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Abstract 

 

This research study aims to understand the determinants of video advertisement that 

influences consumer behaviour of Generation-Z. Qualitative Method was chosen for this 

study to determine an in-depth knowledge about the opinions and perceptions of the 

participants. Reflexive thematic analysis was used to analyse the effectiveness of video 

advertisement theory in terms of the uses and gratification theory to trigger consumer 

decision making.  

 

Three focused groups were conducted with Generation-Z moderated by the researcher. The 

results showed that Generation Z feel that video advertisements activate a positive impact 

through reliability and relevance of information.  

 

In conclusion, video advertisers can influence consumer behaviour by ensuring the presence 

of these elements in the video: as duration, entertainment, informativeness, customization, 

and interactivity. 
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1. Introduction 

Marketing is the link between a society’s material needs and its economic patterns of 

response (Jain & Yadav, 2017). Consumer behaviour emphasizes at understanding the 

consumer’s purchase decision and also the way they utilize their existing resources such as 

the time, money and efforts to buy a product or service (Jalal, 2018). 

 

The fact that today’s digital landscape is cluttered with content striving for consumer 

attention has had marketing professionals struggling to redevelop their strategy time to time. 

It’s true, though, that consumers continue to be hungry to buy, even though the market is 

flooded with options. The role of communication, then, is to find a way to break through the 

clutter, get noticed, and engage their target audience to influence consumer buying decisions 

(Angie Smith, 2019). As users continuously search for fresh information, businesses are now 

faced with the challenge of continuously feeding this need created by the consumers, using 

the right story, format, and tone. (Jain & Yadav, 2017). 

1.1 Research Background 

Today, consumers are overloaded with content, information, and campaigns that require their 

attention. This poses a significant challenge for digital marketing professionals. Therefore, a 

key tool that has been identified to build and refresh consumer memory is video advertising. 

(Erfgen, Zenker, & Sattler, 2015, Romaniuk, 2009) 

 

For Wang et al, 2020, the potential of video content also comes with the challenge of 

retaining consumer attention and influencing decisions as a return of investment. In today’s 

dynamic and constantly changing environment, it is very important to clearly understand and 

predict how the consumers behave to different products and services that fulfil their needs 
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and desires, therefore to establish the competitive advantages for companies in the 

marketplace, marketers need to be more focused towards influencing consumers' purchase 

behaviour. (Fenech, 2019) 

 

Humans, being visual-based, can process videos up to 60,000 times faster when compared to 

text-based content (Neusu, 2016). Therefore, video advertisements are mostly created to 

either attract potential customers or to inform consumers about the latest products and 

services (Luke, 2013). The high consumption of YouTube content and emerging video 

platforms such as TikTok has had a noticeable influence on modern advertising, including, 

video advertising strategies (Herman, 2020). It means that video is a popular medium of 

content amongst social media users and it is likely they will see a consumer revisit a video 

afterwards and also share it among their connections on social media (Kotler, 2016). 

1.1.1 Influence of video marketing on consumer behaviour 

Video marketing is a popular digital marketing technique used by marketers on social media 

platforms to engage with their consumers, potential and current both. Digital marketing is a 

way of taking the traditional marketing process and transforming it through internet channels. 

This can be achieved through the use of the web, video, mobile, social applications or a 

combination of these (Gartner, 2019). Also, digital marketing adds interactivity compared to 

traditional marketing and includes an active engagement with potential or current consumers 

which makes it a two-way communication method between customers and businesses (Zahay, 

2014). 

 

In order to launch stronger campaigns, marketers usually incorporate videos as one channel 

of a bigger marketing campaign consisting of other marketing techniques. On the other hand, 

they may also opt to use video marketing as their only channel for the campaign. Video 
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marketing has proven to be very successful in recent years and is gaining even more 

popularity as time passes. (Kotler, 2016) 

 

Luo, Wang and Han, (2013) has identified three main elements which contributed positively 

to their video campaign, after which they conducted a survey with viewers to learn how they 

connected with the videos. These elements are: 

 

Content: The video should present a material that has relevant to its audience. 

Style: The video should have themes that are appropriate to invoke the intended emotions in 

its audience. 

Venue: The video has to be published on diverse platforms for optimal engagement and 

maximizing number of views. 

1.1.2 Consumer buying behaviour process 

The consumer-buying behaviour process is a step-by-step guideline, as indicated in figure 1 

(Kotler, 2016). It gives an insight into how consumers make decisions when buying products 

and services. (Barmola and Srivastava, 2010). 

 

 

Figure 1 - The Consumer-Buying Behaviour Process (Kotler, 2016) 

 

Each consumer which goes through the consumer-buying behaviour process experiences it in 

a unique manner (Cai et al., 2012). For example, some consumers might take longer in the 

early stages while others might skim through the whole process very fast without any 
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complications. Each step of the buying behaviour process can be influenced by video 

advertising. 

 

In the need recognition stage, consumers now come across stimuli that result in 

encouragement to buy or consider new products. This stage in the consumer behaviour 

process can be triggered through the richness of the video, which can be determined by how 

promptly the audience decodes the message of the brand (Maity, Dass, and Kumar, 2018). 

 

Today, the decision making of consumers is based upon information obtained through several 

resources and consumption of media, some of which may be very rich in terms of influencing 

through video and audio components.  (Maity, Dass and Kumar, 2018) 

 

Consumers have now moved away from traditional channels and now opt for digital media 

channels when deciding to purchase a product. (Kink and Hess, 2008). Now, social media is a 

popular channel used by online consumers to search for and retrieve information about 

various products and services (Dahiya, 2017). 

Social media platforms now host informative videos for consumers who are looking to find a 

second opinion about the products they want to make a purchase decision for. The consumers 

feel positive towards the characteristics of video marketing and digital marketing, and thus 

continue to search for information on these channels. (Dahiya, 2017). 

1.2 Research Structure 

This research sheds light on various elements found in the literature of digital marketing and 

video advertising. The current chapter sets the introduction of the study, exploring consumer 

perceptions and outlining the structure of this research. 
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The second chapter will analyse, evaluate, and draw findings from existing journal articles, 

previous dissertations and research studies. It will start with the introduction of digital 

marketing and evolving technology (Chapter 2.1), leading to examine its impact on consumer 

behaviour (Chapter 2.2). The researcher reviewed an existing video advertisement framework 

that is based on uses and gratification theory (Chapter 2.3). The researcher also explored the 

impact of social media messaging (Chapter 2.4) and the various elements that comprise video 

advertisement (Chapter 2.5). 

 

The third chapter will explain the research design opted for this study. The researcher will 

identify research philosophy, approach, strategy, and techniques (Chapter 3.2). The 

researcher will share the population and sampling (Chapter 3.3) chosen for this research and 

data collection methods (Chapter 3.4). Moreover, the researcher of the study will talk about 

the focus groups adopted for this research, their issues, planning, conduction, and reporting 

(Chapter 3.5 - 3.7). The final chapters will discuss research ethics (Chapter 3.8) and research 

limitations (Chapter 3.9). 

 

Chapter 4 demonstrates all the findings from the Focus Groups conducted. The data analysed 

by the researcher was through reflexive thematic analysis, by using the six-phase process 

proposed by Braun & Clarke (2012) (Chapter 4.3). Moreover, the Focus Group responses are 

gathered in (Chapter 4.4). 

 

Chapter 5 concludes this study by presenting an evaluation of the results and discussing the 

study’s limitations. Additionally, suggestions for future research are presented in (Chapter 

5.4) along with the researcher’s self-reflection in (Chapter 5.5). 
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1.3 Research Problem 

Video advertisements continue to evolve as a marketing tool, posing a lot of uncertainty and 

challenges for marketers and strategists. This form of marketing continues to be 

experimental. Chaffey, 2019 observes that marketers still find it difficult to identify the 

influential touchpoints in the consumer journey. Therefore, it is essential to develop a deeper 

understanding of how customers make purchase decisions in the first place and how they can 

be influenced by video advertisements.  

 

In the fourth coming section of the literature review, we will assess the existing literature 

about video advertisement and its impact on Generation Z. While all the literature reviewed 

takes into account the evolving technology, digital marketing, and factors of video 

advertisement, there is still a gap that needs to be addressed; To identify the key determinants 

that are the influential touchpoints of video advertisement for consumer behaviour that 

triggers decision-making. 

 

1.4 Research Objectives 

The aim of this research is to determine the effectiveness of different elements of video 

advertisement based on the uses and gratification theory to influence the purchase decision-

making of consumers. 

 

1. To determine how different factors of online video advertising influence a consumers’ 

journey; 

2. To identify if online video advertisement has a positive or negative impact on GenZ’s 

consumer journey; 
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3. To determine if online video advertisements have an impact on GenZ’s purchase 

decision-making. 

1.5 Research Significance 

Video advertisements continue to evolve as a marketing tool, posing a lot of uncertainty and 

challenges for marketers and strategists. This form of marketing continues to be 

experimental. Chaffey, 2019 observes that marketers still find it difficult to identify the 

influential touchpoints in the consumer journey. Therefore, it is essential to develop a deeper 

understanding of how customers make purchase decisions in the first place and how they can 

be influenced by video advertisements. 

1.5.1 Academic Implications 

Video content production has emerged as a popular marketing strategy to grab attention and 

influence consumer behaviour. Marketers have now acknowledged that video content is more 

effective at sales conversion than text-only or image-based content. The potential of video 

content also comes with its challenge of retaining consumer attention and influencing 

decisions as a return of investment in video production resources. (Wang et al.,2020) 

 

We have an understanding of mobile-first video production such as vertical video replacing 

landscape content. (Mulier et al, 2021) Moreover, longer-form ads perform better than short-

form ads (Aydin, Uray and Silahtaroglu, 2021) and mid-roll ads have the highest completion 

rate (Krishnan & Sitaraman, 2013). Now we need to understand how the uses and 

gratification theory as explored by Herman, 2020 comes into play with video advertising on 

social media. 
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The current research continues to be fragmented as suggested by our literature review. The 

research undertaken by the researcher will contribute towards identifying these influential 

touchpoints such as entertainment, informativeness, customization, and interactivity 

(Herman, 2020) that can produce optimal results to impact a consumer’s journey and how 

they navigate between these points to trigger the final purchase decision. 

1.5.2 Industry Implications 

Brands that had a video content strategy for different social media networks found that they 

achieved higher engagement with the use of videos. (Aydin, Uray and Silahtaroglu, 2021) 

The comparative analysis of duration and placement of video ads by Aydin et al, 2021 also 

offers important insights for content strategy developers to allocate resources and efforts to 

the right kind of content production. 

 

In addition to the various factors that influence video marketing, this research, in particular, 

will also measure the effectiveness of positive elements of content that trigger consumer 

decision-making. In an ideal scenario, the consumer will go directly from watching an 

advertisement to making a purchase decision. Therefore, it is essential to have an integrated 

market communication plan for consumers that lead to a direct action of making a purchase. 

(Dillon, 2013) 

 

According to Dillon (2013), marketers of today and the future need new skills, new 

knowledge, and newer approaches for understanding the changing and tech-enabled 

marketing environment. Based on the researcher’s study, marketers and content strategy 

developers will be able to make optimized decisions to invest resources and efforts into the 

video marketing content. Moreover, online businesses will have insights into the production 
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elements of video advertisements that appear on the social media feeds of their consumers 

that could drive meaningful engagement and eWOM conversations about their products. 

