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In this thesis, the effect of Video Billboard plot on social media and their effects on consumer 

Social Media visit intention is examined. This study aims to focus on the assessment of some 

parameters including feelings about a video advert, perceived relevance of a video advert, and cultural 

interrelation while touching on the consumer responses peculiar to video adverts. The current research 

draws on previous behavioural theories like the TPB and the AIDA model in order to discover how 

want appeal and video content organization chose and act: from visits to company  Social Medias to 

making buys. 

Entailing a quantitative research design, the research collects data from a sample of social 

media user’s particularly video advertisement users. Scientific methods such as regression and 

correlation are used in identifying the relationship between the level of emotional engagement, 

perceived usefulness and consumer behaviour. The findings further notes that even if emotional 

engagement grabs the interest of consumers then it does not necessarily translate into concrete 

consumer actions like visiting one’s  Social Media. It also looks at how cultural sensitivity helps 

in increasing perceived engagement and concludes that content relevance and clarity probably have 

a stronger effect on behavioural change (Significance) 

Keywords: Video Billboard Advertising, Consumer Behavior, Emotional Engagement, 

Perceived Usefulness, Cultural Sensitivity 
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Baigiamajame darbe nagrinėjamas „Video Billboard“ siužeto poveikis socialinei žiniasklaidai 

ir jo įtaka vartotojų ketinimams lankytis socialiniuose tinkluose. Šio tyrimo tikslas – įvertinti įvairius 

parametrus, įskaitant vartotojų jausmus apie vaizdo reklamą, suvokiamą jos tinkamumą ir kultūrinius 

tarpusavio ryšius. Taip pat analizuojama, kaip vartotojai reaguoja į vaizdo reklamą. Tyrimas remiasi 

ankstesnėmis elgsenos teorijomis, tokiomis kaip TPB ir AIDA modelis, siekiant nustatyti, kaip vaizdo 

įrašų turinio organizacija veikia vartotojų elgesį – nuo apsilankymų įmonės socialiniuose tinkluose iki 

galimo pirkimo.  

Tyrimo metu pasitelkiamas kiekybinis metodas, renkant duomenis iš socialinių tinklų 

vartotojų, ypač tų, kurie susiduria su vaizdo reklama. Duomenų analizei taikomi regresijos ir 

koreliacijos metodai, siekiant nustatyti ryšį tarp emocinio įsitraukimo lygio, suvokiamo reklamos 

naudingumo ir vartotojų elgsenos. Išvados rodo, kad nors emocinis įsitraukimas patraukia 

vartotojų dėmesį, jis nebūtinai skatina konkrečius veiksmus, tokius kaip apsilankymas 

socialiniuose tinkluose. Taip pat nagrinėjama, kaip kultūrinis jautrumas prisideda prie didesnio 

įsitraukimo, ir daroma išvada, kad turinio tinkamumas bei aiškumas daro didesnę įtaką elgesio 

pokyčiams (reikšmingumui). 

Raktiniai žodžiai: reklama vaizdo įrašuose, vartotojų elgsena, emocinis įsitraukimas, 

suvokiamas naudingumas, kultūrinis jautrumas. 
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INTRODUCTION 

The video billboard plot structure could be described as an organizational strategy to 

convey X Product information to the customer via the social media platform. Most of the time, it 

enables business firms to convey pertinent messages in a short time, thereby leaving lasting 

impressions on customers (Chase & Chase, 2023). Through this communication channel, business 

are able to communicate to the customers effectively on different social media platforms and 

business Social Medias. They become useful tools for advertising  X Products or services, for 

catching customer attention, for establishing a closer bond with the business, and a guaranteed way 

to make the customer visit the business’  Social Media more frequently (Rohde & Mau, 2021; 

Campbell & Pearson, 2021). 

This technique proves useful in the promotion of customer awareness and the delivery of 

a believable, inspirational brand message, which lead to sales and a call to action (Alhuqbani, 

2021). In this process, social media intervention is crucial because video billboard plot structures 

use short high-hook catchy videos that will grab the customer’s attention and provide them with 

vital business information within the shortest time possible as described by Jacobsen (2022). 

Customers are also encouraged to visit company Social Medias for more information and this 

warms the bond between the consumer and the company. 

In the aspect of being a communication device, video billboard plot structures also show 

strength in customer attraction by embracing simple yet highly relaying communicative materials. 

They act as communicators between the brand and user since they can harness social media to help 

advertise goods and services. Thus, many businesses can help consumers make purchasing 

decisions by offering a platform for engaging and informative short videos (Unridden, 2022; Fade 

et al., 2021). 

Customer intentions to company Social Medias are typically next in this process because 

such visits allow potential buyers to gather information. It is crucial for video ads to give a first 

impression and help the specific brands to build their consumer loyalty and generate sales. 

Cognitive, affective, and narrative factors characterized by appealing emotions, brilliant graphic 

designs, and realistic stories are especially useful to promote Social Media intent and enhancing 

the purchase decision (Effendi et al., 2023; Jacobsen, 2022). 

Web traffic is an indicator of customer conversion since high traffic is an indication of high 

sales (Campbell et al., 2021). Using people’s emotions and appealing to their eyes businesses can 

build a certain story that will help them attract people and force them towards buying certain X 
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Products. From a straightforward video advertisement, this process can extend to increase 

customer interactions and the overall probability of buying the X Product or service (Huang et al., 

2021). 

The aim of this evaluation is to examine how the plot structures of video billboards on 

social media affect customers’ buying behaviour in relation to a specific X Product. 

Objectives 

The research objectives are: 

• To identify the specialties of video billboards and their structure. 

• To determine the influence of video billboards on the intention to buy an X Product. 

• To evaluate the theories and models that explain the influence of video billboards on 

consumer behaviour. 
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1. Literature Review  

1.1. Theoretical aspect of online video billboard plot structure 

1.1.1. Factors 

Video billboard plot structure is a medium of advertisements through which the greatest 

number of people can be communicated. It shows different factors related to video billboard plot 

structure and its impact on customers. According to Adjei (2022), for effective video-making, the 

culture and choices and preferences of the customers should be analysed. Besides, a concise video 

is to be made so that core messages can effectively be repetitively given to potential customers.  

According to Williams, (2020), high-contrast colours and motion graphics are needed to 

be used in video billboards for attracting potential customers. As the major objective of the video 

billboard is to grab the attention of the residents, colourful content, images or videos etc. should 

be used. The colour combination should be catchy so that it attracts people. The message should 

be forwarded clearly through the plot structure. There are core messages in advertisements. The 

video should be made based on the core message and it should be ensured that viewers are getting 

the core message accurately. Frade et al. (2021) have stated that a narrative story can be presented 

as content of the video. Narrative stories or stories would remain in the minds of the people and 

would create eagerness about the X product. 

Brand logos, names, colors, trademarks, etc. should be shown in the video. It would boost 

firm brand recognition. Jakobsen (2022) advises prudence while setting video times. People dislike 

lengthy or short videos. Overly brief videos can't tell a narrative. Since 10-second films entice 

clients, use them. Additionally, key points should be repeated to avoid omission. Showing the 

primary message several times can help consumers remember it, and the brain's recurrent processes 

may drive them to purchase X. 

 

Figure 1: Importance of video billboard plot structure 

Source: (Alhuqbani, 2021) 
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Videos and other forms of rich media, as stated by Nwaizugbo, (2020), have the potential 

to give clients a deeper level of comprehension. Additionally, it assists in the development of 

consumer interaction by facilitating the dissemination of information and opinions regarding the 

X products using video billboard plots. The essence of the marketing operations is conveyed 

profoundly and unmistakably manner via video billboards. As a result, it stays in the minds of the 

consumers for a considerable amount of time and further contributes to the development of a 

positive relationship between the customers and the organisation. A statement made by Alhuqbani 

(2021) indicates that the videos elicit emotional responses from the clients. The videos that are 

displayed on billboards frequently depict narratives from a variety of various backgrounds. The 

total amount of online video billboard plot structure is increasing day by day. It is now the potential 

sectors for development of effectiveness of digital marketing activities of the companies. In the 

USA, forecasted expenses on video billboard plot structure would increase by 8.9% within 2030. 

The steady growth rate of the forecast reflects importance of this source in modern marketing 

activities. 

Customers experience a wide range of emotions because of this, including happiness, grief, 

feelings of loss, feelings of compassion, feelings of curiosity, and so on. According to Farsangi, 

(2021), the memory of these tales tends to remain for a considerable amount of time. Because of 

this, the commercial becomes more remembered for them, which in turn influences the way they 

behave while making purchases. The customers may also know about different sides of the X 

products through the video. It may enhance the X product-related knowledge of the customers and 

thus they plan to purchase the X product. This would increase sales of the company and thus would 

contribute to the profitability of the company.  

According to Nwaizugbo, (2020), the time available for making the video billboard plot 

structure would not be significant. The advertisement should be made within 10 seconds, and a lot 

of messages should be conveyed within that time frame. Along with a story to capture the attention 

of the potential customers, the main message also needed to be conveyed to them. It represents 

challenging tasks for the management team. According to Jakobsen (2022), a clear message is 

needed to be provided to the potential customers. Often firms make videos that add too many 

details about the stories that people ignore the main message. On the other hand, too little would 

not attract the potential customers as they would not find it catchy and attractive enough. More 

number of viewers captures the advertisements and come to know about the X products through 
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online billboard structure. However, advertisements videos are more watched while provided 

between a long video than a shorter one. The rate of increased effectiveness of online video bill 

boarding for long videos is 4.2%.  

Effendi et al., (2023) have described the technical problems that the employees may face 

while making the video. As the video would be broadcast online, different technical problems 

related to the internet, computers or other technical devices may arise. To offset such problems, 

the companies need to provide effective training on technical skills development of the employees. 

Besides, data theft and cyber security concerns should be emphasised for this type of 

advertisement. Cyber security needs to be enhanced in the organisation. According to Ali et al. 

