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INTRODUCTION

• People increase asthma information seeking and supporting each other through video, wikis, and blogs in virtual 

environments (Renahy et al., 2008; Shaw & Johnson, 2011).

• Asthma videos are a popular type of multimedia health information among health consumers on social media. 

• The emotional responses to asthma videos can help identify consumers’ information needs and interests, as well 

as their attitudes towards the videos. 

RESEARCH GOALS

This study aims to explore the associations between the attributes of asthma-related videos and the corresponding 

health consumers’ emotional responses to these videos on social media platform YouTube. Since the emotional re-

sponses can be either positive or negative, this study explores the attributes associated with positive and negative 

emotional response, respectively.

THEORETICAL FOUNDATION & HYPOTHESES

• The integrative framework of information processing from advertisements illustrates that information can influence 

consumers’ emotional responses by changing the processing of information. 

• Health consumers tended to like and dislike new videos more than old ones (Zhang et al., 2020), which means that the post 

interval of a video had negative influence on health consumers’ positive and negative responses. 

H1a: Post interval of a video has a significant negative impact on health consum-ers’ positive emotional response to asthma-related 

videos.

H1b: Post interval of a video has a significant negative impact on health consum-ers’ negative emotional response to asthma-related 

videos.

• Video duration was positive correlated with Video Power Indexes, an index calculated from views, likes and dislikes, 

measuring the video popularity (Margallo et al., 2023). Thus, this study hypothesized that video duration had positive impact

on health consumers’ positive and negative responses. 

H2a: Video duration has a significant positive impact on health consumers’ posi-tive emotional response to asthma-related videos.

H2b: Video duration has a significant positive impact on health consumers’ nega-tive emotional response to asthma-related videos.

• Health consumers were more likely to dislike diabetes-related videos about nutrient, while less likely to dislike videos about 

diabetic symptoms, which shows the influences video subject (Zhang et al., 2020). 

H3a: Subject of a video has a significant impact on consumers’ positive emotional response to asthma-related videos.

H3b: Subject of a video has a significant impact on consumers’ negative emotional response to asthma-related videos.

• Tags of a video also illustrated video subjects and the number of tags presented the diversity of video content. In general, the

video contained more diverse subjects, more consumers would be attracted by the content and would be provoked 

emotional responses. It indicates that the number of tags positively impacted positive and negative emotional responses.

H4a: Number of tags has a significant positive impact on consumers’ positive emotional response to asthma-related videos.

H4b: Number of tags has a significant positive impact on consumers’ negative emotional response to asthma-related videos.

• Ma, Ou, and Lee (2022) found that emotional valence of brand post positively affected the number of likes of a post, so we 

deduced that emotional valence of a video impacted the consumers’ positive responses to videos positively and, meanwhile, 

impacted the negative responses negatively. 

H5a: Emotional valence of a video has a significant positive impact on consumers’ positive emotional response to asthma-related 

videos.

H5b: Emotional valence of a video has a significant negative impact on consum-ers’ negative emotional response to asthma-related

videos.

METHODS

• Data collection

• Platform: YouTube

• Search terms: asthma, asthmatic, and exercise-

induced bronchoconstriction

• Relevance judgement: 2 researchers manually 

judge the relevance

• Time: March, 2021

• Field: title, publish date, length, description, view 

counts, number of likes, number of dislikes, and 

transcript

• Data analysis

• Subject analysis: coding by 2 researchers

• Sentiment analysis: SentimentIntensityAnalyzer 

module run with Python

• Regression modeling

RESULTS

CONCLUSION

• 2 types of factors influencing health consumers’ emotional responses: (1) attitude expression influence 

factor that provoked or reduced the consumers’ desires to express attitudes; (2) attitude tendency 

influence factor that provoked or reduced the consumers’ expression of positive or negative attitudes.

• Attitude expression influence factors: Post Interval, Number of Tags

• Attitude tendency influence factors: Subject Category,  Video Valence


