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Abstract 

 
 A desire to satisfy basic psychological needs underlies any motivated behavior. The 

primary goal of this study is to explore personal and social motivations for viral sharing. 

We are also interested in tracing the relationship between the amount of sharing and the 

escape from boredom (aversive gratification) as well entertainment (attractive 

gratification). To test the research question and two hypotheses, an online survey was 

conducted. Then, a series of exploratory factor analysis (EFA) were run in SPSS. A 

correlation and one-step OLS multiple regression analysis were performed afterwards. 

The EFA’s result revealed 6 major groups of motivations. Boredom is not related to the 

amount of viral sharing when entertainment is controlled, whereas there is a strong 

relationship between entertainment and the amount of viral sharing when boredom is 

controlled. This empirical study may be of interest not only for scholars but also for 

advertising and marketing professionals.  
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Introduction 

 One day I came across an article with the intriguing title, “On Web, Storeroom 

Crooner From Tajikistan Is a Star.” It was published in The New York Times, September 

11
th

, 2009. The story was about a poor migrant worker from the Central Asian state of 

Tajikistan. His name was Baimurat Allaberiyev, or Tajik Jimmy, a nickname under which 

he is now known in Russia.  A poorly educated middle-aged shepherd with no musical 

background became popular by his astonishing renditions of Bollywood songs. Unlike 

Susan Boyle (a revelation of the “Britain's Got Talent”) or a South Korean singer PSY (a 

recent YouTube sensation), Tajik Jimmy did not have a chance to participate in a national 

song contest or to make an appearance in top rating TV shows. Nevertheless, filmed with 

a cell phone and uploaded on YouTube, video of Baimurat performing a Capella in a 

stockroom, made him the Internet sensation. Undoubtedly, publications in the Russian, 

British and American newspapers as well as their subsequent reposting and discussing in 

individuals' blogs contributed to the video popularity. However, the first peak of views 

fell on the first month since posting on YouTube (June 2008). The viewership was 

instigated by press attention only later. Why did this phenomenon take place? What are 

people's motivations for sharing videos online? We know that no TV shows or contests 

introduced Baimurat Allaberiyev to the mass audience. So, what kicked off popularity on 

the Internet that finally evoked the attention of the mass media and famous producers? 

 Among different needs and desires that people consider important, the desire to share 

is one of the most common ones. Various psychological and social responses, acting 

separately or in combination, underlie people's motivation to share. The “Uses and 
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Gratifications” approach implies that audience members choose certain media to satisfy 

their social and psychological needs or interests. The gratifications that people obtain 

from the content of selected media affect their individual requirements. Thus, the content 

of media which people consciously choose is able to fulfill their individual needs. Among 

all media, the Internet fits best to accommodate to individuals' motivation to share. Its 

interactivity and accessibility, as well as its ability to ensure prompt responses and 

exposure to an enormous audience, contribute to viral communication. It will be fair to 

say that the Web environment is the place where the motivation to share is dynamically 

evident.    

 While some research has been done on the psychological and organizational 

underpinnings of motivation for viral sharing, a complex work has yet to be done on the 

effects that such sharing has on web audience members in terms of the satisfaction of 

their individual and social needs. In reference to viral sharing, it is particularly interesting 

to look at such pervasive phenomenon as web surfing, which is widely considered as time 

wasting in order to get rid of boredom. But paradoxically, what is considered as 

procrastination, i.e., aversive stimulation, may eventually become an attractive 

gratification bringing people joy and happiness while they enjoy themselves looking for 

fascinating things on the Web to share with others.  For the purpose of this study, we will 

address viral advertising as a strategic research site (SRS) to study the phenomenon of 

viral sharing which takes its extreme and extensive form here. Viral advertising is a 

propitious area for understanding the motivation to share and making theories about its 

effects on the satisfaction of personal and social needs. As strategic research materials 
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(SRM) for the study, we will refer to viral videos which, as a rule, carry both informative 

and entertaining values. Thus, when we use such terms as “information sharing,” 

“knowledge sharing” or “viral sharing of information,” they all imply the same – viral 

videos that might be possibly applicable to viral advertising. 

  The structure of this thesis consists of six major parts.  In the Literature Review, we 

will look at the major theories about motivation to share, media use and viral 

communication.  In particular, we are interested in exploring why people are motivated to 

share and what effect such behavior has on the satisfaction of psychological needs. Then 

we will state the Research Question aimed to identify what motivators are associated with 

viral sharing; two Hypotheses are intended to test the correlation between the amount of 

sharing and aversive (escape from boredom) and attractive (joy augmentation) 

gratifications. In the Method section, we will explain the mechanics of research 

consisting of the online survey as well as the exploratory factor and correlation analysis. 

In the Results section, the outcomes of the exploratory investigation will be presented. 

The Discussion section will be devoted to key insights gained, implications, and 

inevitable limitations to the study. And finally, in the Conclusion section, we will focus 

on the ramifications of results of the empirical investigation.  

 The practical importance of such exploratory investigation is determined by current 

trends in advertising and marketing. Due to the high clutter and extreme market 

saturation, traditional forms of strategic communication are often pricey and ineffective. 

Businesses are looking for new ways to deliver messages about the values of their 

products and services. They want to encourage people to spread information by 
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themselves. The Web as a social media platform is a powerful word-of-mouth carrier. 

Companies start blogs, host forums, open profiles on Facebook, Twitter, and YouTube, 

where they place video ads, photos and songs intended purely to go viral. By doing so, 

advertisers encourage people to pass messages on to more and more people. As a result, 

through participation in viral sharing, consumers unconsciously become corporate secret 

agents. Creative and marketing ideas are analyzed and discussed by large groups. More 

voices not only spread the word about a brand, but also make it easier for marketers to 

grasp the key issues of communication. In addition, social media help manufacturers to 

gather more information on their audiences. The process turns out to be mutually 

profitable. In addition to satisfying users’ personal needs, the underlying willingness to 

contribute to the public good through online sharing has a huge positive impact on 

people’s lives. Therefore, by understanding the motivation for viral sharing, marketers 

will be able to find new ways to encourage word-of-mouth online communication. 
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Literature Review 

1) Motivation to share and satisfaction of basic psychological needs 

 To answer the question of why people are motivated to share, we should first turn to 

theories about personal needs, which may underlie this motivation. The hierarchy of basic 

human needs proposed by Abraham Maslow (1954) includes: physiological (somatic) 

needs, safety, the need for belongingness and love, the need for esteem, and the need for 

self-actualization. The latter one is the superior need among all. Addressing to a holistic 

theory of the organism created by Kurt Goldstein (1939), Maslow points out that “any 

specific need gratification [is] in the long run a step toward self-actualization... [It’s] 

man’s desire for self-fulfillment, namely, to the tendency for him to become actualized in 

what he is potentially” (pp. 92, 109). The characteristics of self-actualizing people are, 

but not limited to the following: acceptance (self, others, nature), spontaneity (simplicity, 

naturalness), problem centering, rather than ego-centering, autonomy, continued 

freshness of appreciation, ability to have deeper and more profound interpersonal 

relations, resistance to enculturation, fellowship with humanity, and creativity (Maslow, 

1954). Creativity, and self-expression, “appears to be the same tendency which we 

discover so deeply as the curative force in the psychotherapy – man’s tendency to 

actualize himself, to become his potentialities.” (Rogers, 1961, p. 350-351). 

Although the order in the hierarchy is not rigid, there is no way for a higher set of 

needs to emerge without gratification of less potent needs. More often than not, various 

needs are interrelated to be satisfied through a relevant motivated behavior (in case of this 

study, motivation to share). In other words, almost any behavior is multimotivated; 
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“conscious desire or a motivated behavior may serve as a kind of channel through which 

other purposes may express themselves...” (Maslow, 1954, p. 67). Among these purposes 

is the achievement of largely unconscious fundamental goals, basic needs, desires or 

coping with organismic state of affairs, under which Maslow meant tension, boredom, 

strain and unhappiness. He enumerates sets of phenomena, which might be largely 

determined by gratification of basic needs; these phenomena include conative-affective, 

cognitive, interpersonal functions, and character traits. However, psychological motives 

are not single determinants triggering goal-oriented behavior. Social context is another 

important behavioral determinant. Peer pressure, social norms, and a number of other 

environmental factors can play a critical role in forming motivated behavior (Maslow, 

1943).  

