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Abstract: This study examines the role of emotional appeals in short-form video
advertising and the corresponding online engagement measured through likes,
comments, and shares on social media. A corpus of 50 Samsung brand video posts,
released on both TikTok and Instagram, was analyzed to compare platform-spe-
cific engagement for identical content. Using a one-way ANOVA with a post-hoc
Tukey test, the results indicate that videos evoking joy and affection generate sig-
nificantly more likes than those evoking curiosity, while curious content, in turn,
outperforms proud content on TikTok.

The analysis did not reveal significant connection between the emotions
used in short-form videos and their engagement on Instagram. The analysis of
emotional valence suggests that positive emotions are predominantly employed in
digital communication, with curiosity emerging as the most frequently utilized
appeal in short-form videos. These findings provide valuable insights for scholars
and communication professionals seeking to understand how emotional appeals
in digital advertising can influence user engagement.
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Introduction

The rapid expansion of social media platforms, coupled with the predomi-
nant use of mobile phones for internet access (Datareportal, 2024) [1], has re-
sulted in a marked increase in short-form video content on platforms such as Tik-
Tok and Instagram (Meng et al., 2024). [2] Advertising placement channels are
no longer isolated or homogeneous, allowing consumers to encounter multiple
types of messages concurrently (Young, 2014) [3]; notably, 77% of television
audiences also go online while watching TV (Morrissey, 2009). [4] In response
to this evolving digital landscape, companies are revising their marketing strate-
gies by adopting a more digital approach (Casais & Veloso, 2024) [5], where they
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can exert greater control and optimize their tactics in real time. Furthermore, the
emphasis on creative content in digital spaces, where mobile phone usage pre-
dominates, is in itself driving changes in how such content is designed for maxi-
mum effectiveness. This emerging mode of content creation, tailored to contem-
porary demands, has been termed “short-form video advertisement” (Meng et al.,
2024) [6].

With the rapid expansion of digitization, consumers are exposed to a con-
stant stream of messages each day, many of which only manage to capture their
attention briefly (Young, 2014). [7] Meanwhile, social media usage, algorithm-
driven personalisation, and the rise of short-form videos encourage excessive
consumption, often leading to binge-scrolling (Park & Jung, 2024). [8] This dy-
namic results in greater exposure to advertisements but diminishes the amount of
time devoted to each individual advertisement (Park & Jung, 2024). [9]

Given that creativity remains a decisive factor in video advertisement ef-
fectiveness (Nielsen, 2017) [10], both practitioners and researchers have begun
to adapt their investigations to determine how short-form video advertisements
can be made more effective and to assess their impact on various persuasive di-
mensions. Google (2023) [11] analyzed 17,000 advertisements and introduced
the ABCD model, Attention, Branding, Connection, Direction, which provides a
framework for creating digital ads. Drawing on the established AIDA model,
Google (2023) [12] incorporates elements such as music, characters, and various
creative assets to capture attention and reinforce branding, resulting in an average
short-term sales increase of 30% (Le Port, 2022). [13] Although this model co-
vers a broad range of creative factors, other researchers have opted for more fo-
cused investigations. For instance, Wang et al. (2023) [14] explored the role of
music in shaping consumer behavior, concluding that slower-tempo songs in vid-
eos elicit heightened mental stimulation. Meanwhile, Qi et al. (2024) [15] studied
narrative versus non-narrative short-form videos, finding that narrative videos
cultivate more favorable brand attitudes. In a related study, Cho et al. (2024) [16]
examined predictors of short-form video popularity, highlighting that compelling
visual elements and relevant textual descriptions are key factors.

Despite growing interest and popularity surrounding short-form video con-
tent, scholarly attention to its commercial impact remains limited, indicating a
significant gap in the literature (Xiao et al., 2023). [17]

Although numerous studies have investigated the role of emotions in ad-
vertising and their effects (Chaudhuri, 2006; Golan & Zaidner, 2008; Japutra et
al., 2022) [18]; [19]; [20], most have addressed advertising broadly rather than
focusing on short video formats. Furthermore, while other research has examined
how emotional or rational elements relate to digital consumer engagement (Kim
& Yang, 2017) [21]; Zengin & Zengin, 2020) [22], the analyzed corpus in these
studies included various types of posts and did not specifically target short-form
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video content. Jenkins (2018) [23] analyzes various types of appeals that fall
within emotional or rational dimensions, suggesting that humor is frequently en-
countered in viral posts. While humor can be associated with the emotion of joy
(Savage et al., 2017) [24], the analysis conducted focuses more on a series of
conceptual elements present in images rather than on emotions themselves.

Considering the gap in the existing literature and the growing importance
of short-form videos in brand promotion within the online environment, this
study aims to explore the connections between the types of emotions used in
short-form videos and their engagement levels. The research focuses on different
forms of engagement that require degrees of user involvement, specifically likes,
comments, and shares.

Literature Review

Short-Form Video Ads

Short-form videos currently represent the most popular video format
(Manic, 2024) [25] and constitute the fastest-growing type of advertising in the
digital environment (Grewal et al., 2016). [26] This format is particularly associ-
ated with TikTok, which is both the fastest-growing social media platform and
the fifth largest globally in terms of user numbers (Dixon, 2024a). [27] Short-
form videos are also present on Instagram, in the form of Reels. Among the plat-
forms utilizing this format, TikTok and Instagram demonstrate the greatest in-
fluence on impulse purchases following exposure to short-form video content
(Adobe, 2024). [28]

Recently, numerous companies have recalibrated their digital marketing
strategies, shifting toward the production of short-form video content (Manic,
2024). [29] This approach aligns more effectively with contemporary consumer
media consumption patterns and provides expanded interactive capabilities. For
example, content produced in a 9:16 ratio can be shared as both Reels and Stories,
thereby reducing distribution costs and facilitating increased interaction; users
can simply click embedded links to be redirected to websites where products can
be purchased (Ge et al., 2021). [30]

Compared with traditional television advertising, short-form videos offer
multiple advantages, both economically and persuasively. Their short duration
allows for quicker content comprehension (Wang, 2020) [31] while pushing ad-
vertising professionals to develop more creative strategies within a limited
timeframe, given consumers’ constrained attention spans (Redi et al., 2014). [32]
These formats are also more adaptable across various platforms and media
(Weinstein, 2022) [33], broadening the reach of a single piece of content. Such
adaptability has economic benefits, as a single production can be disseminated in
different forms at significantly lower costs compared to traditional television
commercials (Meng, 2024). [34]
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Emotions in Advertising

Appeals to emotion play a critical role in the effectiveness of advertising
messages, as they tend to be more memorable and less susceptible to change than
rational appeals (Chaudhuri, 2006). [35] The use of emotional appeals helps dif-
ferentiate brand communication and shape its personality (Yeshin, 2012). [36]
Given their importance, emotions have been extensively studied in the context of
advertising. Poggi (2011) [37] suggests that emotion serves as a link between
cognition and affect in persuasive communication, thereby influencing the over-
all effectiveness of the message. Japutra et al. (2022) [38] examined appeals to
gratitude versus happiness, finding that gratitude-based appeals can increase pur-
chase intentions for self-made products. Meanwhile, Stavraki et al. (2021) [39]
investigated how emotions influence information processing, concluding that
emotional diversity affects the manner in which individuals process and validate
information. They further demonstrated that even a single emotion can elicit var-
ying levels of information processing.

Brand-focused studies in the online environment that examine emotions re-
main scarce and often present contradictory findings. Tellis et al. (2019) [40] sug-
gest that audiences prefer advertisements with emotional content, and that posi-
tive emotions significantly increase content sharing, whereas negative emotions
such as fear and shame have a limited impact on virality. This indicates that peo-
ple tend to avoid sharing content that evokes discomfort. The impact of positive
emotions on engagement is further supported by another study that compared the
2,000 most shared Facebook posts with the 2,000 least shared ones (Yuki, 2015).
[41] The findings suggest that content eliciting happiness and enthusiasm has the
highest likelihood of being shared, while negative emotions such as sadness or
anger do not correlate with significant engagement.

Conversely, a study analyzing 19,343 brand-related messages on Twitter
found that informational cues generate significantly higher engagement rates than
emotional cues (Araujo et al., 2015). [42] The same study highlights that for con-
tent to be widely shared, it must integrate both technical elements, such as links
and hashtags, along with rational and emotional content, suggesting that the di-
chotomy between rational and emotional appeals i1s most effective when com-
bined. Those inconsistencies, coupled with the limited number of brand-focused
studies, create ambiguity regarding the mechanisms through which emotions in
social media posts impact consumer behavior within a brand-related context.

Research on emotions in the digital domain has also explored a transfor-
mational perspective. Golan and Zaidner (2008), [43] for example, analyzed 360
viral advertisements and observed that these ads often rely on a transformational
approach, suggesting that virality is correlated with emotion. Kim and Yang
(2017), [44] revealed that Facebook posts using ego-focused strategies (transfor-
mational messaging) tend to inhibit sharing but enhance appreciation (likes).
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Types of Emotions

The literature offers a diverse range of categorizations and interpretations
of emotions; however, this study focuses on those most relevant to the present
investigation. One of the most comprehensive frameworks comes from Plutchik
(2001), [45] whose ten postulates outline eight primary emotions arranged in op-
posing pairs: joy vs. sadness, anger vs. fear, trust vs. disgust, and surprise vs.
anticipation. In Postulate 10, Plutchik (2001) [46] also categorizes emotions on
an intensity spectrum, low, primary, and heightened, resulting in a more nuanced
classification. While Plutchik’s (2011) [47] taxonomy offers a robust foundation,
this study uses it primarily as a basis for constructing a more streamlined coding
scheme that reflects the emotional appeals most commonly employed in adver-
tising.

Buck’s (2014) [48] categorization divides emotions into two valences: neg-
ative and positive. Within the positive valence, emotional messages can appeal
to love or virtue, which may further encompass compassion, sympathy, and har-
mony. Conversely, negative valence emotions evoke feelings of fear or guilt
(Cmeciu, 2013). [49]

This study incorporates various types of emotions into its coding scheme,
structured around positive and negative valences. Considering prior research on
primary emotions (Ekman & Friesen, 1975) [50]; (Plutchik, 2001) [51]; Buck,
2014) [52], a selection of key emotions has been identified for the coding frame-
work (see Table 1). Positive emotions include joy, love, affection, trust, curiosity,
enthusiasm, and pride, while negative emotions consist of fear, anger, sadness,
disgust, shame, and guilt.