(2024), the diversity of the audience should be analysed while making the video. The video should 

not have any content that may dissatisfy target customers of any culture. The employees need to 

know about different cultures along with their rules and regulations and then the video should be 

made concerning cultural sensitivity of the customers. For some goods, advertisements are needed 

to be shown to the whole world. According to choices and preferences of the customers on that X 

product, the strategy for preparing online video billboard message should be selected. Different 

videos should be made and shown to the potential customers of different regions if fluctuation of 

choices of customers is high.  

1.2 Video billboard influence on different intentions 

According to Pan (2020), a video billboard plot structure would help in enhancing the 

attention of the customers towards the X products and the company. The employees need to make 

quality content so that customers get attracted to the video and the reach of the company increases. 

The content should be relevant to the topic of the advertisement. People do not like to watch videos 

that are not relevant to the main content but rather describe different other things. Campbell et al. 

(2021) have stated that consistent messages about the brand should be provided. Along with the 

core message of the advertisement, the brand name should also be pronounced repetitively so that 

knowledge of the brand can be created among the customers. Besides, quality X products should 

also be provided to the customers as it would help in enhancing brand trust.  

According to Nurudeen (2022), the target market is needed to be analysed effectively. The 

employees need to analyse the market condition and customer behaviour of the target market while 

making the video billboard plot structure. The preferences and choices of potential customers can 

be pointed out in the video. It would make the potential customers find similarities between the 
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brand and their mindset. Thus, the number of potential customers can be increased through video 

billboard plot structure. Wasserbauer (2023) has stated that the frequency of video billboard plot 

structures should be increased on online platforms. Search engine optimisation and other 

techniques need to be adopted for repetitive video play on those sites. It would enhance the 

knowledge and awareness of the customers about the X product and would help in increasing the 

number of sales further. 

It has been noted by Rohde, & Mau, (2021) that narrative video material or adverts have a 

more significant impact on customers than other types of advertising. On the other hand, an 

efficient structure should be supplied with a beginning that is unambiguous and simple to 

comprehend, a middle section of the video that expresses thoughtfulness, and a conclusion that is 

memorable to ensure that buyers remember the name of the company. Those who are considering 

making a purchase would remember the memorable conclusion of the billboard film, which would 

also contribute to the development of brand recognition among the public. The authors Huang et 

al. (2021) have reached a consensus on this matter and have claimed that this sort of social media 

connection contributes to the development of an emotional connection between the company and 

its clients.  

There is a correlation between this kind of marketing and an increase in the number of 

people who visit the social media. There is a possibility that it will be of assistance in expanding 

the number of prospective clients of the organisation. It is also demonstrated by the statistics that 

narrative data and information that is presented to consumers is more beneficial to the process of 

generating customer engagement metrics than other ways. According to Almaleki, S. A. (2023), 

the company may reach the greatest number of potential customers by spending less amount of 

money. Money spent on social media, and cyber security is comparatively much lower than other 

sectors concerning the reach of this method. So, this method helps in saving costs for X Products. 
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Source: (Schmalzle et al., 2023) 

According to Rohde, & Mau, (2021), the employees need to analyse the needs and demands 

of the customers through advertisement. Advertisement videos that are liked by the customers 

should be identified as it would help as a guideline for the company to make new videos. 

Interactive videos should be made so that the potential customers can be engaged with the videos. 

According to Nurudeen, (2022), the level of interactivity of the potential customers can be checked 

through skip rates. If the skip rate is low, that signifies that people love the video and the 

engagement level is high. So, skip rate analysis needs to be undertaken to measure engagement 

level and if the level is not up to the mark, then effective measures are needed to be taken. 

Schmalzle et al., (2023) have added that the companies need to be updated with the current trend 

of technological resources used in the operation. Technology is developing regularly, and the 

competitors are supposed to adapt to the technological changes. 

  

Complex customer 

analysis  

Complex Procedure  

Huge costs in Technology  
External Factors  

Internal Factors  

Figure 2: Challenges of outcome of using video billboard plot structure on customers 
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Source: (Schmalzle et al., 2023) 

Using advanced technologies would help in enhancing video quality through enhancing 

resolution, image quality and other factors. The loading time of the video can also be reduced 

through using upgraded technologies. Thus, attraction to the videos can be increased. Munir et al., 

(2023) have described that the competitive environment needs to be analysed while planning for 

the preparation of the video billboard plot structure. Effective market research skills need to be 

developed among the employees who need training and development programs. Besides, training 

in cyber security and other sectors is also necessary. So, significant investment is needed to be 

made in the training and development sector that may enhance the financial risks of the company. 
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Time Management  

Personal Experience  
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External Factors  

Customer reviews and 

recommendations  

Easy accessibility  
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Figure 3: Internal factors 

Figure 4: External factors 
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Source: (Munir et al., 2023) 

1.3 Intention to visit Social media to buy X product 

Sugimoto et al., (2020) have stated that videos that would be posted on social media should 

have clear content. The messages should be delivered clearly. The videos should have consisted 

of simple and consistent messages. The attributes or facilities that the potential customers would 

get through purchasing the X product would be mentioned in the video. Besides, this information 

should be mentioned in such a way that it may remain in the minds of the customers for a long 

time. Huang et al., (2021) have stated that the videos should be made with high-quality visuals. 

Besides, the social media URL should be shown in the video clearly. The potential customers may 

visit the social media of the company if they like the video.  

Providing a social media link or address in the video will help the customers to visit it if 

they want. Thus, the possibility of increasing the number of potential customers would be 

increased. According to Oronje et al., (2022), humour, excitement and different other types of 

emotions are needed to be shown in the videos. Sad or happy moments can be shown in the video 

which would help to make the customers remember the content for a long time. Contents related 

to emotion-related context tend to sustain for more time in the minds of the people. So, it would 

enhance the possibilities of making the customers think about the X products and the brands and 

brand awareness would be enhanced along with enhanced knowledge of the X product. 

Pan, (2020) has stated that the videos represent a way of communication between the 

company and the customers. The videos would contain information about the X product and the 

people may be interested in buying it. Besides, the employees may get information about the 

potential buyers from cookies. Then they would keep regular communication with them to make 

long-term relationships with them. Through long-term relationships, the customers would buy X 

products from the brand and profits from the customers can be generated for a long time. 

According to Ding et al. (2022), it is possible to attain engagement rates on social media and social 

networking sites by using social media video billboard layouts. These engagement rates include 

likes, comments, and sharing. 
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Source: (Wasserbauer 2023) 

It assists in conveying brand messages to clients’ plain and understandable manner. As a 

result, the brand would organically increase the attraction of its X products to the consumers. It 

has been stated by Wasserbauer (2023) that videos that are displayed on social media video 

billboards can provide more information about the items and companies that are being advertised. 

Messages that are delivered in a seamless manner using billboard plots may be of assistance in 

continuously conveying their messages to clients. In addition, it assists in the establishment of 

consistent communication with the consumers. For this reason, it is possible to cultivate brand 

involvement in the market. 

Huang et al., (2021) have stated that immediate engagement is needed for these types of 

videos. People often skip these videos and that may cause failure of the objectives of making the 

videos if people do not see the messages of the video. So, a catchy start to the video needs to be 

made. However, it is not easy to prepare a catchy start of videos. Analysis of different videos and 

suggestions from the experts are needed to make the starting part of the video more interesting.  

According to Ding et al. (2022), effective techniques should be determined for analysing the 

effectiveness of the videos. Feedback can be demanded from the customers regarding their 

experiences with the videos. Besides, data and information based on the total view of the videos 

should be collected to analyse the reach of the videos. If the reach of the video is not up to the 

mark, then measures should be taken to make the videos more attractive. It has been stated by 

Viewers are more likely to purchase a product  

Videos have high engagement rate 

Advert call is improved 

Effective way to communicate complex messages, ideas or 

concepts  

Figure 5: Effectiveness of social media visit of video billboard plot structure 
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Wasserbauer (2023) that video quality can be developed by analysing the choices and preferences 

of the customers. Secondary data and information can be collected on the choices of the target 

customers regarding advertisement videos.  

According to Pan, (2020), there are different factors including colour used in the online 

video platform, information presented for the audience and context of the video. Bright and 

contrasting colours are needed to be used for making online video billboard plot structure. 

Complementary colours are needed to be used that would stay in the mind of the watchers for a 

long time. Thus, effectiveness of the advertisements would be enhanced. Besides, meaning of the 

colours should be made clear and specific. According to Frade et al. (2021), there are core 

messages that are main theme of the advertisements. Those core messages should be shown 

multiple times as it would help in remembering the main theme of the advertisements. Thus, 

effectiveness of online video billboard plot structure can be enhanced. Besides, in the online video 

billboard plot structure, a social media or link can be shown that would help the audiences to search 

for further information about the brands or X products. Adjei, (2022) have added that the 

employees need to analyse the culture and beliefs of the customers for preparing context of the 

online video billboard plot structure.  

1.4. Specific of the online video billboard plot structure in social media 

It is possible for the organisation to be able to contact the biggest number of prospective 

clients while spending the least amount of money. According to Karras, and Schneider, (2020) the 

amount of money that is spent on social media, social medias, and cyber security is significantly 

lower in comparison to the amount of money spent on other industries because of this strategy. 

The corporation can save money via the use of this strategy, which allows the company to invest 

the money in other areas of the business. According to Jakobsen, (2022), there are different factors 

that are needed to be monitored for social media marketing. Interest of the customers should be 

created in the first few seconds of the video. If the first few seconds are not interesting, the audience 

would not see it. Interesting plots or any event can be presented at the beginning of the video for 

capturing attention of the target audience. The managers need to be concerned about formation of 

the video. Almaleki, (2023) have stated that the formation is needed to be appropriate for phone 

and laptops so that the target customers may enjoy the videos.  
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1.5.Theories and models using for online video billboard plot structure analysis 

1.5.1 Theory of planed behaviour 

There are some theories and models related with effectiveness of online marketing 

activities that may help organisations to undergo online video billboard plot structure effectively 

and efficiently 

 

 

 

 

 

 

 

 

Source: (Ajzen, and Schmidt, 2020) 

According to Ajzen, and Schmidt, (2020), theory of planned behaviour is such a theory that 

helps in gaining advantages in online video billboard plot structure. There are three different 

factors in this theory. First of them is attitude of the customers that refers the positive or negative 

reactions of the customers. Customers may perceive the advertisements positively or negatively. 

