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Abstract

To date, videos are often presented on social media platforms where they are accompanied by social information
in the form of user comments. Research suggests that this social information can alter viewers’ video enjoyment.
The present study aimed to learn more about two factors that may enhance this effect by conducting a 2x2
between-subjects experiment with a control group (N = 290, Mage = 20.82, SDoge = 2.49) in the Netherlands. First,
we investigated the role that the source of social information (i.e., in-group vs. out-group) plays in the effect of
social information. Second, we explored how writing a comment while watching a video (i.e., commenting vs. no
commenting) may alter the effect of the source of social information. Results indicated that social information
created by in-group members is more influential than social information created by out-group members. However,
writing a comment did not increase viewers’ susceptibility to the effects of social information. These results are
discussed in light of the social identity framework, leading to new insights into what may bolster the effect of social
information on video enjoyment when individuals watch videos presented on social media.
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Introduction

Increasingly, audiences use social media platforms such as YouTube to access online videos. These platforms
typically present videos together with video (dis)likes and user comments. As video (dis)likes and user comments
can indicate how other viewers experience videos, scholars refer to video (dis)likes and user comments as social
information (e.g., Hsueh et al., 2015; Moller et al., 2019). Scholars have started to investigate how social information
alters viewers' enjoyment when they watch online videos to understand how entertainment experiences arise in
response to online media content. Their research indicates that negative social information, in particular, can
decrease viewers' video enjoyment (Méller et al., 2019; Waddell & Bailey, 2019; Waddell & Sundar, 2017).

To date, research on the effects of social information on video viewers' entertainment experiences has mainly
focused on how the valence of social information (i.e., its positivity or negativity) alters viewers' video enjoyment.
However, the valence effect of social information on video enjoyment may be altered by specific characteristics of
the social information, for example whether social information is written by others whom viewers perceive as in-
group members or by others whom viewers perceive as out-group members. According to the literature on social
influence, the extent to which a receiver acknowledges the source of information as a member of the same group
determines the influence that the information has on the receiver (Terry & Hogg, 1996; Turner, 1982; Turner et al.,
1994). Hence, this study aims to learn more about how the source of social information (i.e., in-group versus out-
group) alters the effect of social information on video enjoyment. Moreover, as the effect of the source of
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information is explained by social identification with that source (Terry & Hogg, 1996; Turner, 1982; Turner et al.,
1994), we also test the mediating role of social identification in this effect.

Another factor that may alter the influence of social information on video enjoyment is whether video viewers
write their own comment in response to online videos. Khan (2017) notes that there are two different ways in
which individuals can use YouTube, namely through passive consumption (e.g., reading comments or watching
videos) or active participation (e.g., writing comments). Extant research suggests that active participation on
websites can increase individuals’ focus on the content of those websites (e.g., Oh & Sundar, 2020; Van Noort et
al., 2012; Xu & Sundar, 2016). Applied to the case of social information about online videos, this means that writing
one's own comment in response to a video may increase viewers' focus on the social information. This may make
them more susceptible not only to the influence of social information itself, but also to the influence of the source
of social information. This study aims to learn more about this by investigating the role of writing one’s own
comment.

The Source of Social Information

In response to the rising popularity of online videos presented on social media, researchers have studied how
enjoyment emerges when individuals watch videos and read user comments. They found that negative social
information about a video can decrease the enjoyment that viewers experience in response to that video (Moéller
et al., 2019; Waddell & Bailey, 2019; Waddell & Sundar, 2017). Waddell and Bailey (2019) as well as Waddell and
Sundar (2017) suggest that when video viewers see social information and notice that others disliked a video, they
apply a bandwagon heuristic stating that if other viewers disliked a video, they should do so as well. Similarly,
Winter et al. (2018) argued that viewers’ video experiences might be altered through a conformity effect whereby
viewers adjust their opinions about a video to the opinion expressed by the group.

The notion that video viewers adjust their own video evaluations so that they fit in with the group gives rise to the
question of whether video viewers' tendency to adjust their evaluation depends on the source of social
information. A theoretical perspective on the role of the source of information is offered by literature on social
identity and the Social Categorization Theory (Tajfel, 1974; Turner et al., 1987). This literature has been used by
scholars to investigate various types of user-generated information, such as movie reviews and product reviews
(e.g., Chae etal, 2017; Ren et al., 2012), and it is useful to study the current topic of social information about online
videos as well. Social Categorization Theory (Turner et al., 1987) suggests that individuals are more likely to
conform to information provided by people whom they regard as members of their in-group than to information
that is provided by people who are not part of the same group (Terry & Hogg, 1996; Turner, 1982; Turner et al.,
1994).

Empirical support for the notion that the source of information plays an important role for individuals’
susceptibility to the influence of this information has been found in multiple studies (Mackie, 1986; Mackie et al.,
1990; Samu & Bhatnagar, 2008; Terry & Hogg, 1996; Yanovitzky et al., 2006). For example, Mackie (1986) found
that, during a discussion about the usage of standardized tests in universities, individuals' attitudes changed
toward the opinion expressed by other discussants only if those individuals regarded themselves and the other
discussants as members of the same group. In a study about smoking cessation, Samu and Bhatnagar (2008)
found that individuals were more influenced by information about an anti-smoking advertisement provided by
one's friends (i.e., in-group) than by information provided by strangers (i.e., out-group). In the case of social
information about online videos, this implies that video viewers' enjoyment is influenced more by social
information provided by a source that belongs to the same group as the viewers than by social information
provided by a source that belongs to a different group.

