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Activating Arousal: A Content Analysis of Message Sensation Value and Social Media Engagement of Value-Congruent Messages on YouTube

Introduction and Literature Review
Prior researchers have found an increasing gap between the public’s and agriculturalist’s opinions about many issues and topics (Funk & Raine, 2015; Ruth, Gay, Rumble & Rodriguez, 2015). To bridge the knowledge gap, researchers have suggested the agricultural industry needs to provide value-congruent message appeals to educate audiences (Krause, Meyers, Irlbeck, & Chambers, 2015; Center for Food Integrity, 2014). Message appeals must contain the information that satisfies the consumers’ need for content while also being emotionally appealing to the consumer culture (Gorham, Rumble, & Holt, 2015). Value-congruent message appeals use narration, audio, visuals, and structure to emotionally appeal to the core values of the viewer (Brader, 2006). 
In the current study, the researchers identified an agricultural organization that has used value-congruent messages in social media video campaigns. In addition to identifying the structure of the value-congruent messages via message sensation value (MSV), the social media reach and engagement was also examined. Jenkins, Ford, & Green (2013) indicated social media provides a place where organizations should create content to attract audience engagement and attention to influence attitudes and behavior. YouTube, the second largest search engine, allows individuals to watch videos and engage in the content via sharing, liking, and commenting (Susarla, Oh, & Tan, 2012). The more engaged an individual becomes with the video, the more likely the video will impact their behavior or attitude (Susarla et al., 2012). 
Prior research has shown the need for value-congruent messages to help agriculturalists connect, relate, and inform the public about issues in agricultural sciences and natural resources. The purpose of this study was to understand how MSV in value-congruent message appeals relates to social media engagement. This research supports research priority 1: Policy Maker Understanding of Natural Resources as this content analysis will provide a model to demonstrate how to effectively inform the public and policy makers about agricultural sciences and natural resources (Roberts, Harder, & Brashears, 2016). To fulfill this purpose, the following objectives guided the study: 1) describe the videos in terms of length and structure, 2) identify the visuals, audio, and content in MSV, and 3) determine how value-congruent MSV relates to social media engagement.
Theoretical Framework
Previous research has identified that emotional arousal plays a key role in information processing. Emotional arousal influences an individual’s motivation to processes a message as people seek out messages that fill their need for sensation (Harrington, Lane, Donohew, & Zimmerman, 2006). Sensation seeking, or the need for sensation, activates emotional arousal when a “need for varied, novel, and complex sensations and the willingness to take physical and social risk for the sake of such experience” is fulfilled by a message (Zuckerman, 1979, p. 10). MSV is operationalized as “the degree to which formal and content audio-visual features of a message elicit sensory, affective, and arousal responses” (Palmgreen et al., 1991). When the video creator manipulates to create a higher the variables of audio, visual, and content in videos, superior levels of message sensation are produced, resulting in greater stimulation of emotional arousal during information processing and higher social media engagement (Morgan et al., 2003; Paek, Kim & Hove, 2010).
Methods

To fulfill the purpose of this study, a quantiative content analysis of an organization’s value-congruent message campaigns was completed. The videos were produced by a national checkoff advocacy group highlighting the importance of various issues and topics in agriculture. Krippendorff (1980) explained a content analysis may be used to make valid inferences to identify trends and patterns from data by assigning numbers to demonstrate variation. A researcher-developed codebook aided the resarchers in analyzing the social media engagement and MSV. Social media engagement was described through the number of views, the number of comments, and the number of ratings. MSV was calculated via Morgan et al.’s (2003) calculation where number of cuts and the presence or absence of certain message characteristics such as message visuals (i.e., special effects, text graphics, slow motion), message audio (i.e., sound saturation, music, sound effects), and content (i.e., acted out, unexpected format) were used to calculate a score from 0-12. To establish reliability, two researchers coded the fifteen videos and compared results using Krippendorff’s inter-coder reliability test. The researchers were in agreement 73.3% of the time (α = .473), and after discussion, the researchers came to agreement 96.7% of the time (α = .929). Data were analyzed using SPSS 22.0 and statisical procedures outlined by Field (2013). 
Results

The first objective provides a structural description of the videos using MSV. The videos had a MSV between 3 and 7 with five videos (33.3%) having a MSV of 3, four videos (26.7%) had a MSV of 4, four videos (26.7%) had a MSV of 6, and two videos (13.3%) had a MSV of 7.  The second objective sought to describe the social media engagement and reach. The viewing frequency held a mean of 40364.6 (SD = 75318.64). The majority of the videos did not allow comments (60%); however, of those that allowed comments the mean number of comments was 19.33 (SD = 26.14). The overall rating had a mean of 131.67 (SD = 283.85). A general linear regresssion was used to determine if the level of MSV could predict viewing frequency. The model was found to be significant (F (1, 14) = 15.14, p = .002); therefore, an increase in MSV will lead to increases in number of views. The R2 value was .538, which indicated the model explains 53.8% of the variance. While the regression model for rating frequencies (p = .093) was not significant, a one-way ANOVA was conducted and a significant difference was found to exist (F(3,14) = 5.32, p = .016). Post-hoc analysis was used to evaluate differences among the means. The post-hoc comparisons using the Tukey HSD test indicated that a MSV of 3 was significantly different than 6 (p = .022) and a MSV of 4 was significantly different than 6 (p < .030). The regression model for number of comments and the ANOVA model was found to be non-significant.
Conclusions, Implications, and Recommendations
This analysis was consistent with other research stating value-congruent message appeals use narration, audio, visuals, and structure to emotionally appeal to the core values of the viewer (Brader, 2006). Videos containing a higher level of emotional appeal did engage the viewer more as indicated by the number of likes and comments present on those videos. Based on the results found in this analysis, practicioners should incorportate higher levels of MSV in their videos by adding emotional appeal to further engage their audience. However, the study should increase its sample size to see if other organizations who use value-congruent campaigns find the same results. For future research, it would be interesting to dive deeper into MSV and measure emotional arousal levels via psychophysiology.
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