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Abstract 

With the development of the Internet and the popularity of social media, video content influences 

our lives at an unprecedented level. Many social media platforms use video as the main content 

to make posts besides texts and pictures. As one of the leading social media platforms, Instagram 

uses pictures and videos as the primary type of posting. Although videos are everywhere around 

our lives, we still have no idea what type of content can attract more people. The present study 

explores the relationship between types of content and people’s preference on social media. By 

tracking a dog trainer account about the type of content it use to make posts and the number of 

likes and responses under each post, there is a strong correlation between video and the number 

of likes and responses. This result suggests that videos can attract more people compared with 

pictures. 
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Introduction 

 With the development of society and technology, more and more people rely on social 

media in their lives. As one of the most well-known social media platforms, Instagram attracts 

many people using it in their daily lives. Besides normal users who post daily life pictures or 

videos on Instagram, business accounts also use Instagram to attract customers and expand their 

brand awareness. The use of social media enhances business capabilities (Smits, Mogos, 2013). 

We believe that the fastest way to grow a business entity is through social media and networking 

(Edosomwan, Prakasan, Kouame, Watson & Seymour, 2011). 

 Talking about Instagram, people can make posts in types of pictures or videos. An 

intense, consequential, or exciting picture can grab the audience's eye and engage them in 

whatever in sharing (Thimothy). Like the picture, video, in general, is seen as a rich and 

powerful medium that consistently presents information in an attractive way (Zhang, Zhou, 

Briggs & Nunamaker, 2006).   

 Although social media provide an excellent opportunity for businesses to expand brand 

awareness and reach potential customers, many businesses may have no idea that either video or 

picture is more attractive than each other. Taking a dog trainer account from Instagram, the main 

purpose of using social media is to post dog-related posts on the account to attract dog owners to 

take training classes. Most potential clients will look on social media before they give a ring 

(Ines, 2015). Whether the dog trainer should use videos or pictures to catch dog owners' eyes 

become a question that needs to figure out. Therefore, this study analyzes the possible 

relationship between video and audiences' reactions, including the number of likes and responses 

under each post.  
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Literature review 

The T-test and regression analysis are two strategies used in the analysis. The literature 

review takes a look into the T-test and the regression analysis, in which definitions are explained. 

T-Test 

 A t-test is a sort of inferential measurement used to decide whether there is a critical 

contrast between the methods for two gatherings, which might be connected in specific 

highlights (Hayes, 2020). In order to make the analysis, the null and the alternative hypotheses 

are established. The alternative hypothesis is almost always the outcome that the research 

predicts will happen (Pierce, 2008). Contract with the alternative hypothesis, the null hypothesis 

is under the situation that prediction is not true. T-test recipes are utilized to compute values that 

are then contrasted and standard qualities. In view of the examination, the null hypothesis is 

either rejected or accepted. (Sapkota, 2020). The T-test is available for two formats, which 

include one-tail and two-tails. The one-tail test is the critical area of a one-sided distribution so 

that the alternative hypothesis is accepted if the population parameter is either greater than or 

less than a certain value, but not both (Sapkota, 2020). The two-tails test is the critical area of a 

distribution that is two-sided, and the test is performed to determine whether the population 

parameter of the sample is greater than or less than a specific range of values (Sapkota, 2020). 

Get more information about one-tail and two-tails in Appendix A. 

Regression Analysis 

 Regression analysis is a way of mathematically sorting out which of those variables does 

indeed have an impact (Gallo, 2015). Any method of fitting equations to data may be called 

regression. Such equations are valuable for at least two purposes: making predictions and 

judging the strength of relationships (Sen and Srivastava, 1990). Three main questions can be 
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solved with regression analysis: which factors matter most, which can we ignore, and how those 

factors interact (Gallo, 2015). There are five types of regression: simple linear, multiple linear, 

logistic, polynomial, and proportional hazard regression. Get more information about types of 

regression in Appendix B. 