For a more thorough explanation of the role of groups, scholars have used the concept of social identification
(Reicher et al., 1995; Tajfel & Turner, 1986; Turner et al.,, 1987). Social identification is central to Social
Categorization Theory and it is based on the notion that people’s self-concept consists of two different types of
identity. First, personal identity refers to individual characteristics that people use to describe themselves (e.g.,
motivated, optimistic, or patient). The second type of identity is social identity. Individuals' social identity is
determined by the groups, or social categories, to which they feel that they belong. One's social identity can be,
for example, woman, democrat, or dentist (Reicher et al., 1995; Tajfel & Turner, 1986; Turner et al., 1987). However,



while individuals can base their social identity on meaningful factors such as their profession, one’s social identity
can also be based on arbitrary groups. Literature on the minimal-group paradigm indicates that individuals can
base their social identity on their membership of a group even if they know that they were assigned to this group
based on random or meaningless criteria (Billig & Tajfel, 1973; Tajfel, 1970; Tajfel et al., 1971).

Social Categorization Theory primarily focuses on social identity and it deals with the antecedents and
consequences of social identification: the act of positioning oneself within a specific group while distancing oneself
from other groups, and attaching value to one’s membership of this group, leading a person to adopt this group
membership as a part of her social identity (Reicher et al., 1995; Tajfel, 1974, 1982; Turner et al., 1987, 1994; Turner
& Reynolds, 2012). When studying the effect of viewers’ shared group membership with the source of social
information on video enjoyment, social identification is an important concept. Research indicates that as
individuals identify with a group of people more, they are more susceptible to the influence of that group (Mackie,
1986; Mackie et al., 1990; Samu & Bhatnagar, 2008; Terry & Hogg, 1996; Yanovitzky et al., 2006). Individuals' social
identification with other people, in turn, is determined by their awareness of a common social category
membership with those people (Turner, 1982; Turner et al., 1987, 1994). In sum, individuals who are exposed to
information provided by people of whom it is clear that they belong to their in-group (either because they have
something meaningful in common or merely because they were assigned to be in the same group) are likely to
identify with the creators of that information more. This, in turn, makes these individuals more susceptible to the
influence of the information.

In line with the literature on social identity, scholars studying social information and video enjoyment explored
the role of social identification. Walther et al. (2010) and Winter and colleagues (2018) conducted studies on the
effect of user comments in which they also measured viewers’ social identification with the commenters. They
found that while the valence of social information affected viewers' video evaluations, it did so more among video
viewers who experienced a stronger sense of social identification with the commenters. Although this provides
some support for Social Categorization theory in this context, these studies only found evidence for the notion
that when viewers identify with the source of social information more strongly, they are more susceptible to the
influence of that social information. However, as these studies did not manipulate the source of social information,
it remains unclear whether social information created by in-group members alters viewers’ enjoyment more than
social information created by out-group members. Moreover, it is unclear whether an effect of the source of social
information on video enjoyment is mediated by social identification as indicated by the literature on social identity.

In sum, we pose the following hypotheses (note that H1 is a replication of earlier research that is necessary for H2
and H3):

H1: Video viewers who are exposed to negative social information experience less enjoyment than video viewers
who are not exposed to negative social information.

H2: Video viewers who are exposed to negative social information provided by a source that belongs to the same
group experience less enjoyment than video viewers who are exposed to negative social information provided by
a source that does not belong to the same group.

H3: The effect of a shared group membership with the source of negative social information on video enjoyment
is mediated by social identification: (a) When video viewers belong to the same group as the source of negative
social information, they identify more with this source compared to when they do not belong to the same group.
(b) As video viewers' identification with the source of negative social information increases, they experience less
enjoyment.

Writing One’s Own Comment

When individuals watch videos presented on social media platforms, the way in which they use these platforms
can vary. Investigating YouTube usage, Khan (2017) notes that in addition to passive consumption (e.g., watching
videos and reading comments), video viewers can actively participate on the platform, for example by writing their
own comments. These different ways of using social media platforms may be relevant for how video viewers
respond to social information. Specifically, writing one’s own comment in response to a video may increase video



viewers' focus on the social information that was created by other viewers. Support for this notion is provided by
Winter et al. (2018). In their study, Winter and his colleagues (2018) asked participants to watch an episode of a
talent show on television. While they were watching the episode, participants could read comments about the
episode written by others and write their own comments on a tablet. The researchers found that the valence of
the comments that participants were exposed to influenced the valence of the comments that participants wrote
themselves, indicating that participants paid attention to the comments written by others. This implies that when
viewers write their own comment to express their opinion about a video, they first focus on the comments that
were written by previous viewers to acquire a sense of how others evaluated the video. As a consequence, they
may be more susceptible to the influence of social information.