1.6 Research Question 

Building upon the background for this research and the literature review that explores how a 

consumer’s journey is influenced by video advertisement, the researcher will seek an answer 

to the following research question: 

 

What are the key determinants of a successful online video advertisement across GenZ’s 

consumer journey for a product, brand or service? 
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2. Literature Review 

In this literature review, the researcher will explore a number of past dissertations and journal 

articles pertaining to digital marketing, specifically video marketing, and its influence on 

consumer behaviour in purchase decision making. The researcher will also look at a few 

frameworks and theories, in order to determine the elements of a successful video 

advertisement that has a positive or a negative effect on Gen-Z’s perception of business 

promotion. The objective of this literature review is to: 

● Identify, compare and contrast previous research that explores the impact of digital 

marketing, video advertisement, and consumer behaviour; 

● Recognize overarching themes that may contribute or create issues in the chosen 

research topic in future; 

● Evaluate all the sources to extract information that supports our research question; 

● Indicate how the previous literature contributes to the basis of this study; 

● Identify research gaps in the current state of knowledge that exists on our research 

topic. 

 

Keywords: 

The keywords used to look for relevant literature in academic databases were: ‘video 

advertisement’, ‘digital advertisement’, ‘consumer behaviour’, ‘purchase decision making, 

and ‘content marketing. 

2.1 Digital Marketing and Evolving Tech 

The social media explosion and its ease of access to consumers has disrupted several 

marketing practices. (Bala & Verma, 2018) Now, web experiences impact the thought 

process of consumers, ultimately enhancing their buying decisions. (Cetină, Cristiana, 
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Rădulescu 2012) Today, the consumers are empowered and in control of their consumption 

of interactive online media, content and communication processes. 

 

With digital marketing, businesses can create advertisement options that stimulate their target 

audience to take favourable actions, also getting an effective opportunity to engage with 

customers, often diluted in different forms of traditional marketing. (Bala & Verma, 2018). It 

stimulates a mechanism that drives engagement through website clicks and consumer queries, 

meanwhile prompting customers to express their opinions and corresponding feedback. On 

this day, a video created by a consumer can go viral in a matter of hours. Even more 

impactful than the action of the video is the influence it elicits in those who engage with it. 

(Jain & Yadav, 2017) 

 

Digital marketing is the use of digital channels to market or promote services and products to 

consumers and businesses. (Jain & Yadav, 2017). A transformation of marketing and 

advertisement is underway as consumers spend more time on their digital devices. Digital 

marketing is not only an effective marketing strategy, but it also reduces costs of marketing 

operations, giving a way for businesses to determine costs and clearly measure if the 

campaign is worth it. (De Ruyter, 2018) Through digital marketing, brands now have far 

greater reach and engagement at an optimal cost compared to conventional marketing 

campaigns. (Bala & Verma, 2018). 

 

Now the challenge for brands is to build engaging experiences for all these devices in real-

time. Previously, users of online services were tied to desktops only, so the most effective 

channel was to target users when they were online. Now there is a huge market of users 

accessing these services from mobile devices. (Dillon, 2013) These users are now on the 
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move and can access services and products where and when they like. These consumers can 

now access media through a number of ways, be it Facebook, YouTube, news websites. 

Therefore, messages can be targeted to specific groups offering them relevant content, 

making a strong idea gain a huge scale. (Jaipal & Yadav, 2017).  More customers still do 

online purchases at home on their desktops or tablets, but they are now majorly influenced by 

consumer-led content created in the form of online reviews and ratings. (Deloitte, 2011) 

 

We can see that in most businesses now, there is alertness towards digital marketing and the 

realization that ads will not simply work, but it is significant for the brand to create digital 

experiences for their consumers. (Tiautrakul & Jinda Kul, 2019). The creation of online 

media is convenient, so it makes producing new campaigns easier. As the consumer journey 

changes as they spend time online, there is a possibility to define touchpoints that makes a 

brand feel accessible to consumers. 

2.1.1 Impact of AI and tech on digital marketing 

Marketing blends art and applied sciences while making use of information technology (Jain 

& Yadav, 2018). Marketing strategies include choosing target markets through market 

analysis, segmentation, and understanding consumer behaviour to advertise a product’s value 

to a customer. Traditional marketing shifted to digital marketing and is now being enabled by 

AI and machine learning. Customer consumption behaviour has shifted from traditional in-

store shopping to online shopping (Thiraviyam, 2018). AI is fuelling digital marketing with 

innovations, such as the ease of content creation, making AI valuable to develop algorithms 

that can be more innovative in creating engaging and content for consumers. (Tiautrakul & 

Jinda Kul, 2019). 
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There is now a large volume of transaction and demographic data available. This enables 

business analytics, machine learning, and AI to learn, analyse and predict consumer 

behaviour for both customer satisfaction and increased sales (Siau & Wang, 2018). An 

archetype here can be predictive analytics, which uses different algorithms to predict the 

relationship between variables and results to identify data patterns (Turban, Sharda, and 

Delen, 2010). That’s how marketers use data mining techniques to predict the consumption 

behaviour of their customers by analysing data trends. Now with AI and machine learning, 

businesses can now automate the search of patterns in order to identify processes that enable 

personalized digital experiences, product offerings, and individualized messages to existing 

and new customers. (Rian & Siau, 2019) 

 

Some of the most interesting and challenging domains where future marketers are expected to 

function and deliver are the Internet of Things, Mobile Marketing, Big Data, Cloud 

Computing, Consumer Neuroscience, Neuro-marketing, and AI. (Bala & Verma, 2018) 

Global businesses such as Amazon and Apple are using AI to advance the use of speech 

technology as a tool for digital marketing. Alexa or Siri aim to adjust the buying behaviour of 

consumers to make purchase decisions better. (Tiautrakul & Jinda Kul, 2019). The modern-

day marketing team needs to combine the creative side of strategy by using powerful 

narratives to tap into consumers’ aspirations with the technical side of data, analytics, and 

digital engineering. Marketing teams now need to work with data specialists, web developers, 

and social media professionals to adapt to a fast-paced digital marketing environment that 

requires highly relevant campaigns in brevity. (Jain & Yadav, 2018) 

2.1.2 Pitfalls of evolving tech in digital marketing 

Technology allows scale for businesses through automation, targeting, and influencing 

consumer decisions. However, its pitfalls include being expensive and the difficulty to deal 
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with the brevity of time. (Jain & Yadav, 2018) Future marketers now need to focus on 

upskilling and learning about new approaches to understand the ever-changing and 

technology-enabled marketing environment. (Bala & Verma, 2018) Just as marketers need to 

become savvier about data, analytics, and tech in general, the technical side of the business 

also should get more creative when they are rising to the challenge of grabbing consumers’ 

decisions. (Jain & Yadav, 2018) 

 

The accessibility of smartphones in combination with the power of social media is a 

constantly expanding threat to many businesses (Felt & Robb, 2016). With an explosion of 

engagement channels and high consumer expectations, marketers are struggling to read 

disconnected figures to make sense of them. (Rian & Siau, 2019) While tools can provide 

consolidated results to an extent, 71% of Chief Marketing Officers (CMOs) feel unprepared 

for the data explosion they are facing (Jain & Yadav, 2018) Now, collecting metrics is now 

just tracking transactions, but creating personal views of consumers that span channels. 

 

Moreover, the power of traditional marketing is diminishing and now the consumer has little 

trust towards corporate messaging. The customer has now become more critical, well 

informed, and proactive than ever. (Bala & Verma, 2018) The practice of mass marketing has 

taken a back seat as the consumers now ascribe perceived value to personalized messages.  

(Jain & Yadav, 2017) However, marketers now also have to become brand vigilantes and 

keep a watchful eye for negative feedback, because of the ease and frequency of distribution 

of content. (Bala & Verma, 2018) 

2.1.3 Content generation for digital marketing 

Today’s marketers understand that content is king and businesses should become multi-

channel publishers (Jain & Yadav, 2018) With customer grouping tools and video content 
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creation not making consumers feel uncomfortable is now a powerful marketing tool. 

(Tiautrakul & Jinda Kul, 2019) The video-on-demand industry continues to expand despite 

challenges of rights issues from production studios (Mintel, 2011) 

 

For businesses, what has worked really well as part of their overall strategic marketing 

strategy is online reviews (Zhang, 2013). Now, these reviews are more influential than 

traditional methods of business communication (Helm et al, 2014). It is proven that 

consumers experience an increase in enjoyment and self-esteem when they are adapting to 

social media, which is a motivator for marketing professionals. (Arnott, 2013) 

2.2 Consumer Behaviour Model 

It is vital for mobile service providers to understand how consumers make decisions when 

taking an online service and how they select services to use (Dillon, 2013). There are five 

critical stages that a consumer goes through when decision-making. These are needed 

recognition, information search, evaluative and alternative, decision making and post-

purchase evaluation. (Hoyer & MacInnis, 2010) 

 

When it comes to the decision-making process, there are two types: high and low 

involvement. (Fill, 2011) These processes differ as low-involvement consumers prefer to just 

try products and search less for information. It is a behaviour that would be expected to be 

used for most mobile services, as the usage is often free or comes with a trial period (Dillon, 

2013) Low involvement advertising is commonly designed for brand awareness but with 

mobile devices, it can also result in its service usage and increase sales. 
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60% of smartphone users use their device in-store for further product information and 

reviews. (Miller, 2012). Web searches on Google show the patent that people use their 

devices depending on specific tasks and their location. For example, restaurant and travel 

information is searched while the consumer is on-the-go. Similarly, home and food shopping 

are likely to be viewed while in-store shopping (Dillon, 2013) This shows that motivated 

customers are aroused and willing to engage in a purchase activity (Arnould et al, 2005). 

Therefore, personalized and perceived enjoyment have a significant positive influence on 

consumers pertaining to brand loyalty, awareness, and perceived quality (Wang & Li, 2011) 

2.3 Video Advertisement Framework 

 

Figure 2- Conceptual Model, Source: (Ducoffe, 1996 and Logan et al., 2012) 

 

Herman, 2020 uses a conceptual model that adapts the uses and gratification theory. The 

theory explains how people engage with mass media and diverse forms of communication to 

fulfil their needs (Rubin, 2020). While doing so consumers expose their selectivity, 

depending on their gratification-seeking motives and the use they are looking for. The 

approach proposes that depending on their expectations, consumers choose media to fuel 

their expectations and gain satisfying experiences. Therefore, instead of being passive, this 

approach assumes social media users to be active consumers of media who make their own 
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decisions. (Herman, 2020) We will study the impact of similar elements in our research, 

which include: 

 

Entertainment: Describes as the response of consumers to the enjoyment found in video 

advertising Ducoffe (1995, 1996). Yang et al. determined that entertainment has a positive 

influence on purchase attitudes. Tsang et al. (2004) found that entertainment is the most 

impactful factor in developing positive attitudes towards advertising by establishing an 

emotional link between a brand message and consumers. Furthermore, entertainment helps to 

make consumers more familiar with the brand or advertised product while increasing 

customer loyalty (Haghirian et al.). 

 

Informativeness: Describes as the degree to which video advertising informs users about a 

product, service or brand (Ducoffe, 1996). Information is perceived by consumers as a 

positive factor of an advertisement when they are keen to learn about new products, product 

benefits, and comparative product information (Shavitt et al., 1998) 

 

Customization: Defines the degree to which advertising can customize information to suit 

the interest and needs of the targeted audience (S. Lee et al., 2015). Advertisements should be 

adjusted with respect to consumers’ needs, profiles, and consumption patterns (Rao & 

Minakakis, 2003). 