 

Methods 

Data 

 A dog trainer account participated in the study. The account has a positive and a mass of 

activities on Instagram. Since August 2020, 337 posts have been made by the account, where 158 

posts are pictures, and 180 posts are videos. 

 Pictures and videos' data points are recorded separately into two groups. In each group, 

date, like, and response are recorded. The materials include data, which is the data of post; like, 

which is the number of likes under each post; response, which is the number of responses or 

comments under each post. 

Procedure 

 From August 27th, 2020, the posts from a dog trainer account were recorded. Date, type, 

like, and the response of posts recorded daily. For example, on August 27th, one picture had 

been posted, with 1500 likes and 30 responses at the end of the day. In case the number of likes 

and responses have the possibility to change, all data points were updated monthly. For example, 

on September 27th, all data points from August 27th to September 27th were updated; and the 

data points on August 27th changed into 1931 likes and 42 responses. 

 Picture and video were recorded separately. For example, if on August 27th, another 

video had been posted, then it was recorded into another video group besides the picture group. 
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In the final process, all data points were organized in one worksheet. Measurement and analysis 

had been made to make the conclusion. 

 

Results 

Tests were analyzed based on the T-test and the Regression analysis. Firstly, in the T-test 

analysis, analyses were separated into two parts. The first part is the relationship between the 

number of like in picture posts and the number of like in video posts. And the second part is the 

relationship between the number of responses in picture posts and the number of responses in 

video posts. Analyses were separated because both like and response are elements that can 

reflect users' reactions. 

In the first part analysis, as shown in the Table 1, the null hypothesis is 𝜇1 = 𝜇2, and the 

alternative hypothesis is 𝜇1 ≠ 𝜇2, where 𝜇1 represents the mean of the number of like in picture, 

and 𝜇2 represents the mean of the number of like in video. By running the T-test in Excel, 𝜇1 ≈ 

1065.20 and 𝜇2 ≈ 2274.53. Besides mean value, 𝑡 Statistic ≈ -6.92, 𝑡 Critical one-tail ≈ 1.65, 𝑡 

Critical two-tail ≈ 1.97. Since the purpose of the analysis is to find if two variables different 

from each other, two-tail test should be used under this situation. By the t-test, 𝑡 Statistic < −𝑡 

Critical two-tail. We can make the conclusion that we should reject the null hypothesis and prove 

the alternative hypothesis. 

Table 1. T-test between likes of picture and likes of video 
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In the second part of analysis, as shown in the Table 2, the null hypothesis is 𝜇′1 = 𝜇′2, 

and the alternative hypothesis is 𝜇′1 ≠ 𝜇′2, where 𝜇′1 represents the mean of the number of 

response in picture, and 𝜇′2 represents the mean of the number of response in video. By running 

the t-test in Excel, 𝜇′1 ≈ 14.77 and 𝜇′2 ≈ 24.43. Besides mean value, 𝑡 Statistic ≈ -3.79, 𝑡 

Critical one-tail ≈ 1.65, 𝑡 Critical two-tail ≈ 1.97. Since the purpose of the analysis is to find if 

two variables different from each other, two-tail test should be used under this situation. By the t-

test, 𝑡 Statistic < −𝑡 Critical two-tail. We can make the conclusion that we should reject the null 

hypothesis and prove the alternative hypothesis. 

 
Table 2. T-test between responses of picture and responses of video 

 

Secondly, in the Regression analysis, analyses also separated into two parts. The first part 

is the relationship between the number of like and whether the post is video or not. The second 

part the relationship between the number of response and whether the post is video or not. Same 

as the T-test, the analyses separated into two parts because both like and response can reflect 

users’ reaction for each post.  