Additional empirical support for the idea that individuals who actively participate on websites are focused on the
content presented on these websites and are more susceptible to its influence can be found in the literature on
persuasive communication. Several studies investigated how various forms of active participation on websites can
alter how people perceive the content of these websites (e.g., Oh & Sundar, 2020; Van Noort et al., 2012; Xu &
Sundar, 2016). Overall, the studies suggest that when individuals are actively interacting with the content of a
website as opposed to only passively reading it, their focus on this content increases, making them more
susceptible to its influence. For individuals watching online videos, this implies that writing a comment in response
to a video can make viewers more susceptible to the influence of its social information. We thus hypothesize:

H4: Video viewers who write a comment in response to a video that is accompanied by negative social information
experience less enjoyment than video viewers who do not write a comment in response to a video that is
accompanied by negative social information.

In addition to increasing video viewers' susceptibility to the effect of social information, writing one’s own comment
may also impact viewers' social identification with the source of social information. In their study on social
identification in the context of online communities, Ren et al. (2012) proposed that focusing people’s attention on
a group and its activities increases their identification with the group. As stated above, writing one’s own comment
in response to a video is likely to increase viewers' focus on the social information created by previous viewers.
Similarly, writing one’s own comment can draw viewers' attention to the source of the social information, making
them more susceptible to the influence of that source. Based on this, it seems plausible that the effect of a shared
group membership with the source of social information on social identification is stronger for individuals who
write their own comment in response to a video. We hypothesize:

H5: The effect of a shared group membership with the source of negative social information on viewers'
identification with the source of negative social information is moderated by writing one’'s own comment: The
effect is stronger for video viewers who write their own comment than for video viewers who do not write their
own comment.

Method

The hypotheses of this study were tested with a 2 (social information source: in-group vs. out-group) x 2 (writing
one’s own comment: commenting vs. no commenting) between-subjects experimental design with a control
group. The data collection for this study started in January 2019 and was completed in March 2019. The authors
received Institutional Review Board approval for this study by the ethical committee of their university.

Participants

We ran a power analysis using G*power version 3.1 (Faul et al., 2007), to determine the required sample size
needed to detect an effect with np? = .035. The results of this analysis (a error probability = 0.05, 1-B error
probability = 0.8, numerator df = 1, number of groups = 5) indicated that a sample size of 219 participants was
required. Participants in the experiment were Communication Science and Psychology students of a large Dutch
university who were recruited through the website of the university laboratory. As data from student populations
may be prone to problems that lead to exclusion of a sometimes large number of participants, we recruited a total
of 296 students. Because participants’ prior attitudes toward the video used as stimulus material in our study
could bias the results, only the data of participants who had not seen the video before partaking in the study were



included in the analyses. Hence, the data of six participants were excluded because these participants had already
seen the video. This resulted in a final sample size of 290 participants (Mage = 20.82, SDage = 2.49, 22.1% male) who
were randomly assigned to one of five conditions, namely the in-group/no commenting condition (n = 54), the in-
group/commenting condition (n = 59), the out-group/no commenting condition (n = 57), the out-
group/commenting condition (n = 60), or the control condition (n = 60).

Procedure

After consenting to participate, participants were led to a cubicle with a desktop computer. Participants in the
experimental conditions first answered a number of questions about their media usage. These questions were
part of the manipulation of group membership (see the description of the stimulus material provided below).
Afterwards, an online video and user comments were presented to the participants in the experimental
conditions. While watching the video, participants in the commenting conditions were asked to write their own
comment about the video in a textbox below the comments supposedly written by other viewers. Participants in
the control condition only watched the video presented on a webpage that did not depict any comments. After
watching the video, all participants filled in a survey.

Upon completion of the study, participants received a reward of their choice (i.e., either €5 or extra course credits).
Once the data collection for the study was completed, all participants were debriefed with an email.

Stimulus Material and Manipulation of the Independent Variables

All participants watched the same 6-minute animated short film titled Nobody Nose Cleopatra (Isart Digital, 2016)
which is publicly available on YouTube (https://www.youtube.com/watch?v=8Tc7PMuHT]Q). The selection of an
animated short film as the single stimulus material for this study was based on three reasons. First, by using an
animated short film as the stimulus material for our study, we follow previous studies that used similar videos as
their stimulus material (i.e., Mdller et al., 2019; Moéller & Kuhne, 2019). Using an animated short film as stimulus
material in this study ensured comparability with extant research on the effects of social information. Second, an
animated short film is suitable stimulus material to study the effects of social information on video enjoyment.
Unlike episodes of television series used in other studies (e.g., Waddell & Bailey, 2019; Waddell & Sundar, 2017;
Winter et al., 2018), animated short films are not aired on television on a regular basis and do not feature famous
actors that participants may know. So, participants are unlikely to hold preexisting attitudes towards it based on
what they have seen on television or on celebrities that are featured in it (Suckfull, 2010). Third, animated short
films are frequently watched on YouTube and numerous videos of animated short films are available on the
platform. The specific video that was used as the stimulus material for this study presents a narrative which
characterizes the genre of animated short films. By using one specific video that is representative for animated
short films in general, we increase the external validity of our study (Slater et al., 2015).

Figure 1. Social Information Presented to Participants in the Experimental Conditions.
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In addition to watching the video, participants in the four experimental conditions saw the same four comments
displayed on the left side of the video (see Figure 1). All four comments referred to the video negatively. Negative
comments were used because previous studies consistently showed that they can reduce video enjoyment, while
the results regarding positive social information are less consistent (Mdéller et al., 2019; Waddell & Bailey, 2019;
Waddell & Sundar, 2017).