 

Interactivity: Describes as the relational factor by addressing a person or gathering and 

remembering the responses of that person Deighton and Sorrell (1996). It refers to the two-

way communication between a brand and the consumer’s experience or opinion towards a 

product, brand or service. 
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Value: Described as a consumer’s attitude towards a brand’s advertising. Consumers do not 

always have a positive feeling about ads they consider valuable. They find value in 

advertising when the message shown is relevant to their needs (Milad Dehghani et al., 2016). 

 

When it comes to the internet, the uses and gratification theory is important to identify 

potential gratification from use that motivates consumer behaviour (Urista et al., 2009) The 

gratification that drives consumer’s use of the internet is web searching, obtaining 

information, and engaging interpersonal communication (Stafford & Gonier, 2004) However, 

the strongest gratifications involved personal enjoyment. Moreover, six categories that 

motivate high internet usage include entertainment, social interaction, time passing, escapism, 

information, content preference (Kaye, 1998) 

2.4 Social Media Influence on Consumers’ Purchasing Decisions 

2.4.1 Social Media Messaging & Consumer Behaviour 

The social network boom has resulted in a marketing revolution, taking the power of 

influence from the marketers and putting it in the hands of consumers who can now influence 

their peers with their online content. (Jaffe, 2010). The role of marketers has transformed 

from being broadcasters to becoming aggregators of content that enables collaboration and 

builds communities around their brands. (Weber, 2009) social media has also enabled brands 

to connect and engage customers like never before, enhancing their customer relationship 

strategies. (Sweeney & Craig, 2011) 

 

It was identified that 70% of the active users of social networks visit social media sites to 

obtain information before making a final purchase decision (Gros, 2012). It was also 
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observed that Facebook page visits act as a short-term indicator of sales, while page likes 

have a higher carryover effect serving long-term sales drivers. (Aydin, Uray & Silahtaroglu, 

2021) 

 

With wide access to a range of social media platforms, consumers are now hyper-connected 

which has impacted how information about brands is shared among groups of online buyers. 

(Sago, 2010) More than before, social networks have enabled users to share their experience 

of online buying, write recommendations, produce reviews, and express their opinion about 

brand performances.  (Brown, and Hayes, 2008) 

 

Leading to the final purchase decision, there is a sequence of choices that a consumer makes. 

These choices can be influenced by marketers by providing engaging access to information 

about their brand through social media advertisements. (Jain & Yadav, 2017) The consumer 

commitment established through post engagement in the form of likes, comment, shares, or 

retweets build a stronger relationship between the consumer and the brand. (Boricha, 2020) 

 

Most importantly, social media has majorly influenced consumer behaviour across different 

stages of their purchase decision-making process. Previously, consumers were dependent on 

companies to push their messaging towards them. Now they seek direct information, 

recognize new needs, and make purchase decisions on these platforms. (Jain & Yadav, 2017) 

When consumers are in the research phase of their buying cycle, they leverage online 

communities where they have access to current, past, or prospective consumers of similar 

products that can assist them in their decision-making process. (Parker, 2011) 
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A study by Charles-Henri Gros, 2012 observed that 49% of consumers made a purchase 

decision after reading positive reviews on social media. Moreover, 51% of consumers agreed 

or strongly agreed that their final purchase decision is influenced more by social media, than 

traditional media. 

2.4.2 Word of Mouth & Consumer Persuasion 

Today, word-of-mouth (WOM) has become more significant than before in influencing a 

consumer’s decision-making process. WOM now plays a central role on social media. 

(Brown & Hayes, 2008) with its ability to spread across millions of users, like none of the 

other marketing channels. Today, the concept of electronic WOM (eWOM) and social media 

are developing to be two formats that can be combined to develop social media word of 

mouth (eWOM) (Hajli et al., 2014) 

 

A study by Erkan & Evans 2016 compares the influence of peer recommendations on social 

media with anonymous reviews on online marketplaces in the context of consumer purchase 

intentions. The study observes that electronic WOM (eWOM) information in the form of 

reviews on the marketplace websites had a greater impact on purchase intention than a peer’s 

recommendation over social media. This eWOM on the native websites were identified to 

fulfil criteria of credibility, usefulness, and adoption of information. It was, therefore, 

inferred that eWOM becomes a chance for businesses to know their consumers better, 

influence their purchase intentions, and ultimately their final decision. (Kaur, 2017) 

 

Social platforms have become centre points where consumers will connect through similar 

emotions and perspectives about the brands they engage with. Here eWOM becomes vital to 

bring repeated exposure to a brand with media-rich online advertising that increases brand 

awareness and the final purchase decision. This continued exposure is termed as the media 
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multiplier effect which identifies that if a consumer is exposed to online advertisement, their 

response to sponsored brand search may also increase, ultimately increasing the sales 

conversion for the brand. (Chaffey & Chadwick, 2019) 

 

Two important factors that influence consumer behaviour on social media are viral marketing 

and word-of-mouth (Ho & Dempsey, 2010). Viral marketing can be achieved through two 

scenarios, one where the marketers pay for their video content to be viewed by the largest 

audience possible. The second kind of viral marketing happens when marketers upload their 

content on social media and users start engaging and sharing the content with one another 

through eWOM. (Ho & Dempsey, 2010) 

 

This viral marketing is evident on social media platforms. When consumers find themselves a 

part of an online community that has positive views about a certain product or service, they 

will be more inclined to opt for its purchase. This is an ideal scenario for brands where their 

messaging can be spread across millions of audiences without them incurring any extra 

customer acquisition costs. (Tiautrakul & Jinda Kul, 2019) Yet, eWOM can today make or 

break a product since consumers are now heavily relying on the positive and negative 

experiences of current or past consumers of brands they engage with. (Fenech, 2019) 

 

Boricha, 2020 also observed that Generation Z is likely to rely on ratings and experiences of 

other people more than just reviews of individuals of other purchases. However, the decisive 

factor to make the purchase is found to be the short product description. When compared to 

other generations, the product description primarily acts as a major influencing factor in 

purchase decision making followed by ratings and then reviews. (Boricha, 2020) 
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Influencer marketing has also emerged as a popular medium for brands to reach online 

consumers. Influencers are people who have built a network of followers and are trusted for 

their opinions in one or several niches. Brands pay these influencers to use their products in 

their content. (Gros, 2012) This integration and hidden methods of advertising have always 

raised questions about the ethics of persuasive messaging when it is difficult to recognize. 

Platforms now have disclosure policies for influencer marketing for a transparent advertising 

and consumer environment that reduces unsuspecting persuasion. (Reijmersdal & Dam, 

2020) 

2.4.3 Video Marketing & Consumer Decision Making 

Where consumers are overloaded with information, attracting attention is a significant 

challenge for marketers. An advertisement can be deemed effective if it garners at least some 

attention, especially at the beginning of the advertisement (Bellman, Nenycz‐Thiel et al., 

2017) A key tool for building and refreshing consumer memory is mass advertising in the 

form of video advertisement that integrates the branding at consumption situations. (Erfgen, 

Zenker, & Sattler, 2015, Romaniuk, 2009) 

 

Lucy et al. (2020) observed that advertising can appeal to two major consumers’ senses, sight 

and hearing, enabling marketers to pursue three ways for brand building through video 

advertisement. First is visually showing a representation of the brand, then aurally by placing 

the brand in the soundtrack, or a combination of audio-visual experience for both eyes and 

ears. 

 

It has also been observed that videos and animations garner more attention and engagement 

than text-only posts, in terms of content vividness. Brands that had a video content strategy 
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for different social media networks found that they achieved higher engagement with the use 

of videos. (Aydin, Uray and Silahtaroglu, 2021) 

 

Wang et al. 2020 found that native video ads were perceived to be less deceptive by social 

media users, compared to text-based native ads. Native video ads are not intrusive in the way 

of user experience as they do not require unnecessary clicks, increasing the likelihood of 

increased engagement rather than a feeling of distraction and annoyance in their feed. 

 

Instagram stories, that were introduced only two years ago, experienced massive growth from 

150 million to 500 million day by day dynamic audience (Boricha, 2020). Instagram easily 

prevails over other platforms to influence user engagement, as visual content is forty times 

more likely to be shared on platforms like Facebook, Instagram, and Twitter (Boricha, 2020). 

It was also observed that all generations prefer media over text-based content as a significant 

factor when learning about a brand (Boricha, 2020). About 79% of Generation Z consider 

online media to have a significant influence on their consumer behaviour.  (Boricha, 2020) 

 

Kuchta & Miklosik (2017) segment video marketing into two formats, in-display video 

advertisement and digital video in-stream advertisement. In-display video ads appear on their 

own on user feeds and are served outside of any online video content. For instance, sponsored 

video ads on Facebook appear on the user feed when they scroll by are a type of in-display 

video. Whereas, digital video in-stream ads appear while the consumer is viewing other video 

content. (Kuchta & Miklosik, 2017) Once again, Facebook can be an example where video 

ads pop up during monetized video content on Facebook. This has been an increasingly 

popular type of video advertisement on YouTube as well. (Fenech, 2019) 
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In addition to the video formats, marketers also have the onus to determine the scope of the 

video ads based on the different applications and intended outcome of the integration of these 

ads in online marketing campaigns. This scope can range across explanatory videos, call-to-

action videos, or educational and training videos. Brands can opt for explanatory videos when 

they think the audience needs to understand how their products work (Kulgemeyer & Peters, 

2016). Likewise, educational and training videos can be targeted to solve the high-demand of 

‘how-to queries' that a brand might be getting from their customers (Luke, 2013). These two 

types of videos will build brand recognition in the eyes of current and potential customers as 

a business that understands frequent troubleshooting. Lastly, call-to-action videos may offer 

financial remuneration or engagement benefits of engaging with the brand and ultimately 

purchasing from the brand. These videos may consist of a call to sign up for newsletters, avail 

a discount, or a how-to guide on finding and purchasing products from the business. (Luke, 

2013) 

2.5 Video Advertisement Factors 

2.5.1 Video Ad Duration 

 
The Interactive Advertising Bureau (IAB), a prominent interactive advertising association, 

defines short-form videos to be under 10 minutes, and long-term videos exceeding 10 

minutes. Their industry research forecasts that linear in-stream video will be the largest 

revenue generator for online video advertising. It enforces businesses will be directing their 

marketing budgets towards long-form videos. 

 

Advertising effectiveness is majorly influenced by ad duration. (Wang et al., 2020) 

Researchers have observed that consumers’ memories of video ads are strongly related to 
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their exposure time. The longer they viewed the ad, the more their memory retention. The 

empirical study on the influence of duration and position of in-stream video ads found that 

longer duration and mid-roll ads led to better recognition (Wang et al., 2020). Moreover, 

shorter ads were found by Wang et al. to be more intrusive than longer pre-roll ads. It is to be 

noted here that longer ads do not necessarily produce better results and are less likely to be 

completed by viewers than shorter ads. It has been observed that long-form videos retain 

more attention and influence than short-form videos. These findings offer important insights 

for content strategy developers to allocate resources and efforts to the right kind of content 

production. (Aydin, Uray and Silahtaroglu, 2021) 

 

Meanwhile, shorter mobile video ads may lead to significant positive emotions and interest. 

However, they are difficult for consumers to capture key information and memory retention. 

To compensate for the time duration, titles and text are added to these videos for better 

comprehension of consumers. For short-form ads, titles are preferred, and assisting text was 

preferred in long-form ads for mobile feeds. (Wang et al., 2020) It was observed in (Krishnan 

& Sitaraman, 2013) that 20-second ads had the least completion rate at 60% while 30-second 

ads were completed at a higher rate of 90%. 