Table 1. Selected Emotions for the Coding Scheme, adapted from Ekman & Frie-
sen (1975), Plutchik (2001), and Buck (2014)

Positive Emotions Joy

Love
Affection
Trust
Curiosity
Enthusiasm
Pride
Negative Emotions Fear
Anger
Sadness
Disgust
Shame
Guilt

Although positive emotions are traditionally associated with stronger mes-
sage performance (Lin & Pena, 2011) [53], this study seeks to examine both
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positive and negative emotions in relation to consumer engagement in the digital
sphere. Additionally, advertising is not exempt from the use of negative emotions,
as advertisements can incorporate either positive or negative appeals to elicit
emotional reactions from consumers (Kotler & Armstrong, 2016). [54]

Previous research indicates that positive emotions, such as gratitude, are
linked to higher purchase intention (Kim et al., 2018) [55], and Japutra et al.
(2022) [56] contend that positive emotions serve as salient predictors of adver-
tising effectiveness. In contrast, Tannenbaum et al. (2015) [57] provide evidence
that fear-based appeals, classified as negative emotions, can effectively change
consumer attitudes, intentions, and behaviors.

Despite these insights, existing studies have not thoroughly examined the
use of emotions in short-form video content or their impact on consumer digital
engagement. Therefore, the present study not only contributes new insights into
the emotional appeals characteristic of short-form video advertising but also in-
vestigates the relationship between these emotionally charged appeals and vary-
ing levels of user engagement.

Digital Consumer Engagement

Engagement Levels

Consumer engagement behavior encompasses actions that demonstrate
consumers’ attachment to an organization, product, or brand, reflecting varying
degrees of involvement (van Doorn et al., 2010) [58] Social media engagement
closely aligns with concepts such as consumer attention, involvement, and inter-
est (Calder et al., 2009). [59] The COBRA (Consumers Online Brand-Related
Activities) framework delineates three distinct forms of social network user be-
havior (Muntinga et al., 2011) [60]:

1. Consumption: Characterized by low levels of engagement and passive

activities, such as browsing reviews or viewing videos.

2. Contribution: Involves moderate engagement and more active partici-
pation, such as posting comments or rating products online.

3. Creative: Signifies the highest level of engagement, requiring substan-
tial cognitive effort. Examples include producing original content or
writing detailed product reviews.

These engagement categories are closely linked to consumers’ motivations
for participating in particular online activities, which can be classified as passive
or active. The active dimension is further distinguished by the degree of user
involvement or the level of contribution (Muntinga et al., 2011) [61] and partici-
pation (Shao, 2009). [62] At the highest level, creative behavior involves a sub-
stantial commitment of cognitive resources, reflecting a deeper investment in the
brand or product.
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Specific Behaviors in the Digital Environment

Online audience behavior can be monitored through various metrics pro-
vided by digital platforms, each of which entails a particular level of user engage-
ment. The types of engagement a post receives also influence how the social me-
dia platform's algorithm processes it, determining whether it will be shown to a
wider audience (Adobe, 2023a; Lauron, 2025). [63]; [64] This highlights the stra-
tegic implications of various user behaviors on a brand’s reputation and awarness
in the digital environment.

Like

The “like” function on brand pages enables users to express a straightfor-
ward preference for particular content. According to Lipsman et al. (2012) [65],
likes represent a simple yet direct form of interest in a brand, as well as an avenue
for personal expression (Schau & Gilly, 2003). [66] Social proximity also plays
an important role: a like from a close acquaintance may exert a stronger influence
on other users’ brand attitudes (Phua & Ahn, 2014). [67] A “like” can also be
considered an initiation of interaction from the consumer toward the brand, as it
reflects the consumer’s response to the content they have engaged with (Vivek et
al., 2012). [68]

Comment

Commenting constitutes a more involved form of user engagement, offer-
ing both technical and interactive benefits to a brand. While user comments can
enhance the visibility of a post (Adobe, 2023b) [69], the sentiment behind these
comments, whether negative or positive, can sway subsequent user engagement
behaviors. For example, expressions of disagreement in the comment section
may heighten the audience’s visual attention but reduce the likelihood of sharing
(Segesten et al., 2022). [70]

Share

The act of sharing is considered a high-level engagement behavior, as it
establishes a connection between the content and the user, contributing to the
individual’s self-representation (van Dijck, 2013). [71] Compared to liking or
commenting, sharing requires a greater level of commitment and involvement
from the user (Kim & Yang, 2017). [72] Building on this premise, existing liter-
ature identifies several motivations for sharing content, including the desire to
provide valuable information to others, self-promotion, and the need for self-def-
inition in a social context (Mehdizadeh, 2010; Tierney, 2010). [73]; [74] Consid-
ering that sharing represents a higher level of engagement compared to likes, it
can be suggested that the emotional appeals in brand content have had a stronger
impact on consumers. Sharing is driven by more complex motivations (Tellis et
al., 2019). [75]
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Developing the Research Questions

The Use of Emotions

The role of emotions in short-form video content has received limited
attention. Platforms supported by advertising, such as YouTube, have provided
general recommendations on incorporating emotion in short-form videos
(YouTube, 2024). [76] However, these guidelines focus on broad emotional ap-
peal elements, such as music or character presence, rather than specific emotional
types. Tang (2024) [77] explores communication strategies on TikTok, highlight-
ing how emotional themes contribute to a video's virality. Yet, this analysis cen-
ters on the mechanisms that evoke emotions rather than on distinct emotional
categories. Given this gap in the literature, we propose the following research
question:

RQ1: What is the most used emotion in short form videos for Samsung on
Instagram and TikTok?

Online Engagement

Engagement is widely recognized as one of the most significant indicators
of advertising effectiveness, as it not only increases digital visibility (Lipsman et
al., 2012) [78] but also fosters trust between the brand and its consumers (Sashi,
2012). [79] Social media engagement confers multiple benefits, such as promot-
ing favorable attitudes toward the brand (Zhang et al., 2018) [80] and influencing
brand perception (Schivinski et al., 2016). [81] In light of its importance, the
present study investigates the specific relationship between emotion and engage-
ment within short-form video content. Previous research exploring these connec-
tions has conceptualized emotional factors in terms of transformational dimen-
sions, including ego, sensory, and social (Kim & Yang, 2017; Jenkins, 2018) [82];
[83], or examined emotional appeals more broadly without differentiating by me-
dia format (Chaudhuri, 2006; Poggi, 2011). [84]; [85] Accordingly, this study
addresses the following research question:

RQ2: What type of emotion generates the highest level of engagement for
Samsung?

Emotional Valence

The debate regarding whether positive or negative emotional valence exerts
a greater influence on advertising effectiveness is well-documented in the litera-
ture. Traditionally, eliciting positive emotions has been linked to favorable brand
perceptions (Japutra et al., 2022). [86] Conversely, Tannenbaum et al. (2015) [87]
demonstrate that negative emotional appeals, particularly those invoking fear,
can be highly effective in influencing consumer attitudes, intentions, and behav-
iors. This effectiveness is further heightened when advertisements provide clear,
practical strategies to mitigate the threat.

Kapferer (2002) [88] shifts the focus from emotional valence to the inten-
sity of the conveyed stimulus, suggesting that exposure to unfavorable messages
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may elicit a stronger and more enduring response. He posits that the intensity of
the transmitted emotion is crucial to message persuasiveness, irrespective of
whether its valence is positive or negative.

In light of these perspectives, the present study aims to expand research in
this domain by addressing the following research question:

RQ3: Which emotional valence is associated with high and low engage-
ment for Samsung?

Methodology

A total of 50 advertisements for the Samsung brand were selected for this
study. Samsung ranks among the top 100 most valuable companies (Companies-
marketcap, 2024) [89] and is the second most frequently used mobile phone
brand worldwide (Statcounter, 2024). [90] In addition, the company is recognized
as a leading innovator in advertising and digital strategies, having earned over 26
awards at the 2015 Cannes Lions festival (Richards, 2016) [91], including the
Grand Prix for Social Influence (Rawlings, 2023). [92]

To facilitate a comparison between TikTok and Instagram, only advertise-
ments available on both platforms were analyzed. Recognizing that short-form
video content can encompass various categories, including social (Ge et al.,
2021), [93] this study focused exclusively on advertising content. For each ad-
vertisement, engagement data (likes, shares, and comments) were collected from
both platforms to determine the level of user involvement.

The digital spots were coded using primary emotions. This coding process
enabled the identification of the dominant emotion present in each short-form
video advertisement, which was then correlated with corresponding levels of en-
gagement. A parallel analysis was carried out for both platforms. Statistical anal-
ysis involved one-way ANOVA with a Post-Hoc Tukey test.

Finally, categories that were not represented in any of the evaluated adver-
tisements, namely love, anger, sadness, disgust, shame, and guilt, were removed
from the one-way ANOVA. Excluding these categories ensured that the statistical
results were more robust and meaningful, as no valid observations were available
for them.

Results

This study investigated the effectiveness of various emotional appeals in
Samsung’s short-form video content on TikTok and Instagram, with a particular
focus on how different types of emotions and emotional valences influence en-
gagement metrics such as likes, comments, and shares.

RQ1 studied which emotion is most frequently used by Samsung in short-
form videos Findings indicate that curiosity is the most commonly employed
emotion (44%, N = 22), followed by trust (22%, N = 11), joy (10%, N =5), af-
fection (8%, N = 4), enthusiasm (8%, N = 4), pride (4%, N = 2), and fear (4%, N =
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2). These results suggest that Samsung primarily adopts a curiosity-driven emo-
tional approach in its short-form video content, prompting viewers to explore its
products more thoroughly. The prominence of trust as the second most frequently
deployed emotion highlights Samsung’s emphasis on conveying reliability and
technological credibility to its audience. No significant differences were ob-
served in the frequency of emotions such as enthusiasm, pride, and fear. How-
ever, the presence of fear indicates that Samsung incorporates such an emotion
in its communication, even though its use is minimal.

RQ2 examined which type of emotion generates the highest engagement
for Samsung’s short-form videos on TikTok and Instagram. To address this ques-
tion, a one-way ANOVA with post-hoc tests was conducted to examine differ-
ences in engagement (likes, comments, and shares) based on emotional appeals.

Likes

The analysis revealed a statistically significant effect of emotions on the
number of likes on TikTok, F (6, 43) =2.69, p = 0.0163 (see Table). Specifically,
joy (M =724.95, SD = 314.67) and affection (M = 844.59, SD = 459.27) gen-
erated significantly more likes than curiosity (M = 27,315.54, SD = 15,146.16),
p < 0.05. Additionally, curiosity resulted in more likes than pride (M = 314.90,
SD = 231.40). No significant differences were observed for trust (M = 3,391.36,
SD = 15,146.16), enthusiasm (M = 1,434.54, SD = 1,015.46), or fear (M =
17,763.63, SD = 3,329.12).