Social Information Source

Participants in the in-group source conditions saw user comments that were manipulated to look as if they were
written by people who belonged to the same group. Participants in the out-group source conditions saw
comments that were manipulated to look as if they were written by members of a different group. The distinction
between groups was based on a short test that participants completed at the start of the study. In this test,
participants stated their opinion about several statements about media usage (e.g., “When | feel tired, | prefer
watching television over reading a book.”). They were led to believe that, based on their opinions about these
statements, they can be categorized as either ‘horizontal’ or ‘vertical’ media content processors. Unknown to the
participants, all participants were informed that they were horizontal content processors, regardless of the
answers they had provided. Subsequently, participants in the in-group source conditions were told that they would
watch the video together with some comments written by other people with the same, horizontal content
processing style. Instructions for participants in the out-group source conditions said that the comments were
written by people who have a different content processing style, namely a vertical content processing style. When
participants watched the video, a short text above the comments repeated whether the people who wrote the
comments belonged to the same group or to a different group of content processors.

The manipulation of group membership was based on previous studies that manipulated group membership
using a minimal-group paradigm (i.e., Billig & Tajfel, 1973; Tajfel, 1970; Wang et al., 2009). For example, Wang et
al. (2009) asked participants to indicate in which month they were born and then told them that based on this
information, they could be categorized into specific groups using Egyptian Zodiac. We followed this approach and
asked participants to provide some information about themselves which we then allegedly used to categorize
them into a specific group. On the one hand, we aimed for participants to believe that they would be categorized
into distinct groups. On the other hand, we also aimed for participants to believe that they would be categorized
into groups that did not differ in terms such as status or likeability. In addition, we aimed for the manipulation to
be logically related to the cover story of our study which was that the study aimed at learning more about
individuals' experiences of online videos.

To achieve these goals, we adjusted the approach used by Wang et al. (2009) and asked participants to provide
information about their media usage by answering eight short questions. We told them that based on this
information, they could be categorized into one of two groups of media content processors, either horizontal
media content processors or vertical media content processors. Because this distinction between people was
based on the fictional concept of media content processors, participants had no prior information about this
categorization which could lead them to assume that the groups differed in their likeability or status. In addition,
laypersons are likely to perceive a connection between processing style and the experience of online videos,
making it plausible that this categorization was related to the cover story of the study.

Commenting

Participants in the commenting conditions saw a textbox below the four comments in which they were asked to
write their own comment. Participants in the no commenting conditions were not asked to write their own
comment.

Measures

During the study, participants answered several questions. Unless stated otherwise, they did so by indicating how
much they (dis)agreed with statements (further described below) on a 7-point scale ranging from 1 (strongly
disagree) to 7 (strongly agree). Results of analyses provided in the measures section are based on the data of all
participants (N = 290), unless stated otherwise.



Manipulation Checks

Three questions were asked to participants in the experimental conditions (n = 230) to verify if our manipulations
were perceived as intended. First, we checked if participants perceived the comments as negative. Participants
completed the following sentence: “In the user comments, the video was discussed...”. They did so by either
selecting one point from a scale ranging from 1 (very negatively) to 7 (very positively), or by selecting / cannot
remember. Second, we checked whether participants were aware if the people who wrote the comments were
similar to, or different from them in terms of their content processing style. Participants chose one out of three
options stating that (1) the comments were written by people who are similar to me in terms of their content
processing style, (2) the comments were written by people wo are different from me in terms of their content
processing style, or (3) | cannot remember. Third, we verified if participants knew whether or not they could write
a comment while watching the video. Participants selected one of three options, namely (1) on the page with the
video, | could watch the video and read user comments, (2) on the page with the video, | could watch the video,
read user comments, and write my own comment, or (3) | cannot remember.

Video Enjoyment

Participants’ enjoyment of the video was measured using Wirth et al.'s (2012) scale to assess individuals' hedonic
entertainment experiences. Participants indicated their (dis)agreement with three statements, namely: “I felt well
entertained watching the video”, “It was fun watching the video”, and “It was pleasurable watching the video”. By
averaging participants’ scores on the three items, we created an overall video enjoyment score (see Table 1 for
detailed information about the results of a factor analysis, scale reliability indices and descriptive scale statistics).

Table 1. Results of Factor Analyses, Scale Reliability Indices and Descriptive Scale Statistics.

Eigenvalue? Explained variance? Cronbach'’s Alpha M (SD) Skewness Kurtosis

Video enjoyment 2.62 87.34% .93 5.04 (1.34) -0.92 0.48
Social identification n.a. n.a. n.a. 2.50(1.48) 1.01 0.17
Perceived similarity 2.95 73.77% .88 2.49(1.03) 0.48 -0.11
Social attraction 3.14 78.36% 91 3.56 (1.08) -0.13 0.02
Perceived trustworthiness 2.99 59.86% .83 4,22 (0.92) -0.80 1.70
Perceived social distance n.a. n.a. n.a. 5.36 (1.23) -0.67 0.23
Genre preference n.a. n.a. n.a. 5.17 (1.53) -0.82 -0.05

Note. ®The items of the video enjoyment, perceived similarity, social attraction, and perceived trustworthiness scales were subjected
to a principal axis factor analysis with oblique rotation (direct oblimin).