2.5.2 Video Ad Placement 

 
The placement of video advertisements plays a key role in gaining buyers’ attention and 

influencing their decision making (Wang et al., 2020). On social media platforms, video 

advertisements are inserted in a linear and nonlinear fashion. A linear video is inserted in-

stream, at pre-roll, mid-roll, or post-roll. Meanwhile, non-linear video ads run parallel to the 

content usually as overlays placed within the content itself. (IAB) 
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It has been observed that the audience is more engaged when a video advertisement is placed 

during the video, instead of the beginning of the end of the video. Mid-roll ads were found to 

have the highest completion rate at 97%. Pre-roll and post-roll ad placements yielded 

completion rates of only 74% and 45% respectively, a drastic decrease from mid-roll 

engagement. (Krishnan & Sitaraman, 2013) 

 

The observational results in the above-mentioned study support the consumer intuition that 

ads placed in the middle of the content fare well in terms of watch time since the user is 

already engaged when the ad pops up. (Krishnan & Sitaraman, 2013) Meanwhile, if ads are 

placed as a pre-roll, there are increased chances of viewer abandonment because they have 

not been engaged by the actual content of the video. Similarly, a post-roll runs an even 

greater risk of viewer abandonment because their engagement is complete and there is little 

motivation to view the complete ad.  (Krishnan & Sitaraman, 2013) 

 

It is to be noted here that mid-roll ads have a higher completion rate, not because of their 

placement, but the likelihood of getting placed in long-form content. Ads placed in longer-

form content such as episodes and movies have a higher completion rate than ads placed in 

short-form content, regardless of their placement within the video content.  (Krishnan & 

Sitaraman, 2013) 

 

It may seem that mid-roll ads are best for completion rates, however, the study does not 

recommend advertisers to opt for mid-roll ads only. The number of completed impressions is 

also impacted by audience size and ad completion rate. For instance, the audience size at the 

beginning of a video is larger than mid-roll because users might drop off before the video 

reaches the middle of video content. Similarly, the audience of mid-roll ads is larger than the 
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post-roll ads. Results show that post-roll ads perform poorly as compared to mid-roll and pre-

roll video ads both in terms of audience sizes and completion rates.  (Krishnan & Sitaraman, 

2013) 

2.5.3 Mobile First Video Production 

More than half of today’s content consumption is in the mobile environment. Mobile users 

hold their phones vertically 94% of the time. (Mulier, Slabbinck, and Vermeir, 2021) 

Therefore, vertical screen viewing has become a default for video content consumption on 

mobiles, replacing landscape content. It is attractive for mobile users because the vertical 

experience is immersive, showing people and places up-close. They can shoot and consume 

content without rotating their phones. (Jabbari, 2017) It has been observed that less than 30% 

of mobile users rotate their phones 90 degrees to watch horizontal videos. When they do, they 

only consume 14% of the total content. (Mulier, Slabbinck, and Vermeir, 2021) 

 

The above study also states that smartphones now lead the overall increase in digital time that 

consumers spent, making mobile the fastest growing venue within online advertising. 

Business insights predict that vertical videos could yield three times the outcome of 

horizontal videos as more than 75% of all video viewing now becomes mobile. (Mulier, 

Slabbinck, and Vermeir, 2021) 

 

This interest has driven social media companies to focus on vertical-friendly content. 

Snapchat has been doing it for a while, now Instagram is doing it with IGTV and Reels, 

YouTube has launched Shorts, and TikTok’s popularity has been booming for its vertical 

videos. (Dent, 2019) The impact of vertical videos was examined to yield three times the 

engagement than horizontal videos. The effectiveness of vertical-screen content to influence 

consumer interest and engagement was higher in terms of full video plays and post 
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engagement tracked through likes, comments, clicks, and shares. (Mulier, Slabbinck, and 

Vermeir, 2021) 

 

Compared to text ads, video ads have more media richness but can face shortcomings when 

appearing in mobile feeds. Wang et al. observed that due to the small size of mobile 

touchscreens, the display area of a video ad is usually minimal as most users view their feeds 

while holding smartphones in portrait orientation. Moreover, the duration of video ads tends 

to be too long for smartphone users and it is highly likely they will not complete the ad. 

Shortening the video for advertising effectiveness can lead to underexposure of the core 

context of the ad. Lastly, consumers often play video ads on mute which impact the media 

richness of the ad. Therefore, a mobile-first approach for video ads appearance in feeds needs 

to be adopted to improve the influence of this form of marketing on consumer behaviour. 

(Wang et. al, 2020) 

2.5.4 Native, Sponsored, & User-Generated Content for Persuasion 

For this study, we classify video ads to be native, sponsored, or user-generated content 

(UGC). The IAB defines native advertising as a form of paid media that follows the natural 

form of user experience by being cohesive with the page content, integrated into the design, 

and consistent with the platform. Sponsored advertisement is defined as a paid association 

with a platform that gives the advertiser particular visibility and advantage. Lastly, user-

generated content encapsulates any form of content created by a consumer on social media 

and published on online platforms. 

 

The visual disguise of native ads increases a user’s willingness to watch ads and reduce 

advertising avoidance and perceived intrusiveness.  For this purpose, mobile feeds are 

becoming increasingly popular for their flexibility and customizability. (Boricha, 2020) 
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Studies indicate that native ads beat traditional mobile ads with their higher click-through 

rates. However, some researchers believe that native ads can also lead to significant drops in 

click-value rates because the visual disguise may make the user feel deceived. (Wang et al, 

2020) 

 

Consumers come across native video ads when scrolling through their feeds. It is critical for 

online businesses to grab the user's attention and influence their behaviour to make a 

purchase decision. Native video ads do not disrupt the user experience with the unnecessary 

need for multiple clicks. Therefore, users found native ads to be less deceptive and 

distracting, but more engaging. (Mulier, Slabbinck, and Vermeir, 2021) 

 

When it comes to sponsored content, advertisers are experimenting to build highly engaging 

experiences. This may include branding of complete programs, customized content and 

offerings. (Boricha, 2020) For effective brand integration and product placement, the 

products become a part of a storyline or provide the context in a frame or a program. While 

product placement can be subtle, brand integration may include a consumer recommending or 

discussing the product they bought. (Aydin, Uray & Silahtaroglu, 2021) 

 

Sponsored posts that offered tangible benefits in the form of exclusive campaigns or 

information about special discounts were predominantly found to have a positive influence on 

consumer interaction with social media brand posts. These promotional remuneration posts 

turned out to be a promising type of post content that brings value to consumers who follow 

brands on their social media pages. (Aydin, Uray & Silahtaroglu, 2021) 
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Content of organic UGC is seen as unbiased by the consumer, producing constructive 

outcomes for the brand (Boerman and Kruikemeier 2016). The rise of user-generated content 

has built a community for online businesses and their consumers. Be it influencer content, 

consumer reviews, or feature content, video marketing builds a relationship of authenticity, 

trust, and reliability between the consumer and the brand. With UGC, the consumer cannot 

only see the product but also interact and experience it through a trusted source. Therefore, 

getting influenced to make an informed purchase decision. (Maloney, 2017) 

 

A study by Wheat & Dodd, 2009 shares that the President of Online International Nielsen 

suggests that the explosion of consumer-generated media means increasing reliance of 

consumers on word-of-mouth from their peers or consumers they might not know, during 

their purchase decision-making process. 

 

For UGC, it was observed that across different generations of users, Generation Z has the 

highest tendency to be inclined towards this mode of content advertising as a means of 

gaining knowledge about a brand. Product unboxing and review videos as UGC engaged 

more users of Generation Z and actually influenced their purchase decision. (Boricha, 2020) 

Similarly, users across other generations were also influenced by these sponsored UGC 

videos. 89% of Generation Z feel positive about UGC videos and affirm that their decision 

can be altered, whereas only 50% of Generation X and Y favour such videos. Therefore, 

UGC turns out to be an effective way to influence consumer decision making, more so when 

the target audience is highly engaged on online platforms. (Boricha, 2020) 
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2.6 Conclusion 

The researcher’s review has established how consumers and their purchase decisions are 

influenced by social media content, online messaging, and now video marketing. (Fench, 

20219) It is crucial for digital marketers to adopt a strategic integration approach in their 

marketing communication plan to understand the many layers that comprise video 

advertisement in order to increase sales conversions and build a strong consumer relationship 

for their brands. (Rohm & Hanna, 2011) 

 

As the researcher mentioned in the significance of this study, the existing knowledge base 

addresses duration, placement, and type of content but does not give insights about influential 

touchpoints in the uses and gratification theory that trigger consumer decision making. 

 

In this research, the researcher will explore how the five elements that follow the uses and 

gratification theory influence consumer behaviour through video advertisement. These 

elements include entertainment, informativeness, customization, interactivity, and value that 

consumers derive from a video viewing experience. (Herman, 2020) 

 

The past research (Herman, 2020), (Fenech, 2019), (Boricha, 2020) and (Gros, 2015) will 

support the researcher’s conundrum to seek answers that can build for an optimal video 

marketing strategy. This literature review validates the questions of this research with respect 

to video marketing influence and positive video advertisement elements that are likely to 

influence consumer behaviours and their purchase decisions. 
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3. Research Methodology 

3.1 Introduction 

Research is a means to increase knowledge by finding things in a systematic way. (Saunders 

et al, 2009). The main aim of this research is to identify the determinants that make a video 

advertisement influential for consumer decision-making, in terms of the uses and gratification 

theory. 

 

The research integrates the review of existing knowledge with new knowledge creation in a 

particular field (Riley et al, 2000). The previous chapter reviewed literature about online 

video advertisement, its emerging forms, and its influence on consumer behaviour processes. 

The current chapter will present the research methodology being used for this study, 

including the key activities taken for this research. The researcher will explore the research 

philosophy and design, approaches, data collection and sampling process, limitations, and 

ethical considerations. 

 

The aim of research methodology is to be a tool to help a research answer the research 

questions by collecting useful information (Fisher, 2004). To define the research 

methodology, the researcher referred to and followed Saunders et al work documented in his 

book, “Research Methods for Business Students”. His work maps marketing research 

methodology to layers of an onion, representing the stages of research processes to be 

completed before uncovering the objectives. The researcher has chosen this approach for its 

simplicity yet multi-faceted structure. 
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Figure 3: The Research Onion, Source: Saunders, M et al (2015) 

Selection by the researcher 

3.2 Research Design 

3.2.1 Research Philosophy 

Research philosophy is the development of knowledge and its nature. (Saunders et al, 2012). 

To move forward with the research onion methodology, it is imperative to determine a 

research philosophy. There are various research philosophies that include: Pragmatism, 

Positivism, Realism, and Interpretivism. 

 

Pragmatism is used when the research question is not lead by a specific philosophy 

unambiguously (Saunders et al, 2012) Therefore, its view focuses on relevant support actions 

of a concept at the core of the research (Keleman & Rumens, 2008). 

 

When it comes to positivism, it is based on facts, instead of impressions (Saunders et al, 

2012) and is carried out in a value-free way, denoting that the research understands the 

quantitative costs associated with collecting data and testing hypothesis. It was mostly 
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embraced by market researchers for its scientific image. (Channon 1982 in Barker, A, 

Nancarrow, C & Spackman, N, 2001). 