To get positive reaction, the managers need to know about the choices and preferences of the 

customers. Subjective norm refers the reaction of family and friends. Choices and preferences of 

target customers may be changed through the influence of family and friends. Hagger et al., (2022) 

have added that the third one is perceived behavioural control that refers impact of online video 

billboard plot structure on the society. 
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Figure 6: Theory planned behaviour 
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Source: Hagger et al., (2022) 

The managers need to undergo research about choices and preferences of the customers. 

That would help in developing content for online video billboard plot structure that can attract the 

target customers. Combination of all these three would create intention among the target 

customers. Then buying behaviour of the target customers would be affected. Thus, the model may 

help in getting effectiveness in online video billboard plot structure. 

1.5.2 AIDA model 

Jiang et al., (2023) has described about AIDA model that has four different stages.  

 

 

 

 

 

 

Source: Jiang et al., (2023 

Awareness refers making the target customers aware about the brands or X products. 

Strong headlines, catchy visuals etc. are used for making the videos to attract the customers and to 

make them aware of the X products. Then the managers need to try to engage the customers 

through online video billboard plot structure. Clear and relevant information is needed to be 
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Figure 7: Theory planned behaviour extended 

Figure 8: AIDA model 
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provided. There is specific information of each X product that the target customers try to know. 

That information should be provided clearly. The key attribute of the X products should be 

mentioned and value that it provides to the customers should be highlighted for creating interest 

among the customers. In the third stage, the managers try to engage the target customers to the X 

products emotionally so that they buy the X products. Emotional appeal should be highlighted 

along with values that differentiate the X product from others should also be mentioned. In the 

final stage, the target customers become engage with the X products and buy the X products. 

1.5.3 Emotional Appeal 

Appeals are largely a part of any advertising campaign with being able to make or break, 

especially in video billboards, plot structures being part of the tools that keeps many customers 

running towards X products. In the study done by Ma et al., (2021) pointed that advertisement that 

elicits happiness, nostalgias, excitement, and the like are likely to form a close bond between the 

client and the brand. Emotional appeal thus works well because experience is created which in the 

long run helps Brand recall and customer loyalty. 

In addition, passion has been identified to exert a high influence on consumer attitudes and 

behavioural intentions particularly on the concept of digital marketing. In the research conducted 

to date by Kim and Sung (2022), they established that despite rational appeals being preferred by 

viewers and more convincing, emotionally laden appeals were more effective in gaining attention.  

Last of all, the emotional information content in video billboard advertisements on social 

media creates an empathy appeal, which leads to higher engagement and thus sales. According to 

Zhang and Liu (2023), emotions, in general, humour, fear, and happiness, have powerful 

persuasive appeal and control the decision-making of consumers. Therefore, video billboard ads 

would centre for creating an emotional appeal that can prompt an increase in the social media 

visitation or buying intention.  

1.5.4 Perceived Engagement 

Effective interest in video billboard advertising is defined as the extent to which consumers 

feel they are engaged with the content of the advertisement and as a result, with the brand. Nguyen, 

et al. (2021) explain that video increases user interaction and interaction is defined as answering 

with positive comments, re-shares, and likes. This is why a good plot is important and can help 

create an advertisement that people don’t only watch, but also talk about the brand. Such 
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participation can also result in increased level of engagement such as visits to social media’s and 

buying habits. 

Perceived engagement appears largely based on three factors: visual appeal, relevance, and 

storytelling. The authors, Gopinath et al. (2020), pointed out that plot structures of video billboards 

that have engaging story, vibrant colours and good graphic quality are given more perceived 

attention. Thus, the higher the level of viewers’ interaction with the content, the higher their 

connection with a brand and the higher their probability to act according for example, visit a Social 

media of this or that brand or make a purchase. Such forms of engagement are important in shaping 

brand attitudes and the consequential consumer decision making processes. 

As pointed out by Rahman & Yee (2023), engagement proactively points to the levels of 

consumer loyalty and brand advocacy. When the viewers are activated, they will be willing to 

develop a positive attitude towards the brand and pass the information to other people, thus 

escalating the message circulation. The incorporation of the questions, polls and or call to action 

with the videos that are aired on billboards improves the perceived level of engagement hence 

tapping into the customers to engage more with the brand on the online platforms thus leading to 

more traffic on the firm’s social media and more conversion of the clients. 

1.5.5 Perceived Usefulness 

Perceived usefulness is significant in influencing consumer motivation to seek information 

from a specific brand social media. According to Park and Lee (2021), when consumers feel the 

advertisement is informative, the chances of them having a positive response on the advertisement 

translates to a higher engagement on the brand. Among the potential tool%, advertisement that is 

informative, which helps to convey information on benefits that customers can get from the X 

product can play the role of increasing perceived usefulness. 

Perceived usefulness of video billboard ads depends on the extent to which the message fit 

the consumer need and preference. According to Zhang and Huang (2022), personalization is one 

of the design factors that affect the probability of perceived usefulness of online videos with 

advertisements. For this reason, more value is associated with ads that are sharply focused and 

convey information that would be of interest to the viewer. Such a manner of perceiving that value 

could potentially push people to visit the social media to look for more information or even make 

a purchase based on the utility communicated in the advert. 
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The effectiveness of the communication tracks that simplifying the information provided 

can enhance perceived usefulness and, as a result, encourage social media visits. According to Lin 

and Chen (2023), television advertisements that highlight X X product specifics, cross customer 

references, and X product explanation are rated as useful among the perceive audience. The use of 

such advertisements is highly effective in improving the practical value of the X product, thus 

making the consumers more trusting of the X product, as they will visit the company’s social media 

to seek more information or make the purchase. Exhibit 5 exemplifies how perceived usefulness 

is key in building consumer trust as well as positive action including site visits. 

1.5.6 Intention to Visit Social Media 

Proposed plot structures for video billboards on social media is a crucial measure of the 

impact of these advertisements within the consumer arena as intention to visit a social media is a 

good performa. Looking at the work published by Kim and Park (2021), the level of the intention 

to visit a social media, where the advertisement was seen, depends a lot on the quality of the 

advertisement content, whereby the quality was estimated based on the appeal of the content, the 

level of emotional appeal, and the message appeal. If a specific video can touch the audience 

emotionally and, at the same time, offer relevant and interesting information, it will stimulate the 

consumers to get additional information via the Internet resource of the brand. 

Perceived trust and credibility of the video advertisement further control the intention to 

visit a social media. In their research Hong and Chen (2023) highlighted that there is more 

likelihood of visiting the company’s social media when the ad communicates an authentic 

message, and the spokesperson is credible, and customers are using the commodity. This is because 

trust is found to play a moderating role in the relationship between the advertisement content and 

the consumers ‘response in terms of willingness to pursue the brand. Thus, using trusted content, 

consumers’ desire to visit a brand’s site can be strengthened, so people, who do not necessarily 

need the X product, will become potential clients. 

The theory of planned behaviour also enables understanding of the ways video billboard 

ads affect visits to related social medias. As highlighted by Miller and Wilson (2022) consumer 

behavioural intention, for instance, social media visitation intention is a function of the attitude 

held towards the advertisement and perceived social influence of the advertisement. The perceived 

responses on friends’ markets create a positive impression on the group of individuals; this can be 

the results of viral video ads that are preferred by the other people. Hence, an intention to visit a 
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social media which may be assumed by analysing the cognition component of belief, attitude and 

perceived behavioural control generally arises from the content of the advertisement through the 

interactive mediating variables of emotions, cognitions and social influences. 

1.5.7 Behaviour 

According to Brown et al. (2023), well-designed video billboard targeting message can 

cause consumers to respond due to curiosity or sheer need thereby looking up the internet or buying 

the X product right away. Such advertisement design processes such as the use of emotional 

appeals, informative content, and unambiguous appeals for action help to determine consumer 

buying actions. 

 

 

 

 

 

 

 

Figure 9: Conceptual Framework 

 Source: Own 

Another reason that concerns self-generation of content is consumer behaviour, and 

particularly, the relevance consumers attribute to its content. Ad content which reflects the interests 

and needs of the viewers will lead to higher rates of behavioural engagement, Nguyen and 

Thompson (2022).  

Consumer behaviour is affected with the social factor like, reference groups and word of 

mouth. Singh and Patel (2021) have revealed that the video billboard ads containing the factors 

associated with social proof like its endorsers’ testimonials, are more influential for consumer 

action. 
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2. METHODOLOGY 

The approach used in this study is the systematic research of the relationship between the 

structure of the plot in video billboards and activity on social networks on the consumer’s 

willingness to make a direct purchase of one or another good.  

2.1 Model Presentation 

2.1.1 Why Constructed as Presented 

The conceptual model is developed to examine the influences of perceived engagement, 

emotional appeal, and perceived usefulness on the intention to visit the website and in turn, on 

consumer behavior (e.g., purchase behavior). The present framework combines psychosocial, 

behavioural, and emotional facets of consumer actions to close existing theoretical shortcomings 

in assessing the reliability of video billboards. 

The model is structured based on: 

• Behavioural Theories: The Theory of Planned Behavior (TPB) is used in this sense to 

illustrate the place of intentions and attitudes in consumer behavior. 

• Advertising Models: The AIDA model (ATTENTION, INTEREST, DESIRE, ACTION) 

is employed to establish a relationship between video billboard structure and consumer 

behavior; but emphasize on how emotions and visuals lead to action. 

• Cultural Communication: Integrates customer concordance and plurality relative to the 

cultural suitability of the video billboard content. 

