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(A Research on the Design of the Youtube Video Contents
Based on the Peak-End Rule and Users’ Responses)
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Abstract This study was conducted to find an effective design strategy for online video
contents. The structural characteristics of the online video content included in YouTube, the
platform with the greatest influence in the world including South Korea, were analyzed based
on the peak-end rule. Four categories are defined, and 400 contents were selected from some
of the famous South Korean Youtube channels in those categories. The location data of the
highlights, length of the contents, the number of viewers, the number of ‘likes’, the number
of ‘dislikes’ and the number of replies were collected. More than a half of the contents were
constructed not based on peak end rule. As a result of the analysis made in aggregate level
and in category level, we found the significant improvement in the number of viewers in the
contents based on peak-end rule. The result implies the possibility of the analysis of video
contents design based on the theories in the service management.

Keywords: Online video contents, Youtube, Peak-end rule, Customer experience, Behavioral
economics
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Prolog Epilog
5 min ‘ ‘ ‘ 3 min
Setup Complication Development Climax
26 min 28 min 26 min 25 min

Fig 1. The example of narrative theory structure
of movies

(Source: Thompson (1999), as cited in Cutting

(2016), pp.1716)

Table 1 Korean Popular Youtube Channels

Subscribers Subscribers
Category  Rank Channel (Million) Category  Rank Channel (Million)
Animal 1 Cream Heroes 381 Sports 1 Fglghsg;:?]l 318
SBS TV Animal
2 Farm 357 2 Allblanc TV 147
3 Surinoel 195 3 SPOTV 143
. . Shoot for
4 Milky Boki Tan 171 4 Love 124
5 Shu and Tree 155 5 Malwang TV 85.8
6 Dog Trainer Kang 121 6 Hip First 81.3
JK Art
7 Haha ha 95.2 7 Scooer 65.3
Online
The Soy 89.9 M Big News 58.7
Girlsplanet 88 Fitvely 54.4
10 Nayang Papa 75.8 10 DK Yoo 54.2
Comedy 1 Go Toe Kyung 203 Tourism 1 Yeorak 57.3
2 Eugbak 177 2 Pani Bottle 49.7
3 Treasure Island 172 3 Chomad 49.4
KBS Travel
4 Double Bee 166 4 Around the 25.8
World
5 Kim Ki Hoon 159 5 Dingo travel 25.7
Bruce Lee
6 Jo Jae Won 155 6 TV 23.4
Soy The
7 Wootso 139 7 World 20.8
Travel to
8 Korea Grandma 130 8 Korea TV 15.1
9 Dickhunter 120 9 Kim's Travel 12.1
.. Jay World
10 Suspicious Guys 119 10 Traveler 11.5

Channels have been utilized as of Nov 18, 2020.
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Table 2 Correlation matrix (n=400)

: Peak Video Total . e
Group® S:tlgirr‘?lgg length Views Likes Dislikes Comments
Group? 1
PeakTiSr‘IL]aerting 533+ 1

LVe fgetoh 051 5965 1

g 147" o1 130" 1

Likes .080 -.086 -.174™ 6617 1

Dislikes 1157 -.040 -.165" 668" 8467 1

Comments .001 -.030 -.044 490 703" 613 1
*p<.09, #xp<.01, **xxp<.001
a. Dummy variables: Early Peak Group 0, Late Peak Group 1
Table 3 Descriptive statistics (n=400)
N Min Max Avg Stand dev

Groups 400
Video length?® 400 95.0 2939.0 515.310 267.0856
Peak starting time" 400 1.0 1373.0 244.518 199.0349
Peak starting time(%6) 400 0.11% 99.49% 46.75% 26.95%
Total Views 400 1216 103590464 4309208.83 7687936.99
Likes” 400 .00130 89.00000 4.9739435 8.22545252
Dislikes” 400 .00000 4.30000 1829789 .39258790
Comments 400 .000 48701.000 4078.48264 5166.75483

a. Scale: Sec
b. Scale: Million
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Table 4 Comparison of T-test results between peak groups (n=400)

Peak Group
Factors Early Late t(p)
(n=287) (n=113)
Mean 3602031.62 6105318.56
Total Views 2.05(.042)*
Standard dev 922337.20 12648191.07
Mean .01 .03
Likes® 919(.144)
Standard dev .01 .26
Mean .087 .062
Dislikes® -.357(.721)
Standard dev .660 463
Mean 15.041 38.644
Comments?® .856(.394)
Standard dev 15.996 293.047

x*p<.05, *xp<.01, *+xxp<.001
Early Peak Group n=287, Late Peak Group n=113
a. Normalized
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v A%E g9 & 5 AdATHE=2.122, p=0.036). Peak 15°] %2 x5 HYrh tfd Table 8
‘FolQ’ 4% w3 Early Peak ZZE Xt} Late 2 AA SAWF Ve SAEE ARG
Table 5 Comparison of T-test results of the animal category (n=100)
Peak Group
Factors Early Late t(p)
(n=69) (n=31)
Mean 6654651.55 14834480.90
Total Views 2.05(.049)3
Standard dev 922337.20 21778505.05
Mean .015 .012
Likes? -1.713(.90)
Standard dev .006 .005
Mean .361 222
Dislikes® -.537(.592)
Standard dev 1.316 875
Mean 10.783 7.605
Comments?® —2.924(.004)%*x*
Standard dev 6.564 4.154

#p<.05, **p<.01, *+xxp<.001
Early Peak Group n=69, Late Peak Group n=31
a. Normalized

Table 6 Comparison of T-test results of the comedy category (n=100)

Peak Group
Factors Early Late t(p)
(n=68) (n=32)
Mean 3834679.88 4220344.12
Total Views -.751(.455)
Standard dev 2514890.90 2116114.22
Mean .018 .013
Likes? -1.253(.213)
Standard dev .018 .013
Mean .000 .000
Dislikes® .894(.378)
Standard dev .000 .000
Mean 17.091 11.123
Comments?® -3.515(.001 )=
Standard dev 11.477 5.502

#p<.05, **p<.01, *+*xp<.001
Early Peak Group n=68, Late Peak Group n=32
a. Normalized
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Table 7 Comparison of T-test results of the sports category (n=100)

Peak Group
Factors Early Late t(p)
(n=78) (n=22)
Mean 3464921.294 3156595.422
Total Views -.521(.604)
Standard dev 2489990.874 2311474.605
Mean .010 137
Likes® 982(.337)
Standard dev .007 .604
Mean .000 .008
Dislikes? 1.055(.303)
Standard dev .000 .037
Mean 13.062 149.084
Comments?® .960(.348)
Standard dev 18.249 664.530

#p<.05, **p<.01, *xxp<.001
Early Peak Group n=78, Late Peak Group n=22
a. Normalized

Table 8 Comparison of T-test results of the tourism category (n=100)

Peak Group
Factors Early Late t(p)
(n=72) (n=28)
Mean 605417.01 911999.21
Total Views 2.122(.036)*
Standard dev 608379.30 744535.81
Mean .014 .014
Likes?® -.196(.786)
Standard dev 011 011
Mean .000 .000
Dislikes® A477(.634)
Standard dev .000 .000
Mean 19.330 17.688
Comments? -.360(.719)
Standard dev 21.433 17.660

#p<.05, **p<.01, **+xp<.001
Early Peak Group n=72, Late Peak Group n=28
a. Normalized
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