The one-way ANOVA on Instagram data showed no significant effects of
emotion on likes for Samsung’s short-form videos, F(6, 43) = 0.95, p = 0.4583.
This indicates that the emotional appeal used does not appear to determine the
number of likes; thus, other factors may be influencing user engagement. For
instance, joy (M = 647.09, SD = 287.43) did not yield significantly more likes
than affection (M = 391.77, SD = 202.84), trust (M = 3,031.27, SD = 2,054.22),
curiosity (M = 5,530.50, SD = 3,422.70), enthusiasm (M = 846.86, SD = 691.86),
pride (M =203.45, SD = 140.52), or fear (M = 24,263.63, SD = 23,246.62).

Comments

The analysis performed on TikTok revealed no significant differences
among the emotional categories and user engagement in terms of comments. Spe-
cifically, joy (M = 491.54, SD = 348.92) did not generate significantly different
comment levels compared to affection (M =1,211.63, SD =1,142.91), trust (M =
540.00, SD = 331.41), curiosity (M = 892.50, SD = 339.30), enthusiasm (M =
2,903.86, SD =2,786.61), pride (M = 265.00, SD = 220.44), or fear (M = 468.95,
SD =326.90), F (6, 43)=0.06, p =0.7259. These results indicate that the type of
emotion employed in short-form video content does not have a significant impact
on users’ decisions to post comments on TikTok.
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A similar pattern emerged in the analysis of Instagram data, where there
were no significant differences in user comments across the various emotional
appeals. For instance, joy (M = 348.09, SD = 211.52), affection (M = 151.68,
SD =99.97), trust (M =294.54, SD = 196.62), curiosity (M =344.13, SD=74.79),
enthusiasm (M = 39.50, SD = 23.32), pride (M = 162.27, SD = 5.08), and fear
(M=206.13,SD=176.28), F (6,43)=0.59, p=0.7309 did not elicit significantly
different comment engagement. Notably, even when comparing negative-valence
emotions (e.g., fear) to positive-valence emotions (e.g., joy, affection), no statis-
tically significant variations in comments were observed.

Share

The TikTok analysis of sharing behavior revealed no statistically significant
differences among various emotional appeals, including joy (M = 33.13, SD =
20.41), affection (M = 17.36, SD = 10.88), trust (M = 102.00, SD = 47.11), curi-
osity (M =768.81, SD = 326.64), enthusiasm (M = 29.04, SD = 21.04), pride (M =
8.63, SD = 7.04), and fear (M = 3,260.63, SD = 3,225.85), F (6,43) =0.95,p =
0.04516. A similar pattern emerged for Instagram, where joy (M = 24.54, SD =
12.69), affection (M = 7.36, SD = 4.10), trust (M = 134.50, SD = 103.76), curios-
ity (M = 155.31, SD = 74.02), enthusiasm (M = 49.45, SD = 44.53), pride (M =
7.36, SD = 5.08), and fear (M = 8,885.36, SD = 8,815.23) also did not produce
significant differences, F (6, 43) = 1, p = 0.4266. These findings suggest that the
type of emotion employed in short-form video content does not substantially in-
fluence users’ likelihood to share Samsung’s content on TikTok or Instagram.

RQ3 examined which emotional valence is associated with higher engage-
ment for Samsung. The findings indicate that positive emotional valence over-
whelmingly predominates in Samsung’s short-form video content (95%, N = 48),
while negative valence, represented only by fear, appears in only 4% (N = 2) of
the analyzed content. Among the positive emotions, joy, affection, and curiosity
were significantly associated with higher like counts on TikTok, suggesting that
positive emotional valence may be linked to specific forms of engagement. By
contrast, negative emotional valence was minimally employed, implying that
Samsung predominantly relies on positively framed messaging in its advertising
strategy.

Discussion

This study indicates that joy and affection elicit significantly more likes
than curiosity on TikTok, while curiosity itself generates more likes than pride.
Although joy is not the most frequently used emotion by Samsung, it aligns with
findings from other research that identify joy as the principal emotion employed
by many organizations in their digital communication (Anton, 2020). [94] Fur-
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thermore, the positive relationship between affection and engagement is con-
sistent with prior studies suggesting that affection can trigger higher levels of
consumer activation, which in turn fosters more frequent interactions with a
brand (Burhanudin & Waluyo, 2023). [95] The presence of affective elements in
advertising imagery can also translate into product affection (Chaudhuri, 2006).
[96]

In contrast, no statistically significant relationship between emotional ap-
peals and audience engagement emerged for Instagram. Interestingly, although
fear appeared only twice in the analyzed content, one of these videos attracted
the highest number of likes on TikTok (366,100) and on Instagram (512,000),
indicating that fear-based content may be effective across platforms. The emotion
generating the most comments was curiosity (7,908 comments) on TikTok and
joy (4,272 comments) on Instagram. Notably, fear again yielded the highest share
counts on both TikTok (71,000) and Instagram (194,000).

Although negative emotions were rarely present overall, with fear being
the only coded negative emotion, it still generated the highest levels of engage-
ment in terms of likes and shares for a single post. This finding raises questions
about Samsung’s choice to use fear-based appeals in a limited way, despite their
potential to enhance engagement. Although fear can engender pessimistic inter-
pretations of the associated content (Lerner et al., 2013) [97], which could risk a
negative brand perception, it evidently has the potential to yield substantial audi-
ence response. Further investigation is warranted to understand these complexi-
ties. Social media can play a significant role in creating an emotional connection
between consumers and a brand (Magids et al., 2015). [98] Additionally, content
that evokes positive emotional reactions is more likely to be shared (Botha &
Reyneke, 2013). [99] This may explain why brands tend to adopt a strategy that
predominantly focuses on positive emotional appeals. The strong presence of
positive emotions in Samsung's posted content aligns with previous studies,
which highlight that brands generally publish more posts with a positive tone
than negative ones (Serritella et al., 2016). [100]

Moreover, the disparity in like engagement between TikTok and Instagram
suggests a promising direction for additional research, particularly in examining
why certain emotions (e.g., joy, affection, curiosity) generate statistically signif-
icant results on the former platform but not the latter. One potential explanation
involves differences in each platform’s user demographics and psychographic
profiles. For instance, while both TikTok and Instagram have significant user seg-
ments aged 18-24 and 25-34 (Dixon, 2024b; Ceci, 2024) [111]; [112], the nu-
anced differences in how these demographic groups respond to emotional content
may account for variations in engagement outcomes.
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Conclusions

This study indicates that short-form video advertisements employing joy
and affection elicit higher like counts than curiosity on TikTok, while curiosity in
turn produces more likes than pride on the same platform. Across the analyzed
content, positive emotions were used more frequently than negative emotions.
Although advertisers may invoke either positive or negative emotions to stimu-
late product purchases (Kotler & Armstrong, 2016) [113], positive emotions tend
to be associated with more favorable brand and product perceptions (Chaudhuri,
20006). [114]

While this study provides valuable insights, it is subject to several limita-
tions. Firstly, the relatively small sample size of 50 posts constrains the general-
izability of the results, potentially limiting their applicability to broader trends in
consumer engagement. Additionally, the analysis was restricted to content avail-
able on both TikTok and Instagram to facilitate a platform-level comparison.
However, removing this criterion could yield alternative insights, as engagement
patterns may vary across individual platforms.

Additionally, extending the analysis to other short-form video platforms
such as YouTube Shorts could provide a more holistic perspective. The current
study also employs Buck’s (2006) [115] dichotomy of positive versus negative
emotions; however, incorporating a broader spectrum of emotional categories
might offer a more nuanced understanding. Finally, expanding the brand sample
to include additional technology companies may help clarify whether the emo-
tions found to be statistically significant are unique to Samsung or represent a
trend within the broader technology sector.

This research contributes to the expanding body of literature on emotions
in advertising, particularly within short-form video contexts, and highlights their
persuasive potential in influencing consumer engagement.

References

[1] Datareportal. (2024). Digital 2024 October Global Statshot Report, 73. https://data-
reportal.com/. Retrieved on 15.01.2025.

[2] Meng, L. (M.), Kou, S., Duan, S., & Bie, Y. (2024). The impact of content charac-
teristics of short-form video ads on consumer purchase behavior: Evidence from Tik-
Tok. Journal of Business Research, 183, Article 114874, 1. https://doi.org/10.1016/
j.jbusres.2024.114874.

[3] Young, A. (2014). Brand media strategy. Palgrave Macmillan, 18.

[4] Morrissey, B. (2009). Success factors for brands on Facebook. Adweek. https:/
www.adweek.com/performance-marketing/success-factors-brands-facebook-100587/.
Retrieved on 15.01.2025.

[5] Casais, B., & Veloso, A. (2024). Digital Marketing. International Encyclopedia of
Business Management. Elseiver, 1. https://doi.org/10.1016/B978-0-443-13701-3.
00227-9.

126


https://datareportal.com/
https://datareportal.com/
https://doi.org/10.1016/%20j.jbusres.2024.114874
https://doi.org/10.1016/%20j.jbusres.2024.114874
https://doi.org/10.1016/B978-0-443-13701-3.%2000227-9
https://doi.org/10.1016/B978-0-443-13701-3.%2000227-9

Rhetoric and Communications, Issue 64, July 2025, ISSN 1314-4464

[6] Meng, L. (M.), Kou, S., Duan, S., & Bie, Y. (2024). The impact of content charac-
teristics of short-form video ads on consumer purchase behavior: Evidence from Tik-
Tok. Journal of Business Research, 183, Article 114874, 1. https://doi.org/10.1016/
j-jbusres.2024.114874.

[7] Young, A. (2014). Brand media strategy. Palgrave Macmillan, 18.

[8] Park, J., & Jung, Y. (2024). Unveiling the dynamics of binge-scrolling: A compre-
hensive analysis of short-form video consumption using a Stimulus-Organism-Re-
sponse model. Telematics and Informatics, 95, Article 102200, 12. https://doi.org/10.
1016/j.tele.2024.102200.

[9] ibid.

[10] Nielsen. (2017, octombrie). When it comes to advertising effectiveness, what is key?.
Nielsen.  https://www.nielsen.com/insights/2017/when-it-comes-to-advertising-ef-
fectiveness-what-is-key/. Retrieved on 16.01.2025.

[11] Google. (2023). ABCDs of effective video ads. https://ads.google.com/intl/en_uk/
home/resources/articles/abcds-of-effective-video-ads/. Retrieved on 15.01.2025.

[12] ibid.

[13] Le Port, A. (2022). ABCD: Your step-by-step guide to effective creative on YouTube.
Google. https://mww.thinkwithgoogle.com/intl/en-emea/future-of-marketing/creativity/
youtube-video-ad-best-practices/. Retrieved on 17.01.2025.

