engineering 45 117 2.6 0.836
Number of Q13 Art 43 88 2.047 0.474
observations 147 1 182 108 HSS 16 39 2.438 0.263
Division Q7 Q8 Q9-21 Q10 Engineering 55 129 2.345 0.971
Mean 2.738 4.462 2.646 2.918 Q14 Art 64 142 2.219 0.777
MCV 3 6 3 3 HSS 19 45 2.368 0.912
Standard deviation | 0.766 1.587 0.729 0.838
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Table 10. The null hypothesis verification table
through analysis of variance
Cause Root
Q of ST G DF | mean F P-value F
square critical
change square
TR(trea
8.317 2 4.158 | 24.213 | 1.68E-09| 3.075
tments)
a2 residual| 19.751 | 115 | 0.172
sum 28.068 | 117
TR 9.131 2 4566 | 1570 | 0211 | 3.059
Q3 |residual | 418.624 | 144 | 2.907
sum | 427.755| 146
TR 0.563 2 0.282 | 0275 | 0.760 | 3.076
Q4 |residual | 116.634 | 114 | 1.0231
sum | 117.197| 116
TR 3.811 2 1.906 | 0290 | 0.749 | 3.046
Q5 |residual | 1177051 | 179 | 6.576
sum | 1180.863| 181
TR 0.283 2 0.142 | 1.010 | 0.368 | 3.083
Q6 |residual| 14.717 | 105 | 0.140
sum 15 107
TR 0.250 |2000| 0.125 | 0.209 | 0.812 | 3.087
Q7 |residual | 59.673 | 100 | 0.597
sum 59.922 | 102
TR 1792 |200| 896 3.75 0.03 3.08
Q8 |residual | 246.43 | 103 | 2.39
sum | 264.35 | 105
TR 0.423 2 0.212 | 0388 | 0.681 | 3.204
Q9 |residual | 24.556 | 45 | 0.546
sum 24979 | 47
TR 0.761 2 0.380 | 0532 | 0.591 | 3.200
Q10| residual| 32.913 | 46 | 0.715
sum 33.673 | 48
TR 1.356 2 0.678 | 0.716 | 0.495 | 3.259
Q11| residual| 34.079 | 36 | 0.947
sum 35.436 | 38
TR 5.927 2 2964 | 4082 | 0.020 | 3.088
Q12| residual| 71.886 | 99 | 0.726
sum 77.814 | 101
TR 6.894 2 3.447 | 5741 | 0.004 | 3.086
Q13| residual| 60.644 | 101 | 0.600
sum 67.538 | 103
TR 0.611 2 0.305 | 0.350 | 0.705 | 3.063
Q14 |residual| 117.795| 135 | 0.873
sum | 118.406 | 137
Table 11. hypothesis and result
No. | hypothesis Result
There is no difference depending on the -
Hy . " o, Rejection
major about “gender classification”.
There is no difference depending on
Hs the major about “media to get news” Accept
Ha There is no difference depending on the Accept
major about “How long watch TV a day”
There is no difference depending on
Hs the major about “what do you use Accept
the video for?”
There is no difference depending on
He the major about “Do you know what Accept
a viral video is?”
There is no difference depending on
H; the major about "What do you think Accept
the viral video is?"

No. | hypothesis Result
There is no difference depending on
Hg the major about "What is the most
memorable viral video?"

There is no difference depending on
Ho the major about "How satisfied are
you with the viral video? ”

There is no difference depending on
the major about "After watching the
viral video, do you send messages to
people around you?"

There is no difference depending on
the major about "How do you send
messages to people after watching
viral videos?"

There is no difference depending on
Hi2 | the major about "How do you feel
about viral video?"

There is no difference depending on
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