 Noteworthy from the perspective of organizational behavior (Herzberg, 1959), by 

behaving in a certain way, people strive for intrinsic psychological well-being 

(motivation factors) rather than for an extrinsic material reward (hygiene factors). 

Although money and status can certainly enhance the enjoyment derived from activity, 

the sense of service to others (e.g., through sharing) gives a pleasure of self-realization. 

Berlyne (1960) and Csikszentmihalyi (1975) note that an individual will enjoy an activity 

if it offers a pattern of stimulation not usually available in a routine environment. In this 

connection, Csikszentmihalyi refers to three concepts: autotelic activities, autotelic 

personalities and autotelic experiences. Autotelic activity provides autotelic experiences, 

and an autotelic person tends to have such experiences. In more details, autotelic 

activities are patterns of action which deliver immediate, intrinsic rewards to a 
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participant. As a rule, artistic, creative or leisure dimensions provide intrinsic awards. But 

an inartistic activity also can be a powerful source of motivation, providing strong 

intrinsic rewards, sometimes, in conjunction with extrinsic ones (e.g., popularity). The 

autotelic person is able to enjoy what he or she is doing regardless of whether an external 

reward will be given. Such factors as age, gender, and social class may affect person’s 

ability to enjoy activity for its own sake. Autotelic experience is a psychological state, 

characterized by emotional release, or the development of personal skills as an infinite 

reward. Such a state is evoked by activities, allowing people to gratify their personal 

needs as well as to overcome anxiety. 

 Often people choose activities to satisfy their curiosity or escape from boredom. Otto 

Fenichel (1951) described boredom as a state where the “driven-tension” is present but 

“drive-aim” is absent. Individuals search for tension relief in the external world by 

choosing an activity that does not generate anxiety because its tasks are within one’s 

ability to perform. As a result of such activity, they may gain the autotelic experience 

called flow, which is “a holistic sensation that people feel when they act with the total 

involvement” (Csikszentmihalyi, 1975, p. 37). Among flow activities may be plays, 

various creative, “transcendental,” or ”religious,” experiences as well as collective, 

including ritual, practices like Yoga and meditation. The flow model is used to explain 

intrinsic enjoyment that individuals get when they are involved in an autotelic activity. At 

a certain point, a “job” involves so much that participants are unable to make the 

distinction between the self and the environment. Non-contradictory demands for the 

activity, the issue of control, and the feeling of egolessness are the conditions necessary 
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for flow to occur. Csikszentmihalyi points out that an intrinsic enjoyment is based on a 

reductionist hypothesis: it is a manifestation of a conflict between basic psychological 

needs and social constraints. He adds to Maslow’s Motivation Theory by noting that 

“nothing is enjoyable except the simplest psychological needs and the reduction of 

anxieties generated by them” (p. 71).  

In relation to the purpose of this study, the above theories point to a few important 

conclusions. First, viral sharing is a multimotivated behavior aimed to satisfy various 

psychological needs or desires. It can also help to cope with a certain organismic state of 

affairs, such as tension, boredom, anxiety, and/or unhappiness. Second, as an activity 

delivering immediate, intrinsic rewards under the unusual pattern of stimulation (online 

communication), viral sharing may be considered an autotelic activity. In some instances, 

it can grow out to an autotelic experience resulting in flow state when individuals are able 

to get the utmost intrinsic enjoyment. Internet has prerequisites necessary for such 

activity to occur, e.g., non-contradictory demands, minimal control, and equality of all 

participants. Therefore, it might be an ideal environment for individuals to satisfy their 

psychological needs and to cope with boredom and anxiety through sharing. Furthermore, 

we should address to relevant theories about human communication and Internet use.   

2) Media use and gratification of basic personal needs 

 From “Uses and Gratifications” Theory, we know that people select media to satisfy 

their psychological needs, wants or interests. Katz et al. (1973) presented the following 

typology of media helpfulness in gratifying needs: strengthening understanding of self, 

friends, others or society (cognitive needs); strengthening aesthetic, pleasurable and 
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emotional experience (affective needs); strengthening the credibility and status of self, 

friends, others or society (integrative needs); strengthening contact with family, friends, 

and the society of culture (also performing an integrative function); and tension release. 

Four assumptions proposed by Rubin (1994) about the “Uses and Gratifications” are 

worth summarizing in the context of this study. First, communication behavior is 

motivated. Not only do individuals select certain media to satisfy particular psychological 

needs, but the customs of certain media determine communication behavior. Second, 

individual predispositions, personal interactions, and environment shape expectations 

about media. Third, the effects of media use vary among individuals depending on social 

and psychological factors. And fourth, media use may affect individual characteristics 

and social structures. The above typology and assumptions about media use and 

gratifications resonate with the postulates of Maslow's Motivation Theory.  

Turning to the theories about Internet and social media as new platform for human 

communication, we should note that of all mass media, the Internet fits best for sharing 

ideas or knowledge. If we consider this activity as autotelic, then the Web environment 

perfectly corresponds to all three characteristics necessary for flow to occur: simple rules 

followed by all participants; minimal control, risk and cost; and equality of all users. 

(Csikszentmihalyi, 1975).  In addition, the Web brings an immediate, intrinsic enjoyment 

by providing endless opportunities for creativity and self-expression without rigid social 

constraints (Eighmey, 1997). And finally, being under the flow state, individuals may 

explore themselves and communicate with others. (Although flow does not always occur 

when people share information online, in many instances, it can be reached the more 
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individuals are involved into the process of viral communication. As stated above, one of 

the goals of this exploratory investigation is to identify relationship between the amount 

of sharing and an intrinsic joy attained). 

The Internet provides endless opportunities for interpersonal communication, 

thanks to its interactivity. As Eighmey (1997) points out, “the web enables users to 

become visitors and communicators in the most complete sense of those concepts” (p. 

66). We know that, in addition to psychotherapy, interpersonal communication is used to 

attain a stable gratification of basic personal needs (Maslow, 1954). When people get 

involved in conversations, they consciously or unconsciously strive for pleasure, 

affection, inclusion, escape, relaxation, and control (Rubin et al., 1988). Thus, viral 

sharing gives a two-way satisfaction of the simplest psychological needs: (1) through 

self-communication, i.e., in the flow state; and (2) through interpersonal communication. 

Individuals not only restructure their own lives by making themselves happier (intrinsic 

reward); they also restructure the external world by helping others (Katz et al., 1973; 

Rubin, 1988, 1994). We already mentioned some basic psychological needs, such as 

belongingness and love, esteem, and self-actualization to be gratified through a motivated 

behavior (e.g., sharing) in the external world. Viral communication may help to gratify a 

set of desires related to the same needs:  conative-affective, cognitive, interpersonal 

functions, and character traits.  It may also help to cope with the aforementioned 

organismic states of affairs (e.g., boredom, anxiety, etc.).  

As we continue exploring why people are motivated to share online, it is 

worthwhile to look now at the few theoretical models focusing specifically on how the 
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customs of viral communication determine participants’ behavior in the process of 

sharing. Consequently, the next subsection will address the role of social context in 

people’s motivation to share online.  

3) Empirical studies about social aspects of viral sharing 

 The proposed models lie in the domains of social psychology (Bandura, 1997), 

organizational behavior (Hendriks, 1999; Ardichvilli, 2003, Wasko & Faraj, 2000, 2005), 

and consumer psychology (Phelps et al., 2004, 2005; Huang et al. 2009; Wiedemann et 

al., 2008).  Most of the studies about viral sharing address theories of social capital, 

social cognition and self-efficacy (Bandura, 1997). They also refer to the notion of 

collective action. Huang et al. (2009) examine pass-along emails intention (PAEIs) and 

factors affecting them in the context of eWOM (electronic word-of-mouth). The PAEI 

model points to three separate parts, each of which is broken down into smaller 

components: social capital, social recognition dimension, and control variables. The 

social capital dimension is broken into (1) relational capital (trust norms, obligation, and 

identification) and (2) structural capital, or the ability to build social interaction ties. 