[14] Wang, X., Lai, [. K. W,, Lu, Y., & Liu, X. (2023). Narrative or non-narrative? The
effects of short video content structure on mental simulation and resort brand attitude.
Journal of Hospitality Marketing & Management, 32(5), 593—614. https://doi.org/10.
1080/19368623.2023.2196271.

[15] Qi, M., Ono, K., Mao, L., Watanabe, M., & Huang, J. (2024). The effect of short-
form video content, speed, and proportion on visual attention and subjective percep-
tion in online food delivery menu interfaces. Displays, 82, Article 102671.  https://
doi.org/10.1016/j.displa.2024.102671.

[16] Cho, M., Jeong, D., & Park, E. (2024). AMPS: Predicting popularity of short-form
videos using multi-modal attention mechanisms in social media marketing environ-
ments. Journal of Retailing and Consumer Services, 78, 103778, 2. https://doi.org/
10.1016/j.jretconser.2024.103778.

[17] Xiao, L., Li, X., & Zhang, Y. (2023). Exploring the factors influencing consumer
engagement behavior regarding short-form video advertising: A big data perspective.
Journal of Retailing and Consumer Services, 70, Article 103170, 2. https://doi.org/
10.1016/j jretconser.2022.103170.

[18] Chaudhuri, A. (2006). Emotion and reason in consumer behavior. Elsevier Butter-
worth-Heinemann.

[19] Golan, G. J., & Zaidner, L. (2008). Creative strategies in viral advertising: An ap-
plication of Taylor’s six-segment message strategy wheel. Journal of Computer-Me-
diated Communication, 13(4), 959-972. https://doi.org/10.1111/j.1083-6101.2008.
00426.x.

[20] Japutra, A., Septianto, F., & Can, A. S. (2022). Feeling grateful versus happy? The
effects of emotional appeals in advertisements on self-made products. Journal of Re-
tailing and Consumer Services, 69, Article 103091, https://doi.org/10.1016/j.jretcon-
ser.2022.103091.

127


https://doi.org/10.1016/%20j.jbusres.2024.114874
https://doi.org/10.1016/%20j.jbusres.2024.114874
https://doi.org/10.%201016/j.tele.2024.102200
https://doi.org/10.%201016/j.tele.2024.102200
https://www.nielsen.com/insights/2017/when-it-comes-to-advertising-effectiveness-what-is-key/
https://www.nielsen.com/insights/2017/when-it-comes-to-advertising-effectiveness-what-is-key/
https://ads.google.com/intl/en_uk/%20home/resources/articles/abcds-of-effective-video-ads/
https://ads.google.com/intl/en_uk/%20home/resources/articles/abcds-of-effective-video-ads/
https://www.thinkwithgoogle.com/intl/en-emea/future-of-marketing/creativity/%20youtube-video-ad-best-practices/
https://www.thinkwithgoogle.com/intl/en-emea/future-of-marketing/creativity/%20youtube-video-ad-best-practices/
https://doi.org/10.%201080/19368623.2023.2196271
https://doi.org/10.%201080/19368623.2023.2196271
https://doi.org/%20%2010.1016/j.jretconser.2024.103778
https://doi.org/%20%2010.1016/j.jretconser.2024.103778
https://doi.org/
https://doi.org/10.1111/j.1083-6101.2008.%2000426.x
https://doi.org/10.1111/j.1083-6101.2008.%2000426.x
https://doi.org/10.1016/j.jretconser.2022.103091
https://doi.org/10.1016/j.jretconser.2022.103091

Cn. ,, Pemopuxa u komynuxayuu “, 6poti 64, wonu 2025 2., ISSN 1314-4464

[21] Kim, C., & Yang, S.-U. (2017). Like, comment, and share on Facebook: How each
behavior differs from the other. Public Relations Review, 43(3), 441-449. https://
doi.org/10.1016/j.pubrev.2017.02.006.

[22] Zengin, B., & Zengin, E. (2020). An application of the six-segment message strat-
egy wheel to brand posts on Instagram. Journal of Digital Marketing Research, 8(2),
785-804. https://doi.org/10.19145/e-gifder.719242.

[23] Jenkins, H. (2018). Spreadable media: Creating value and meaning in a networked
culture. NYU Press.

[24] Savage, B. M., Lujan, H. L., Thipparthi, R. R., & DiCarlo, S. E. (2017). Humor,
laughter, learning, and health! A brief review. Advances in Physiology Education,
41(3), 34. https://doi.org/10.1152/advan.00030.2017.

[25] Manic, M. (2024). Short-form video content and consumer engagement in digital
landscapes. Bulletin of the Transilvania University of Brasov - Series V: Economic
Sciences, 17(66), 45. https://doi.org/10.31926/but.es.2024.17.66.1.4.

[26] Grewal, D., Bart, Y., Spann, M., & Zubcsek, P. P. (2016). Mobile advertising: A
framework and research agenda. Journal of Interactive Marketing, 34(1), 3—14.
https://doi.org/10.1016/j.intmar.2016.03.003.

[27] Dixon, S. J. (2024a). Distribution of Instagram users worldwide as of April 2024,
by age group. Statista. https://www.statista.com/statistics/325587/instagram-global-
age-group/. Retrieved on 19.01.2025.

[28] Adobe. (2024). Short-form video: Top platforms, preferences, and purchasing pat-
terns. Adobe Express. https://www.adobe.com/express/learn/blog/top-short-form-
video-platforms. Retrieved on 15.01.2025.

[29] Manic, M. (2024). Short-form video content and consumer engagement in digital
landscapes. Bulletin of the Transilvania University of Bragov - Series V: Economic
Sciences, 17(66), 1-2024. https://doi.org/10.31926/but.es.2024.17.66.1.4.

[30] Ge, J., Sui, Y., Zhou, X., & Li, G. (2021). Effect of short video ads on sales through
social media: The role of advertisement content generators. International Journal of
Advertising, 40(6), 870—896. https://doi.org/10.1080/02650487.2020.1848986.

[31] Wang, X., Lai, [. K. W,, Lu, Y., & Liu, X. (2023). Narrative or non-narrative? The
effects of short video content structure on mental simulation and resort brand attitude.
Journal of Hospitality Marketing & Management, 32(5), 593—614. https://doi.org/10.
1080/19368623.2023.2196271.

[32] Redi, M., O’Hare, N., Schifanella, R., Trevisiol, M., & Jaimes, A. (2014). 6 seconds
of sound and vision: Creativity in micro-videos. Proceedings of the 2014 IEEE Con-
ference on Computer Vision and Pattern Recognition (CVPR), 4268—4275. https://
doi.org/10.1109/CVPR.2014.544.

[33] Weinstein, D. (2022). Pick the video formats that work for you. Google. https:/
www.thinkwithgoogle.com/intl/en-emea/marketing-strategies/video/short-and-long-
form- videos/. Retrieved on 21.01.2025.

[34] Meng, L. (M.), Kou, S., Duan, S., & Bie, Y. (2024). The impact of content charac-
teristics of short-form video ads on consumer purchase behavior: Evidence from Tik-
Tok. Journal of Business Research, 183, Article 114874, 2. https://doi.org/10.1016/
j.jbusres.2024.114874.

128


https://doi.org/10.19145/e-gifder.719242
https://doi.org/10.1152/advan.00030.2017
https://doi.org/10.31926/but.es.2024.17.66.1.4
https://doi.org/10.1016/j.intmar.2016.03.003
https://www.statista.com/statistics/325587/instagram-global-age-group/
https://www.statista.com/statistics/325587/instagram-global-age-group/
https://www.adobe.com/express/learn/blog/top-short-form-video-platforms
https://www.adobe.com/express/learn/blog/top-short-form-video-platforms
https://doi.org/10.31926/but.es.2024.17.66.1.4
https://doi.org/10.1080/02650487.2020.1848986
https://doi.org/10.%201080/19368623.2023.2196271
https://doi.org/10.%201080/19368623.2023.2196271
https://doi.org/10.1016/%20j.jbusres.2024.114874
https://doi.org/10.1016/%20j.jbusres.2024.114874

Rhetoric and Communications, Issue 64, July 2025, ISSN 1314-4464

[35] Chaudhuri, A. (2006). Emotion and reason in consumer behavior. Elsevier Butter-
worth-Heinemann, 29.

[36] Yeshin, T. (2012). Integrated marketing communications. Routledge, 151.

[37] Poggi, 1. (2011). Emotion in persuasion from a persuader’s perspective. In R.
Cowie, C. Pelachaud, & P. Petta (Eds.), Emotion-oriented systems (pp. 527-558).
Springer. https://doi.org/10.1007/978-3-642-15184-2 28.

[38] Japutra, A., Septianto, F., & Can, A. S. (2022). Feeling grateful versus happy? The
effects of emotional appeals in advertisements on self-made products. Journal of Re-
tailing and Consumer Services, 69, Article 103091. https://doi.org/10.1016/j.jretconser.
2022.103091.

[39] Stavraki, M., Lamprinakos, G., Brifiol, P., Petty, R. E., Karantinou, K., & Diaz, D.
(2021). The influence of emotions on information processing and persuasion: A dif-
ferential appraisals perspective. Journal of Experimental Social Psychology, 93, Ar-
ticle 104085. https://doi.org/10.1016/j.jesp.2020.104085.

[40] Tellis, G. J., Maclnnis, D. J., Tirunillai, S., & Zhang, Y. (2019). What drives virality
(sharing) of online digital content? The critical role of information, emotion, and
brand prominence. Journal of Marketing, 83(4), 1-20. https://doi.org/10.1177/0022
242919841034.

[41] Yuki, T. (2015). What makes brands’ social content shareable on Facebook? An
analysis that demonstrates the power of online trust and attention. Journal of Adver-
tising Research, 55(4), 458-470. https://doi.org/10.2501/JAR-2015-026.

[42] Araujo, T., Neijens, P., & Vliegenthart, R. (2015). What motivates consumers to re-
tweet brand content? The impact of information, emotion, and traceability on pass-
along behavior. Journal of Advertising Research, 55(3), 284-295. https://doi.org/
10.2501/JAR-2015-009.

[43] Golan, G. J., & Zaidner, L. (2008). Creative strategies in viral advertising: An ap-
plication of Taylor’s six-segment message strategy wheel. Journal of Computer-Me-
diated Communication, 13(4), 959-972. https://doi.org/10.1111/5.1083-6101.2008.
00426.x.

[44] Kim, C., & Yang, S.-U. (2017). Like, comment, and share on Facebook: How each
behavior differs from the other. Public Relations Review, 43(3), 441-449. https://
doi.org/10.1016/j.pubrev.2017.02.006.