2.2 Hypotheses Development 

H1: Emotional engagement in video billboard plot structures has a positive impact on 

consumers’ intention to visit the website. 

H2: Perceived usefulness of video billboard advertisements significantly mediates the 

relationship between emotional appeal and website visits. 

H3: Cultural sensitivity in video billboard plot structures enhances perceived engagement 

and consumer behavior. 

2.3 Construction of Constructs and Creation of Variable Measurement 

2.3.1 Constructs 

The conceptual framework evaluates the following constructs: 
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Perceived Engagement: 

Assessed by questions on attention and engaging with video adverts. 

Emotional Appeal: 

Measured according to the number of regarded emotions (e.g., funny, exciting) in the 

video. 

Perceived Usefulness: 

Depending on the participant’s impression regarding the extent to which the content of the 

video was informative and helpful. 

Intention to Visit Website: 

Based on the likelihood of the consumers visiting the brand’s website according to the 

consumer’s report. 

Behavior: 

These include real and/or stated behaviours like the visits made to the website or the 

purchase made. 

2.3.2 Measurement of Variables 

To test each variable, a 5- Likert scale “Strongly Disagree,” “Disagree,” “Neutral”, 

“Agree,” “Strongly Agree” would be used with quantitative analysis. 

To the assessment of emotional appeal, a validated emotional response scale will be used 

to register response such as joy, curiosity or interest. 

2.4 Sample Size 

2.4.1 Target Population 

The target population for this study comprises all the active social media users who have 

interacted with video ads in the last 3 months. Such users are appropriate subjects since they can 

distinguish video billboard ads and are more likely to avoid plot structure ideals, as the study aims 

to establish. The sample size is 250 participants, which are enough to achieve the required power 

and estimate the scale of the observed effects and relationships in the investigated variables 

(Brown, Smith & Lee, 2023).  
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𝑛 = 𝑍² × 𝑝 ×  (1 − 𝑝)/𝐸²  

𝑛 =  1.96² × 0.5 (1 − 0.5)/0.05² 

𝑛 =  384 

Due to some people unavailability, size reduce to 250. 

2.4.2 Sampling Technique 

The study employs a nonprobability technique of convenience sampling by targeting those 

populations which can easily be accessed through internet. It is convenient for the study because 

it can help to capture the attention of the respondents who are active social media users. 

Convenience sampling provides the chance to collect data quickly and cheaply, with a sample that 

reflects the target demographic, meaning the results obtained are generalizable to practical real-

life digital marketing situations (Campbell & Pearson, 2021). The sample size is fixed at 250 

participants to afford adequate power for regression and correlation analysis. This size is arrived 

at based on other studies employing similar research techniques and method as well as the 

importance of statistical tests. This structure corresponds to your given feedback and fills in the 

gaps while keeping the process logical. Please let me know in case you are interested in broader 

explanation of any section! 

2.5 Research Design 

This research employs a quantitative research paradigm in order to examine the various 

factors of Video Billboard Plot structure on social media site and its effect/ influence on 

consumers’ purchase decision with regards to the use of X product. This study owes its 

characteristics of quantitative research because it allows the researcher to have numerical data that 

can be statistically used to establish the relationships and effects of the many variables. 

Quantitative approaches may also be applicable to draw literature-based more general conclusions 

enhancing research validity and applicability of the findings (Ali et al., 2024). 

The conceptual framework derived from the TPB acknowledges the fact that Decision-

makers behaviour is intent based, attitudinal, behavioural control, and other subjective factors 

(Ajzen & Schmidt, 2020). Consequently, TPB is suitable for assessing how the structures of plot 

in video billboards affect buying behaviour and integrates the psychological factors related to 

consumers. More generally, TPB enable this study to establish the contribution of video billboard 

elements to consumption intention with aspects such as narrative attitude, affective attitude and 
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cultural communication because these elements impact the consumer behavioural intention while 

using similar online advertising media (Adjei, 2022; Brown, Smith & Lee, 2023). Furthermore, 

the issue of culture in digital advertisement is important in today’s world market as stated by Ali 

& Smith & Johnson (2024).  

2.6 Data Collection 

Instrument Design: 

Participants’ data will be collected using a standardised survey; parts of the survey will 

include ten pre-constructed questions the aim at investigating participants’ interaction with plot 

structures of video billboards. Each question addresses some parameters of the plot of the video 

billboard with an aim of understanding the respondent’s attraction, emotional involvement, 

aesthetic appeal, and brand credibility as perceived through the video billboard plot. All these 

elements are in harmony with the research objectives, enabling the analysis of the effect of plot 

structures of the video billboards on the purchasing behavior. The questionnaire was designed with 

the help of the digital marketing professionals to include all sections of the study and 

corresponding objectives sought after. 

Questionnaire Format: 

The identified set of questions is closed-ended and measured on a 5-point Likert scale, 

ranging from ‘Strongly Disagree’ to ‘Strongly Agree’ that would allow the participants to indicate 

the extent of their response to the enacted reactions to video billboard advertisement statements. 

The Likert scale incorporates the quantification of attitudes as well as perceptions of the 

participants such that the answers can be numeric in nature, which makes it possible to conduct 

analysis on the responses (Frade, de Oliveira & Giraldi, 2021). Likewise, the Likert format 

enhances the comparability of responses due to the numeric scale to determine similarities and 

differences of participants’ reactions to video billboards. Such questions relate to important 

emotional and aesthetic points of view such as advertisement appeal, brand recall and emotional 

appeal, which affect consumer purchase decision in advertising considering existing literature in 

Digital Advertising (Ali et al., 2024). 

Data Collection Procedure: 

The questionnaire shall be conducted online using Google Forms or similar, to prepare the 

survey for easy filling. They will be told the general purpose of the study while the survey will 
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remain live for four weeks to afford sufficient participation. By using an online distribution 

method, the research ensures more participants are involved since participants can access the 

survey at their own time. The data collection method is in line with prior research in engagement 

in social media networks, where other tools are preferred because of convenience and quickness 

(Almaleki, 2023). All the gathered data will be protected, and participants’ anonymity will be 

revealed; the answers will only be reported by the aggregate numbers. 

2.7 Data Analysis Techniques 

Statistical Tools: 

Data analysis shall in this study be conducted using the Statistical Package for Social 

Sciences software commonly referred to as SPSS which is more appropriately suited for data 

analysis involving large data sets requiring descriptive as well as inferential statistics. The analysis 

made by using the tool called SPSS means the practical and accurate analysis, which in its turn, 

adds to the credibility of the results. 

Descriptive Statistics: Quantitative descriptive data analysis including mean, median and 

standard deviant will be used to analyse the participants’ responses. This will help to recognize 

general tendencies across the variables and develop a general awareness of participants’ attitudes 

and behaviours to video billboard plot structure (Ding, Feng, Wang & Lin, 2022). These 

descriptive statistics will provide the first summary accounts of participants’ overall interaction 

levels and perceived content preferences for video billboards in social media. 

Inferential Statistics: Consequently, inferential analysis employing regression and 

correlation will determine the extent of relationship between the elements of video billboard plot 

structure (independent variables) and consumers’ intention to purchase (dependent variable). The 

fixing of purchase intention by each element makes this statistical viewpoint appropriate for causal 

analysis. 

Regression Analysis: 

A multiple regression will be conducted to determine the extent and direction of the 

connection between parts of video billboard plot (instances of narrative architecture, appeal to 

emotions) and purchase intentions of consumers. Regression analysis is one of the most effective 

tactics of exploring the impact of each element of the plot structure isolated from others to 

determine which component is the most challenging and pertinent when it comes to explaining 
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consumer behaviour (Brown et al. 2023). This analysis will help answer the study’s primary 

research question: In other words, whether the structure of video billboards on social media 

differently affects the purchase intention? 

Correlation Analysis: 

The study will use Pearson correlation coefficient to establish the strength and direction of 

various factors where Plot structure will include emotional engagement, brand recall and the 

purchase intentions. Complex research studies that require simple analysis of data to compare 

variables find usage of correlation analysis useful as it does not imply causality though it can be 

utilized to determine trends that may be of great importance in future studies and market 

positioning (Adjei, 2022). 

2.8 Validity and Reliability 

Content Validity: 

To make sure that the questionnaire properly measures the constructs of interest, the 

instrument was reviewed by experts in digital marketing and advertising. The questions that were 

used to develop this paper were also checked for clarity, suitability, and concordance with 

objectives of the study. The use of expertise ensures content validity of the developed 

questionnaire which enhances the ability of the measurement tool to cover all potential feature in 

the video billboard plot that may affect the purchase intention (Ali, Smith & Johnson, 2024). In 

this case, Content validity plays an important role in guaranteeing that the study and results are 

valid by addressing to contents of the variables being measured. 

Reliability Testing: 

Since the degree of relevancy of manifest variables to the latent construct is being tested 

among the responses to the items in the questionnaire, the reliability measure to be employed is 

Cronbach’s Alpha of the total questionnaire score. Strength: An acceptability level of Alpha score 

of 0.70 or above is desirable that shows the reliability within the items of the developed 

questionnaire and the consistency of the responses provided by the participants. High reliability is 

also very crucial as it reduces random errors and makes it possible to estimate the participants’ 

attitudes and behaviours correctly. This statistic, Cronbach’s Alpha, will therefore also give a 

coefficient measure of reliability to the study, thus making this research more solid. 



33 

 

 

2.9 Ethical Considerations 

Informed Consent: 

People are offered comprehensive details about the study being conducted and the 

participation part is unforced. To receive the informed consent from every participant will have to 

fill the survey only after understanding the nature of the study and their rights that they have 

freedom to withdraw from the study at any time without any reason. This follows the ethical 

protocols for deal Social Science Research, and it has the aspect to ensure that the participants are 

at ease and knowledgeable on what is going on (Effendi et al., 2023). 