When it comes to relational capital, its other determinant – perceived relationship 

commitment – determines how much effort people put into communication. In case of a 

perceived low commitment, an intention to pass along email may be low. However, if 

perceived relational commitment is high, users will not necessarily end up sharing the 

information unless close interaction ties and close relationships with others are present.   

 The social recognition dimension, the second part of the PAEIs model, consists of 

such components as self-efficacy (or message passing self-efficacy, MPSE), image 
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outcome expectations (effects of passing along messages on one's reputation), and 

affection outcome expectations (i.e., sharing messages to show other people they care). 

Confidence in the content of the message together with image expectation and affection 

outcome expectation increase PAEI. The third part of the PAEIs model – control variables 

- consists of message involvement, which is a general level of interest and message 

quality. The Huang et al. study results show that “message involvement, more than 

message quality, wields a direct effect on PAEIs” (p. 168). In other words, if a receiver is 

interested in a message, then he or she will more likely forward it.  

 Another theoretical model, proposed by Wiedemann, Palka, and Pousttchi (2008), 

presents critical components of mobile marketing sharing. The three-step Mobile Viral 

Marketing Model (expertise, tenure in the field), and relational capital (commitment, 

reciprocity) are other important factors in knowledge contribution. Basically, the 

individual's centrality in social structure pressures him or her into sharing knowledge 

because of the direct ties that person has with other people in the electronic network. 

Similarly, if a person is tightly connected to those with whom they virtually communicate 

on a regular basis, they feel obligated to share information with them due to strong 

personal commitment. The norm of reciprocity implies that individuals share knowledge 

hoping that their efforts will be reciprocated. Finally, if individuals perceive themselves 

as experts in a field related to the topic of discussion or they worked in a certain field for 

a long time, they will be more motivated to share knowledge with others (Wasko & Faraj, 

2005). 

 In this connection, it might be interesting to look at what types of knowledge people 
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exchange in electronic networks and what rewards they expect to get. Wasko & Faraj 

(2000) distinguish three types of knowledge: (1) knowledge as object which is owned by 

organizations, in which the motivation for sharing is self-interest and rewards are 

extrinsic and financial; (2) knowledge embedded in people, in which the knowledge is 

owned by individuals, the motivation for sharing is self-interest, and the rewards are 

reputation, status, social currency, and obligation; (3) knowledge embedded in the 

community, in which the knowledge is collectively owned and considered a public good, 

the motivation for sharing is moral obligation, and the rewards are generalized 

reciprocity, self-actualization, and access to the community.  The Motivation, Social 

Capital, and Knowledge Contribution Model (Wasko & Faraj, 2005) refers to the latter 

two types of knowledge. More often than not, individuals participate in sharing for their 

own intrinsic good rather than an extrinsic interest (Herzberg, 1959). Noteworthy that 

members of electronic communities point to both tangible rewards (access to useful up-

to-date information and expertise, answers to specific question) and intangible rewards of 

knowledge sharing (e.g. enjoyment, learning/ keeping abreast with new innovations, 

interaction with community). In the study about electronic word-of-mouth advertising by 

Phelps et al. (2004), the top three motives for passing-along emails named by respondents 

are fun, enjoyment and entertainment. As most consumer generated advertising usually 

carries both informative and entertaining contents, it would be fair to assume that these 

motives are applicable to sharing messages of both, entertaining and informative, types.  

Finally, social currency earning is an important motive, too. Bill Wasik (2009) called it 

“the celebration of self.” People spread viral videos, test and tweak their would-be viral 
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projects, blog or comment on social network sites. Thereby, because of peers’ 

recognition, they start perceiving themselves as public figures with a meaning, which 

certainly gives a feeling of esteem and self-actualization.  

 After the Literature Review, we will move to stating the research question and 

hypotheses.  

  

Research Question and Hypotheses 

 As the objective of this study is an exploratory investigation of 

motivation to share on the Web, we will first focus on personal and social motivators of 

viral sharing. From a broad picture outlining indicators of the people’s propensity to share 

online, we will address two particular aversive and attractive gratifications that 

individuals gain in the process of viral communication. These gratifications are escaping 

boredom and joy attainment, respectively. In reference to viral sharing, it is especially 

interesting to explore how web surfing, which is widely considered as procrastination in 

order to get rid of boredom,  may eventually become an attractive gratification, bringing 

people joy and happiness.  Thus, the following research question and two hypotheses are 

suggested.     

Research question: what are the motivators that are associated with viral sharing? 

 From theories presented in the Literature Review, we know that motivators can be 

determined by both personal and social factors. In accordance with Maslow's Motivation 

Theory, gratification of a set of desires related to such basic human needs as affective 

needs, the need for esteem, and the need for self-actualization may underlie the 
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motivation to share. Some characteristics of self-actualizing people are important to point 

out in the context of this research. Creativity and self-expression, helping others and 

altruism, fellowship with humanity can be the key factors determining individuals’ 

motivation for viral sharing. Csikszentmihalyi (1975) also refers to the cognitive need for 

exploration and learning being an outcome of the satisfaction of curiosity.  

The PAEIs model (Huang et al., 2009) presents two important motivational 

dimensions: social capital and social recognition. The social capital is broken into (1) 

relational capital (reciprocity and commitment to a group) and (2) structural capital, or 

the ability to build and reinforce social interaction ties. When interaction ties are close 

and direct, people tend to share more. The norm of reciprocity implies that individuals 

share, hoping that others will do the same. The social recognition dimension refers to the 

image outcome expectations (effects of sharing on one's reputation) and affection 

outcome expectations (i.e., sharing messages to show other people they care). People tend 

to participate in viral sharing because they have certain expectations about image and 

affection outcomes. More concretely, individuals are motivated to share because they 

believe it may have a positive effect on their reputation. It also shows others how they 

care about them, and get respect and appreciation in return (Huang et al., 2009; 

Wiedemann, et al., 2008). In addition, peers pressure and the bandwagon effect play 

important roles in motivation to share online. We also touched upon such motivational 

factors as social currency, which, side by side with peers’ recognition, also implies 

celebration of self and showing expertise. When individuals perceive themselves as 

experts in a certain field, they will be more motivated to share knowledge with others 
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(Wasko & Faraj, 2005; Wasik, 2009). 

 From the research question, we pass on to two hypotheses related to the specific 

intrinsic gratifications that individuals gain in the process of viral sharing: (1) the escape 

of boredom and (2) attainment of joy and happiness. It is no coincidence that these two 

particular motivational factors are selected for consideration. The first one demonstrates 

the outcome of an aversive stimulation, i.e., an activity that does not have any perceived 

motivational potential as such. At first sight, aimless web surfing or spending time on 

Facebook to avoid other tasks may appear nothing else but procrastination and idle time 

filling. It may be true only in the beginning. However, the more individuals do online 

searches and participate in viral communication, the more they get themselves involved 

in an autotelic activity, which eventually brings an intrinsic reward, such as the reduction 

of boredom (Csikszentmihalyi, 1975; Maslow, 1954).  If the flow state is reached, it is 

potentially able to bring an ultimate intrinsic enjoyment. Thus, web surfing and viral 

communication, which were initially used as ways to get rid of boredom (negative, or 

aversive, motive), eventually bring positive, or attractive, outcomes, in the form of joy 

and happiness. And the greater the enjoyment, the greater the incentive to participate in 

the activity. In the same vein, the greater the importance to escape boredom, the more 

people do web surfing and share their findings with others.   