[45] Plutchik, R. (2001). The nature of emotions: Human emotions have deep evolu-
tionary roots, a fact that may explain their complexity and provide tools for clinical
practice. American Scientist, §9(4), 344-350. https://www.jstor.org/stable/27857503.

[46] ibid.

[47] ibid.

[48] Buck, R. (2014). Emotion: A biosocial synthesis. Cambridge University Press, 210—
215,

[49] Cmeciu, C. (2013). Relatii publice si publicitate. Polirom, 90-91.

[50] Ekman, P., & Friesen, W.V. (1975). Unmasking the face. Prentice Hall.

[51] Plutchik, R. (2001). The nature of emotions: Human emotions have deep evolu-
tionary roots, a fact that may explain their complexity and provide tools for clinical
practice. American Scientist, 89(4), 344-350. https://www.jstor.org/stable/27857503.

[52] Buck, R. (2014). Emotion: A biosocial synthesis. Cambridge University Press.

129


https://doi.org/10.1007/978-3-642-15184-2_28
https://doi.org/10.1016/j.jretconser.%202022.103091
https://doi.org/10.1016/j.jretconser.%202022.103091
https://doi.org/10.1016/j.jesp.2020.104085
https://doi.org/10.1177/0022%20242919841034
https://doi.org/10.1177/0022%20242919841034
https://doi.org/10.2501/JAR-2015-026
https://doi.org/%2010.2501/JAR-2015-009
https://doi.org/%2010.2501/JAR-2015-009
https://doi.org/10.1111/j.1083-6101.2008.%2000426.x
https://doi.org/10.1111/j.1083-6101.2008.%2000426.x
https://www.jstor.org/stable/27857503
https://www.jstor.org/stable/27857503

Cn. ,, Pemopuxa u komynuxayuu “, 6poti 64, wonu 2025 2., ISSN 1314-4464

[53] Lin, J.-S., & Pefia, J. (2011). Are you following me? A content analysis of TV net-
works’ brand communication on Twitter. Journal of Interactive Advertising, 12(1),
17-29. https://doi.org/10.1080/15252019.2011.10722188.

[54] Kotler, P., & Armstrong, G. (2016). Principles of marketing. Pearson, 455.

[55] Kim, Y., Smith, R. D., & Kwak, D. H. (2018). Feelings of gratitude: A mechanism
for consumer reciprocity. European Sport Management Quarterly, 18(3), 307-329.
https://doi.org/10.1080/16184742.2018.1439989.

[56] Japutra, A., Septianto, F., & Can, A. S. (2022). Feeling grateful versus happy? The
effects of emotional appeals in advertisements on self-made products. Journal of Re-
tailing and Consumer Services, 69, Article 103091, 5-6. https://doi.org/10.1016/
jJjretconser.2022.103091.

[57] Tannenbaum, M. B., Hepler, J., Zimmerman, R. S., Saul, L., Jacobs, S., Wilson, K.,
& Albarracin, D. (2015). Appealing to fear: A meta-analysis of fear appeal effective-
ness and theories. Psychological Bulletin, 141(6), 1178—1204. https://doi.org/10.10
37/a0039729.

[58] van Doorn, J., Lemon, L, N., Mittal, V., Nass, S., Pick, D., Pirner, P., & Verhoef, P.
(2010). Customer engagement behavior: Theoretical foundations and research direc-
tions. Journal of Service Research, 13(3), 256. https://doi.org/10.1177/1094670510
375599.

[59] Calder, B. J., Malthouse, E. C., & Schaedel, U. (2009). An experimental study of
the relationship between online engagement and advertising effectiveness. Journal of
Interactive Marketing, 23(4), 321-331. https://doi.org/10.1016/j.intmar.2009.07.002

[60] Muntinga, D. G., Moorman, M., & Smit, E. G. (2011). Introducing COBRAs: Ex-
ploring motivations for brand-related social media use. International Journal of Ad-
vertising, 30(1), 15—18. https://doi.org/10.2501/1JA-30-1-013-046.

[61] ibid.

[62] Shao, G. (2009). Understanding the appeal of user-generated media: A uses and
gratification perspective. Infernet Research, 19(1), 7-25. https://doi.org/10.1108/
10662240910927795.

[63] Adobe. (2023a). Guide to beating social media algorithms. https://www.adobe.com/
learn/express/web/increase-social-media-visibility. Retrieved on 15.01.2025.

[64] Lauron, S. (2024). Everything you need to know about the Facebook algorithm.
Hootsuite. https://blog.hootsuite.com/facebook-algorithm/. Retrieved on 16.01.2025.

[65] Lipsman, A., Mudd, G., Rich, M., & Bruich, S. (2012). The power of “like”: How
brands reach and influence fans through social media marketing. Journal of Adver-
tising Research, 52(1), 43. https://doi.org/10.2501/JAR-52-1-040-052.

[66] Schau, H. J., & Gilly, M. C. (2003). We are what we post? Self-presentation in
personal web space. Journal of Consumer Research, 30(3), 385—404. https://doi.org/
10.1086/378616.

[67] Phua, J., & Ahn, S. J. (2014). Explicating the “like” on Facebook brand pages: The
effect of intensity of Facebook use, number of overall “likes”, and number of friends’
“likes” on consumers’ brand outcomes, Journal of Marketing Communications,
22(5), 544-559. https://doi.org/10.1080/13527266.2014.941000.

130


https://doi.org/10.1080/15252019.2011.10722188
https://doi.org/10.1080/16184742.2018.1439989
https://doi.org/10.1016/%20j.jretconser.2022.103091
https://doi.org/10.1016/%20j.jretconser.2022.103091
https://doi.org/10.10%2037/a0039729
https://doi.org/10.10%2037/a0039729
https://doi.org/10.1177/1094670510%20375599
https://doi.org/10.1177/1094670510%20375599
https://doi.org/10.1016/j.intmar.2009.07.002
https://doi.org/10.2501/IJA-30-1-013-046
https://doi.org/10
https://www.adobe.com/%20learn/express/web/increase-social-media-visibility
https://www.adobe.com/%20learn/express/web/increase-social-media-visibility
https://blog.hootsuite.com/facebook-algorithm/
https://doi.org/10.2501/JAR-52-1-040-052
https://doi.org/%2010.1086/378616
https://doi.org/%2010.1086/378616
https://doi.org/10.1080/13527266.2014.941000

Rhetoric and Communications, Issue 64, July 2025, ISSN 1314-4464

[68] Vivek, S. D., Beatty, S. E., & Morgan, R. M. (2012). Customer engagement: Ex-
ploring customer relationships beyond purchase. Journal of Marketing Theory and
Practice, 20(2), 122—146. https://doi.org/10.2753/MTP1069-6679200201.

[69] Adobe. (2023b). Strategy: Understanding TikTok's algorithm. https://Www.
adobe.com/learn/express/web/tiktok-algorithm-explained. Retrieved on 18.01.2025.

[70] Segesten, A., Bossetta, M., Holmberg, N., & Niehorster, D. (2022). The cueing
power of comments on social media: how disagreement in Facebook comments af-
fects user engagement with news. Information, Communication & Society, 25(8), 15.
https://doi.org/10.1080/1369118X.2020.1850836.

[71] van Dijck, J. (2013). “You have one identity”: Performing the self on Facebook and
LinkedIn. Media, Culture & Society, 35(2), 211-212. https://doi.org/10.1177/0163
443712468605.

[72] Kim, C., & Yang, S.-U. (2017). Like, comment, and share on Facebook: How each
behavior differs from the other. Public Relations Review, 43(3), 441-449. https://
doi.org/10.1016/j.pubrev.2017.02.006.

[73] Mehdizadeh, S. (2010). Self-presentation 2.0: Narcissism and self-esteem on Face-
book. Cyberpsychology, Behavior, and Social Networking, 13(4), 357-364.
https://doi.org/10.1089/cyber.2009.0257.

[74] Tierney, J. (2010). Will you be e-mailing this column? It’s awesome. The New
York Times. https://www.nytimes.com/2010/02/09/science/09tier.html. Retrieved on
21.01.2025.

[75] Tellis, G. J., MacInnis, D. J., Tirunillai, S., & Zhang, Y. (2019). What drives virality
(sharing) of online digital content? The critical role of information, emotion, and
brand prominence. Journal of Marketing, 83(4), 3. https://doi.org/10.1177/00222
42919841034.

[76] YouTube. (2024). The ABCDs of effective video ads. https://www.youtube.com/
ads/abcds-of- effective-video-ads/. Retrieved on 15.01.2025.

[77] Tang, M. (2024). Research on emotional communication strategies of films on so-
cial media: A case study of The Wandering Earth 2 on the TikTok platform. SHS Web
of Conferences, 199, Article 03019. https://doi.org/10.1051/shsconf/202419903019

[78] Lipsman, A., Mudd, G., Rich, M., & Bruich, S. (2012). The power of “like”: How
brands reach and influence fans through social media marketing. Journal of Adver-
tising Research, 52(1), 40. https://doi.org/10.2501/JAR-52-1-040-052.

[79] Sashi, C. M. (2012). Customer engagement, buyer-seller relationships, and social
media. Management Decision, 50(2), 253-272. https://doi.org/10.1108/00251741
211203551.

[80] Zhang, T., Lu, C., Torres, E., & Chen, P.-J. (2018). Engaging customers in value co-
creation or co-destruction online. Journal of Services Marketing, 32(1), 57. https://
doi.org/10.1108/JSM- 01-2017-0027.

[81] Schivinski, B., Christodoulides, G., & Dabrowski, D. (2016). Measuring con-
sumers’ engagement with brand-related social-media content: Development and val-
idation of a scale that identifies levels of social-media engagement with brands. Jour-
nal of Advertising Research, 56(1), 64—80. https://doi.org/10.2501/JAR-2016-004.

131


https://doi.org/10.2753/MTP1069-6679200201
https://doi.org/10.1080/1369118X.2020.1850836
https://doi.org/10.1177/0163%20443712468605
https://doi.org/10.1177/0163%20443712468605
https://doi.org/10.1089/cyber.2009.0257
https://www.nytimes.com/2010/02/09/science/09tier.html
https://doi.org/10.1177/00222%2042919841034
https://doi.org/10.1177/00222%2042919841034
https://www.youtube.com/%20ads/abcds-of-%20%20effective-video-ads/
https://www.youtube.com/%20ads/abcds-of-%20%20effective-video-ads/
https://doi.org/10.1051/shsconf/202419903019
https://doi.org/10.2501/JAR-52-1-040-052
https://doi.org/10.1108/00251741%20211203551
https://doi.org/10.1108/00251741%20211203551
https://doi.org/10.2501/JAR-2016-004

Cn. ,, Pemopuxa u komynuxayuu “, 6poti 64, wonu 2025 2., ISSN 1314-4464

[82] Kim, C., & Yang, S.-U. (2017). Like, comment, and share on Facebook: How each
behavior differs from the other. Public Relations Review, 43(3), 441-449.
https://doi.org/10.1016/j.pubrev.2017.02.006.