 

Another philosophy close to positivism is realism, and it is more focused on facts hypothesis 

(Saunders et al. 2012) Direct realism refers to factual perception and critical realism which 

urges the researched to not stop at the first perception and go deeper. (Saunders et al. 2012) 

 

Since the researcher is exploring the elements that influence consumer behaviour, the 

researcher opt for interpretivism as it requires to draw a strategy that takes into consideration 

the differences in people unlike the above-mentioned philosophies. These differences could 

be economic, cultural, and social (Saunders, 2003). Reiterating from the introduction of this 

study, the researcher came to know that marketing is the link between a society’s material 

needs and its economic patterns of response (Jain & Yadav, 2017). Therefore, choosing this 

philosophy is best in the case of business, management, and marketing research (Saunders et 

al., 2012). Since the researcher is exploring video advertisement and its influence on 

consumer behaviour, the researcher believed that it is the most suitable philosophy for this 

research. Moreover, in the focus groups, the chosen participants were from a generation that 

are highly influenced by their cultural environment, social surrounding, and trending 

personalities. Lastly, according to Denzin and Lincoln (2005), interpretive philosophy is 

associated with qualitative research. 

3.2.2 Research Approach 

After defining the research philosophy, the second step the researcher took was to determine 

the research approach. The two research approaches are; deductive and inductive. 
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Deductive approach helps answer research questions more specifically. It provides 

explanation of relationships between variables and concepts and also has the possibility to 

generalize research finding to an extent. It also helps in the quantitative measure of the 

concepts. (Dudovskiy, J. 2018). Since the deductive approach requires a theory to be 

developed and a research strategy to be designed to test hypotheses, it is viable for studying 

large quantitative data sets. (Saunders et al. 2012) 

 

Research topics for which limited or no theory exists, just like this study, are conducive 

towards the inductive approach that develops an understanding of how a process unfolds, 

developing insights, addressing gaps, and maybe leading to unexpected findings. (Edmonson 

& McManus, 2007) There is a wealth of research regarding online advertisement, but it has 

never been specific to video advertisements and how it influences consumer behaviour, 

therefore it is a reason for our choice. 

 

Since researcher’s research question explores the elements that are determinants of consumer 

behaviour, therefore the induction approach was opted. One of its important aspects is that it 

takes humans into account. In this approach, data is collected and theory is formed after the 

analysis yields results. (Saunders et al, 2012). Moreover, the researcher is working with focus 

groups, therefore the inductive approach will yield better results for as it takes into 

consideration human behaviours and influences. 

3.2.3 Research Strategy 

Research strategy is the methodological link between the research philosophy and the chosen 

methods of data collection and data analysis. (Saunders et al. 2012) For this study, the 

researcher chose exploratory research that includes open questions to gain an understanding 

of the research topic. 
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One of the popular ways to conduct exploratory research includes focus groups, in-depth 

interviews. Due to its nature, the questions asked in these research activities are mostly 

unstructured and relatively flexible. (Saunders et al, 2012). The method that the researcher 

used to analyse the data is Reflexive Thematic Analysis. The choice is based on the fact that 

the researcher is studying the impact of uses and gratification theory in terms of video 

advertisement that studies the following elements: ad duration, entertainment, 

informativeness, customization, and interactivity. Therefore, it will help to determine themes 

according to the above-mentioned elements.  

 

For this research, the most suitable strategy is grounded theory, which as its name suggests is 

grounded in and developed inductively from a data set. It helps to gain an in-depth 

understanding of the research context and assists to see things through the point of view of 

the consumers. Most importantly, this theory was developed to interpret the meaning of the 

impact of social constructs on the experience of consumers. Researchers frequently use this 

theory to connect data to existing and suggestive new theories (Glaser & Strauss, 1967) 

 

Reflexive thematic analysis is a theoretically flexible and accessible interpretative approach 

to facilitate the identification and analysis of themes and patterns in a qualitative data set. 

(Braun & Clarke, 2012) Prior to the data collection, themes can be hypothesised based on a 

theory, in our case - it is uses and gratification theory. Alternatively, familiarisation with data 

can lead to more themes being hypothesised (Terry et al. 2017). 

 

This analysis will work for the data derived from our focus groups because in reflexive 

thematic analysis, themes are understood to constitute domain summaries, typically 
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summaries of what research participants expressed. This process of theme development and 

coding tends to be organic and flexible and evolves throughout the analytical process. (Braun 

et al. 2019) Therefore, it works for us because of the nature of our focus groups.  

3.2.4 Research Techniques 

The choice of research is using qualitative data that will be collected through focus groups to 

study the consumer behaviour that can be influenced by video marketing. The 

methodological choice proposed by Saunders and the ones selected by the research are 

illustrated in Figure 2. 

 

Figure 4: Methodological Choice (Saunders, Lewis and Thronmill, 2019, p. 179) 

Selection by the researcher 

 

Being a multi-layered approach, qualitative research allows the investigation of society, 

behaviour, and culture through the analysis of human speech and action, unlike quantitative 

data which is unable to convert verbal symbols into quantified numbers. (Hogan, Dolan & 

Donnelly, 2009). Moreover, quantitative research lacks the focus on face-to-face interaction 

and reading human emotions of the audience, holding back the research to read the tone and 

feelings of people in reality. 
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The technique the researcher used to analyse collective data through reflexive thematic 

analysis is the projective technique which is applied to read all the behavioural manifestations 

of the consumer, including the least and the most significant ones, which reveal and express 

their personality. Under the projective technique, the researcher will be using the Thematic 

Apperception Test to identify the key positive elements that bring gratification to the 

consumer audience of video advertisements.  

 

Projective Technique: 

A person is ‘projecting’ at all times when they perceive and respond to their environment as 

an individual helmed by their personal needs, unique tendencies, and motivations. There are 

two aspects to the projective technique. The first one focuses on the situation or the stimulus 

with which the research subject is confronted. The second is their response in terms of the 

meaning they derive from that particular situation or stimulus. (Rabin, 1968) 

 

'The essential feature of a projective technique is that it evokes from the subject what is in 

various ways expressive of his private world and personality process.'  

(Frank, 1947) 

 

The most important factor that prompts an interest in the application of projective techniques 

outside clinical settings is its powerful impact to find interest in unconscious motivations that 

acts as determinants of human behaviours. (Lindsey, 1961) This technique has the salient 

characteristic to be an instrument that has the sensitivity to detect even those determinants of 

behaviours which the subject might be unaware of. It does not only work with the personality 
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aspect of the subject but can work with rich variety and multiform data obtained by using this 

technique. (Lindsey, 1961) 

 

Moreover, projective techniques appear to offer more possibilities from the point of view of 

cross-cultural applications, as compared to other personality instruments which often 

demonstrate heavy dependence on specific language, cultural context, and subject experience. 

Therefore, projective techniques fill the need for a research instrument that can derive 

meaningful statements, corroborating various aspects of personality from a variety of 

personality and cultural distinctions. (Lindsey, 1961) 

 

Thematic Apperception Test: 

For the projective technique, the researcher used the Thematic Apperception Test which is 

touted as a wideband instrument that is likely to discover the traits of a research subject that 

they would comfortably corroborate and also discover the traits which are farther from their 

acknowledged self-image. (Rabin, 1968) 

 

TAT's special advantage lies in the three-wide bands: 

 

● Vertical Band - stretches from the infantile and primitive to the adult and derivative; 

● Horizontal Band - stretches across surface traits, complexes, self-image, fears, hopes, 

preoccupation, strivings, defences, and styles; 

● Diagonal Band - stretches across the above bands to discover experiential access to 

know what the research subject is aware of and also what he does not even know. 

(Rabin, 1968) 
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3.3 Population & Sampling 

This section will represent how the participants of the focus groups and the sample size were 

selected. Careful consideration was made regarding the sampling method for the research to 

ensure that the right answers about who, how and when to collect primary data. The sampling 

process (Sekaran, U & Bougie, R. 2010) is classified into five key main steps as mentioned: 

 

1. Outline the population; 

2. Determine the sample frame; 

3. Determine the sample design; 

4. Select the appropriate sample size; 

5. Execute the sampling process. 

3.3.1 Population 

The population is defined as ‘the full set of cases from which a sample is taken’ (Saunders et 

al, 2012 p.260). The population for this study focuses on Gen Z as this generation seems to be 

the biggest future marketing challenge since it is the driver of innovation and change 

(Morgan, 2016, Wood, 2013, pp. 1–3). 

 

The age range selected was of young adults who were born in 1995 or later (Bassiouni and 

Hackley, 2014, Fister-Gale, 2015) and are highly educated, technologically savvy, innovative 

and creative. A total of four focus groups were selected based out of which one was a pilot 

focus group and three were used for the study. 
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3.3.2 Sample Frame 

A sample is a subgroup of the population selected for participation in the study (Malhotra et 

al, 2012, p.495). The research included three focus groups of samples of four participants 

each divided into three categories. Females only, males only and a mixed group. 

 

The trick to a good sample is to know and understand the universe so that the right number of 

people are selected along with the right type of people (Bradley, N. 2010). The researcher 

also selected a small group of respondents to eliminate the risk of non-sampling errors 

compared to large and multiple focus groups. 

3.3.3 Sample Design 

The focus groups were conducted with students, early professionals between the age groups 

of 18 – 24 years old. The first focus group was conducted among a group of females only 

who were students and early professionals that were living in Pakistan and Dublin. 

 

The second focus group was conducted between males only that were between the age group 

of 18 – 21 from Pakistan, India and Ireland. The third focus group was conducted with a 

group of mixed genders that were from Pakistan, Ireland and India in a similar age group. 

3.3.4 Sampling Procedures 

The two sampling procedures mentioned by Saunders et al (2012) are; probability sampling 

and non-probability sampling. Probability sampling also known as random sampling 

(Malhotra, 2009) involves selecting a method where members are chosen randomly (Weiers, 

R. M.1988) whereas in non-probability sampling ‘the probability of each case being selected 

from the total population is not known’ (Saunders et al, 2012, p.262) 
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More precisely, heterogeneous purposive sampling has been used for this research as the 

chosen participants are used through judgment with enough diverse characters which 

provided variation in the data collected (Saunders et al, 2012, p.287), this allowed the 

research to draw themes which were observed in the focus group. 

 

Homogeneous purposive sampling was also used in this research as it focuses on groups or 

samples that have similar characteristics to analyse them in-depth and even find out minor 

differences (Saunders et al, 2012, p.287). The first group included all Females that had 

similar interests and backgrounds as their nationality was from Pakistan and India, the second 

Focus group were all men which had a similar Age bracket and lastly, the third group had 

similar professions and interests (online buyers). 

3.4 Data Collection 

The key in data collection is to ask, ‘who was asked’ and ‘what were they asked’ (Raimond, 

1993 in Saunders et al, 2012, p.195). There are two forms of data collection, Primary and 

Secondary. Primary data is new data that is specifically collected for the purpose of this 

research and secondary data is already published or available on the internet (Saunders et al, 

2012). 

3.4.1 Secondary Data Collection 

Before collecting the primary data, it is important to understand the data which is already 

available as Saunders et al (2012) suggests that collecting secondary data first gives the 

researcher a better understanding and insights into various trends (Saunders et al, 2012). 
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For this research, multiple forms of secondary data were collected from the Dublin Business 

School library’s database and other online sources that were in the form of journals, reports 

and books. 

3.4.2 Primary Data Collection 

Primary data is conducted to obtain data that is required to answer the research question. 