 Clearly, reaching positive outcomes may not always be a result of negative or 

aversive stimulation. Relating to the phenomenon of viral sharing, we realize that 

satisfaction of the desire to escape boredom may not be the only one that leads to such 

emotional gratifications as joy and happiness. For instance, they can be attained by 
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satisfying their affective needs through gaining social currency or helping others. The 

broad research question will let us look at a range of motives and organize them 

conceptually. Because it was not studied before, it would be interesting to look at how 

avoiding negatives can play as much role as seeking the positives. The investigation of 

these two motivational factors might be also important to better understand how 

individuals’ ability to cope with certain organismic states (e.g., boredom, unhappiness, 

etc.) depends on the amount of viral sharing. Though we are not in any position here to 

talk about the higher importance of certain factors over the others, it has to be kept in 

mind when we turn to hypotheses that address to these two types of gratification.  

Hypothesis 1: the greater the importance of such aversive gratification as escaping 

boredom, the greater the amount of viral sharing.  

 As noted before, the Internet possesses all the necessary attributes for individuals to 

achieve the flow state. Being involved in autotelic activity, such as sharing of viral 

information, participants get intrinsic enjoyment from interpersonal communication, self-

expression, helping others, and/ or their peers’ recognition. Anxiety and boredom are 

reduced as a result of immersion in the flow state when the distinction between the self 

and the environment is eliminated.  Viral communication, in general, and viral sharing as 

its integral part, can attain a stable gratification of basic personal needs that helps to get 

rid of boredom. Although, as stated above, there might be various ways to deal with 

boredom as well as to achieve joy and happiness, for the purpose of this study, we can 

assume that the more people want to escape boredom, the more they tend to share online.  

Hypothesis 2:  the greater the importance of such attractive gratifications as joy and 
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happiness, the greater the amount of viral sharing.  

 In accordance with Rubin & al. (1988), in communication, people consciously or 

unconsciously look for pleasure, affection, inclusion, escape, or relaxation. As noted, 

viral sharing gives various intrinsic rewards through gratification of the simplest 

psychological and social needs. Among these rewards are a pleasure of self-expression, 

recognition and appreciation of peers, the joy of service to others, increased self-esteem, 

entertainment and learning in consequence of interpersonal communication.  We assume 

that the more people look for joy and entertainment, the more they tend to share online.  

 

Method 

 To test the stated research question and hypotheses, we implemented an online 

survey which was run through the Zoomerang web site. The goal was to identify thematic 

areas for motives of viral sharing. The importance of aversive and attractive 

gratifications, such as escaping boredom and achieving joy, was tested by including 

relevant questions in the questionnaire. Once the results were obtained, a series of 

exploratory factor analysis (EFA) were run in SPSS. Then, to test the stated hypotheses, 

we proceeded with a correlation analysis to examine the relationship between reasons for 

sharing and the amount of viral sharing. Since implications of the study are supposed to 

be applicable to advertising, we considered viral videos as strategic research materials 

(SRM). Most of the questions in the survey's questionnaire were about sharing videos 

online. The video format is an ideal research tool for the study of viral sharing because of 

the following reasons: (1) it is common (if not the most common) format used in viral 
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advertising; (2) videos are accessible to a wide web audience; (3) they are easy to pass 

along; (4) people talk about them; (5) as almost each member of the web audience is 

involved in the sharing of viral videos one way or another, it is easier to find subjects for 

the research. The survey’s participants were not informed deliberately about the potential 

marketing value of viral videos. It was important that this study did not create the 

impression of a business project of any kind so that respondents did not feel 

commercially manipulated.  

 Furthermore, we will describe the approach to the questionnaires' composition, the 

design of the study, and statistical procedures.  

1) Questionnaire 

 The online questionnaire
1
, consisting of 23 items, was used. It includes 

dichotomous, multiple choice questions, and four Likert rating scales. One of the scales 

designed to identify motives for viral sharing requires participants to rate their level of 

agreement or disagreement on a symmetric agree-disagree 6-point scale, where 1 = 

strongly disagree and 6 = strongly agree. This rating scale consists of a series of 48 

statements. It presents the following instruction to respondents: “I share videos online 

because... [Please mark the number that best describes your level of agreement with each 

of the following statements].” To make all 48 statements more readable on a computer 

screen, we split this survey rating scale into five separate items (#12, 13, 14, 15, and 16).   

 These 48 statements, or items, are particularly aimed to identify reasons why people 

share videos online. Based on the theoretical framework, we can hypothetically sort them 

into 10 major groups (factors) representing individual and social needs underlying 

                                                 
1 Attached as Appendix A. 
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people’s motivation for sharing
2
.  

The motivation to share online may be attributed to the necessity to gratify a set of 

desires related to the affective needs, the need for esteem, the need for self-actualization, 

the cognitive need for exploration and learning. It can be also attribute to the necessity to 

cope with the organismic states of affairs, such as tension and boredom (Maslow, 1954; 

Csikszentmihalyi, 1975). In addition, we refer to such social motivational factors as 

social recognition, relational capital, social pressure, earning of social currency, and 

integration (Huang et al., 2009; Wasko & Faraj, 2005; Wiedemann, et al., 2008). 

Therefore, the list of 10 major motivational factors is as follows: 

 Esteem 

 Self-actualization  

◦ self-expression 

◦ altruism 

◦ helping others 

 Cognitive needs  

◦ curiosity satisfaction 

◦ interest 

◦ self-exploration 

◦ understanding and exploring the world and others 

 4.  Affective needs 

◦ pleasure seeking 

◦ excitement 

◦ aspiration to share emotional experience 

 5. Tension release 

◦ boredom escape, time-filling, and procrastination 

                                                 
2
 The list of factors with statements attached as  Appendix B 
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◦ escape and avoidance 

 6. Social recognition 

◦ reputation 

 7. Relational capital 

◦ reciprocity 

◦ commitment to a group 

 8. Social pressure 

◦ peers’ pressure 

◦ bandwagon effect 

 9. Social currency 

◦ recognition 

◦ celebration of self 

◦ showing expertise 

 10. Integrating needs 

◦ making friends 

◦ building and reinforcing social ties 

◦ strengthening contacts with family and friends 

 We also included an open-ended statement for respondents to add their 

own motives. This statement is posed as “other, please describe.” 

2) Sample and Data Collection Procedure 

 Initially, subjects were recruited through the MarketTools research service which was 

affiliated with the Zoomerang website. The provided screening criterion was as follows: 

adult users of the Web who said that they had shared at least one video online in their 

lifetime. No restrictions were set for age or profession; the split between males and 

females was 50-50. The sample size was 212 subjects; each participant got a monetary 

reward in the amount of $10 for participation in the study. The sampling criterion was not 

intended to represent video sharing patterns for the whole population, though. Our goal 
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was to explore psychological motives for viral sharing which might be peculiar for 

regular Internet users.  

 However, the above approach fell short of its objective. The obtained results elicited 

flaws in the screening criterion as well as in the approach to subjects' recruitment. Since 

no screening out was initially foreseen after the 3
rd

 question (“Have you ever shared 

online videos, such as...), those who answered “no” continued participating in the survey. 

Thus, almost half of the respondents (105) had never shared viral videos but kept 

responding to the survey’s questions, anyway. It completely defeated the whole research 

purpose.  Therefore, a screen-out restriction had to be imposed to prevent those 

respondents who had never shared online videos from further participation in the study. 

Such criterion was selected later. We also had to reconsider the sampling criterion. 

Practically half of 105 respondents answered “no” to the 3
rd

 question were over 40 years 

old; among them about 43% were 60 years old or older. Such responses as “waste of 

time,” “no time to bother,” “not a fan of social networking sites,” or even “do not believe 

sharing should be legal” were given as reasons for refusing to share viral videos. 

Obviously, while being regular Internet users, older people are not the most active when 

it comes to viral sharing.  