Data Confidentiality: 

Participants and other individuals will not be identified in the collected data, and participant 

identification data will be deleted. The data will be also kept secure, and it will be only accessible 

by the research team. The study will also not present individual results to minimize the risk that is 

taking part in the research project. In the case of research involving participants, participants are 

only willing to participate in studies they understand will keep their information secure from third 

parties, as well as adhere to the ethical research practices (Ali et al., 2024). In addition, information 

collected will be used only for the intended proposes stated in the consent form with special 

consideration of the privacy rights of the participants. 
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3. ANALYSIS AND RESEARCH RESULTS  

The results chapter describes the research study findings on an importance of video billboard plot 

structures on social media advertising on consumers, emotional appeal, perceived utility, and 

culture.  

3.1 Data Analysis and Interpretation  

1. What is your age group? 

Table 1: What is your age group? 

Age Group Percentage (%) Responses 

12 3.6 9 

14 14.5 36 

15 20.1 50 

16 22.1 55 

17 35.3 88 

18 4.4 11 

Mean - 15.81 

Median - 16.00 

Mode - 17 

Standard Deviation - 1.36 

Variance - 1.85 

Minimum - 12 

Maximum - 18 

This table provides a representation of the age groups among 249 responses plus statistical 

results. The series has a nearly means close to 15.810: they median equals 16, while the mode is 

17. The dataset has a standard deviation of 1.36 and a variance of 1.85 the participants’ age varies 

between 12 and 18 years. 

Figure 10: What is your age group? 
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2. What is your highest level of education? 

Table 2: What is your highest level of education? 

Education Level Percentage (%) Responses 

High School or equivalent 6.0 15 

Some College 22.4 56 

Bachelor's Degree 39.2 98 

Master's Degree 27.2 68 

Doctorate or higher 5.2 13 

Mean - 2.81 

Median - 3 

Mode - Bachelor's Degree 

Standard Deviation - 1.11 

Variance - 1.23 

Minimum - 1 

Maximum - 5 

The data shown below refers to questions on the highest level of education that were asked 

to 250 participants. Nearly four in ten respondents, 39.2%, said they possessed a Bachelor’s 

Degree, while 27.2% had a Master’s Degree. The mean of the level of education is 2·81, the 

median is equal to 3, and the mode is “Bachelor’s Degree”; standard deviation = 1·11.   

3. Have you interacted with any video advertisements (video billboards) on social media 

in the last 3 months? 

Figure 11: What is your highest level of education? 
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Table 3: Have you interacted with any video advertisements (video billboards) on social media in 

the last 3 months? 

Response Percentage (%) Responses 

Yes 20.6 51 

No 56.0 139 

Maybe 23.4 58 

Mean - 2.03 

Median - 2 

Mode - No 

Standard Deviation - 0.76 

Variance - 0.57 

Minimum - 1 

Maximum - 3 

This table reflects the response of the viewer with video advertisements the last three 

months in the social media platform. The largest percentage, 56% answered “No”, the 23.4% 

answered “Maybe” while the remaining 20.6% answered “Yes”. The average response is 2.03 

(towards “No”), and the most frequent response is “No”, the median response is 2. The standard 

deviation is 0.76 proving that responses do not greatly vary. 

4. How interested are you in the content of the video billboard ad? 

Table 4: How interested are you in the content of the video billboard ad? 

Response (Interest Level) Percentage (%) Responses 

1 7.2 18 

2 28.1 70 

Figure 12: Have you interacted with any video advertisements (video billboards) on social media in 

the last 3 months? 
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3 51.4 128 

4 13.3 33 

Mean - 2.71 

Median - 3 

Mode - 3 

Standard Deviation - 0.72 

Variance - 0.52 

Minimum - 1 

Maximum - 4 

The following table brings out the results of responses in as much as they were interested 

in the content of the video billboard ad. A greater number of respondents (51.4%) responded to 

this by choosing the interest level of 3, while 28.1% chose 2. There are 2.71 for mean interest level 

with median of 3 and mode equal to 3. These are low variations by group as the standard deviation 

shows 0.72.   

5. The video ad captured my attention throughout its duration. 

Table 5: The video ad captured my attention throughout its duration. 

Response Percentage (%) Responses 

Strongly Disagree 5.2 13 

Disagree 16.4 41 

Neutral 48.8 122 

Agree 27.6 69 

Strongly Agree 2.0 5 

Mean - 2.55 

Median - 3 

Mode - Neutral 

Standard Deviation - 0.83 

Figure 13: How interested are you in the content of the video billboard ad? 
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Variance - 0.69 

Minimum - 1 

Maximum - 5 

This table consolidates the response on the attention levels from the viewers for each of 

the timespan of the video ad. An overwhelming number of the respondents (48.8%) chose 

“Neutral,” and 27.6% of the respondents agreed. Average response is 2.55, with a median of 3, 

and a mode of Neutral. The dispersion is quite moderate, with the standard deviation equal to 0.83.  

 

6. I felt actively involved while watching the video ad. 

Table 6: I felt actively involved while watching the video ad. 

Response (Involvement Level) Percentage (%) Responses 

1 9.2 23 

2 20.9 52 

3 35.7 89 

4 25.3 63 

5 7.2 18 

6 1.6 4 

Mean - 2.96 

Median - 3 

Mode - 3 

Standard Deviation - 0.96 

Variance - 0.92 

Minimum - 1 

Maximum - 6 

Figure 14: The video ad captured my attention throughout its duration. 
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This table collects opinions about active engagement during the view of the video 

advertisement. When asked to rate their level of involvement 35.7% ticked 3 and 25.3% ticked 4. 

The mean for the involvement level is 2.96 and the median and the mode are both 3. For the 

standard deviation it is established that it is 0.96 meaning moderate variation.   

7. The video ad made me want to interact more with the content. 

Table 7: The video ad made me want to interact more with the content. 

Response Percentage (%) Responses 

Strongly Disagree 20.2 50 

Disagree 52.0 129 

Neutral 20.6 51 

Agree 6.5 16 

Strongly Agree 0.7 2 

Mean - 2.19 

Median - 2 

Mode - Disagree 

Standard Deviation - 0.80 

Variance - 0.64 

Minimum -8 1 

Maximum - 5 

Figure 15: I felt actively involved while watching the video ad. 
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This table present the answer to the question of whether the specific advert created a want 

for the viewer to engage with the contents more. The majority of respondents (52%) were against 

it and rested their choices in the middle with 20.6%. It shows 2.19 mean toward the Disagree 

category and mostly comprised the Disagree mode and median. The standard deviation is 0.80 

which gives a clear implication of average variation within the responses.   

8. I was highly focused on the details in the video billboard ad. 

Table 8: I was highly focused on the details in the video billboard ad. 

Response Percentage (%) Responses 

Strongly Disagree 8.8 22 

Disagree 20.8 52 

Neutral 45.6 114 

Agree 20.4 51 

Strongly Agree 4.4 11 

Mean - 2.91 

Median - 3 

Mode - Neutral 

Standard Deviation - 0.93 

Variance - 0.87 

Minimum - 1 

Maximum - 5 

The following table provides some information regarding respondents’ highly focused on 

details of the video billboard ad. Responses with 45.6% participants opted for “Neutral” while the 

remaining 20.8% had a negative stance on the statement. The mean has been calculated as 2.91, 

Figure 16: The video ad made me want to interact more with the content. 
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the median is 3 while the mode of response is ‘Neutral’ as tabulated below; the response variation 

is moderate with the standard deviation of 0.93.  

9. The video ad made me feel emotionally connected to the X Product. 

Table 9: The video ad made me feel emotionally connected to the X Product. 

Response (Connection Level) Percentage (%) Responses 

1 4.0 10 

2 22.0 55 

3 25.6 64 

4 24.4 61 

5 13.6 34 

6 5.2 13 

7 1.6 4 

8 1.6 4 

9 2.0 5 

Mean - 3.30 

Median - 3 

Mode - 3 

Standard Deviation - 1.24 

Variance - 1.54 

Minimum - 1 

Maximum - 9 

This table collates answers concerning the emotional bond with the X Product experienced from 

the video advertisement. The response most often provided (25.6%) was level 3 with a mean of 

3.30 and a media of 3. The mode also shows level 3 and the standard deviation of 1.24 reflects 

quite a number of variations in the responses.  

Figure 17: I was highly focused on the details in the video billboard ad. 
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10. I felt positive emotions after watching the video ad. 

Table 10: I felt positive emotions after watching the video ad. 

Response (Emotion Level) Percentage (%) Responses 

1 7.6 19 

2 14.9 37 

3 22.1 55 

4 20.1 50 

5 17.3 43 

6 7.6 19 

7 5.2 13 

8 3.2 8 

9 1.2 3 

10 0.8 2 

Mean - 3.68 

Median - 3 

Mode - 3 

Standard Deviation - 1.60 

Variance - 2.55 

Minimum - 1 

Maximum - 10 

Figure 18: The video ad made me feel emotionally connected to the  X Product. 
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The following table collects the positive emotions that the respondents reported they felt 

while watching the video ad. Most of the respondents chose level 3 (22.1%) with level 4 in the 

second place (20.1%). The mean response level is found to be 3.68, median value is equal to 3 and 

mode value is also 3. The standard deviation is 1.60 which also means the responses have moderate 

variation.  

 

11. The video ad conveyed a message that resonated with my personal values. 

Table 11: The video ad conveyed a message that resonated with my personal values. 

Response (Resonance Level) Percentage (%) Responses 

1 7.2 18 

2 14.4 36 

3 32.4 81 

4 36.8 92 

5 9.2 23 

Mean - 3.26 

Median - 3 

Mode - 4 

Standard Deviation - 1.05 

Variance - 1.11 

Minimum - 1 

Maximum - 5 

Figure 19: I felt positive emotions after watching the video ad. 
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The following table captures responses on whether there was a perceived message of the 

video ad that was in line with the values. The largest number of the respondents reported to level 

4 (36.8%) more than level 3 (32.4%). The mean response is 3.26; the median response is 3; and 

the mode is 4. The standard deviation value is 1.05 that is suggested low moderate level of 

variations in all given response.  