Social ldentification

Participants’ social identification with the people who wrote the comments was measured using Postmes et al.'s
(2013) single-item measure of social identification. Because participants in the control condition were not exposed
to any comments, the measure of social identification was only administered in the four experimental conditions
(n = 230). Participants were asked to indicate their (dis)agreement with the following item: “I identify with the
people who wrote the comments about the video” (see Table 1).

Alternative Mediators

In addition to social identification, literature has used perceived similarity (Billig & Tajfel, 1973), social attraction
(e.g., Hogg & Hains, 1996; Hogg & Turner, 1985), perceived trustworthiness (e.g., Lin & Xu, 2017; Reichelt et al,,
2014) and perceived social distance (e.g., Lin & Xu, 2017; Yanovitzky et al., 2006) to explain social influences.
Although scholars consider social identification to be a distinct concept and the key factor explaining the influence
of information sources (Turner, 1982; Turner et al., 1987), these alternative factors may play a role in the effect of
social information source on enjoyment. In the current case of the source of negative social information and video
enjoyment, individuals may experience more similarity to the source, may feel more social attraction to the source,
may have more trust in the source, and may perceive a smaller social distance to the source if that source belongs
to the same social group. This, in turn, may decrease individuals’ video enjoyment. To control for these alternative



mediators for the effect of the source of social information, we measured them among participants in the
experimental conditions (n = 230).

Participants’ perceived similarity to the people who wrote the comments was measured with the four items of the
perceived attitude similarity dimension of J. C. McCroskey et al. (1975) perceived homophily scale. Social attraction
was measured using four items that are part of the social attraction dimension of the interpersonal attraction
scale developed by L. L. McCroskey et al. (2006). Perceived trustworthiness was measured by a scale consisting of
five indicators based on the perceived trustworthiness component of the source-credibility scale as developed by
Ohanian (1990).

For each scale, we assessed whether the items loaded on one factor. Furthermore, we checked whether reliable
scales could be formed based on these items. Results of factor analyses and reliability checks confirmed that this
was indeed the case for all three scales (see Table 1). Finally, participants’ perceived social distance to the people
who wrote the comments was measured with A. Aron et al.'s (1992) inclusion-of-other-in-the-self measure. For
each participant, this led to a score between 1 and 7 where a higher score indicates a larger perceived social
distance to the people who wrote the comments (see Table 1).

Genre Preference

One question asked participants to indicate how much they (dis)liked animated films and videos. Participants
could do so by selecting one out of seven options ranging from 1 (dislike a great deal) to 7 (like a great deal). This
guestion served as a randomization check (see Table 1).

Results

Randomization Check

Individuals' entertainment experiences in response to media content are dependent on their media genre
preferences and their biological sex (Hixson, 2006; Oliver et al., 2000). To minimize the risk that these two factors
affect our results, we tested whether the randomization across conditions with regard to these two factors was
successful. Participants’ preference for animated films and videos did not differ between conditions, F(4, 285) =
2.01, p = .094. However, participant's biological sex differed between the conditions, x%(4, N = 290) = 16.46, p =
.002. Therefore, when testing the hypotheses, we conducted an additional series of analyses with biological sex
as a covariate. However, including biological sex as a covariate did not alter the results of any hypothesis test, and,
thus, we report the findings of the analyses without covariates below.

Manipulation Checks

To check if participants perceived the user comments presented alongside the video as negative, we inspected
their scores on the item assessing how positive or negative they perceived the comments to be. Descriptive
statistics showed that overall, participants perceived the comments as negative (M = 1.49, SD = 0.73). Furthermore,
98.7% of participants believed that the comments were somewhat negative, negative, or very negative. Based on
this, we deemed the manipulation of the valence of the user comments successful.

Next, we checked whether participants in the experimental conditions perceived themselves to be similar to the
people who wrote the comments in terms of their content processing style. Three participants indicated that they
did not remember whether or not they were similar to the people who wrote the comments. To test whether our
manipulation was successful among the participants who did believe that they knew whether or not they were
similar to the people who wrote the comments, we ran a binary logistic regression using the data of these
participants (n = 227). This analysis included social information source, writing one's own comment, and the
interaction term of these two variables as the predictor variables and participants’ answer to the questions about
who wrote the comments as the dependent variable. The model explained 70% of the variance (Nagelkerke R?)
and correctly classified 87.2% of the cases. Participants in the in-group conditions were more likely to indicate that



they were similar to the people who wrote the comments (e*'® = 63.78, p <.001), controlling for whether or not
they could write their own comment.

A further look at the data showed that 85 participants (75.2%) in the in-group conditions (n = 113) realized that the
people who wrote the comments were similar to them in terms of their content processing style. However, 27
participants (23.9%) indicated that they believed that the people who wrote the comments were different from
them. The results further showed that 113 participants (96.6%) in the out-group conditions (n = 117) realized that
they differed from the people who wrote the comments in terms of their content processing style. In addition, two
participants (1.7%) believed that they were similar to the people who wrote the comments. Thus, while these
results show that overall, our manipulation was successful, 32 out of 230 participants (13.9%) did not remember
or did not remember correctly if the comments were posted by in-group or out-group members. As the effect of
information source requires individuals to be aware of their common social group membership with that source
(Turner, 1982; Turner et al., 1987) and following the procedure of previous studies (e.g., Mackie, 1986; Samu &
Bhatnagar, 2008), the data of these 32 participants were excluded when testing the hypotheses.