 A new sample was designed to represent regular Internet users among college 

students only. Since the younger audience is more active in terms of sharing online 

videos, it seems reasonable to consider it for studying the motives for viral sharing. Thus, 

242 subjects were recruited from college students of the University of Minnesota (School 

of Journalism and Mass Communication) and the University of California, Los Angeles. 
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First, we used the SJMC subjects' pool through where 165 students signed up. Only 24% 

of them were males; it reflected a traditional gender imbalance in SJMC (the number of 

female students exceeded significantly). To ensure an even split between males and 

females, we then addressed the UCLA fraternities. Letters were sent to presidents of 12 

fraternities with the request to forward them to their members.  Those UCLA students 

(77) who took part in the survey received $5 gift cards for the Coffee Bean Cafe. UMN 

students were granted a credit for participation in the survey. Once students either signed 

up in the Sona system (UMN) or confirmed their participation by email (UCLA), they 

received a link to the survey on the Zoomerang web site. 17 students were screened out in 

the very beginning because they answered “no” to the question “have you ever shared 

online videos.” After three weeks of data collection, the survey was closed for 

participation, and we proceeded with statistical analysis. 

3) Data Analysis Approach 

 Several subsequent exploratory factor analyses (EFAs) were run in SPSS in order to 

identify groups of motives associated with viral sharing. Then we proceeded with a 

correlation analysis to test our hypothesis, i.e., to trace a relationship between why people 

share and how much they report they share. Even though 225 respondents completed the 

survey, the final EFA’s solution included responses from 169 respondents only. The 

reason for this was that 56 respondents out 225 skipped at least one of the answers. To 

ensure valid results of the factor analysis, the incomplete responses were not included.   

 In order to conduct an EFA, a few decisions had to be made upfront, including the 

extraction method, rotation type, and the number of factors to extract. In deciding the 
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number of factors to extract, we turned to the scree plot using the Kaiser Rule (or 

Eigenvalue > 1.0) as our starting point. As the purpose of the analysis was exploratory 

rather than confirmatory in nature we chose to use the more liberal Kaiser rule which will 

generally extract more factors. Using this rule we found that the scree plot indicated one 

general factor, possibly two. A principal axis factoring the extraction method was 

employed. Moreover, since all of the statements assessed motives for sharing videos 

online, it seemed logical that the underlying motives would be related in some way. 

Therefore, an oblimin (rather than varimax) rotation was used which allowed the factors 

to be correlated. Also, several tests were performed prior to running an EFA. These tests 

included the Bartlett’s Test of Sphericity and the Kaiser-Meyer-Olkin’s Measure (KMO) 

of Sampling Adequacy. Bartlett’s Test reveals a χ
2
(1128) = 4323.5, p < .001. The null 

hypothesis for Bartlett’s Test is that the average correlation between variables is equal to 

zero; therefore we rejected this hypothesis and concluded that some relationship exists 

between the items regarding sharing motives. A KMO of .859 indicated that there exists 

substantial overlap and thus EFA is appropriate. 

In addition, we had to determine a cutoff value to avoid cross or unclear loading 

on a factor. Comrey and Lee (1992) suggest that loadings of .45 are fair and loadings 

under .32 are poor. Therefore, subsequent analysis used a cutoff of .40 to determine the 

minimal loading needed for item assignment. Any items with rotated factor loadings of 

.40 or less were discarded. Following this cutoff, the final EFA resulted in a six-factor 

solution that included 26 items from the original 48.  

Then two Pearson correlations were conducted to test two hypotheses. Each of 
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two items - “I am bored” and “It’s entertaining!” - was correlated with a six-choice 

question stated in the survey as “In the past month how often did you share videos 

online?” Since both items cross-loaded on the same factor, to assess whether each of 

them is independently related to amount of sharing, two partial correlations were also 

conducted, one between “I am bored” and the amount of sharing while controlling for 

“It’s entertaining!” and another between “It’s entertaining!” and the amount of sharing 

while controlling for “I am bored.” Afterwards, a one-step OLS multiple regression 

analysis was performed to examine the unique relationship of items, “I am bored” and 

“It’s entertaining!”, with the amount of video sharing online. Prior to running the 

analysis, both dependent variables were checked for normality. It was found that “It’s 

entertaining!” was negatively skewed, where skew = -1.767. With this aberration in mind, 

the item was cube-transformed, resulting in a more optimal level of skew, where skew = -

.760.  

 Furthermore, we will focus on the results of our statistical analysis.   
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Results 

1) Motives for Viral Sharing 

 The six factors emerged, as a result of the final EFA, are accounted for 59.42% of the 

shared variance (see Table 1). 

Table 1 

Factor 

Initial Eigenvalues 
Extraction Sums of Squared 

Loadings 

Rotation 
Sums of 
Squared 
Loadings 

Total 
% of 

Variance 
Cumulative 

% Total 
% of 

Variance 
Cumulative 

% Total 

1 8.859 34.074 34.074 8.471 32.580 32.580 5.827 

2 3.166 12.176 46.250 2.786 10.716 43.295 4.798 

3 1.869 7.190 53.440 1.488 5.721 49.017 4.051 

4 1.399 5.380 58.820 1.003 3.856 52.873 1.784 

5 1.331 5.118 63.937 .931 3.580 56.453 2.772 

6 1.162 4.467 68.405 .772 2.971 59.424 4.961 

The residual 20 items are not reported in this table as their values drop drastically. 

The Scree Plot below shows the fraction of total variance in the final output.  
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The 6 factors reproduce the original correlation matrix moderately well with 32 (9%) of 

the correlations containing p values greater than .05. Thus, this factor solution captures a 

large portion of the correlation structures of the original data. Commonalities (Table 2) 

contain a fairly large range, between .316-.811. Low communalities indicate that the 

factor solution does not account for that item very well and we should considered 

revising or removing it.  

Table 2 
Communalities 

  

Initial Extraction 

1) I would feel really good if people like them. .511 .576 

2) I remind people that I am now socially active. .599 .610 

3) They show who I really am. .577 .488 

4) I want to show my expertise in a certain field. .532 .461 

5) I just want to share a feeling of joy and happiness. .507 .446 

6) It increases my self-esteem if what I share interests many people. .441 .459 

7) I found something really unique; it might be much of interest to others, too. .588 .616 

8) By doing this I express what concerns or interests me in a real world. .543 .657 

9) It's interesting to hear other people's opinions. .486 .409 

10) I have nothing better to do at the moment. .568 .515 

11) It's entertaining! .663 .762 

12) I am bored. .665 .811 

13) I want others to admire extraordinary skills that I have. .596 .573 

14) I want to prove myself as a knowledgeable person. .709 .762 

15) It's stimulating to get grateful comments. .623 .633 

16) It's a way to announce a new group event. .335 .316 

17) It's a pleasant way to spend time. .703 .692 

18) It helps to make friends. .674 .737 

19) It relaxes me. .746 .705 

20) It's an opportunity to stay in contact with people whom I do not see often. .670 .540 

21) In such a way, I can congratulate my family members on anniversaries, birthdays or 
holidays. 

.460 .579 

22) It's a chance to learn something new. .602 .722 

23) It gives me a chance to maintain communication with a lot of people. .715 .676 

24) I want others to share my inclusion in a certain social problem or phenomenon. .591 .581 

25) It peps me up. .625 .553 

26) I can put off something I should be doing right now. .582 .571 
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We also address the factor correlation matrix that provides information about inter-factor 

correlations (Table 3). Data demonstrate that moderate inter-factor correlations exist 

ranging from |.047-.446|, indicating that factors show moderate to small amounts of 

overlap.  

Table 3 

                                            Factor Correlation Matrix 

Factor 1 2 3 4 5 6 

1 1.000 .371 .388 .147 .224 .446 

2 .371 1.000 .198 .095 .326 .106 

3 .388 .198 1.000 .109 .267 .302 

4 .147 .095 .109 1.000 .047 .225 

5 .224 .326 .267 .047 1.000 .122 

6 .446 .106 .302 .225 .122 1.000 

According to the pattern matrix (Table 4, page 27), representing the rotated factor 

loadings, 26 items loaded among 6 factors. They produced a relatively clean six-factor 

solution with one cross-loading item and two non-loading items. Seven items contain 

high values ranging from .7-.9; six items containing moderate values (.6-.7); and thirteen 

items with low values within the .4-.5 range. The emerged factor solution provides a clear 

indication of 6 thematic areas, or groups, of motives that now can be labeled. Being 

primarily guided by the list of needs derived from the Literature Review, we took the 

liberty to implement an interpretive approach to titling these areas. The items and their 

individual scores loaded into each factor were analyzed. As a result, we came up with 6 

themes’ names that best reflect active and distinctive qualities of each factor.  Thus, these 

themes are as follows: (1) keeping in touch, (2) maintaining social standing, (3) sharing 

viewpoints, (4) sharing fun, (5) sharing events, and (6) enjoyable escape.  
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         Table 4 
Pattern Matrix 

 

Factors 

Keeping 
in  

Maintaining  Sharing  Sharing Sharing Enjoyable  

Touch 
Social 

Standing Viewpoints Fun Events Escape 

1) It helps to make friends. .738 .254 .023 -.117 -.123 .053 

2) It gives me a chance to maintain 
communication with a lot of people. 