[83] Jenkins, R. D. (2018). How are U.S. startups using Instagram? An application of
Taylor’s Six-Segment Message Strategy Wheel and analysis of image features,
functions, and appeals. Journal of Interactive Advertising, 17(2), 99-113. https://
scholarsarchive.byu.edu/etd/6721.

[84] Chaudhuri, A. (2006). Emotion and reason in consumer behavior. Elsevier Butter-
worth-Heinemann.

[85] Poggi, I. (2011). Emotion in persuasion from a persuader’s perspective. In R.
Cowie, C. Pelachaud, & P. Petta (Eds.), Emotion-oriented systems (pp. 527-558).
Springer. https://doi.org/10.1007/978-3-642-15184-2 28.

[86] Japutra, A., Septianto, F., & Can, A. S. (2022). Feeling grateful versus happy? The
effects of emotional appeals in advertisements on self-made products. Journal of Re-
tailing and Consumer Services, 69, Article 103091. https://doi.org/10.1016/j.jretcon-
ser.2022.103091.

[87] Tannenbaum, M. B., Hepler, J., Zimmerman, R. S., Saul, L., Jacobs, S., Wilson, K.,
& Albarracin, D. (2015). Appealing to fear: A meta-analysis of fear appeal effective-
ness and theories. Psychological Bulletin, 141(6), 1178—1204. https://doi.org/10.
1037/a0039729.

[88] Kapferer. (2002). Caile Persuasiunii. Comunicare.ro, 91-92.

[89] Companiesmarketcap. (2024). Largest companies by marketcap. https:/
companiesmarketcap.com/. Retrieved on 22.01.2025.

[90] Statcounter. (2024). Mobile vendor market share worldwide.
https://gs.statcounter.com/vendor-market-share/mobile. Retrieved on 22.01.2025.
[91] Richards, K. (2016, April 14). Samsung wins Cannes Lions Marketer of the Year.
Adweek.  https://www.adweek.com/brand-marketing/samsung-wins-cannes-lions-

marketer-year-170826/. Retrieved on 21.01.2025.

[92] Rawlings, C. (2023). Samsung wins Social and Influencer Grand Prix at Cannes
2023. Campaign Live. https://www.campaignlive.co.uk/article/samsung-wins-social-
influencer-grand- prix-cannes-2023/1827271. Retrieved on 21.01.2025.

[93] Ge, J., Sui, Y., Zhou, X., & Li, G. (2021). Effect of short video ads on sales through
social media: The role of advertisement content generators. International Journal of
Advertising, 40(6), 870—896. https://doi.org/10.1080/02650487.2020.1848986.

[94] Anton, A. (2020). Joy(ful/less) on Facebook? An analysis of the emotional profile
of Public Relations agencies in Romania. Styles of Communication, 12(1), 89. https://
drive.google.com/file/d/1KwzjHS2162fnNRrsdT5u9pG81xE3pwza/view.

[95] Burhanudin, B., & Waluyo, A. P. (2023). How affection leads to overall brand equity
and brand awareness? The mediating role of activation. Jurnal Manajemen Strategi
Dan Aplikasi Bisnis, 6(2), 301-314. https://doi.org/10.36407/jmsab.v6i2.1101.

[96] Chaudhuri, A. (2006). Emotion and reason in consumer behavior. Elsevier Butter-
worth-Heinemann, 79.

[97] Lerner, J. S., Li, Y., Valdesolo, P., & Kassam, K. S. (2015). Emotion and decision
making. Annual Review of Psychology, 66(1), 799-823. https://doi.org/10.1146/an-
nurev-psych-010213-115043.

132


https://doi.org/10.1016/j.pubrev.2017.02.006
https://doi.org/10.1007/978-3-642-15184-2_28
https://doi.org/10.1016/j.jretconser.2022.103091
https://doi.org/10.1016/j.jretconser.2022.103091
https://doi.org/10.%201037/a0039729
https://doi.org/10.%201037/a0039729
https://gs.statcounter.com/vendor-market-share/mobile
https://www.adweek.com/brand-marketing/samsung-wins-cannes-lions-marketer-year-170826/
https://www.adweek.com/brand-marketing/samsung-wins-cannes-lions-marketer-year-170826/
https://www.campaignlive.co.uk/article/samsung-wins-social-influencer-grand-%20prix-cannes-2023/1827271
https://www.campaignlive.co.uk/article/samsung-wins-social-influencer-grand-%20prix-cannes-2023/1827271
https://doi.org/10.1080/02650487.2020.1848986
https://doi.org/10.36407/jmsab.v6i2.1101
https://doi.org/10.1146/annurev-psych-010213-115043
https://doi.org/10.1146/annurev-psych-010213-115043

Rhetoric and Communications, Issue 64, July 2025, ISSN 1314-4464

[98] Magids, S., Zorfas, A., & Leemon, D. (2015). The New Science of Customer
Emotions. Harvard Business Review. https://hbr.org/2015/11/the-new-science-
of-customer-emotions. Retrieved on 28.01.2025.

[99] Botha, E., & Reyneke, M. (2013). To share or not to share: The role of content and
emotion in viral marketing. Journal of Public Affairs, 13(2), 160—171. https://doi.org/
10.1002/pa.1471.

[100] Serritella, E., Duradoni, M., Guidi, E., Cecchini, C., Vilone, D., & Guazzini, A.
(2022). Self-presentation and emotional contagion on Facebook: New experimental
measures of profiles’ emotional coherence. Psicologia Di Comunita, 2, 13-33.
https://doi.org/10.3280/psc2022-002002.

[111] Dixon, S. J. (2024b). Distribution of Instagram users worldwide as of April 2024,
by age group. Statista. https://www.statista.com/statistics/325587/instagram-global-
age-group/. Retrieved on 21.01.2025.

[112] Ceci, L. (2024). Distribution of TikTok users worldwide as of July 2024, by age
and gender. Statista. https://www.statista.com/statistics/1299771/tiktok-global-user-
age-distribution/. Retrieved on 21.01.2025.

[113] Kotler, P., & Armstrong, G. (2016). Principles of marketing. Pearson, 455.

[114] Chaudhuri, A. (2006). Emotion and reason in consumer behavior. Elsevier Butter-
worth-Heinemann, 20, 113.

[115] Buck, R. (2014). Emotion: A biosocial synthesis. Cambridge University Press.

Bibliography

Adobe. (2023a). Guide to beating social media algorithms.
https://www.adobe.com/learn/express/web/increase-social-media-visibility. Re-
trieved on 15.01.2025.

Adobe. (2023b). Strategy: Understanding TikTok's algorithm.
https://www.adobe.com/learn/express/web/tiktok-algorithm-explained. Retrieved
on 18.01.2025.

Adobe. (2024). Short-form video: Top platforms, preferences, and purchasing patterns.
Adobe Express. https://www.adobe.com/express/learn/blog/top-short-form-video-
platforms. Retrieved on 15.01.2025.

Anton, A. (2020). Joy(ful/less) on Facebook? An analysis of the emotional profile of
Public Relations agencies in Romania. Styles of Communication, 12(1), 76—103.
https://drive.google.com/file/d/1KwzjHS2162fnNRrsd T5u9pG81xE3pwza/view.

Araujo, T., Neijens, P., & Vliegenthart, R. (2015). What motivates consumers to re-tweet
brand content? The impact of information, emotion, and traceability on pass-along
behavior. Journal of Advertising Research, 55(3), 284-295. https://doi.org/10.
2501/JAR-2015-009.

Botha, E., & Reyneke, M. (2013). To share or not to share: The role of content and emo-
tion in viral marketing. Journal of Public Affairs, 13(2), 160—171. https:/
doi.org/10.1002/pa.1471.

Buck, R. (2014). Emotion: A biosocial synthesis. Cambridge University Press.

Burhanudin, B., & Waluyo, A. P. (2023). How affection leads to overall brand equity and
brand awareness? The mediating role of activation. Jurnal Manajemen Strategi
Dan Aplikasi Bisnis, 6(2), 301-314. https://doi.org/10.36407/jmsab.v6i2.1101.

133


https://hbr.org/2015/11/the-new-science-of-customer-emotions
https://hbr.org/2015/11/the-new-science-of-customer-emotions
https://doi.org/
https://doi.org/10.3280/psc2022-002002
https://www.statista.com/statistics/325587/instagram-global-age-group/
https://www.statista.com/statistics/325587/instagram-global-age-group/
https://www.statista.com/statistics/1299771/tiktok-global-user-age-distribution/
https://www.statista.com/statistics/1299771/tiktok-global-user-age-distribution/
https://www.adobe.com/learn/express/web/increase-social-media-visibility
https://www.adobe.com/learn/express/web/tiktok-algorithm-explained
https://www.adobe.com/express/learn/blog/top-short-form-video-platforms
https://www.adobe.com/express/learn/blog/top-short-form-video-platforms
https://drive.google.com/file/d/1KwzjHS2l62fnNRrsdT5u9pG81xE3pwza/view
https://doi.org/10.%202501/JAR-2015-009
https://doi.org/10.%202501/JAR-2015-009
https://doi.org/10.36407/jmsab.v6i2.1101

Cn. ,, Pemopuxa u komynuxayuu “, 6poti 64, wonu 2025 2., ISSN 1314-4464

Calder, B. J., Malthouse, E. C., & Schaedel, U. (2009). An experimental study of the
relationship between online engagement and advertising effectiveness. Journal of
Interactive Marketing, 23(4), 321-331. https://doi.org/10.1016/j.intmar.2009.07.
002.

Casais, B., & Veloso, A. (2024). Digital Marketing. International Encyclopedia of Busi-
ness Management. Elseiver. https://doi.org/10.1016/B978-0-443-13701-3.00227-9.

Ceci, L. (2024). Distribution of TikTok users worldwide as of July 2024, by age and
gender. Statista. https://www.statista.com/statistics/1299771/tiktok-global-user-
age-distribution/. Retrieved on 21.01.2025.

Chaudhuri, A. (2006). Emotion and reason in consumer behavior. Elsevier Butterworth-
Heinemann.