Various forms of data are included in primary data such as interviews, focus groups, surveys 

(Sekaran, U & Bougie, R, 2010). Based on the research question in this research and to 

deeper understand the target populations feelings and thoughts, focus groups are ideal for this 

research. Hague, P. et al (2016, p.48); ‘the focus group is an ideal opportunity to show 

different ads and generate a discussion as to which has impact, relevance and communicates 

the appropriate brand position’ this statement sums up why the chosen research method was 

focus groups. 

3.5 Focus Group 

Focus groups are a form of qualitative research that is basically defined as group interviews, 

not in the sense of alternation between a researcher and a participant’s response. It relies on 

the interaction within the group, based on the topics supplied by the moderator, the role 

which the researcher takes. (Morgan, 1997) In a focus group, five to ten audience members 

are carefully selected to represent the target audience, engaging in a discussion led by a 

moderator. (Hauge, 2016) 

 

These focus groups are able to provide insights through their open-ended nature, that cannot 

necessarily be derived from structured surveys. Moreover, three to four focus groups can 

provide a strong response, eliminating the need for a quantitative study. (Hague, 2016). This 

research technique explicitly uses group interaction to generate data and insights that are not 
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necessarily accessible without the interaction that takes place amongst the group members. 

(Morgan, 1997) 

3.5.1 Advantages of Focus Group 

Conducting a focus group is a flexible form of research, and the advantages of a focus group 

include the creation of a shared experience that encourages the audience to talk about things 

they would not otherwise express. (Hague et al, 2016) Moreover, the participants get the 

opportunity to listen and reflect on their views, expressing insightful opinions. Moreover, a 

debate could also ensue if there are participants of opposing views, building a better 

understanding of the subject matter. Since our researcher has guided the discussion as the 

moderator, it helps steer the discussion in the appropriate direction, generating spontaneous 

but in-depth information. (Hague et al, 2016) 

3.5.2 Disadvantages of Focus Group 

Sometimes focus groups may pose disadvantages, as a bias can be introduced if a participant 

is perceived to be an authority on a subject by the other participating audience. (Hague et al, 

2016). Similarly, some participants may feel more confident to express their opinions, while 

others hold back on sharing their opinions. Forgetfulness or social desirability may also 

impact the truest representation of what the participants expressed in the focus group, making 

the data not mirror the actual behaviour of the members. (Hague et al, 2016) 

3.6 Planning a focus group 

The focus group was built through the ‘Research Design Focus Groups Book’ by David L. 

Morgan, 2019. This chapter will discuss the steps taken to ensure the focus groups were 

conducted to generate quality and insightful data for this research. A focus group instrument 
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was created to ensure that there is consistency across all focus groups along with highlighting 

the purpose of the focus group along with some rules. 

3.6.1 Focus group size and participants 

Usually, a focus group consists of respondents between 5 – 10 people as this allows every 

participant to provide group interaction and diversity of experience (Hague, P. et al, 2016. 

p.67). For the focus groups in the research, the key players were 12 respondents that 

participated and the moderator who was also the researcher. 

3.6.2 Focus group technique 

Traditional focus groups are generally done in a face-to-face environment, however, due to 

the current situation of the pandemic, the focus groups were conducted remotely over Zoom. 

 

Moreover, projective techniques were used to obtain accurate information about what people 

think and feel by asking them to communicate their thoughts and feelings with open-ended 

questions (Haire, 1950). Specifically, Thematic Apperception Test (TAT) developed by 

Henry Alexander Murray was used in this research to reveal participants’ attitudes, feelings, 

thoughts, insights are captured by showing a Video Advertisement followed by unstructured 

questions. 

3.6.3 Visual Stimuli 

A video advertisement was shown for visual stimuli in the three focus groups that the 

researcher conducted. The advertisement used was based on the following factors: 

 

1. A known brand for Gen Z to ensure relatability; 

2. It included humour, celebrities, popular music, functional product usage; 



 56 

3. It was the top 10 most viewed ad on YouTube for the year it was published; 

4. It had a brand-centric story to tap into relatability and emotions for the audience. 

 

Based on the above factors the following advertisement was shown: 

Brand Advertisement Link to YouTube 

Cheetos It Wasn't Me (Super Bowl) https://www.youtube.com/watch?v=lIxdasBrDMI 

Table 1 – Advertisement used in the Focus Group 

3.6.4 Venue 

Due to the pandemic, face to face groups were not conducted and hence conducted on Zoom 

via three different links, one for each focus Group. Visual Stimuli was presented with screen 

and audio sharing. 

3.6.5 Budget Planning 

It is necessary to budget appropriately for a focus group (Lyttle, B & Weizenecker, M, 2005). 

However, no cost was incurred during the entire process of the research as it was conducted 

online. Consideration was given to some budget which was set aside if required for the 

research based on the following: 

 

Item Cost (Euro) 

Refreshment 20 Euro 

High-Speed Internet 30 Euro 

Printing 20 Euro 

Total 70 Euro 

Table 2: Budget Planning 
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3.7 Conducting the focus group 

The moderator started the discussion with a general introduction and gave information 

regarding the purpose of the research. The moderator also shared guidelines which included; 

 

● One person talks at a time; 

● To be respectful of each other’s opinions; 

● Participants' actual names should not be displayed. 

 

The group members were also informed that the session was being recorded and validated the 

consent of the participants through a signed form. 

3.7.1 Handling the participants 

Lyttle, B & Weizenecker, M, (2005) talked about how different backgrounds and experiences 

of individuals could potentially be a problem for the moderator. There are six common 

personality traits in participants that have challenged moderators (Lyttle, B & Weizenecker, 

M, 2005): 

 

1. Disruptive Participants; 

2. Dominant Talkers; 

3. Experts and Influential; 

4. Shy respondents; 

5. Ramblers and Wanderers; 

6. Inattentive Participants. 
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To deal with these participants the moderator ensured that the ground rules and flow of the 

focus group is controlled by calling out each participant number after the question to identify 

them to speak. This ensured that all participants were given equal opportunity and all 

participants stayed involved. 

3.7.2 Focus Group Questions 

In this section the researcher aim to present the questions that were asked in the focus group 

activity. All the questions were backed by the video advertisement framework outlined in the 

literature review, that is built on the uses and gratification theory. 

 

Entertainment Questions 

Q1: What were the factors that made this advertisement enjoyable and appealing to you? 

 

● Music: In advertising, music may influence consumers’ attention, their emotions, the 

message of the product, and the consumers’ ability to memorize the brand. 

(Alexomanolaki et al., 2007) 

● Physical Appearances: The physical appearance of an advertisement model has a 

positive effect on the attitude of consumers towards the advertisement. (Kamins, 

1990). 

● Celebrities: Celebrity endorsement in advertisements is a viable strategy. They 

enable the advertisement to cut through the noise and increase attention, recall rates, 

and brand positioning. (Ericsson & Hakansson, 2005). 

● Colours: Colours are associated with the brand name, and therefore has a significant 

value for advertisement messaging. (Bottomley & Doyle, 2006). Moreover, colours 

provide a retrieval cue for the audience to learn brand names. (Tavassoli, 2001). 
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Informativeness Questions 

Q2: What do you think is the most important idea or message in this advertisement? 

 

Q3: What information do you think the brand is trying to communicate through this 

advertisement? 

 

It is significant for advertisements to provide appropriate information about a brand, service, 

or product that is relevant to the consumers. (Ducoffe, 1996) 

 

Customization Questions 

Q4: What did you like about this ad? 

 

Q5: What did you not like about this ad? 

 

Q6: What are the factors that make you feel relatable to the advertisement? 

 

Studies have shown that factors such as different ad lengths and their placement led to 

different advertising recall, likeability, and persuasion. (Newstead & Romaniuk, 2010) 

 

Interactivity Questions 

Q7: After watching this ad, what would be your next steps? 

 

Call to actions are supported by almost all advertising formats. On the website, consumers 

can get product information as well as direct access to purchase products. (Yuping & Shrum, 

2002) 
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Value Questions 

Q8: Did the advertisement trigger you to purchase the product or service, how? 

 

Moreover, studies have pointed towards the fact that advertising should suit the interest and 

needs of the target audience (Ansari & Mela, 2003; DeZoysa, 2002; Rao & Minakakis, 2003; 

Zeng et al., 2009). 

3.7.3 Issues in Focus Groups 

 
Confidentiality Measures 

It is a major concern while conducting any research, but it is even a greater issue while 

conducting focus groups as the data gathered is through audio recording and video recording. 

The steps taken to ensure confidentiality measures were as follows: 

 

● The Consent Form and Information Sheet was shared prior to the focus group activity; 

● Participants were given a number to use instead of their actual names; 

● Video and Images were asked to be shut or removed before the recording began. 

 

Cultural Differences 

Lyttle, B & Weizenecker, M, (2005) mentioned that ‘Asian people are less open and have 

been conditioned to keep their opinions to themselves and therefore need a skilled moderator 

to encourage them to participate. 
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However, while conducting the focus group the researcher felt that this statement is not true. 

Indian and Pakistani respondents were the most responsive in sharing their views, thoughts 

and feelings towards the advertisement, ensuring the right data is gathered for the research. 

3.7.4 Reporting the focus group data 

The recordings from the focus groups were first transcribed in order to analyse the data. The 

process began with using the data reduction method, only the relevant data was used for the 

purpose of analysis. This enabled the researcher to focus solely on the data which is relevant 

for the purpose of the research objective. The audio recordings were carefully studied to 

ensure that the researcher is transcribing the data without any missing details. After this step, 

the transcribed data were analysed through a thematic approach (Wood, C. Giles, D. & Percy, 

C. 2012. p.72). Thematic analysis can be described as segregating the data based on themes 

(Saunders et al, 2012. p.78). 

3.8 Research Ethics 

Research ethics are standards of behaviour that guide the research conduct in relation to the 

rights of those who become research subjects or are affected by it. (Saunders et al, 2012) 

Considering the nature of this research, ethics were given due consideration, specifically 

pertaining to focus groups. The moderator, who was the researcher, disclosed all the 

guidelines, purpose, and use of the research to the research participants. Consent and 

information forms were signed and the participants were referred with numbers instead of 

their names to protect their anonymity. As the participation was voluntary, the research 

participants had the right to withdraw completely or partly at any given time. 
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3.9 Research Limitations 

Considering the time that the researcher had to conduct the research there were a few 

limitations. Firstly, the researcher aimed to do a mixed method approach to analyse in depth 

analysis, however due to the time limitations in this study the research was able to conduct 

qualitative analysis. The researcher was able to find answers to the research question and 

analyse the objectives, however, the results could not be tested through a campaign structure 

by testing the results by real time data.  

 

Moreover, the researcher had planned to conduct the focus group with a wider audience, but 

due to Covid, participants were from three different countries, India, Pakistan and Ireland. To 

manage the time difference and schedules of each participant was time consuming.  

 

Lastly, past researches reviews in the literature review discussed the evolving technology, 

digital marketing and factors of video advertisement, there was not adequate studies to 

address what are the touchpoints of video advertisement the influence a consumer’s purchase 

intent behaviour.  
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4. Data Analysis & Results 

4.1 Introduction 

This chapter comprises an analysis of the primary data collected from the three focus groups 

that were collected for this study. The focus group data was analysed using reflexive thematic 

analysis breaking in different themes which were relevant to the objectives. 

  

The moderator felt that every group was different so the sequence of the questions was not 

asked in the same order. The flow was judged based on the discussions to ask the right 

questions; however, the pattern stayed the same. One advertisement was played during the 

three focus groups to ensure uniformity is maintained and confusion between participants' 

thoughts were eliminated to gather accurate insights. 

