
1
Emotional 
Response

ER

J
Joyful

Ex
Exhilarated

Inc
Incredulous

I
Inspired

LOL
Laughing 
out loud

HM
Heart melted

PAP
Proud as 

punch

Sob
In tears

DN
Deeply 

nostalgic

Ha
Happy

Xc
Excited

Az
Amazed

U
Uplifted

VA
Very amused

W
Wistful

ER

PL
Pleased

ER

Wa
Warm

ER

A
Amused

ER

En
Encouraged

ER

Im
Impressed

ER

Int
Interested

ER

WF
Warm & fuzzy

P
Proud

N
Nostalgic

RSd
Really sad

Co
Contented

ER

Tlk
Talk to 

someone

NS

2
Next 
Step

NS

3
Social 

Motivation

SM

SG
Social good

SM

Ze
Zeitgeist

SM

KA
Kudos:

Authority

SM

KC
Kudos:

Coolhunter

SM

WtA
Watch again

NS

Sd
Saddened

ER

Shr
Share

NS

SP
Shared 
passion

SM

IRL
Social  

in real life

SM

CS
Conversation  

starting

SM

SE
Self 

expression

SM

OS
Opinion 
seeking

SM

SU
Social utility

SM

Hrn
Horny as hell

T
Terrified

E
Enraged

TO
Turned on

Nv
Nervous

PR

An
Annoyed

PR

Ti
Titilated

PR

6
Creative 
Device

CD

PT
Personal 
triumph

CD

Cel
Celebrity

CD

We
Weather

CD

Br
Branding

CD

Sto
Storyline

CD

Mu
Music

CD

Na
Narration

CD

Sm
Smiles

CD

Af
Affinity with 
characters

CD

AtP
Attractive 

people

CD

CU
Close-ups

CD

Bb
Babies

CD

Pr
Product

CD

Di
Dialogue

CD

FSc
Familiar 
scenes

CD

Nat
Nature

CD

Am
Animals

CD

FPC
Fast-paced 

cuts

CD

SI
Slickness

CD

5
Cognitive 
Response

CR

H
Horrified

S
Surprised

Enl
Enlightened

Sh
Shocked

Af
Afraid

Ang
Angry

Ast
Astounded

MS
Mildly 

surprised

CR

Inf
Informed

CR

Un
Uneasy

CR

Con
Confusion

NR

7
Negative 
Response

NR

Cn
Contempt

NR

Dis
Disgust

NR

4
Primal 

Response

PR

Blocks

Elements

Highest influence on 
sharing potential

The emotional part of our brain (the 
limbic system) is primarily responsible 
for the ways in which we form 
memories and experience emotions. 
Emotional response intensity strongly 
influences video shareability. 

Videos where surveyed viewers  state 
a next step intention to either share, 
watch or talk about them get shared 
more than videos which do not.

Videos that give viewers a social rationale 
to share them with their networks are 
more shareable than videos that do not; 
these motivations are highly personal and 
hence different social motivations will 
resonate with different viewers.

The primal part of our brain (the brainstem) 
controls our vital functions and our 
instinctive reactions (flight, fight & sex). 
Primal responses have less impact on 
shareability than emotional responses.

The rational part of our brain (the 
neocortex) controls cognitive functions 
such as planning, organization and problem 
solving, as well as rational reactions. 
Cognitive responses have less impact on 
shareability than primal responses.

Creative devices (creative attributes of the 
videos themselves) do not independently 
impact shareability – it’s the way they  
work together to inspire feelings/social 
motivations that matters.

Negative responses, regardless of 
the strength of the emotion, have 
no intrinsic influence on shareability. 
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No independent  
influence  on  

sharing potential

Lowest influence on 
sharing potential

Name

Symbol

Intensity

Block

Ex
Exhilarated

ER++

The Periodic Table of Unruly 
ShareRank Elements is a table 
which shows the elements which 
influence the shareability of a 
video. The elements have been 
identified using sharing data 
relating to 430 billion video 
views and the Unruly ShareRank 
algorithm, trained using more 
than 100,000 viewer reactions 
to videos. It visualises global 
patterns in factors that influence 
video shareability, though these 
patterns are modified by the 
cultural context of different 
territories. Unruly ShareRank™ 
uses modified predictive 
algorithms for different 
territories to account for these 
cultural nuances.

The elements are arranged in 
groups in order of their influence 
on shareability, with the most 
influential placed on the left. 
The group of video elements 
with no independent influence 
on sharing is shown below the 
main body of the table. Elements 
in blocks are colour-coded and 
have similar properties (see key 
to the right).  

Periodic Table of 
Unruly ShareRank™ 
Elements

ITK
In-the-know
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