Cho, M., Jeong, D., & Park, E. (2024). AMPS: Predicting popularity of short-form
videos using multi-modal attention mechanisms in social media marketing envi-
ronments. Journal of Retailing and Consumer Services, 78, 103778. https:/
doi.org/10.1016/j.jretconser.2024.103778.

Cmeciu, C. (2013). Relatii publice si publicitate. Polirom.

Companiesmarketcap. (2024). Largest companies by marketcap. https://companies-
marketcap.com/. Retrieved on 22.01.2025.

Datareportal. (2024). Digital 2024 October Global Statshot Report. https://datare-
portal.com/. Retrieved on 15.01.2025.

Dixon, S. J. (2024a). Distribution of Instagram users worldwide as of April 2024, by age
group. Statista. https://www.statista.com/statistics/325587/instagram-global-age-
group/. Retrieved on 19.01.2025.

Dixon, S. J. (2024b). Most popular social networks worldwide as of April 2024, by num-
ber of monthly active users. Statista. https://www.statista.com/statistics/272014/
global-social-networks-ranked-by-number-of-users/.

Ekman, P., & Friesen, W.V. (1975). Unmasking the face. Prentice Hall.

Ge, J., Sui, Y., Zhou, X., & Li, G. (2021). Effect of short video ads on sales through
social media: The role of advertisement content generators. International Journal
of Advertising, 40(6), 870-896. https://doi.org/10.1080/02650487.2020.1848986

Golan, G.J., & Zaidner, L. (2008). Creative strategies in viral advertising: An application
of Taylor’s six-segment message strategy wheel. Journal of Computer-Mediated
Communication, 13(4), 959-972. https://doi.org/10.1111/j.1083-6101.2008.004
26.X.

Google. (2023). ABCDs of effective video ads. https://ads.google.com/intl/en_uk/home/
resources/articles/abcds-of-effective-video-ads/. Retrieved on 15.01.2025.
Grewal, D., Bart, Y., Spann, M., & Zubcsek, P. P. (2016). Mobile advertising: A frame-
work and research agenda. Journal of Interactive Marketing, 34(1), 3—14. https://

doi.org/10.1016/j.intmar.2016.03.003.

Jenkins, H. (2018). Spreadable media: Creating value and meaning in a networked cul-
ture. NYU Press.

Jenkins, R. D. (2018). How are U.S. startups using Instagram? An application of Taylor’s
Six-Segment Message Strategy Wheel and analysis of image features, functions,
and appeals. Journal of Interactive Advertising, 17(2), 99—113. https://scholarsar-
chive.byu.edu/etd/6721.

134


https://doi.org/10.1016/j.intmar.2009.07.%20002
https://doi.org/10.1016/j.intmar.2009.07.%20002
https://doi.org/10.1016/B978-0-443-13701-3.00227-9
https://www.statista.com/statistics/1299771/tiktok-global-user-age-distribution/
https://www.statista.com/statistics/1299771/tiktok-global-user-age-distribution/
https://companiesmarketcap.com/
https://companiesmarketcap.com/
https://datareportal.com/
https://datareportal.com/
https://www.statista.com/statistics/325587/instagram-global-age-group/
https://www.statista.com/statistics/325587/instagram-global-age-group/
https://www.statista.com/statistics/272014/%20global-social-networks-ranked-by-number-of-users/
https://www.statista.com/statistics/272014/%20global-social-networks-ranked-by-number-of-users/
https://doi.org/10.1080/02650487.2020.1848986
https://doi.org/10.1111/j.1083-6101.2008.004%2026.x
https://doi.org/10.1111/j.1083-6101.2008.004%2026.x
https://ads.google.com/intl/en_uk/home/%20resources/articles/abcds-of-effective-video-ads/
https://ads.google.com/intl/en_uk/home/%20resources/articles/abcds-of-effective-video-ads/

Rhetoric and Communications, Issue 64, July 2025, ISSN 1314-4464

Japutra, A., Septianto, F., & Can, A. S. (2022). Feeling grateful versus happy? The
effects of emotional appeals in advertisements on self-made products. Journal
of Retailing and Consumer Services, 69, Article 103091. https://doi.org/10.
1016/j.jretconser.2022.103091.

Kapferer. (2002). Caile Persuasiunii. Comunicare.ro.

Kim, C., & Yang, S.-U. (2017). Like, comment, and share on Facebook: How each be-
havior differs from the other. Public Relations Review, 43(3), 441449,
https://doi.org/10.1016/j.pubrev.2017.02.006.

Kim, Y., Smith, R. D., & Kwak, D. H. (2018). Feelings of gratitude: A mechanism for
consumer reciprocity. European Sport Management Quarterly, 18(3), 307-329.
https://doi.org/10.1080/16184742.2018.1439989.

Kotler, P., & Armstrong, G. (2016). Principles of marketing. Pearson.

Lauron, S. (2024). Everything you need to know about the Facebook algorithm. Hoot-
suite. https://blog.hootsuite.com/facebook-algorithm/. Retrieved on 16.01.2025.

Le Port, A. (2022). ABCD: Your step-by-step guide to effective creative on YouTube.
Google. https://www.thinkwithgoogle.com/intl/en-emea/future-of-marketing/cre-
ativity/youtube-video-ad-best-practices/. Retrieved on 17.01.2025.

Lerner, J. S., Li, Y., Valdesolo, P., & Kassam, K. S. (2015). Emotion and decision mak-
ing. Annual Review of Psychology, 66(1), 799-823. https://doi.org/10.1146/an-
nurev-psych-010213-115043.

Lin, J.-S., & Pena, J. (2011). Are you following me? A content analysis of TV networks’
brand communication on Twitter. Journal of Interactive Advertising, 12(1), 17—
29. https://doi.org/10.1080/15252019.2011.10722188.

Lipsman, A., Mudd, G., Rich, M., & Bruich, S. (2012). The power of “like”’: How brands
reach and influence fans through social media marketing. Journal of Advertising
Research, 52(1), 40-52. https://doi.org/10.2501/JAR-52-1-040-052.

Manic, M. (2024). Short-form video content and consumer engagement in digital land-
scapes. Bulletin of the Transilvania University of Brasov - Series V: Economic
Sciences, 17(66), 1-2024. https://doi.org/10.31926/but.es.2024.17.66.1.4.

Magids, S., Zorfas, A., & Leemon, D. (2015). The New Science of Customer Emotions.
Harvard Business Review. https://hbr.org/2015/11/the-new-science-of-customer-
emotions. Retrieved on 28.01.2025.

Mehdizadeh, S. (2010). Self-presentation 2.0: Narcissism and self-esteem on Facebook.
Cyberpsychology, Behavior, and Social Networking, 13(4), 357-364. https://
doi.org/10.1089/cyber.2009.0257.

Meng, L. (M.), Kou, S., Duan, S., & Bie, Y. (Year). The impact of content characteristics
of short-form video ads on consumer purchase behavior: Evidence from TikTok.
Journal of Business Research, 183, Article 114874. https://doi.org/10.1016/
j.jbusres.2024.114874.

Morrissey, B. (2009). Success factors for brands on Facebook. Adweek. https://www.
adweek.com/performance-marketing/success-factors-brands-facebook-100587/.
Retrieved on 15.01.2025.

Muntinga, D. G., Moorman, M., & Smit, E. G. (2011). Introducing COBRAs: Exploring
motivations for brand-related social media use. International Journal of Advertis-
ing, 30(1), 13—46. https://doi.org/10.2501/1JA-30-1-013-046.

135


https://doi.org/10.%201016/j.jretconser.2022.103091
https://doi.org/10.%201016/j.jretconser.2022.103091
https://doi.org/10.1016/j.pubrev.2017.02.006
https://doi.org/10.1080/16184742.2018.1439989
https://blog.hootsuite.com/facebook-algorithm/
https://www.thinkwithgoogle.com/intl/en-emea/future-of-marketing/creativity/youtube-video-ad-best-practices/
https://www.thinkwithgoogle.com/intl/en-emea/future-of-marketing/creativity/youtube-video-ad-best-practices/
https://doi.org/10.1146/annurev-psych-010213-115043
https://doi.org/10.1146/annurev-psych-010213-115043
https://doi.org/10.1080/15252019.2011.10722188
https://doi.org/10.2501/JAR-52-1-040-052
https://doi.org/10.31926/but.es.2024.17.66.1.4
https://hbr.org/2015/11/the-new-science-of-customer-emotions
https://hbr.org/2015/11/the-new-science-of-customer-emotions
https://doi.org/10.1016/%20j.jbusres.2024.114874
https://doi.org/10.1016/%20j.jbusres.2024.114874
https://doi.org/10.2501/IJA-30-1-013-046

Cn. ,, Pemopuxa u komynuxayuu “, 6poti 64, wonu 2025 2., ISSN 1314-4464

Nielsen. (2017, octombrie). When it comes to advertising effectiveness, what is key?.
Nielsen. https://www.nielsen.com/insights/2017/when-it-comes-to-advertising-
effectiveness-what-is-key/. Retrieved on 16.01.2025.

Park, J., & Jung, Y. (2024). Unveiling the dynamics of binge-scrolling: A comprehensive
analysis of short-form video consumption using a Stimulus-Organism-Response
model. Telematics and Informatics, 95, Article 102200. https://doi.org/10.1016/
j.tele.2024.102200.

Phua, J., & Ahn, S. J. (2014). Explicating the “like”” on Facebook brand pages: The effect
of intensity of Facebook use, number of overall “likes”, and number of friends’
“likes” on consumers’ brand outcomes, Journal of Marketing Communications,
22(5), 544-559. https://doi.org/10.1080/13527266.2014.941000.

Plutchik, R. (2001). The nature of emotions: Human emotions have deep evolutionary
roots, a fact that may explain their complexity and provide tools for clinical prac-
tice. American Scientist, 89(4), 344-350. https://www.jstor.org/stable/27857503.

Poggi, 1. (2011). Emotion in persuasion from a persuader’s perspective. In R. Cowie, C.
Pelachaud, & P. Petta (Eds.), Emotion-oriented systems (pp. 527-558). Springer.
https://doi.org/10.1007/978-3-642-15184-2_28.

Qi, M., Ono, K., Mao, L., Watanabe, M., & Huang, J. (2024). The effect of short-form
video content, speed, and proportion on visual attention and subjective perception
in online food delivery menu interfaces. Displays, 82, Article 102671. https://
doi.org/10.1016/j.displa.2024.102671.

Rawlings, C. (2023). Samsung wins Social and Influencer Grand Prix at Cannes 2023.
Campaign Live. https://www.campaignlive.co.uk/article/samsung-wins-social-in-
fluencer-grand-prix-cannes-2023/1827271. Retrieved on 21.01.2025.