4.2 Coding Process 

The reflexive thematic analysis works with semantic and latent codes. (Byrne, 2021) The 

semantic codes are generated by identifying the explicit meanings of the data, meaning the 

data is not examined beyond what the research participant has written or said. It is a 

descriptive analysis that solely presents the content of the data as communicated by the 

research participant. On the other hand, latent coding goes beyond surface meaning and 

attempts to recognize and identify underlying assumptions, hidden meanings, and ideas that 

may further shape the descriptive semantic content of the data. (Byrne, 2021) With latent 

coding, the analysis becomes more interpretive (Braun & Clarke, 2012)  

 

In this study, the researcher has worked with both semantic and latent coding.  Where 

semantic codes were producing meaningful information, the researcher used that for elements 
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such as informativeness, interactivity and value. Meanwhile, latent codes were used to 

interpret information for the entertainment element. The software Nvivo was crashing on the 

researcher’s system, so manual coding was conducted.  

 

4.3 Analytical Process: 

For reflex thematic analysis the researcher used the six-phase process proposed by Braun & 

Clarke (2012) to facilitate the analysis by identifying important aspects the thematic analysis.  

4.3.1 Familiarization with data 

Familiarisation of data means reading and re-reading the entire dataset to become intimately 

familiar. It is necessary because it facilitates the identification of appropriate information that 

can be relevant to the research question under study. (Byrne, 2021). Manual data transcription 

is a useful activity and can facilitate deep immersion into data (Braun & Clarke, 2012) 

4.3.2 Generating codes 

The process of coding is undertaken to develop short-hand descriptive or interpretive labels 

to piece information that is relevant to the research questions. (Braun & Clarke, 2012) 

 

The researcher tracked the evolution of the coding process in Ms Excel. Data items were 

documented in the first column, and successive columns recorded iterations of code. The first 

iteration of coding was transferred with a label identifying the respective participant. The 

researcher continued to consult the original transcripts.  
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4.3.3 Generating themes 

The coded data is analysed to see how different codes can be combined to have shared 

meanings, forming themes or sub-themes. It means collapsing multiple codes that have the 

same underlying concept of data. (Braun & Clarke, 2012)  

 

In this phase, the researcher assembled the code into themes. These codes were mapped to 

themes to study if video advertisements triggered a negative or positive impact and if it led to 

purchasing intent, and finally, the factors triggering consumer journey.  

4.3.4 Reviewing potential themes 

The researcher reviewed potential themes through the series of questions proposed by Braun 

& Clarke, 2012.  When re-examining the data items, the researcher observed that almost all 

the data items referred to the informativeness of the ad as a whole. While the data looks at 

cultural beliefs, nostalgia, music, and the choice of celebrities, the themes at the end of the 

day met the researcher’s objectives to interpret consumer behaviour.  

4.3.5 Defining and naming themes 

Data extracts can be reported illustratively, or with a description through analysis 

contextualizing what the participants responded in the research activity (Braun & Clarke, 

2013). For this phase, the researcher has shared the spreadsheet and the illustrative write up 

of the analysis that will come forth in the discussion section of the report.  

 

4.3.6 Producing the report 

This phase will be discussed in depth in the discussion and responses section as the last phase 

of the reflexive thematic analysis (Braun & Clarke, 2013) is very interwoven into the entire 

analysis of the process.  
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Figure 5: Process of manual coding to reach the themes 

 

4.4 Focus Group Responses: 

4.4.1 Information Related Questions 

 
Q. What do you think is the most important idea or message in this advertisement? 

Q. What information do you think the brand is trying to communicate through this 

Advertisement? 

 

Focus Group 1: 

Majority of the participants in this group had the same view regarding the “Important 

Message” the brand was communicating through this Advertisement. Participant 1, 2 and 4 

believed that a brand like Cheetos is loved by everyone and they are irresistible, however 

Participant 3 felt the brand was trying to promote cheating. The views from the participants 

changed regarding when asked about what “Information” the brand is communicating 

through this advertisement. Participant 4 thought it was “a joke, as the brand portrayed a 
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negative message”, Participant 2 and 1 had similar views as they thought that Cheeto’s is 

“lovable” and “irresistible” 

 

Focus Group 2: 

Participants in this group had similar opinions when asked about the “Important Message” in 

the Advert. They all believed that through this advertisement Cheetos is communicating that 

it is “irresistible” and used the song well to fit in the story. They also mentioned that the 

brand is communicated the wrong idea that “it is okay to not share and lie” 

 

Focus Group 3: 

The participants in this group had mixed thoughts when asked about the “Important 

Message” in the advertisement. Participant 1 said that the “advertisement was not relevant to 

a Cheeto’s Ad and I really did not grasp the message”. Participants 3 and 4 had similar 

opinions that the brand was showcasing how Cheeto’s can be eaten “every time” and how 

“irresistible Cheetos is”. Lastly participant 1 had a different opinion that “Cheetos has an 

orange quoting and it was sort of an important element in their marketing”. 

4.4.2 Entertainment Related Questions: 

 

Q. What were the factors that made this advertisement enjoyable / appealing to you 

 

Focus Group 1: 

All four participants had different opinions regarding the factors that made this advertisement 

enjoyable / appealing to them. Participant 1 felt that “white bright light” was appealing and 

got their attention. Participant 2 mentioned that the “jingle was enjoyable”, Participant 3 

thought that “the choice of characters they chose were popular people” and enjoyed seeing 
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them in the Advert, however, Participant 4 had mixed feelings and did not like the “story” but 

liked the music video. 

 

Focus Group 2: 

This group had various factors that made this advertisement enjoyable / appealing to them. 

Participant 3 mentioned that the “I enjoyed the advertisement because of the length of the 

advertisement as I do not like long advertisements”, the music was another factor for 

participant 3, however the most interesting finding this participant mentioned was the “cat 

minute made this advertisement appealing to me”. Participant 4 also mentioned that the 

“length” of the view made it less boring and the music caught their interest. Participant 1 and 

2 loved the “Humour” element in the advertisement shown through different situations. 

 

Focus Group 3: 

Majority of the participants in this group thought that the “constant change in frames, 

showing different scenarios was enjoyable because it was creative”. They also mentioned that 

the “stains on the lady’s face and fingers were placed very intelligently”. Participant 4 

mentioned that “music” was another factor which made this advertisement enjoyable. 

4.4.3 Customization Related Questions: 

 

Q. What did you like about this Ad? 

Q. What did you not like about this Ad? 

 

Focus Group 1: 

Participants had similar opinions when asked about what they “liked” in this Advert. They all 

liked the “musical bit” of the advert, it grabbed their attention. When asked about what they 
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“did not like” all participants felt that “the product was forced into the story” and the element 

of “cheating” was something they do not promote. 

 

Focus Group 2: 

Majority of the participants liked the Music / Jingle in the advertisement. They also pointed 

out that there was a combination of a few factors together which made the advertisement 

likable. All participants mentioned that the humour and music went well together. However, 

participant 4 and 1 thought that apart from the visuals the product should have been more 

emphasized. All participants had similar opinions when asked about “what they did not like 

in this advertisement”. They felt that the “music” and “celebrities” diverted their attention 

away from the product itself. The brand should have focused more forwards the Cheetos pack 

and lastly Participant 2 felt that the “frames were moving quite quickly like from one 

situation to another”. 

 

Focus Group 3: 

Most of the participants in this group had similar onions when asked about what they “liked” 

in this advertisement. They all thought that “constant scene changing and the comical 

elements were the best part about this advertisement”. All participants also noticed that the 

“Cheetos colour on the hands used as fingerprints on the wall and everywhere were eye-

catching”. Participant 1 especially liked the element of “Rap” in the advertisement. When 

asked about what they “did not like”, participant 1 and 2 agreed to each other’s thoughts that 

“the plot the advertisement portrayed was not for me because the connection between the 

wife and husband was on the basis of cheating and lies” 

4.4.4 Interactivity Related Questions: 
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Q. After watching this Ad, what would be your next steps? 

 

Focus Group 1: 

Majority of the participants felt that the Advert provided “information about the new flavour” 

and would “try it” if they saw it in the supermarket, however participant 1 felt that the Advert 

had “no recall” and there was “nothing new” that would catch their mind. 

 

Focus Group 2: 

All participants in this group mentioned that the first thing they would do after watching this 

advertisement would be “search for this song, download it and listen to it again”. Participants 

2 and 1 said that on their next visit to the supermarket they would “search for the product and 

check if it's available to try it”. 

 

Focus Group 3: 

Participant 2 felt that this advertisement is “not ethical and would definitely not promote such 

a story to anyone”. Participant 4 said that “I will make sure that when I eat Cheetos the stains 

on my mouth are not there. Participant 1 and 3 mentioned that they would definitely try the 

new flavour if they find it in the supermarket as “food ads generally make you feel hungry”. 

 

4.4.5 Value Related Questions: 

 
Q. Please explain if the advertisement triggered you to purchase the product or service and 

why? 

 

Focus Group 1: 
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Despite Cheetos being a brand that all participants have eaten in the past, participants 1 and 2 

said that the advertisement “did not trigger to purchase the product” as the advert was not 

“relevant to Cheetos” and also that “they are not a fan of Cheetos in the past”. However, 

participant 3 had a completely different opinion, “this flavour of Cheeto’s did not trigger to 

buy it but if it was Masala or Garlic, I would purchase it after watching the Advert” 

 

Focus Group 2: 

Participants 1 and 3 had similar thoughts, they mentioned that they “love Cheetos” and this 

advertisement has triggered them to purchase the product right away. They also mentioned 

that the “music” has built a “deeper connection” through this Advert as they would “sing the 

song while eating a packet of Cheetos next time”. However, participants 2 and 4 felt that this 

advertisement did not trigger them to purchase or look for the product immediately but 

“would definitely try it if I visit the supermarket next time”. 

 

Focus Group 3: 

What was interesting for the researcher with this group was that none of the participants were 

triggered to purchase the product after watching this advertisement. Participant 1 and 2 felt 

that the advertisement was “disgusting” because the advertisement showed “stains on her 

mouth and her fingers” which did not trigger their “taste buds”. Participant 4 and 3 were not 

Cheeto loyalists and “hated the product” due to the “quality” of the product.  
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CHAPTER 5 
 

Discussion  
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5.1 Introduction: 

The objective of this chapter is to conclude the findings out of the data analysed from the 

primary research: Focus Groups. But before the researcher delves into this chapter, let us first 

revisit the purpose of this study, more specifically the research question and the research 

objectives. The researcher of this study set out with the goal of answering the following 

research question: What are the key determinants that influence Gen Z consumer journey 

through online video advertisements? In pursuit of answering this question, the researcher set 

out to accomplish the following objectives: 

 

1.  To determine how different factors of online video advertisement influence a 

consumer’s journey. 

2.  To Identify if online video advertisement has a positive or negative impact on 

GenZ’s consumer journey. 

3.  Determine if online video advertisement has an impact on GenZ’s decision 

making process. 

 

To achieve these objectives, the researcher designed three focus groups to further understand 

the thoughts and opinion regarding the research question. The researcher also concluded from 

the primary research that there is a connection between both, primary and secondary research.  

 

In the next sub-chapter, the researcher will discuss the research question and objectives that 

were carried out through the focus group discussions.  
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5.2 Focus Group Summary: 

The primary aim of this study was to analyse the key determinants that influence a GenZ’s 

consumer journey through online video advertisements. The objective has been achieved as 

seen in the summarised results. 