12. The ad’s content made me feel happy or excited. 

Table 12: The ad’s content made me feel happy or excited. 

Response Percentage (%) Responses 

Strongly Disagree 7.6 19 

Disagree 20.4 51 

Neutral 43.2 108 

Agree 25.2 63 

Strongly Agree 3.6 9 

Mean - 2.97 

Median - 3 

Mode - Neutral 

Standard Deviation - 0.95 

Variance - 0.91 

Minimum - 1 

Maximum - 5 

This table shows what people have said about whether or not they felt happy or excited 

watching the specific TV ad. Most of 95 respondents chose “Neutral,” 43.2%, while 25.2% chose 

“Agree.” Mean response is 2.97 and median is 3 and mode is neutral. There is moderate variation, 

as the standard deviation of the responses is 0.95.   

Figure 20: The video ad conveyed a message that resonated with my personal values. 
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13. The video ad generated feelings of trust toward the X Product being advertised. 

Table 13: The video ad generated feelings of trust toward the X Product being advertised. 

Response Percentage (%) Responses 

Strongly Disagree 6.0 15 

Disagree 10.0 25 

Neutral 34.8 87 

Agree 25.2 63 

Strongly Agree 24.0 60 

Mean - 3.52 

Median - 3 

Mode - Neutral 

Standard Deviation - 1.02 

Variance - 1.04 

Minimum - 1 

Maximum - 5 

The video commercial causes trust feelings, as seen in the chart above. Respondents rated 

“Neutral” 34.8% and “Agree” 25.2%. The mean answer is 3.52, the median is 3, and the luck mode 

is “Neutral”. The mean is 23.8 and the standard deviation is 1.020, indicating little response 

variation.  

Figure 21: The ad’s content made me feel happy or excited. 

Figure 22: The video ad generated feelings of trust toward the X Product being advertised 
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14. I believe the video ad provides useful information about the X Product. 

Table 14: I believe the video ad provides useful information about the X Product. 

Response (Usefulness Level) Percentage (%) Responses 

1 3.2 8 

2 21.1 52 

3 36.4 90 

4 30.4 75 

5 8.9 22 

Mean - 3.20 

Median - 3 

Mode - 3 

Standard Deviation - 0.92 

Variance - 0.85 

Minimum - 1 

Maximum - 5 

The following table presents answers to the question concerning whether the information 

given by this video ad contributes to and is helpful. According to the results, 36.4% of the 

participants chose level 3, while 30.4% of participants chose level 4. Mean response level is 3.20 

and the median response is also 3, whereas mode response is equal to 3. The standard deviation 

varies at 0.92 and this is evidence of low variability in the responses.  

 

15. The video ad helped me understand the benefits of the X Product clearly. 

Figure 23: I believe the video ad provides useful information about the  X Product. 
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Table 15: The video ad helped me understand the benefits of the X Product clearly. 

Response Percentage (%) Responses 

Strongly Disagree 2.0 5 

Disagree 18.1 45 

Neutral 38.6 96 

Agree 33.3 83 

Strongly Agree 7.6 19 

Mean - 3.11 

Median - 3 

Mode - Neutral 

Standard Deviation - 0.92 

Variance - 0.84 

Minimum - 1 

Maximum - 5 

The following table also illustrates the perceptions of the participants in as much as the 

video ad assisting in the comprehension of the benefits of the X Product. Most respondents chose 

“Neutral” option (38.6%), and the second popular option was “Agree” (33.3%). The averaged 

mean = 3.11, the median = 3 and the mode = Neutral. The obtained coefficient of variation is 0.92 

signifying that the responses yielded by the test had low variability.  

 

16. The ad’s content was informative and practical for making a purchasing decision. 

Table 16: The ad’s content was informative and practical for making a purchasing decision. 

Response (Practicality Level) Percentage (%) Responses 

1 9.7 24 

Figure 24: The video ad helped me understand the benefits of the  X Product clearly. 
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2 24.7 61 

3 40.1 99 

4 21.1 52 

5 4.5 11 

Mean - 3.22 

Median - 3 

Mode - 3 

Standard Deviation - 0.96 

Variance - 0.92 

Minimum - 1 

Maximum - 5 

This table gives an understanding of responses regarding the information delivered by the 

ad and its usefulness in purchase decision. Again, most respondents rated the innovations at level 

3 with 40.1%, and 24.7% at level 2. The mean response level is 3.22 the median is 3 the mode is 

also 3. The standard deviation of the responses is 0.96 meaning the participants did not deviate 

much from the average responses.   

17. I find the content of the video ad relevant to my needs or interests. 

Table 17: I find the content of the video ad relevant to my needs or interests. 

Response (Relevance Level) Percentage (%) Responses 

1 4.9 12 

2 19.1 47 

3 35.4 87 

4 33.7 83 

5 6.9 17 

Mean - 3.17 

Median - 3 

Mode - 3 

Standard Deviation - 0.94 

Figure 25: The ad’s content was informative and practical for making a purchasing decision. 
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Variance - 0.88 

Minimum - 1 

Maximum - 5 

The following table provides an overview of the corresponding responses concerning the 

relation of the ad content to the interests or needs of the viewers. This lead was followed closely 

by level 4 with 33.7% while level 3 had the highest number of responses with 35.4%. The mean 

response level is 3.17, the median is 3 and mode is 3 as well. It became apparent that the variation 

in responses for each of characteristics is small with a standard deviation of 0.94.  

18. The video ad increased my knowledge about the X Product. 

Table 18: The video ad increased my knowledge about the X Product. 

Response Percentage (%) Responses 

Strongly Disagree 8.8 22 

Disagree 13.2 33 

Neutral 44.0 110 

Agree 29.6 74 

Strongly Agree 4.4 11 

Mean - 3.15 

Median - 3 

Mode - Neutral 

Standard Deviation - 0.93 

Variance - 0.87 

Minimum - 1 

Maximum - 5 

Figure 26: I find the content of the video ad relevant to my needs or interests. 
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The following table is of responses towards how the video ad enhanced the viewers’ 

knowledge regarding the X Product. The largest group of respondents choose the “Neutral” 

opinion (44%) with the “Agree” (29.6%). The mean response garnered is 3.15, median is 3 while 

the mode response is “Neutral”. The standard deviation shows that there is a very low variation on 

the responses made, which is 0.93. 

19. I am likely to visit the Social Media of the X Product after watching the ad. 

Table 19: I am likely to visit the Social Media of the X Product after watching the ad. 

Response (Likelihood Level) Percentage (%) Responses 

12 5.6 14 

2 21.2 53 

3 40.4 101 

4 27.6 69 

5 5.2 13 

Mean - 3.03 

Median - 3 

Mode - 3 

Standard Deviation - 0.96 

Variance - 0.92 

Minimum - 1 

Maximum - 5 

Figure 27: The video ad increased my knowledge about the  X Product. 
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The information presented in this table reflects respondents’ probability to visit the Social 

Media of the X Product after watching the ad. Respondents most often selected level 3 (n = 188; 

40.4%), while the second most selected level was level 4 (n = 127; 27.6%).   

20. The video ad motivated me to explore more about the X Product online. 

Table 20: The video ad motivated me to explore more about the X Product online. 

Response Percentage (%) Responses 

Strongly Disagree 6.0 15 

Disagree 17.3 43 

Neutral 43.8 109 

Agree 26.1 65 

Strongly Agree 6.8 17 

Mean - 3.14 

Median - 3 

Mode - Neutral 

Standard Deviation - 0.92 

Variance - 0.85 

Minimum - 1 

Maximum - 5 

Figure 28: I am likely to visit the  Social Media of the  X Product after watching the ad. 
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The following table shows responses given about the level of motivation that viewers had 

after watching the video ad to search further about the X Product on-line.  

21. I intend to visit the X Product’s Social Media to learn more. 

Table 21: I intend to visit the X Product’s Social Media to learn more. 

Response Percentage (%) Responses 

Strongly Disagree 5.6 14 

Disagree 19.3 48 

Neutral 47.4 118 

Agree 23.3 58 

Strongly Agree 4.4 11 

Mean - 3.02 

Median - 3 

Mode - Neutral 

Standard Deviation - 0.90 

Variance - 0.81 

Minimum - 1 

Maximum - 5 

This table shows Web visitation intent of respondents wherein they are willing to visit the 

Social Media of the X Product to know more. The other responses were “Neutral”, where 47.4% 

of the respondents agreed, compared with 23.3% who selected “Agree”. The overall response 

Figure 29: The video ad motivated me to explore more about the  X Product online. 
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mean is 3.02, the mean median is 3 while the mode is “Neutral”. The low variability of responses 

is clearly seen from the standard deviation score of 0.90. 

22. After seeing the ad, I am interested in visiting the company’s Social Media for further 

details. 

Table 22: After seeing the ad, I am interested in visiting the company’s Social Media for further 

details. 

Response Percentage (%) Responses 

Strongly Disagree 8.8 22 

Disagree 15.2 38 

Neutral 37.2 93 

Agree 24.4 61 

Strongly Agree 12.4 31 

Mean - 3.18 

Median - 3 

Mode - Neutral 

Standard Deviation - 1.01 

Variance - 1.03 

Minimum - 1 

Maximum - 5 

The following table indicates the respondents’ desire to visit the company’s Social Media 

for further details having seen the ad. Approximately one participant chose “Disagree” and more 

than one participant chose “Neutral” with 37.2% while “Agree” was 24.4%. The mean response is 

3.18 and the median is 3 and the mode is ‘Neutral’. With a standard deviation of 1.01 the variability 

of the responses is moderate. 

Figure 30: I intend to visit the  X Product’s  Social Media to learn 

more. 
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23. I will visit the Social Media if I want to make a purchase or find more information. 

Table 23: I will visit the Social Media if I want to make a purchase or find more information. 

