wqanisum'il,"TJﬂ%’ULLazUsza‘w%wmaﬂmwmﬂszmwﬁ'\igu
mededenvsaulativasauuaisduiiey
MEDIA EXPOSURE, EFFECTIVENESS OF SHORT FILM ADVERTISING
ON SOCIAL MEDIA OF GENERATION Y
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ABSTRACT

A study on “Media Exposure, Effectiveness of Short Film Advertising on
Social Media of Generation Y” is a qualitative research study to firstly understand the
general behavior of short film advertising on social media, and secondly to determine
its effectiveness with generation Y users. The researcher has collected data using focus
groups comprised of users who were born between 1980 to 1996. Currently, the age
of users is 21-37, divided into 2 groups of 6 people per group. The first group comprised
of users between 21-28 years old and the second group between 29-37 years old.

The results showed that most users have had social media exposure.
Through a variety of tools the researcher was able to determine exposure based on
smartphone use and internet access across multiple devices. Uses of social media are
the preferred way for users to consume popular media, personal communication, and
other forms of entertainment. In addition, the exposure of short film advertising on
social media by its contributors is openly accessible, and reveals a high interest in user
behaviors including the re-sharing of posts.

To determine the effectiveness of short film advertising on social media

the researcher gauged users’ brand awareness. Most users were able to recall the
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presenter, visual/video component, and audio component, even memorize a brand’s
slogan. Brand perception can create brand awareness. Brand insight can inform users
of the benefits and quality of the product and is usually the key message the advertiser
wants to communicate. Brand affection is intended to change the users concept of
the advert. For instance an advert may use a problem or conflict that may be
encountered in everyday life or close to the users behavior to generate a connection
with that user. However, most informants comment that short film advertising on social
media did not motivate purchase behavior or the desire to trial a product. Instead
other factors have been noted to be more effective in persuading buying decisions,

such as reviews, recommendations from friends, and brand loyalty.

Keywords: Generation Y, Media Exposure, Effectiveness
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