To check whether the manipulation of writing one’s own comment worked, we ran a binary logistic regression on
the data of participants in the experimental conditions (n = 230). The analysis included writing one’s own comment,
social information source, and the interaction term of these two variables as the predictor variables. Participants’
answer to the questions about whether they could write their own comment while watching the video was
included as the dependent variable. The model explained 85% of the variance (Nagelkerke R?) and correctly
classified 95.2% of the cases. Participants who were in the commenting conditions were more likely to indicate
that they could write their own comment (e># = 357.50, p < .001), controlling for the source of the social
information.

To learn more about the effect of our manipulation, we checked how many participants correctly remembered
whether they could write a comment. We found that 113 participants (95.0%) in the commenting conditions (n =
119) realized that they could write their own comment while watching the video. However, further manual
inspection of the data showed that of these 113 participants, one participant did not actually write a comment. In
addition, six participants (5.0%) in the commenting conditions were not aware that they could write their own
comment. Further inspection of the data provided by these six participants showed that although they believed it
was not possible to write their own comment, five of them did in fact write a comment while watching the video.
In the no commenting conditions (n = 111), 106 participants (95.5%) knew that they could not write their own
comment while five participants (4.5%) believed that they could write their own comment while watching the video.
However, it is certain that none of these five participants wrote their own comment, as it was not possible for them
to do so. In sum, the results show that, overall, our manipulation was successful. However, one participant was
neither aware that (s)he could write a comment despite the fact that (s)he was in the commenting condition, nor
did (s)he actually write a comment. Therefore, the data of this one participant were excluded when testing the
analyses.

Based on the results of the manipulation checks reported here, the data of a total of 33 participants were excluded
from the analyses testing the hypotheses. Given the number of participants that were excluded from the analyses,
we conclude the results section with a discussion of the analyses run on the full sample.

Tests of Hypotheses

The first hypothesis stated that exposure to negative social information decreases the enjoyment of video viewers.
To test this, we ran an ANOVA using Welch's test. The analysis included a dummy variable indicating whether
participants were exposed to negative social information as the independent variable and participants’ video
enjoyment as the dependent variable. Supporting Hypothesis 1, the results showed that participants who saw
negative social information experienced less enjoyment (M = 4.87, SD = 1.32) than participants who did not see
negative social information (M = 5.52, SD = 1.40), F(1, 93.53) = 10.07, p =.002, ny? = .04.

Hypothesis 2 stated that negative social information provided by one's in-group would lead to less video
enjoyment than negative social information provided by one's out-group. Hypothesis 4 stated that writing one’s
own comment in response to the video decreases video enjoyment. To test this, we analyzed the data of



participants in the experimental conditions (n = 197). We ran a two-factorial ANOVA with social information source
and commenting as the independent variables, and participants’ video enjoyment as the dependent variable.
Results showed that participants who saw negative social information provided by in-group members experienced
less video enjoyment (M = 4.65, SD = 1.47) than participants who saw the same information provided by out-group
members (M = 5.04, SD = 1.18), F(3, 193) = 4.20, p = .042, ny? = .02", supporting Hypothesis 2. However, there was
no difference in video enjoyment between participants who did and who did not write their own comment, p =
.759, contradicting Hypothesis 4 (see Figure 2 for an overview of the enjoyment scores across conditions).

Figure 2. Video Enjoyment Across Condlitions (Error Bars Depict the 95% Confidence Intervals).
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Hypothesis 3 stated that the effect of a shared group membership with the source of social information on video
enjoyment is mediated by viewers’ social identification with the source. To test this, we used PROCESS (Hayes,
2018) (version 3, model 4) with which we analyzed the data of participants in the four experimental conditions (n
=197). The source of social information was included as the independent variable, participants’ social identification
with the source of the social information was the mediator, and participants’ video enjoyment was the dependent
variable. In addition, writing one’s own comment was included as a covariate?. The results showed no effect of a
shared group membership with the source of social information on participants’ social identification with that
source, p =.070. In addition, the indirect effect of a shared group membership with the source of social information
on viewers' video enjoyment via social identification was not significant, Bootstrapped 95% Cl [-.54, .04]. However,
an increase in participants’ social identification with the source of negative social information led to less
enjoyment, B =-.64, SE = .04, p <.001, 95% ClI [-.72, -.55]. Overall, these results do not support Hypothesis 33.

Hypothesis 5 proposed that the effect of a shared group membership with the source of social information on
social identification was moderated by writing one’s own comment in response to the video. To test this, we ran
an ANOVA that included the source of the negative social information and writing one’s own comment in response
to the video as independent variables and participants' identification with the source of the social information as
the dependent variable. The results showed no interaction effect of the source of social information and writing
one's own comment on participants’ social identification with the source of social information, p = .314%
Hypothesis 5 was not supported.



Analyses of Alternative Mediators

To investigate the role of the alternative mediators, we ran PROCESS (version 3, model 4) once again and included
the alternative mediators. The resulting model included social information source as the independent variable,
video enjoyment as the dependent variable, five mediators (i.e., social identification, perceived similarity, social
attraction, trustworthiness, and social distance), and writing one's own comment as a covariate. The results (see
Figure 3) showed that participants’ perceived similarity to the source of the social information and their perceived
trustworthiness of the source of social information were not affected by the source of social information, nor did
they affect video enjoyment. Although social attraction correlated with the source of social information and with
video enjoyment, these relations were not in a direction that one would expect based on the literature. Specifically,
when the source of social information consisted of in-group members, participants experienced less social
attraction to the source than when it consisted of out-group members. Moreover, as participants felt more social
attraction toward the source of the negative social information, their video enjoyment increased. Both relations
are in the opposite direction of what would be expected if social attraction played a similar role as social
identification.