In the first part analysis, as shown in the Table 3, independent variable (𝑦) is the number 

of like, dependent variable (𝑥1) is whether the post is video or not, and depend variable 𝑥2 is if 

the content has a good quality or not. Depend variable (𝑥1) is set into dummy variable (𝑑1). If the 

post is video, dummy variable (𝑑1) = 1; if the post is picture, dummy variable (𝑑1) = 0. If the 
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post has a good quality, dummy variable (𝑑2) = 1; if the post has a bad quality, dummy variable 

(𝑑2) = 0. By running the Regression Statistics in Excel, the coefficient for intercept (𝑏0) is 

876.22, the coefficient for dummy variable (𝑏1) is 1284.15, and the coefficient for dummy 

variable (𝑏2)  is 277.28. Based on this information, the regression is represented in  

𝑦 = 𝑏0 + 𝑏1𝑥1 + 𝑏2𝑥2, which is  

𝑦 = 876.22 + 1284.15𝑥1 + 277.27𝑥2. 

 
Table 3. Regression analysis for like influenced by content’s type and quality of media 

 

In the first part analysis, as shown in the Table 4, independent variable (𝑦′) is the number 

of response, dependent variable (𝑥′1) is whether the post is video or not, and dependent variable 

(𝑥′2) is whether the post has a good quality or not. Depend variable (𝑥′1) is set into dummy 

variable (𝑑′1), and depend variable (𝑥′2) is set into dummy variable (𝑑′2).  If the post is video, 

dummy variable (𝑑′1) = 1; if the post is picture, dummy variable (𝑑′1) = 0. If the content has a 

good quality, dummy variable (𝑑′2) = 1; if the content does not have a good quality, dummy 

variable (𝑑′2) = 0; By running the Regression Statistics in Excel, the coefficient for intercept 

(𝑏′0) is 10.05, the coefficient for dummy variable (𝑏′1) is 7.99, and the coefficient for dummy 



ATTRACT PEOPLE ATTENTION USING VIDEO 

 
10 

variable (𝑏′2) is 6.92. Based on this information, the regression is represented in  𝑦′ = 𝑏′
0
+

𝑏1
′𝑥′1 + 𝑏′2𝑥′2, which is 

𝑦′ = 10.05 + 7.99𝑥1
′ + 6.92𝑥′2. 

 
Table 4. Regression analysis for response influenced by content’s type and quality of media 

 

Discussion 

 From the first t-test analysis, we conclude that we should reject the null hypothesis and 

prove the alternative hypothesis. The alternative hypothesis states that the mean of the number of 

like in picture has a significant difference from the mean of the number of like in video. From 

the second t-test analysis, we also conclude that we should reject the null hypothesis and prove 

the alternative hypothesis. The alternative hypothesis states that the mean of the number of 

response in picture has a significant difference from the mean of the number of response in 

video. In conclusion, users have different reactions when the post is a picture or a video. 

 From the first regression analysis, we find the regression:  

𝑦 = 876.22 + 1284.15𝑥1 + 277.28𝑥2. 

 Coefficient 1284.15 represents that when the post is a video, it will have around 1284.15more 

like than when the post is a picture. Coefficient 277.27 represents that when the content has a 
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good quality, it will have 277.27 more like than when the content has bad quality. From the 

second regression analysis, we find the regression:  

𝑦′ = 10.05 + 7.99𝑥1
′ + 6.92𝑥′2. 

Coefficient 7.99 represents that when the post is a video, it will have around 7.99 more response 

than when the post is a picture. Coefficient 6.92 represents that when the content has a good 

quality, it will have 6.92 more like than when the content has bad quality. Although we did not 

focus on the relationship between users' reactions to the quality of content, it was considered in 

the regression analysis because, besides the content's type, the content's quality affects users' 

reactions. In conclusion, in the industry that demonstrates the product in dynamic form, such as 

animals, users prefer the content in video and more likely to give like or response when the post 

is a video, which indicates users have a better reaction when the post is a video than a picture. 

Since more companies rely on Instagram to do business, they need to find the proper method to 

attract more potential customers. Companies can choose to use videos to make posts on 

Instagram, especially for the dog trainer accounts from the analysis. 

 On the other hand, industry that needs demonstration the product in static form, such as 

the cosmetic may have the different result. We can assume that picture probability has better user 

interaction than video on Instagram in other industries, because users willing to know the 

product details. It will also be the next topic for the analysis and research. 
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