.665 -.041 .050 .164 .247 .035 

3) It's an opportunity to stay in contact 
with people whom I do not see often. 

.630 -.123 .006 .112 .132 .139 

4) It relaxes me. .580 .074 .151 .011 -.054 .281 

5) I want to prove myself as a 
knowledgeable person. 

-.034 .802 -.109 -.068 .219 .089 

6) I remind people that I am now socially 
active. 

.021 .740 .012 .066 -.001 .104 

7) I want others to admire extraordinary 
skills that I have. 

-.038 .735 -.032 .027 .102 -.003 

9) I want to show my expertise in a certain 
field. 

.039 .580 .185 -.117 .073 -.068 

10) It increases my self-esteem if what I 
share interests many people. 

.021 .535 .052 .345 .024 -.084 

11) They show who I really am. .168 .464 .245 -.120 -.020 .140 

12) It's stimulating to get grateful 
comments. 

.378 .445 -.032 .271 .087 .015 

13) By doing this I express what concerns 
or interests me in a real world. 

-.115 .141 .836 -.027 -.004 -.085 

14) I found something really unique; it 
might be much of interest to others, too. 

-.004 -.153 .659 .267 .059 .124 

15) It's interesting to hear other people's 
opinions. 

.156 .010 .545 -.018 .037 .012 

16) I want others to share my inclusion in 
a certain social problem or phenomenon. 

.322 .261 .357 -.261 .063 .090 

17) I would feel really good if people like 
them. 

.322 .292 .018 .514 -.044 -.032 

18) It's entertaining! -.075 -.139 .305 .507 .047 .489 

19) I just want to share a feeling of joy and 
happiness. 

.164 .015 .236 .358 .049 .220 

20) In such a way, I can congratulate my 
family members on anniversaries, 
birthdays or holidays. 

.035 .093 -.133 .037 .745 -.053 

21) It's a chance to learn something new. .224 -.115 .341 -.229 .618 -.009 

21) It's a way to announce a new group 
event. 

-.087 .150 .060 .025 .487 .049 

22) I am bored. -.182 .010 -.118 .003 .048 .984 

23) I have nothing better to do at the 
moment. 

.082 .002 .044 .028 -.112 .663 

24 I can put off something I should be 
doing right now. 

.157 .016 .052 -.111 .055 .656 

25) It's a pleasant way to spend time. .324 .004 .106 .051 .085 .545 

26) It peps me up. .269 .197 -.036 .016 -.041 .530 
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By exploring items loaded into each factor theme, we can see the presence of six 

major needs underlying people’s motivation for viral sharing. These needs are integrating, 

social recognition (reputation), social currency earning, self-actualization, pleasure 

seeking (excitement), and tension release. The first group, tentatively titled as Keeping in 

Touch, includes 4 statements initially attributed to the Integrating (3) and Tension Release 

(1) groups of needs. The items with the highest values - “It helps to make friends” (.738), 

“It gives me a chance to maintain communication with a lot of people” (.665), and “It’s 

an opportunity to stay in contact with people whom I do not see often” (.630) – prove the 

point that people strive to build and reinforce their social ties by sharing online. Another 

factor theme named Sharing Events adds more evidence to the fact that peoples’ 

motivation for viral sharing is determined by their need for integration and desire to 

commit to a social group. The item with the highest value “In such a way, I can 

congratulate my family members on anniversaries, birthdays or holidays” (.745) 

demonstrates that maintaining contacts with family and friends is an important factor 

when it comes to viral sharing. This theme also includes two other statements initially 

attributed to such needs as cognitive (“It’s a chance to learn something new,” .618) and 

earning relational capital (“It’s a way to announce a new group,” .487).   

 The factor theme tentatively labeled as Maintaining Social Standing is the biggest 

and the most diverse one. It clearly points out that such needs as social recognition 

(reputation) and earning social currency (e.g., celebration of self, showing expertise) are 

gratified through viral sharing. The highest value (.802) fell into the item “I want to prove 

myself as a knowledgeable person” that was initially attributed to the Social Recognition 
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group of needs. Two other items – “I want others to admire extraordinary skills that I 

have” (.735) and “I want to show my expertise in a certain field” (.580) – initially 

belonged to the Social Currency group of needs. Noteworthy that the statement with the 

second highest value – “I remind people that I am now social active (.740) indicates the 

presence of integrating need in this factor theme. As an undertone, there is also an esteem 

need (“It increases my self-esteem if what I share interests other people,” .535).  The 

occurrence of integrating and esteem in this factor theme seems reasonable as 

maintaining social standing through viral sharing ensures satisfaction of both these needs, 

as well.  

 The EFA results prove that self-actualization, including self-expression, is the key 

driver for individuals’ motivation to share on the Web. In accordance with Maslow’s 

hierarchy of human needs, self-actualization, being the highest order need, implies 

creativity and fellowship with humanity, inter alia. People share their concerns and 

interests in an effort to attract attention to a certain problem or phenomenon. In this light, 

the emergence of the factor theme labeled Sharing Viewpoints seems obvious. Two of 

three statements loaded into this factor were initially attributed to the Self-Actualization 

group of needs. Thus, the statement with the highest value (.836) “By doing this I express 

what concerns or interests me in a real world” is followed by “I found something really 

unique; it might be much of interest to others, too” (.659) which was initially attributed to 

the Cognition group of needs.  This need is also present here by the statement, “It’s 

interesting to hear other people’s opinions” (.545). Curiosity satisfaction and learning are 

evident when sharing viewpoints. 
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 Lastly, we address two factor themes labeled Sharing Fun and Enjoyable Escape. 

The first thematic area consists of two items initially attributed to the Social Currency (“I 

would feel really good if people like them,” .514) and Affective (“It’s entertaining!” .489) 

groups of needs. The latter item is cross-loaded with the Enjoyable Escape group. The 

fact that the Sharing Fun factor combines statements representing Social Currency and 

Affective needs is especially noteworthy. On the one hand, individuals get benefits from 

peers’ recognition, resulting in higher self-esteem. On the other hand, they enjoy sharing 

videos and communicating with others. Three out of six items loaded into the Enjoyable 

Escape theme were initially present in the Tension Release group of needs that combined 

statements reflecting such aversive motives as boredom escape, time-filling, 

procrastination, escape and avoidance.  The item (“I am bored”) has the highest value of 

.984 among all 26 EFA’s items.  Two items with lower values – “It’s a pleasant way to 

spend time” (.545) and “It peps me up” (.530) represent need for pleasure seeking and 

excitement, respectively. It is especially worthwhile looking at the “It’s entertaining!” 

item again since it cross-loaded into both the above factor themes. As the EFA’s result 

indicates, these themes are united by the same motivational driver which is the desire for 

enjoyment. (In light of our hypotheses that will be touched upon in the next section, joy is 

considered as attractive gratification of viral sharing). With these findings in mind, we 

move to verification of the two hypotheses. 