Response Percentage (%) Responses 

Strongly Disagree 5.6 14 

Disagree 11.2 28 

Neutral 38.4 96 

Agree 25.6 64 

Strongly Agree 19.2 48 

Mean - 3.42 

Median - 3 

Mode - Neutral 

Standard Deviation - 1.09 

Variance - 1.19 

Minimum - 1 

Maximum - 5 

The table also captures the probability of respondent visiting the Social Media to make a 

purchase or to obtain further information. The least preferred response is “Neutral” with 38.4% 

while mean result was 3.42. The standard deviation is 1.09 which means that the distribution of 

respondents’ answers lay mid-way between average and somewhat above average. 

 

Figure 31: After seeing the ad, I am interested in visiting the company’s  Social Media 

for further details. 
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24. I am likely to purchase the X Product after watching the video ad. 

Table 24: I am likely to purchase the X Product after watching the video ad. 

Response Percentage (%) Responses 

1 5.2 13 

2 20.5 51 

3 36.9 92 

4 30.9 77 

5 6.4 16 

Mean - 3.13 

Median - 3 

Mode - 3 

Standard Deviation - 0.98 

Variance - 0.96 

Minimum - 1 

Maximum - 5 

The following table gives a detailed of the responses obtained concerning the probability 

of buying the X Product after watching the video ad. The most common response (mode) as well 

Figure 32: I will visit the  Social Media if I want to make a purchase or find more information. 

Figure 33: I am likely to purchase the  X Product after watching the video ad 
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as the median is 3, which hovered between ‘neutral’ and ‘likely’. The mean response is 3.13 with 

standard error of 0.98 which again is moderate range of response mean. 

25. The video ad made me more inclined to buy the X Product. 

Table 25: The video ad made me more inclined to buy the X Product. 

Response Percentage (%) Responses 

Strongly Disagree 4 10 

Disagree 19 47 

Neutral 39.7 98 

Agree 32 79 

Strongly Agree 5.3 13 

Mean - 3.15 

Median - 3 

Mode - 3 

Standard Deviation - 0.94 

Variance - 0.89 

Minimum - 1 

Maximum - 5 

The table of results shows the answers concerning the shift in the participants’ wish to buy 

the item due to the video ad. The arithmetic mean average value is 3 that mean most of the 

clients/respondents were at the average and neutral level. The mean of 3.15 shows a positive 

tendency though toward rather a small extent, and while standard deviation is 0.94, which points 

to moderate dispersion. 

 

Figure 34: The video ad made me more inclined to buy the  X Product. 
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26. I will consider purchasing the X Product soon based on this ad. 

Table 26: I will consider purchasing the X Product soon based on this ad. 

Response Percentage (%) Responses 

Strongly Disagree 6.4 16 

Disagree 17.6 44 

Neutral 46 115 

Agree 24.4 61 

Strongly Agree 5.6 14 

Mean - 3.06 

Median - 3 

Mode - 3 

Standard Deviation - 0.92 

Variance - 0.85 

Minimum - 1 

Maximum - 5 

Table summarizes the respondents’ potential use of the X Product in the next one month 

according to the ad. The mean was 3.06 suggested the neutral response bias slightly towards the 

agreement. Most responses are closely grouped around the midpoint “Neutral” as indicated by the 

mean (mode and median = 3). Standard Deviation of 0.92 indicates that the variability of the data 

is between the small and the large scales. 

27. Watching the ad influenced my decision to make a purchase. 

Table 27: Watching the ad influenced my decision to make a purchase. 

Response Percentage (%) Responses 

Strongly Disagree 6.5 16 

Figure 35: I will consider purchasing the  X Product in the near future based on this ad. 
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Disagree 17.3 43 

Neutral 39.1 97 

Agree 27.4 68 

Strongly Agree 9.7 24 

Mean - 3.16 

Median - 3 

Mode - 3 

Standard Deviation - 0.91 

Variance - 0.83 

Minimum - 1 

Maximum - 5 

The table also gives an overview of the degree of impact of the ad in terms of pack/brand 

choice by the respondents. The average response of 3.16 is slightly positive leaning toward slightly 

negative, with most responses at “Neutral”.  

 

28. The ad motivated me to act immediately on purchasing the X Product. 

Table 28: The ad motivated me to act immediately on purchasing the X Product. 

Response Percentage (%) Responses 

Strongly Disagree 5.7 14 

Disagree 25.2 62 

Neutral 51.2 126 

Agree 15.9 39 

Strongly Agree 2.0 5 

Mean - 2.83 

Median - 3 

Mode - 3 

Standard Deviation - 0.74 

Figure 36: Watching the ad influenced my decision to make a purchase. 
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Variance - 0.55 

Minimum - 1 

Maximum - 5 

The following table shows the distribution of the responses to the extent that the ad was 

effective in influencing an immediate purchase. The result of 2.83 suggests that the respondents 

afford a neutral response bordered the negative response. As observed from figure 2 above, the 

majority of the respondents’ responses were neutral which is supported by the mode and median 

of 3. The low variance of the responses is confirmed by a low standard deviation of 0.74. 

3.2 Analysis  

H1: Emotional engagement in video billboard plot structures has a positive impact on 

consumers’ intention to visit the social media. 

Variables Entered/Removeda 

Model Variables Entered Variables Removed Method 

1 Emotional engagementb . Enter 

a. Dependent Variable: social media visits 
b. All requested variables entered. 

 

Model Summary 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .187a .035 .031 1.375 

a. Predictors: (Constant), Emotional engagement 

 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 16.904 1 16.904 8.940 .003b 

Residual 468.940 248 1.891   

Total 485.844 249    

a. Dependent Variable: social media visits 
b. Predictors: (Constant), Emotional engagement 

Figure 37: The ad motivated me to act immediately on purchasing the  X Product. 
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Coefficientsa 

Model 

Unstandardized Coefficients Standardized Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 3.480 .203  17.153 .000 

Emotional engagement -.185 .062 -.187 -2.990 .003 

a. Dependent Variable: social visits 

The results indicates a moderate positive relationship between consumers’ emotional engagement 

in video billboard plot structures and their visit intention to social media, although statistically 

significant. In this case, the regression test gives an R- squared of 0.0035 this shows that 

emotional engagement accounts for only 3, 5% of the variation of social media visit. The F-

statistic is 8.940 with p = 0.003 indicating that the over all model is significant, but an 

unstandardized coefficient of -0.185 for emotional engagement implies that as emotional 

engagement increases, social media visits slightly reduces. One possible explanation for such a 

counterintuitive result could be the overloading of consumers with long lists of appositive appeals, 

thereby boring them, or there might be other confounding factors which have a bearing on the 

final results. To enrich the present study, more research is needed for the better understanding of 

these findings. 

H2: Perceived usefulness of video billboard advertisements significantly mediates the 

relationship between emotional appeal and social media visits to buy X Products. 

Model Summary 

Model 

R 

R Square Adjusted R Square Std. Error of the Estimate perceived usefulness <= 5 (Selected) 

1 .060a .004 .000 1.397 

a. Predictors: (Constant), emotional appeal 

 

ANOVAa,b 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 1.733 1 1.733 .888 .347c 

Residual 484.111 248 1.952   

Total 485.844 249    

a. Dependent Variable: social media visits 
b. Selecting only cases for which perceived usefulness <= 5 
c. Predictors: (Constant), emotional appeal 

 

Coefficientsa,b 

Model 

Unstandardized Coefficients Standardized Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 2.753 .210  13.109 .000 
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emotional appeal .060 .064 .060 .942 .347 

a. Dependent Variable: social media visits 
b. Selecting only cases for which perceived usefulness <= 5 

The analysis of the data supports the hypothesized model where perceived usefulness of video 

billboard advertisements does not moderate the influence of the emotional appeal on social media 

visits to purchase X products. The regression analysis shows that the R-squared value is only 

0.004, thus the proportion of the variation of the study variable social media visits explained by 

the predictor variable emotional appeal is only 0.4 %. The ANOVA also indicate that the model 

itself is non significant F = 0.888, p = 0.347, and the unstandardized coefficient of the emotional 

appeal B = 0.060, p = 0.347 suggest that there is no impact. These results imply that although 

emotional appeal could contribute to the buying behaviour it has no influence on social media 

visits by perceived usefulness as a moderator but instead the relationship is probably driven by 

other factors. More studies could be done on other mediators or context factors. 

H3: Cultural sensitivity in video billboard plot structures enhances perceived engagement 

and consumer behavior. 

 

Model Summary 

Model 

R 

R Square Adjusted R Square Std. Error of the Estimate cultural sensitivity <= 5 (Selected) 

1 .161a .026 .022 1.387 

a. Predictors: (Constant), perceived engagement 

 

ANOVAa,b 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 12.751 1 12.751 6.629 .011c 

Residual 476.993 248 1.923   

Total 489.744 249    

a. Dependent Variable: consumer behavior 
b. Selecting only cases for which cultural sensitivity <= 5 
c. Predictors: (Constant), perceived engagement 

 

Coefficientsa,b 

Model 

Unstandardized Coefficients Standardized Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 3.425 .198  17.305 .000 

perceived engagement -.159 .062 -.161 -2.575 .011 

a. Dependent Variable: consumer behavior to buy X Product 
b. Selecting only cases for which cultural sensitivity <= 5 
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The evidence indicates that the degree of cultural sensitivity in video billboard plot structures can 

be considered to be a predictor of consumer behaviour, as it is correlated but only to a small 

extent, with perceived engagement. The regression model from the current study yields an R 

squared of 0.026, this is an effectiveness of just 2.6% which suggests that perceived engagement 

only goes some way into explaining variance in consumer behavior. The model is statistically 

significant overall, exact F = 6.629 p = 0.011. Levels of perceived engagement showed a negative, 

although insignificant unstandardized coefficient (B = - 0.159, p = 0.011) indicated that the higher 

the perceived engagement, slightly decreases the consumer behaviour. This unexpected finding 

suggests that even if specific caregiver-cultural consumer interactions may be possible, overly 

cautious cultural sensitivity may cause disengagement or other unusual phenomena. Future 

studies are warranted to elaborate on this pattern and to include other variables that might 

moderate this connection. 