5.2.1 Objective 1: Factors that influence a consumer’s journey 

 
Advertisement Duration: 

It was apparent that from the Focus Groups “Ad Duration” was an important factor on the 

consumer’s journey to purchase the product. This was mentioned by 10 out of 12 participants 

in the Focus Group, “they enjoyed the advertisement because of the length of the 

advertisement as they do not like long advertisement”. This also connects to the secondary 

research of (Wang et al., 2020), that advertising effectiveness is majorly influenced by ad 

duration. Shorter online video advertisements led to significant positive emotions and interest 

for the participants as they found it “less boring”. 

 

However, in the literature review a study by (Wang et al, 2020) suggested that longer ad 

durations have better recognition. But through the primary research it was noted that 

participants thought that longer Ad durations lead to be “less liked”. 

 

Sound: 

All of the participants in the Focus Groups showed a great interest in the “Music” used in the 

advertisement. They mentioned that the music used in the advertisement “grabbed my 

attention” and “built a deeper connection with the product”. Few participants also stated that 

“they will download the song and purchase a pack of Cheetos and sing along”. This also 

creates a strong connection between the secondary research as mentioned by (Alexomanolaki 
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et al., 2007) that music in advertising may influence consumers’ attention, the product 

message, consumers’ ability to memorize the brand, and consumers’ emotions. 

 

A study analysed in the literature review by Lucy et Al (2020) observed that advertisements 

can be appealing to consumers that have a soundtrack, or a combination of audio and visual 

experience. This was noticed in the primary research as well, participants built an 

“association” with the product through the soundtrack used in the advertisement shown.  

 

 

Celebrities: 

Multiple participants in the Focus Groups associated strongly with the celebrities used in the 

advertisement. They mentioned that “the choice of characters they chose were popular people 

and was clutter breaking”, however they also mentioned that the use of celebrities “diverted 

their mind from the brand”. The primary research links well with the secondary research as 

mentioned by (Erdogan, 1999; Ericsson & Håkansson, 2005) that advertisers implement 

celebrates to penetrate the clutter of advertising spots and to increase attention, image 

polishing, recall rates, brand introduction, and brand repositioning. 

 

A study by Ericsson & Hakansson, 2005) mentioned that the use of celebrity endorsements 

and in advertisements cut through the noise and increase attention, brand recall and help in 

brand positioning. This finding combines with the primary research, as the participants in the 

focus groups mentioned that the choice of characters the advertisement showed were clutter 

breaking. 
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5.2.2 Objective 2: If online video advertisement has a positive or negative impact on 

the consumer 

 

Positives: 

Majority of the participants felt that the advertisement activated a positive impact after 

watching it. They mentioned that it provided “information about the new flavour” and would 

“try it” the next time they visit the supermarket. They also felt that the use of “orange colour” 

used in the advertisement to depict stains “played an important part in marketing” as they felt 

it was “relatable when they consume it”. Participants in the focus groups also experienced a 

personal nostalgia as they thought that they could “relate to the story” as they used to lie 

about “eating their sibling’s chips without telling them”. 

 

Negatives: 

Some participants found the advertisement had a “negative” element. They felt that it was 

“culturally not acceptable to lie”. One participant pointed out that “the relationship between 

the husband and wife was offensive”. They also mentioned that the story was based on 

“cheating” and “lies” hence they would “never promote such advertisements”. 

 

In this case the researcher found out that different cultures have various values and 

advertisers should be considering “cultural values” as part of their strategy.  

5.2.3 Objective 3: Consumer decision making through online video advertisement 

 

The researcher found it interesting that 5 of the 12 respondents said that the “advertisement 

did not trigger the purchase of the product” as the advert was not “relevant to Cheetos”. A 
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few participants mentioned that the advertisement did not trigger them to purchase or look for 

the product immediately but “would definitely try it if I visit the supermarket next time”. The 

consumers also mentioned that “time of the advertisement” plays an important part in 

“tempting their taste buds” when it comes to food commercials. Woodside, G, A. (2010) 

mentioned that stories give meaning to consumer’s life, brand associations are created to 

construct the image of self. However, Majority of the respondents stated that they have a 

“childhood association” with the brand and the advertisement triggered them to “purchase the 

product and sing the song while eating the packet of Cheetos” 

 

The main purpose of this chapter was to highlight the important findings that surfaced from 

the focus group discussions. It was clearly apparent that participants from these focus groups 

were influenced by the Ad duration, sound, characters and the story. Some participants were 

not able to connect with the advertisement but overall, all the groups enjoyed watching and 

discussing the advertisement. 

 

5.3 Limitations and Strengths: 

The major limitations to this study lie in conducting the qualitative analysis for this study. 

The reason why the focus groups were conducted was to understand participants thoughts, 

views and opinions about video advertisement, however the researcher aimed to do 4 focus 

groups but could only manage 3 due to the availability of the right participants (Gen Z). 

Moreover, due to covid, participants were in different countries that had time zone issues 

which delayed the entire process. Secondly, the audience selected for the focus groups were 

Gen Z and had online classes as well as work. To achieve further accuracy of results and a 

larger sample would have led to much more in-depth analysis into the consumer's journey 

through online video advertisement 
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Similarly, the time given to carry out the research played an important role in the results. The 

researcher initially aimed to use mixed methodology to go in-depth of the research topic, 

however only Qualitative analysis could be conducted as transcribing the data and then 

coding it required time. On the other hand, the researcher wanted to choose respondents from 

a wider population to analyse different cultures and opinions.  

 

Lastly, past researches reviews in the literature review discussed the evolving technology, 

digital marketing and factors of video advertisement, there was not adequate studies to 

address what are the touchpoints of video advertisement the influence a consumer’s purchase 

intent behaviour.  

 

However, despite the sample size was minimum, the researcher was able to find interesting 

and insightful opinions and thoughts from the respondents that support the research 

objectives. Despite English not being the first language for Asian countries, the respondents 

were clear, helping the researcher transcribe accurate data.  

5.4 Future Research & Suggestions: 

 

Based on the literature review and the primary data collected, it is clear that there is a great 

field to explore further into the factors that influence a consumer’s journey through online 

video advertisement. Online videos are garnering more viewability than any other format.  

 

Firstly, it would be interesting to find out how different types of advertisements have an 

influence towards a consumer’s journey. The researcher in this study presented a humour 
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based, product centric advertisement, however it would be interesting if emotional 

advertisements have a different impact on consumers, moreover, a tech advertisement for a 

product like Apple would gather a different opinion towards the purchase decision making of 

a consumer. As mentioned in the primary research, few participants did not relate to the 

advertisement as they found humour to be not “amusing” for them.  

 

Secondly, it would be interesting to know the point of view of different participants that 

belong to different cultures. Since many global products have a local variation, it would be 

interesting to see how they perceive the brand in their marketing. For instance, the majority 

of the participants were from Pakistan and India, they mentioned that the flavour did not 

“interest” them, if it was “spicy masala” or “garlic and herb”, the participant would definitely 

go try the product after watching the advertisement. Hence, it would be interesting to find out 

how different parts of the World perceive brands and their products. 

 

Moreover, it would be interesting to see how online vs offline advertisement plays an 

important role in purchase decision. Online video advertisement are generally displayed to 

the person using the service, however advertisements on a single TV could be seen through 

multiple members of the family. It would be interesting to know if any member of the family 

influences the purchase decision while watching the advertisement on TV.  

 

Finally, an interesting finding was noticed during the literature review. Multiple academic 

literature widely covered the perspective of top social media platforms such as Facebook, 

Instagram, YouTube. However, keeping in mind the digital world is expanding rapidly it 

would be interesting to find out if more social media platforms are covered in future 

researches along with App based videos as well. This would be interesting to know if an 
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advertisement while a person playing a game was shown based on their interest, would the 

targeted person be enticed to purchase decision making.  

 

5.5 Conclusion: 

To summarize this section, it is concluded that GenZ audience does get influenced through 

online video advertisements, however multiple factors matter to reach to the purchase intent. 

Culture, Music, Visuals, Story, Ad duration are major factors that were observed during the 

primary research that can help advertisers improve their online strategies in the future.   
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CHAPTER 6 
 

Conclusion  
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6. Conclusion & Recommendations  

6.1 Conclusion: 

 
The primary aim of this research was to analyse the key determinants that influence Gen Z’s 

consumer journey through online video advertisement. There have been tremendous advances 

in technology over the period of years and has paved new barriers and opportunities in the 

advertising world as well.  

 

It is well studied that the migration of audiences from traditional channels to digital mediums 

are transitioning more quickly than ever and mainly being driven by the Generation Z 

audience. Through this study the researcher was able to gain opinions from a limited Gen Z 

audience which makes it even more interesting for future researches to analyse the ever-

growing area of study not only from a marketing perspective but from all business 

perspective.  

 

The researcher also concludes three contributions that advertising professionals or marketers 

could adopt to in the field of video marketing: 

 

1) Strategic Thinkers: It is imperative to understand why and for whom the 

communication is being made for and what message does the brand want to spread 

across to their consumers. Knowledge of the audience is key in this to create a story 

that connects with the consumer. 

2) Consistency: Marketers often try to be creative and forget what the consumers really 

want. It is important to be consistent with the objective of the brand. A brand that is 

consistent will build a long-term relationship with its consumers. Coca Cola was one 
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brand that was discussed multiple times during the Focus Groups that the researcher 

conducted despite the Ad not being shown.  

3) Know your Audience: A one size fit advertisements are now getting obsolete. 

Consumers are being presented more content that they have ever consumed before. It 

is important for marketers to know who their audience is and design the content based 

on what they like. Consumers on Facebook have a different attention span vs the 

consumers on YouTube. Similarly, consumers on TikTok have a totally different 

consumption of content. 

 

6.2 Self-Reflection: 

 

The last chapter of this dissertation is regarding the learnings and knowledge attained during 

this study for the degree “Masters of Science in Digital Marketing” from Dublin Business 

School. The writer of this dissertation has always been interested in Digital Marketing and 

more specifically the role Video Marketing plays for a consumer’s journey. Choosing this 

topic not only helped the writer to learn more about the topic but also will help them in 

professional development to become a video specialist at Google. The following chapter will 

include the personal and professional benefits of the Master’s Degree for the researcher. 

 

6.3 Masters in Digital Marketing 

 

The last section of the dissertation, I will be speaking in first person. As per my previous 

experience in Pakistan with top media agencies, studying in Ireland and Dublin Business 
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School has been the most memorable experience for me. The chosen topic was something I 

was truly inspired and interested in and has helped me and learnt things that I can apply in my 

professional life as well. Despite the pandemic, Dublin Business School has made this 

Degree exciting and more importantly a knowledgeable experience. The faculty, the staff and 

all my fellow students in my class have been extremely supportive and I feel that with this 

degree I feel that it has improved my calibre and knowledge. I feel confident to apply to 

companies like Google, Facebook and TikTok now that I have finished this degree. 
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9.1 Appendix A  

9.1.1 Focus Group Instrument 
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9.1.2 Focus Group Questions 

1) What do you think is the most important idea or message in this ad? 
2) What did you like about this Ad? 
3) What did you not like about this Ad? 
4) What were the factors that made this advertisement enjoyable / appealing to you? 
5) What information do you think the brand is trying to communicate through this 

advertisement? 
6) What are the factors that make you feel relatable to the advertisement? 
7) After watching the Advertisement, what would be your next step? 
8) Please explain if the advertising triggered you to purchase the product or service and 

why? 
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9.2 Appendix B  

9.2.1 Information Sheet 
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9.2.2 Consent Form 
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Consent Form signed on Google Docs: 
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