 

 

 



 

33 

 

2) Aversive and attractive gratifications 

 The results of the two Pearson correlations indicate moderately strong correlations 

between the need to escape from boredom (“I am bored”) and joy seeking ( “It’s 

entertaining!”) with the amount of sharing: r(218) = .167, p = .013 and r(217) =.289, p < 

.001 respectively. However, a relatively strong correlation was also found between both 

“I am bored” and “It’s entertaining!”, r(216) = .557, suggesting considerable overlap 

between these two items. The first partial correlation conducted between “I am bored” 

and the amount of sharing while controlling for “It’s entertaining!” shows that “I am 

bored” was not related to the amount of sharing, r(211) = .010, p = .881. Whereas the 

second partial correlation between “It’s entertaining!” and the amount of sharing while 

controlling for “I am bored” indicates that only “It’s entertaining!” is related to the 

amount of sharing, r(211) = .234, p = .001. These results indicate that both items overlap 

considerably with the amount of sharing but that only sharing for entertainment purposes 

is uniquely related to the amount of sharing.  

 To reexamine the above result, a one-step OLS multiple regression analysis was 

performed on 218 participants with the item “I am bored” and the cube transformed item 

“It’s entertaining!” regressed on the amount of sharing. Results indicate a significant 

relationship between “It’s entertaining!” and the amount of sharing while controlling for 

“I am bored”, β = .304; p < .001. No relationship was found between “I am bored” and 

the amount of sharing while controlling for “It’s entertaining!”, β = .002, p = .982 (see 

below Table 5 for correlations). With both items in the regression model, the overall R
2
 = 

.093. 
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Table 5 
Correlations 

 

  Mean SD 1 2 3 

1

. 

It’s entertaining!* 161.38 66.40 - - - 

2

. 

I am bored 4.16 1.33 .544** - - 

3

. 

Amount of sharing 2.35 1.42 .310** .167** - 

 Notes.* = A cube transformation was performed to eliminate skew. ** = Significant at 

the .001 level.  

 

Alternatively, these results can be presented in the form of path analysis graph: 

 
Where B is an aversive gratification, i.e., escape from boredom, E is an attractive 

gratification, i.e., joy and pleasure, and S is the amount of sharing. The above outcome 

adds to the EFA’s results, indicating that entertainment and boredom are strongly 

correlated (r = .557), although the latter one is practically not related to the amount of 

viral sharing when entertainment is controlled. At the same time, this relationship does 

not go away when boredom is controlled; there is a strong relationship between 

entertainment and the amount of viral sharing.  
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 Before we proceed with an interpretation of the above results, it is important to stress 

that side by side with escape from boredom and entertainment seeking, there might be 

other needs in play when it comes to motivation to share. Therefore, only in view of the 

two hypotheses made, entertainment seems to be a critical thing since it is what 

individuals are drawn to when it comes to the amount of sharing. Boredom, being an 

aversive stimulation, definitely enters the picture although it seems to be a context solely 

for joy and pleasure seeking. Or, putting it differently, escaping boredom can be 

considered the flipside of enjoyment; people get motivated to share videos online because 

primarily they want to entertain themselves rather than only striving to escape boredom. 

This conclusion is not only confirmed by the statistical results derived from EFA, 

correlation, and regression analysis, but is looks logical and relevant, too. Entertainment 

is more exploratory for two variables to be present and related to each other in the same 

factor theme. As the process of viral sharing involves interpersonal communication that 

brings intrinsic enjoyment, people tend to share more so to attain more joy and pleasure 

through interaction with friends.  Boredom is an underlying, contextual, but not a 

defining motive here. 

 Consequently, addressing to the above hypotheses, we should conclude the 

following: 

Hypothesis 1 (the greater importance of such aversive gratification as escaping boredom, 

the greater the amount of viral sharing) is not supported.  

Hypothesis 2 (the greater the importance of such attractive gratifications as joy and 

happiness, the greater the amount of viral sharing) is supported. 
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That said, the above results have to be taken with the important caveat that these two 

gratifications are strongly related to each other.  

 In the next section, we will touch upon the implications and limitations of this study 

as well as the prospects for future research. 

 

Discussion  

 We have shown six major thematic areas of motives for viral sharing. There is a 

strong presence of integrating, social recognition, social currency, self-actualization, 

pleasure seeking, and tension release needs underlying these motives. As almost any 

behavior is multimotivated, social and personal needs are interrelated in each group. That 

is why, an underlying presence of certain personal needs, such as the cognitive needs and 

the need for esteem, is not a coincidence. In view of the two hypotheses made, it is 

particularly interesting to look at two thematic areas tentatively labeled as Sharing Fun 

and Enjoyable Escape. The fact that the item “It’s entertaining!” cross-loaded into both 

factor themes gives rise to further investigation. It appeared that as a motivational driver, 

the desire for enjoyment and excitement might have united both themes. The subsequent 

correlation and regression analysis confirmed the EFA results. In comparison with 

boredom, entertainment is more exploratory for two variables to be present and strongly 

correlated to each other in the same factor theme.  

 The test of the two hypotheses provides interesting insights into the relationships 

between the aversive and attractive motives and the amount of sharing. We know that 

boredom is not related to the amount of viral sharing when entertainment is controlled, 
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whereas there is a strong relationship between entertainment and the amount of viral 

sharing when boredom is controlled. When it comes to viral sharing, people primarily 

strive for pleasure, entertainment, and excitement. But it does not imply that the need to 

escape from boredom is absent. The organismic state of affairs called boredom as well as 

people’s desire to get rid of it is natural. Obviously, it is present as an underlying, 

contextual, and subconscious, but not a defining motive influencing the amount of viral 

sharing. Web surfing, widely considered as procrastination, provides an opportunity for 

tension release and boredom escape though viral communication. The more people share 

videos online, the more intrinsic psychological well-being they achieve by satisfying 

psychological and social needs. Earlier we dealt with the flow state phenomenon being 

the result of an autotelic experience. When involved in the process of viral sharing, 

individuals may reach this state and end up with an augmented feeling of joy and 

happiness. Among all needs, the affective needs, including pleasure seeking, 

entertainments, and excitement, are critical ones since it is what individuals are drawn to 

when it comes to the amount of sharing.  It is important to stress once again that apart 

from pleasure seeking, there might be multiple reasons for achieving positive outcomes 

in the process of viral communication. The aversive stimulation (boredom) is not the only 

contextual determinant for such attractive gratifications as joy and happiness.  

 Given the purpose of our research, we do not aim to determine how much enjoyment 

attained from gratification of other needs is related to the amount of sharing. The findings 

do not imply that the proposed list of needs, although being a broad one, is complete and 

final. The statements that describe why people share online videos are interpretive; some 
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of them have a high degree of overlap, and could be attributed to different groups of 

needs at once. A too diverse pool of statements as well as a too broad list of categories 

resulted in the necessity to conduct a series of EFAs. By implementing a cutoff of .40, we 

could determine the minimal loading needed for item assignment. Overall, the final six-

factor solution provided an acceptable output given the low cross-loadings, decent 

amount of variance accounted for, and strong reproduced correlation matrix. However, 

given that 22 items were removed from the original items’ pool, and missing data resulted 

in less than ideal final sample size, further considerations are needed to justify the final 

six-factor solution. In any exploratory factor analysis, removing items may also remove 

hidden factors that would otherwise emerge if paired with theoretically similar items. 

Therefore, it is worthwhile testing this factor solution again in a confirmatory model. In 

addition, some qualitative research should have been conducted before developing the 

questionnaire. The purpose of such research is to discover other motivational dimensions 

that were not identified in the previous research.  

 The results of our online survey revealed certain issues with the questionnaire that 

had been overlooked in the first place. Thus, sometimes participants were unable to 

assess adequately their own motivations, especially those that might have shown 

themselves at a disadvantage: e.g., too self-confident, having low self-esteem, unsociable, 

being driven by a bandwagon effect, etc. Also one of the limitations to this study is that it 

focuses on only college students rather than on regular Internet users.  Although the first 

online survey conducted with adult Internet users provides some insights on frequency, 

channels for viral communication and topics that such users may be interested to share 
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with others, we are not yet able to determine whether their personal and social 

motivations for viral sharing differ from those of a younger audience. The same holds 

true for the aversive and attractive gratifications that older people gain in the process of 

viral sharing. With that, in spite of its limitations, this study provides ample guidance for 

future research. 