3.3 Discussion  

H1: Emotional engagement in video billboard plot structures has a positive impact on 

consumers’ intention to on the Social Media 

The findings depict low Social Media intentions occasioned by emotions in video billboard 

plot structures. This finding is consistent with Allamakee at al., (2023) their study showed that 

scenery .or people have an impact on viewers’ attention, albeit not on the behavioural level. In a 

similar vein, Gobi et al., (2022) note that while ‘interactive’ adverts help viewers be more 

immersed, this does not necessarily translate into improved recall by TPB or behaviour change – 

a finding that can be seen reflected in the current study regarding separation between emotional 

appeal on commercial Social Medias and subsequent site intent among target audiences. Liu et al., 

(2023) stress out the notion of content relevance, which reaffirms the fact that invoking emotions, 

is not sufficient to prompt a response. Kang et al. (2021) and Lu et al. (2022) for instance make 

note of the revelation is that building positive emotions increases interactions, which can barely 

change behaviours without suitable activities by using AIDA Model. 

H2: Perceived usefulness of video billboard advertisements significantly mediates the 

relationship between emotional appeal and social media visits to buy X Products. 

The findings suggest that perceived usefulness does not moderate the connection between 

emotional appeal and social media by Emotional Appeal: Xu et al., (2024) & Yoo et al., (2024) 

confirmed that digital advertising affects recall and action, but perceived usefulness is not an 
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intermediary. According to Rosemary et al (2021), ad effectiveness does not always translate to 

action. According to an and Ham (2022) and Wu et al. (2024), even though the appeals targeted 

the emotions of the citizens, it did influence their behaviour; in the same regard, perceived 

usefulness has little impact. These papers raise doubts about the fact j perceived usefulness does 

not moderate emotional appeal. 

H3: Cultural sensitivity in video billboard plot structures enhances perceived engagement 

and consumer behavior to buy X Product. 

This study establishes that cultural sensitivity improves perceived engagement and 

behaviour amongst consumers. High impact video formats were identified by Loikkanen (2023) 

to capture consumer attention; however, cultural sensitization was not taken into consideration. 

According to Grewal et al. (2021), multimedia content increases interest but not through culture 

in a sensitive manner. Ahmed (2024) discussed the film marketing in Pakistan, but he has not 

established relation with culturally sensitive. De Regt et al. (2021) proved that applying virtual 

reality enriches experiences while no focus on the cultural component. Ge (2024) fairly endorsed 

the proposition that culturally appropriate approach enhances appeal in web marketing. In these 

studies, cultural appropriateness is said to increase interaction, but culture appropriateness is not 

the only determinant for behaviour like Perceived Usefulness. 
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CONCLUSION 

This study focused on the effects of video billboard plot structures in social media 

advertising for travel and tourism on consumers’ Social Media intentions, with a focus on personal 

emotions, perceived usefulness and cultural sensitivity concerning Social Media intentions and 

consumers’ behaviour. The results give a greater understanding of how these factors affect 

engagement and the subsequent behaviour in the domain of the digital advertising noting the 

sophisticated nature of the consumers’ un/conscious decision processes in the environments of the 

Internet. 

The study also showed that, emotional appeal had a significantly negative effect on the 

level of Social Media visit intentions. Although emotional appeal is very important when it comes 

to grabbing the viewers’ attention it was not enough to make specific calls to action such as visiting 

the Social Media. These findings indicates that involvement can enhance the persuasiveness of an 

advertisement and must be complemented with other variables like ad appeal, message, relevance, 

and call to action that can make the consumer act. 

Emotional appeal was concluded to have a very low mediation influence on perceived 

usefulness of video advertisements and Social Media visits. Such a result suggests that, while 

perceived value of the video content is a highly important factor in specific contexts, it cannot be 

regarded as the key driver for people to visit web sites. The research also implies that there is a 

potential for improvement in the strategy of online video marketing as the coordination of appeal 

to emotion and material relevance as well as the utilisation of clear communication can 

significantly affect the user’s behaviour to buy X Product. 

Cultural sensitivity, which helped to increase consumers’ perceived engagement, did not 

significantly influence their behaviour. Experience from the study proved that cultural sensitivity 

when developing videos would help yield a deeper sense of engagement from the brand with the 

viewer; however, it did not always affect the behavioural shifts such as web traffic. This is evidence 

that even though culture plays a part in the consumer decision making process; other parameters 

such as the content and the ease with which the content can be understood and interpreted assumes 

a more dominant role. 

In conclusion, the study offers important knowledge to the outcome of video billboard plot 

structures in social media advertising. Emotional engagement, perceived usefulness and cultural 

sensitivity all influence consumer behaviour; however, their impact differs through the moderating 
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factors such as message clarity, content relevance and viewers’ willingness to act accordingly. In 

conclusion, the results propose that comprehensiveness of the concept of video advertising call — 

appeal to emotion, ad’s clear and relevant message — is effective in stimulating site visits and 

consumer engagement. 

Recommendations 

Refine Emotional Engagement Strategies: This way the advertisers will always ensure that 

they have posted an article which people will feel emotionally attached to but at the same time 

they should also ensure that the message to be passed is clearly understood by the target group. 

Thanks to the prevalence of the web, smarmy can be used together with simple provocation to lead 

the audience to the next action step such as clicking on the web link. 

Highlight Perceived Usefulness: But it should not be thought that the emotional 

engagement is a powerhouse while the perceived usefulness of the content can be ignored. 

Advertisers should look at how they can do the appeal based on the relevance of the X Product or 

service being advertised to the target market so that the audiences are motivated to watch more. 

Cultural Sensitivity with Universal Appeal: These findings suggest that cultural relevance 

may improve the effectiveness of communication and need to be reiterated with interest appealers 

that have global appeal. Marketers should ensure that the message created is culturally sensitive 

but should also cater to audiences around the world to make the best effect. 

Further Exploration of Engagement Mechanisms: It also notes that future work should seek 

to uncover precisely how emotional affiliation turns into action, using a balance between the 

extents of the affective motor, the relevance of content, and viewer behaviour. 

Leverage Multi-Platform Advertising: If the diversity of social media platforms will 

increasingly expand, it is better to provide the example of video advertisements corresponding to 

the features of every platform. Time, interactivity, and content variations also strongly correlate 

with the respective engagement and conversion success rates of the videos. 
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Appendix  

Questionnaire 

Demographic Questions: 

What is your age group? 

(a) 12 

(b) 14 

(c) 15 

(d) 16 

(e) 17 

(f) 18 

What is your highest level of education? 

(a) High School or equivalent 

(b) Some college 

(c) Bachelor's degree 

(d) Master's degree 

(e) Doctorate or higher 

 

Entrance Question: 

Have you interacted with any video advertisements (video billboards) on social media in the 

last 3 months? 

(a) Yes 

(b) No 
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1. Perceived Engagement 

How interested are you in the content of the video billboard ad? 

(1 = Not Interested, 5 = Very Interested) 

The video ad captured my attention throughout its duration. 

(1 = Strongly Disagree, 5 = Strongly Agree) 

I felt actively involved while watching the video ad. 

(1 = Strongly Disagree, 5 = Strongly Agree) 

The video ad made me want to interact more with the content. 

(1 = Strongly Disagree, 5 = Strongly Agree) 

I was highly focused on the details in the video billboard ad. 

(1 = Strongly Disagree, 5 = Strongly Agree) 

 

2. Emotional Appeal 

The video ad made me feel emotionally connected to the X  X Product. 

(1 = Strongly Disagree, 5 = Strongly Agree) 

I felt positive emotions after watching the video ad. 

(1 = Strongly Disagree, 5 = Strongly Agree) 

The video ad conveyed a message that resonated with my personal values. 

(1 = Strongly Disagree, 5 = Strongly Agree) 

The ad’s content made me feel happy or excited. 

(1 = Strongly Disagree, 5 = Strongly Agree) 

The video ad generated feelings of trust toward the  X Product being advertised. 

(1 = Strongly Disagree, 5 = Strongly Agree) 

 

3. Perceived Usefulness 
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I believe the video ad provides useful information about the  X Product. 

(1 = Strongly Disagree, 5 = Strongly Agree) 

The video ad helped me understand the benefits of the  X Product clearly. 

(1 = Strongly Disagree, 5 = Strongly Agree) 

The ad’s content was informative and practical for making a purchasing decision. 

(1 = Strongly Disagree, 5 = Strongly Agree) 

I find the content of the video ad relevant to my needs or interests. 

(1 = Strongly Disagree, 5 = Strongly Agree) 

The video ad increased my knowledge about the X  X Product. 

(1 = Strongly Disagree, 5 = Strongly Agree) 

 

4. Intention to Visit Social Media 

I am likely to visit the Social Media of the X Product after watching the ad. 

(1 = Strongly Disagree, 5 = Strongly Agree) 

The video ad motivated me to explore more about the X  X Product online. 

(1 = Strongly Disagree, 5 = Strongly Agree) 

I intend to visit the  X Product’s  Social Media to learn more. 

(1 = Strongly Disagree, 5 = Strongly Agree) 

After seeing the ad, I am interested in visiting the company’s  Social Media for further 

details. 

(1 = Strongly Disagree, 5 = Strongly Agree) 

I will visit the  Social Media if I want to make a purchase or find more information. 

(1 = Strongly Disagree, 5 = Strongly Agree) 

 

5. Behavior 

I am likely to purchase the  X Product after watching the video ad. 

(1 = Strongly Disagree, 5 = Strongly Agree) 
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The video ad made me more inclined to buy the X  X Product. 

(1 = Strongly Disagree, 5 = Strongly Agree) 

I will consider purchasing the  X Product soon based on this ad. 

(1 = Strongly Disagree, 5 = Strongly Agree) 

Watching the ad influenced my decision to make a purchase. 

(1 = Strongly Disagree, 5 = Strongly Agree) 

The ad motivated me to act immediately on purchasing the X  X Product. 

(1 = Strongly Disagree, 5 = Strongly Agree) 

 

 

 