Figure 3. Role of Alternative Mediators.
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Finally, we found that participants perceived the social distance to the source of social information to be larger
when that source consisted of in-group members than when it consisted of out-group members. In addition, an
increase in perceived social distance to the source of negative social led to more video enjoyment. Although the
latter is to be expected based on the literature discussed above, the fact that participants who saw social
information provided by their in-group experienced a greater social distance to that group is not. Therefore, social
distance does not seem to explain the effect of a shared group membership with the source of social information
in a way that is similar to that of social identification.

Analyses on the Full Sample

Given that the data of 33 participants were excluded based on the results of the manipulation checks, we repeated
the analyses testing the hypotheses using the full sample (N = 290). As to H1, results showed that participants who
were exposed to negative social information experienced less enjoyment (M = 4.92, SD = 1.30) than participants



who were not exposed to negative social information (M = 5.52, SD = 1.40), F(1, 87.37) = 9.07, p = .003, n,? = .03,
supporting the hypothesis. These results corroborate the original findings.

We then ran the ANOVA testing Hypotheses 2 and 4 on the full sample of participants in the experimental
conditions (n = 230). Results showed no difference between participants who saw negative social information
provided by in-group members and participants who saw negative social information provided by out-group
members in terms of video enjoyment, p = .161. There was also no difference in the video enjoyment of
participants who could write their own comment in response to the video and those who could not, p =.777. Thus,
when using the full sample, neither Hypothesis 2 nor Hypothesis 4 was supported. The results regarding
Hypothesis 2 are in contrast to the original results based on the sample excluding participants who failed the
manipulation checks.

Next, we ran PROCESS (version 3, model 4) using the data of all participants in the experimental conditions (n =
230) to test Hypothesis 3. Results showed that a shared group membership with the source of negative social
information did not affect participants' social identification with that source, p = .421. In addition, the indirect effect
of the source of social information on video enjoyment via social identification was not significant, Bootstrapped
95% ClI [-.35, .14]. However, an increase in participants’ social identification with the source of negative social
information decreased their video enjoyment B = -.63, SE = .04, p <.001, 95% CI [-.71, -.55]. In line with the original
findings, Hypothesis 3 was not supported.

Finally, we tested Hypothesis 5 using the data of all participants in the experimental conditions (n = 230). As in the
original findings, we found no interaction effect of the source of social information and writing one's own comment
on social identification, p =.994.

Discussion

By studying the role of the source of social information and of writing one’s own comment in response to a video,
the current study offers two contributions to the literature on the effects of social information on video enjoyment.
First, it replicated the finding of extant research indicating that exposure to negative social information decreases
viewers' video enjoyment. Second, it advanced our knowledge about what makes this effect more likely to occur
when individuals watch videos on social media. Our results showed that the influence of social information on
video enjoyment was affected by a shared group membership with the source of social information. However, in
contrast to our expectations, writing one’s own comment did not play a role in this process.

Negative social information created by in-group members led to less video enjoyment than negative social
information created by out-group members. Similar to previous studies on the effects of social information on
video enjoyment (i.e., Moller et al., 2019; Winter et al., 2018), our study found a modest effect of social information
on video enjoyment. However, because social information is an inherent part of the content presented on social
media and all viewers of a video are exposed to it, such a modest effect can alter the entertainment experiences
of large groups of people. This is an important result in its own, but it is also relevant because viewers' experiences
while watching a video may affect their subsequent behavior: If viewers do not experience sufficient enjoyment
while watching a video, they may stop watching it, or it may make them less willing to repeat the activity. Our
results indicate that this is more likely to happen if videos are accompanied by negative social information that is
created by viewers'’ in-group members.

The effect of a shared group membership only occurred when tested exclusively among participants who were
aware that they belonged to the same group as the source of the social information. Analyses on the full sample
including viewers who were not aware if they belonged to the same group as the source of the social information
did not show an effect of a shared group membership. These findings are in line with the notion of Social
Categorization Theory that in order for individuals to comply with a group, a common social category membership
with that group must be salient (Turner, 1982; Turner et al., 1987). However, it should be noted that excluding
participants who did not know if they shared a group membership with the source of social information from our
analyses negatively affects the random assignment procedure, leading to reduced internal validity (Christ, 2007).
Although the exclusion of these participants is theoretically plausible, implications of excluding participants have
to be considered when discussing the findings of this study.



The fact that not all of the participants realized that they (did not) belong to the same group as the source of the
social information gives rise to the question of when social media users feel that they (do not) belong to the same
social group as other viewers. In the current study, participants were explicitly told that they did (not) belong to
the same social group as the people who wrote the comments based on the minimal-group paradigm. Apart from
this information, they did not know anything else about the people who wrote the comments. However, on social
media, there are likely to be multiple cues available about people who write comments, such as their age, gender,
or their preferences. Thus, in real life settings, the effect of the source of social information is likely to be stronger
than the effect reported here, as video viewers' shared group membership with the people who write comments
is based on more meaningful information.