Redi, M., O’Hare, N., Schifanella, R., Trevisiol, M., & Jaimes, A. (2014). 6 seconds of
sound and vision: Creativity in micro-videos. Proceedings of the 2014 IEEE Con-
ference on Computer Vision and Pattern Recognition (CVPR), 4268-4275.
https://doi.org/10.1109/CVPR.2014.544.

Richards, K. (2016, April 14). Samsung wins Cannes Lions Marketer of the Year.
Adweek. https://mww.adweek.com/brand-marketing/samsung-wins-cannes-lions-
marketer-year-170826/. Retrieved on 21.01.2025.

Sashi, C. M. (2012). Customer engagement, buyer-seller relationships, and social media.
Management Decision, 50(2), 253-272. https://doi.org/10.1108/0025174121120
3551.

Savage, B. M., Lujan, H. L., Thipparthi, R. R., & DiCarlo, S. E. (2017). Humor, laughter,
learning, and health! A brief review. Advances in Physiology Education, 41(3),
341-347. https://doi.org/10.1152/advan.00030.2017.

Schau, H. J., & Gilly, M. C. (2003). We are what we post? Self-presentation in personal
web space. Journal of Consumer Research, 30(3), 385—404. https://doi.org/10.
1086/378616.

Schivinski, B., Christodoulides, G., & Dabrowski, D. (2016). Measuring consumers’ en-
gagement with brand-related social-media content: Development and validation
of a scale that identifies levels of social-media engagement with brands. Journal
of Advertising Research, 56(1), 64—80. https://doi.org/10.2501/JAR-2016-004.

136


https://www.nielsen.com/insights/2017/when-it-comes-to-advertising-effectiveness-what-is-key/
https://www.nielsen.com/insights/2017/when-it-comes-to-advertising-effectiveness-what-is-key/
https://doi.org/10.1016/%20j.tele.2024.102200
https://doi.org/10.1016/%20j.tele.2024.102200
https://doi.org/10.1080/13527266.2014.941000
https://www.jstor.org/stable/27857503
https://doi.org/10.1007/978-3-642-15184-2_28
https://www.campaignlive.co.uk/article/samsung-wins-social-influencer-grand-prix-cannes-2023/1827271
https://www.campaignlive.co.uk/article/samsung-wins-social-influencer-grand-prix-cannes-2023/1827271
https://doi.org/10.1109/CVPR.2014.544
https://www.adweek.com/brand-marketing/samsung-wins-cannes-lions-%20marketer-year-170826/
https://www.adweek.com/brand-marketing/samsung-wins-cannes-lions-%20marketer-year-170826/
https://doi.org/10.1108/0025174121120%203551
https://doi.org/10.1108/0025174121120%203551
https://doi.org/10.1152/advan.00030.2017
https://doi.org/10.%201086/378616
https://doi.org/10.%201086/378616
https://doi.org/10.2501/JAR-2016-004

Rhetoric and Communications, Issue 64, July 2025, ISSN 1314-4464

Segesten, A., Bossetta, M., Holmberg, N., & Niehorster, D. (2022). The cueing power of
comments on social media: how disagreement in Facebook comments affects user
engagement with news. Information, Communication & Society, 25(8), 1-17.
https://doi.org/10.1080/1369118X.2020.1850836.

Serritella, E., Duradoni, M., Guidi, E., Cecchini, C., Vilone, D., & Guazzini, A. (2022).
Self-presentation and emotional contagion on Facebook: New experimental
measures of profiles’ emotional coherence. Psicologia Di Comunita, 2, 13-33.
https://doi.org/10.3280/psc2022-002002.

Shao, G. (2009). Understanding the appeal of user-generated media: A uses and gratifi-
cation perspective. Internet Research, 19(1), 7-25. https://doi.org/10.1108/1066
2240910927795.

Stavraki, M., Lamprinakos, G., Brifol, P., Petty, R. E., Karantinou, K., & Diaz, D.
(2021). The influence of emotions on information processing and persuasion: A
differential appraisals perspective. Journal of Experimental Social Psychology,
93, Article 104085. https://doi.org/10.1016/j.jesp.2020.104085.

Statcounter. (2024). Mobile vendor market share worldwide. https://gs.statcounter.com/
vendor-market-share/mobile. Retrieved on 22.01.2025.

Tang, M. (2024). Research on emotional communication strategies of films on social
media: A case study of The Wandering Earth 2 on the TikTok platform. SHS Web
of Conferences, 199, Article 03019. https://doi.org/10.1051/shsconf/2024199030
19.

Tannenbaum, M. B., Hepler, J., Zimmerman, R. S., Saul, L., Jacobs, S., Wilson, K., &
Albarracin, D. (2015). Appealing to fear: A meta-analysis of fear appeal effective-
ness and theories. Psychological Bulletin, 141(6), 1178—1204. https://doi.org/10.
1037/a0039729.

Tellis, G. J., Maclnnis, D. J., Tirunillai, S., & Zhang, Y. (2019). What drives virality
(sharing) of online digital content? The critical role of information, emotion, and
brand prominence. Journal of Marketing, 83(4), 1-20. https://doi.org/10.1177/00
22242919841034.

Tierney, J. (2010). Will you be e-mailing this column? It’s awesome. The New York
Times. https://www.nytimes.com/2010/02/09/science/09tier.html. Retrieved on
21.01.2025.

van Dijck, J. (2013). “You have one identity”: Performing the self on Facebook and
LinkedIn. Media, Culture & Society, 35(2), 199-215. https://doi.org/10.1177/01
63443712468605.

van Doorn, J., Lemon, L, N., Mittal, V., Nass, S., Pick, D., Pirner, P., & Verhoef, P.
(2010). Customer engagement behavior: Theoretical foundations and research di-
rections. Journal of Service Research, 13(3), 253-266. https://doi.org/10.1177/
1094670510375599.

Vivek, S. D., Beatty, S. E., & Morgan, R. M. (2012). Customer engagement: Exploring
customer relationships beyond purchase. Journal of Marketing Theory and Prac-
tice, 20(2), 122—146. https://doi.org/10.2753/MTP1069-6679200201.

Wang, X., Lai, I. K. W,, Lu, Y., & Liu, X. (2023). Narrative or non-narrative? The effects
of short video content structure on mental simulation and resort brand attitude.

137


https://doi.org/10.1080/1369118X.2020.1850836
https://doi.org/10.3280/psc2022-002002
https://doi.org/10.1108/
https://doi.org/10.1016/j.jesp.2020.104085
https://gs.statcounter.com/%20vendor-market-share/mobile
https://gs.statcounter.com/%20vendor-market-share/mobile
https://doi.org/10.1051/shsconf/2024199030%2019
https://doi.org/10.1051/shsconf/2024199030%2019
https://doi.org/10.%201037/a0039729
https://doi.org/10.%201037/a0039729
https://doi.org/10.1177/00%2022242919841034
https://doi.org/10.1177/00%2022242919841034
https://www.nytimes.com/2010/02/09/science/09tier.html
https://doi.org/10.1177/01%2063443712468605
https://doi.org/10.1177/01%2063443712468605
https://doi.org/10.1177/%201094670510375599
https://doi.org/10.1177/%201094670510375599
https://doi.org/10.2753/MTP1069-6679200201

Cn. ,, Pemopuxa u komynuxayuu “, 6poti 64, wonu 2025 2., ISSN 1314-4464

Journal of Hospitality Marketing & Management, 32(5), 593—614. https://doi.org/
10.1080/19368623.2023.2196271.

Weinstein, D. (2022). Pick the video formats that work for you. Google. https://www.
thinkwithgoogle.com/intl/en-emea/marketing-strategies/video/short-and-long-
form-videos/. Retrieved on 21.01.2025.

Xiao, L., Li, X., & Zhang, Y. (2023). Exploring the factors influencing consumer en-
gagement behavior regarding short-form video advertising: A big data perspec-
tive. Journal of Retailing and Consumer Services, 70, Article 103170. https:/
doi.org/ 10.1016/j.jretconser.2022.103170.

Yeshin, T. (2012). Integrated marketing communications. Routledge.

Young, A. (2014). Brand media strategy. Palgrave Macmillan.

YouTube. (2024). The ABCDs of effective video ads. https://www.youtube.com/ads/
abcds-of-effective-video-ads/. Retrieved on 15.01.2025.

Yuki, T. (2015). What makes brands’ social content shareable on Facebook? An analysis
that demonstrates the power of online trust and attention. Journal of Advertising
Research, 55(4), 458—470. https://doi.org/10.2501/JAR-2015-026.

Zengin, B., & Zengin, E. (2020). An application of the six-segment message strategy
wheel to brand posts on Instagram. Journal of Digital Marketing Research, 8(2),
785-804. https://doi.org/10.19145/e-gifder.719242.

Zhang, T., Lu, C., Torres, E., & Chen, P.-J. (2018). Engaging customers in value co-
creation or co-destruction online. Journal of Services Marketing, 32(1), 57—-69.
https://doi.org/10.1108/JSM-01-2017-0027.

Roland Impuscatu is a specialist in advertising, digital marketing, and digital
communication. He has worked at BBDO, HaHaHa Production, and Publicis. He has
been a PhD candidate in Communication Sciences since 2022 (University of Bucharest,
FJSC). He currently teaches courses and seminars in Introduction to Advertising, Intro-
duction to Public Relations, Digital Promotion, Advertising Clips, Online Advertising,
Introduction to Online Communication, and Digital Transformation at the Faculty of
Journalism and Communication Studies, University of Bucharest. He holds a bachelor's
degree in advertising (University of Bucharest, FJSC) and a master's degree in adver-
tising (University of Bucharest, FJSC).

Manuscript was submitted: 30.03.2025.
Double Blind Peer Reviews: from 24.04.2025 till 25.05.2025.
Accepted: 26.05.2025.

Bpoii 64 Ha cm. ,,Peropuka u komyHukaruu'“ (tonm 2025 r.) ce u3naBa ¢ (pUHAHCOBATa
momoin Ha PoHa HaydHH u3cneasanus, foropop Ne KIT-06-HI16/48 ot 04 aexemBpu 2024 .

Issue 64 of the Rhetoric and Communications Journal (July 2025) is published with the

financial support of the Scientific Research Fund, Contract No. KP-06-NP6/48 of December 04,
2024.

138


https://doi.org/%2010.1080/19368623.2023.2196271
https://doi.org/%2010.1080/19368623.2023.2196271
https://www.youtube.com/ads/%20abcds-of-effective-video-ads/
https://www.youtube.com/ads/%20abcds-of-effective-video-ads/
https://doi.org/10.2501/JAR-2015-026
https://doi.org/10.19145/e-gifder.719242
https://doi.org/10.1108/JSM-01-2017-0027