  The phenomenon of viral sharing also embraces message, individual, and context 

aspects. They correspond to three laws necessary for a viral epidemic to start - the 

Stickiness Factor, the Law of the Few, and the Power of Context (Gladwell, 2000). First, 

it is worthwhile to look at particular message qualities and topics that can induce 

motivation to share online. As this study addresses viral advertising as a strategic research 

site (SRS), additional research has to be done to identify the difference between sharing 

commercial and non-commercial types of information. Nowadays, when it comes to 

online communication, industries and businesses strive to create a “self-marketing” 

effect. They have to democratize their marketing communications to win the loyalty of 

consumers, trying to avoid the impression of an aggressive commercial pressure. For this 

purpose, an advertising message is oftentimes hidden under an entertaining format. In this 

connection, it is important to understand what balance between purely marketing and 

recreational values might be optimal for an advertising message to become viral. In 

addition, we considered viral videos as strategic research material (SRM). However, with 

the growing popularity of social images’ sharing websites, such as Flickr and Pinterest, it 

remains to be seen what attributes of static visual materials could make them contagious, 

especially if they convey advertising information. Second, although most individuals 
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participate in viral sharing of knowledge one way or another, some of them are leaders in 

selecting and spreading ideas (Keller & Berry, 2003). One of the perspectives for future 

research is to further investigate what motives are particular for three different types of 

Influentials – Connectors, Mavens, and Salesmen (Gladwell, 2000). It is also important to 

figure out how to discern such people in web communities. An effective methodology for 

this kind of analysis has yet to be developed. Third, knowledge of the individuals’ 

motives can lead us to better understand the mechanisms of viral epidemics. Additional 

studies might be done to identify what factors influence a group’s decisions; what trends 

and ideas are the most susceptible to viral epidemics; how long viral movements live, and 

what can be done to prolong their virtual lives. Last but not least, it is also important to 

explore cultural differences in motives for viral sharing.  

 

CONCLUSION 

 The results of this exploratory investigation are of current interest particularly for 

advertising and marketing. Nowadays, it is a key to encourage word-of-mouth 

communication to spread information about products and/or brands. Knowledge of 

personal and social motives for viral sharing will contribute to the more effective 

development of strategic communication campaigns on the Web. Practically, each 

corporate or e-commerce website has profiles on Facebook, Twitter, YouTube, and 

Pinterest. Consumers are invited to follow them in social media with the intent to initiate 

discussion as well as to instigate further information sharing via personal networks. What 

we observe now is a mutually rewarding partnership between individuals and 
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organizations. The Internet represents a powerful source of aggregated knowledge 

produced by agents from different professional fields, backgrounds and geographical 

locations. It is fair to say that through sharing, millions of autonomous Internet users 

shape new trends and ideas that spread out beyond virtual space.  

 The self-reliance movement, first mentioned in Alexis De Tocqueville’s book 

Democracy in America (1840) and further contemplated in Keller and Berry’s book, The 

Influentials (2003), appears to be a very timely concept nowadays. This social 

phenomenon is a direct consequence of the mass sharing of information on the Web. 

Through knowledge sharing, people are able to reach the most beneficial results when it 

comes to the adaptation of new technologies and products. Keller and Berry (2003) call it 

the “self-serve society” or the “YOYO effect,” meaning that citizens are supposed to take 

responsibility for their own lives rather than relying on centralized direction. As noted 

earlier, inter alia, individuals engage in viral sharing to gratify the personal need for self-

actualization that implies fellowship with humanity and helping others. The more they are 

involved into this activity, the more they achieve the intrinsic psychological well-being 

that also brings the public good. From there, Alexis De Tocqueville’s observation that “by 

servicing his fellow, man serves himself” looks especially well-timed. This is one of the 

amazing impacts that viral sharing has on both individuals and society.  

When considering self-reliance, we cannot but bring up the Principle of Least 

Effort that basically underlies the whole idea of viral sharing.  Based on this Principle, 

first studied by G.K. Zipf, in any information-seeking activity, people strive to use the 

most convenient search methods as well as the most easy-to-use search tools. The 
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Principle of Least Effort governs the totality of individual and collective behavior. It is 

applicable to viral communication expressly. Operating by Zipf’s terms, a person seeks 

directly or indirectly a tool (aka media vehicle) for performing a job (seek for 

information) in the fastest and most effective way. The Internet fits best for this because 

of its accessibility, efficient response and interactivity. It also provides an unlimited 

variety of information contributed by users through sharing. With countless micro niches 

containing different types of knowledge, the Internet has become the best source of 

information; it manifests “the wisdom of crowds” explored by James Surowiecki in the 

same-name book (2005). Thus, today the self-reliance phenomenon has become most 

evident in virtual space. Users are producers and consumers of information at the same 

time. Viral sharing, first intended as a way to satisfy personal needs, becomes a collective 

good. Therefore, knowledge of the personal and social motives for sharing can help to 

understand better the patterns of the self-reliance movement on the Web. In this regard, 

we believe this exploratory investigation may be of much practical importance. 
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APPENDIX B 
List of Individual and Social Needs  

 

Gratification of Individual Needs  
 

1) Esteem 

 It increases my self-esteem, if what I share interests many people.  
 

2) Self-actualization  

/self-expression, helping others, altruism/ 

 By doing this I express what concerns or interests me in a real world. 

 They show who I really am. 

 I would like to share my hobbies and interests with others. 

 I want others to have empathy to other people's problems. 

 I want others to share my inclusion to a certain social problem or 

phenomenon. 

 These are astonishing items for people to see.  

 I wish people to share my admiration of a certain brand, product or service. 

 I had good time watching these videos and I want my friends to have good 

time, too.  
 

                 3) Cognitive needs  

 /curiosity satisfaction, interest, understanding and exploring the world and  others/ 

 I found something really unique! It might be much of interest to others too. 

 It's a way to share my impressions after trip or visiting an event.  

 It's interesting to hear other people opinions. 

 It's a chance to learn something new. 
 

   4) Affective needs 

 /pleasure seeking, excitement, aspiration to share emotional experience/ 

 I just want to share the feeling of joy or happiness. 

 It's entertaining!  

 It's fun to initiate a small talk. 

 It peps me up. 

 Through this I can share my personal stories or memories. 

 I want to share my affection about a certain subject or person.  

 It's a pleasant way to spend time. 
 

 5) Tension release 

 /boredom escape, time-filling, and procrastination, escape and avoidance/ 

 I am bored. 

 I have nothing better to do at the moment.  

 It relaxes me. 

 I just need to talk to someone. 

 It allows me to unwind. 
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 I can put off something I should be doing right now. 

 It allows me to get away from boring responsibilities and pressure.  

 

Gratification of Social Human Needs 
 

 6) Social Recognition 

 /reputation/ 

 I want others to perceive me as sociable person (even though I am not in a real 

world). 

 I want others to admire of extraordinary skills that I have. 

 I want to prove myself as a knowledgeable person. 

 I want my friends to know that I care about them. 
 

 7) Relational capital 

 /reciprocity, commitment to a group/ 

 It's a reciprocal gesture in response to my friends' sharing. 

 It's a nice contribution to group discussion. 

 It's a way to announce a new group event. 
 

 8) Social pressure 

 /peer pressure, bandwagon effect/ 

 If I do not do it regularly, people can forget about me.  

 Everybody does it.  
 

 9) Social currency 

 /peers’ recognition, celebration of self, showing expertise/ 

 The appreciation of people, with whom I share information, is important to 

me. 

 It feels good when I am doing something useful to others. 

 I wish my friends or significant others to see how cool I am. 

 It's a chance to show off my talents.  

 I want to show my expertise in a certain field.  

 I would feel really good if people like them. 

 It's stimulating to get thankful comments.  
 

 10) Integrating needs 

/making friends, building and reinforcing social ties, maintaining contacts with 

family and friends/ 

 It helps to make friends. 

 It gives me a chance to maintain communication with a lot of people 

 Because it's an opportunity to stay in contact with people whom I do not see 

often. 

 In such a way, I can congratulate my family members with holidays, 

anniversaries or birthdays. 

 I remind people that I am now socially active.  