Our results also showed that the source of social information did not affect participants’ social identification with
that source. Thus, our results failed to support our hypothesis that the effect of a shared group membership with
the source of social information on video enjoyment is mediated by social identification. A possible explanation is
that participants did not believe that the user comments which they saw were created by other participants as
they were told. However, our finding that the source of social information did affect viewers' social attraction and
social distance to that source contradicts this notion. The results regarding these alternative mediators did not,
however, provide any theory-consistent mediation mechanisms that could explain the effect of the source of social
information on video enjoyment. In fact, the alternative mediators were either not simultaneously related to
predictor and outcome, or the direction of at least one relationship contradicted the theoretical expectations.

Our results further indicated that social identification with the source of negative social information negatively
predicted viewers’ video enjoyment. However, because in the current study social identification was measured
and not manipulated, our results do not preclude that the causal relationship between the two variables is
reversed (Pirlott & MacKinnon, 2016; Spencer et al., 2005; Stone-Romero & Rosopa, 2008). Thus, it is possible that
less video enjoyment leads viewers to experience more social identification with the source of the social
information. For example, video viewers who experience less enjoyment may identify with the creators of social
information more strongly because they agree with the negative opinion about the video as reflected in the
comments.

Finally, according to our results, writing one’s own comment does not affect video enjoyment, nor does it moderate
the effect of a shared social group membership with the source of the social information on social identification
with the source. This contradicts our expectations based on the literature on interactivity showing that various
forms of active user participation increase users’ focus on the content of websites. There are two possible
explanations for this finding. On the one hand, interactivity is a broad concept (Sundar, 2004) and can be
operationalized in different ways. The results of our study imply that the findings of extant research on specific
operationalizations of interactivity (e.g., using a contact form) cannot be generalized to different
operationalizations of the concept. On the other hand, our finding that writing one’s own comment has no effect
may be due to the fact that participants in our study wrote a comment because they were instructed to do so, and
not because they choose to do so. Outside of experimental lab settings, media users may choose to add their own
comment to social information because the previously created comments caught their interest, making them
more susceptible to the influence of these comments. In that case, writing a comment would still be a relevant
variable to the influence of social information on video enjoyment. Additional research is necessary to fully
understand this process.

Our study is subject to at least three limitations. First, the participant sample used in this study was a convenience
sample with an average age of approximately 20 years old. Although this is an appropriate sample of social media
users in the sense that these platforms are frequently used by young people, our sample existed exclusively of
university students, which limits the external validity of our findings. Second, to collect the data for this study,
participants were asked to come to the lab and watch an online video. While this approach helped to ensure that
participants paid sufficient attention to the video and the questions, it also added a certain level of artificiality that
reduced the ecological validity of our findings.

A third limitation is that we used a single video as the stimulus material for our study. On the one hand, we do not
have a clear reason to assume that the effect of social information differs depending on the specific entertainment
video that it accompanies, because previous studies consistently reported a valence effect while using various



types of entertainment content (e.g., Mdller et al., 2019; Méller & Kuhne, 2019; Waddell & Bailey, 2019; Waddell &
Sundar, 2017; Winter et al., 2018). On the other hand, the effects of social information may differ when it
accompanies other media genres, such as videos containing political messages. There are two reasons why this
may be the case. First, content characteristics are likely to differ between videos from different genres. Hence, the
stimulus material used in this study is not representative of all video genres that are available online. Second,
serious media content such as political videos are likely to be processed in a more systematic way than purely
hedonic content, which may lead viewers to be more critical of the social information that accompanies them.
Based on this, we suggest that scholars investigate how the effects of social information depend on the specific
media genre that individuals are exposed to.

The current study contributes to the literature on the emergence of enjoyment in response to online content by
investigating when the social information accompanying online videos is most likely to change viewers’ video
enjoyment. In doing so, this study focused on two factors that are likely to vary when individuals use social media,
namely the source of social information and whether or not viewers write their own comments in response to a
video. Its results indicate that viewers’ shared group membership with the source of social information is an
influential factor that needs to be considered. For future research, it seems that studying the effects of online
social information from the theoretical lens of Social Categorization Theory is a promising approach that can
advance our knowledge of how entertainment experiences emerge in online contexts.

Footnotes

1. For all ANOVA's that were run to test the hypotheses, we verified whether the assumptions of homoscedasticity
and normality were met. For this model, results of Levene's test indicated that the assumption of homoscedasticity
was violated, F(3, 193) = 3.24, p =.023. Therefore, we also ran Welch's test to test this hypothesis. Results indicated
that social information provided by one’s in-group led to less enjoyment than social information provided by one's
out-group (p = .050).

2. To verify if including this variable in the model substantially altered the results, we ran the model again without
the variable indicating whether participants wrote their own comment. The results corroborated the original

findings.

3. We ran this model a second time using heteroscedasticity-consistent estimators. The results corroborated the
original findings.

4. Results of Levene's test indicated that the assumption of homoscedasticity was violated, F3, 193) = 4.23, p =

.006. Therefore, we ran a model with heteroscedasticity-consistent estimators. The results corroborated the
original findings.

Data Availability Statement

The data collected for the current study as well as the script used to analyze the data are available via the Open
Science Framework (see: https://osf.io/hu84t/).
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