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ABSTRACT

VIDEO MARKETING AND CUSTOMERS’ BUYING INTENTIONS IN GEN Z

CUSTOMERS IN UNIVERSITY OF SALFORD, MANCHESTER

Degree:

Name:

Supervisor:
50 Pages, July 2021
The present study was aimed at exploring the role of video marketing in shaping the buying
decision of Gen z customers. The study aimed to critically evaluat¢ the factors in video
marketing that affect customers buying decisions positively or ‘negatively and examining how
Gen z customers are affected differently than other gen€rations.” A pilot study was conducted
before the larger and actual study and the findingsfsupported:the hypotheses of the study. The
sample size was 50 students than was taken“from the.University of Salford, Manchester. The
research design used in‘the present study was, mixed method design that used both qualitative
and quantitative methods (survey and interview) to collect and analyze data. For quantitative
method, Video Advertisement Scale (Jain, Vakesh & Chaturvedi, 2018) was used to collect data
that has 6 sections and each section is divided into a number of items. For quantitative data
analysis, Pearson Product Moment Correlation and regression analysis was run. For qualitative
method, focused-group interviews were conducted with 4 participants who scored highest in
Video Advertisement Scale scores. A self generated interview protocol was used that was
supported with previous literature and theories. The findings of the quantitative method showed
that the mean of the age was 29.5 which showed that people falling in Gen z age range are more

knowledgeable, affects by the video advertisement, enjoy online buying more and develop
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buying intentions more. Next, among the constructs of the scale, the “Information” was highly
positively correlated with “Invasiveness”, “Attitude” and “Buying Intentions”. The next
construct “Entertainment” was highly correlated with “Invasiveness” and “Buying Intentions”.
Invasiveness had a significant positive relationship with advertising value, attitude and buying
intention in video marketing. The “attitude” had a significant positive relationship with
customers’ Buying Intention. The thematic analysis of interviews showed that video marketing is
the most significant predictor of buying intentions in Gen z. it also showed that Gen z customers
have more information about video advertisement and use more social media for buying their
favorite products online. The study suggested that online brands must*add more entertainment,
credibility, information and real content in their videos to increase customers’ trust and buying

intentions.
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CHAPTER1
INTRODUCTION

"Marketing is not about the products you made; it is all about stories you tell"
(Kininmonth, 2019). This saying shows that it is all about the marketing strategies that make a
product or business successful. The physical marketing has turned into online as the world is
progressing steadfast (Tuten, 2020). Today, several social media platforms, including Facebook,
Instagram, YouTube, Twitter, and the most recent flourishing platform TikTok, are working
successfully to advertise the brands in multiple ways, especially through videos and pictures
(Brown, 2008). The use of social media has increased, and it has becothe easier for brands to use
them as a tool for their products' promotion (Brown, 2008). Th¢ brands have started sponsored
programs and content published and advertised by social media influencers through photos,
videos, blogs, articles, campaigns, and shows. Social media eelebrity endorsements are the most
successful and popular marketing strategy that has brought an immense rise in business
productivity and profits.- These. influeneérsiyrun 'sponsored programs and play a key role in
conveying the brand's‘message to their customers. As people have an emotional bonding with
famous influencers and celebrities, they follow them and buy the products promoted in the

videos of their favorite social media influencer (Tuten, 2020).

With the introduction of websites and social media, digital marketing has gained valuable
consideration (Barone, 2020). Digital Marketing isn’t limited to social media and such other
platforms. Digital Marketing evolved from traditional marketing techniques and out of it, video
marketing has a crucial role in the Marketing World (Jain et al., 2018). Videos provide all

sources of content which can attract consumers. The more attractive, informative and short video
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will be, the consumers will give more attention to it. Digital marketing is a recent phenomenon

which has transformed the business tools and business models (Shahjee, 2016).

Rationale of the Study

Globalization has transformed the businesses and businesses have been expanded without
the boundaries of nation states. This has provided businesses to grow without requisitions of
physical presence. The rapid transformation in technology and information has further endorsed
expansion of business models beyond boundaries (Ramsunder, 2011). As the online buying and
selling system is increasing, people have started purchasing goods online. With the increase in
online shopping, brands and companies have started multiple ways. of marketing. Huder, Jans,
and Wierman (2020) reported that video marketing is best way ofiadvertisement as it involves
more customers, enhances their awareness and motivates them to ‘buy products. The more the
users engage in online brands and influencers, the more they get interested in buying those
brands. The study of Rizwan et al (2014)/proposed that in online shopping, there are many
factors which affect the customers buying.intentions. The statistical analysis of this study showed
that three significant factors are prior online buying experience, visual content in brands’
advertisement and the quality of the products shown in the videos. The Dennis et al., (2010)
proposed that young adults, especially women and who use internet more, involve more in online
shopping. Bigne et al., (2005) reported that most of the online shoppers are young adults who
prefer to get knowledge about the product before buying it. Bursch (2014) proposed that Gen z
involve more in online shopping and use technology like online videos (review videos, endorsed
videos, etc) or other visual content before buying anything online. Another study of Veirman
(2017) showed that in online buying intentions, the credibility and followers of online websites

and endorsed videos are most important predictors. The study of Igbal, Farooq, and Ahmed
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(2014) proposed that there is less attention on how the visual marketing content in online
shopping impacts the customers’ buying intentions. The present study will examine how online
video marketing determines customers’ buying intentions and how the young customers,
especially Gen z gets affected by the video content and develops buying behavior. This study
will provide an addition into existing literature and business research through its exploratory
nature of how video marketing has evolved to affect purchase decisions of Generation Z
consumers. The effect of Generation Z consumer will definitely provide businesses

understanding of business development through video marketing and related content.

Aim of the Study

The aim of the present study is to examine the role.of videe’ marketing in shaping the
buying decision of Gen z customers. The study aims to explore the factors in video marketing

that affect customers buying decisions positively or negatively.

Research Questions

The study will focus on finding answers’'to following Research Questions:

e What relationship time-series data has revealed between video marketing and purchase
decision of Gen z consumers?
e  Why Generation Z Consumers are different from other consumers?

e How video marketing affect purchase decisions of Generation Z Consumers?

Objectives

e To investigate the relationship between video marketing and customers buying

decisions in online shopping in Gen z students of University of Salford Manchester.

10
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e To critically evaluate the impact of online marketing on customers buying decisions
in Gen z students of University of Salford Manchester.
e To critically analyze the role of “Age factor” in relationship of video marketing with
customers’ buying decisions among students of University of Salford Manchester.
e To make recommendations for online brands and companies about advance video

marketing practices for customers.

Hypothesized Model of Online Marketing, Services Quality and Customers’ Buying

Decision

v DV

Customers’ Buying
Decisions

Video Marketing

Covariates:

1. Age
2. Gender

Fig 1: The hypothesized model of relationship between IV and DV of the current study

Proposed Methodology

The present study will be conducted using a mixed method approach that contains both
qualitative and quantitative research methods. Participants of the study will be approached online
to collect data. The data will be collected from the University of Salford Manchester in two
ways; survey and interview. For data collection through qualitative method; 50 participants will

be surveyed online. The questionnaire for the current study will be shared in university groups

11
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and pages to get responses. After survey, participants will be interviewed in groups. Participants

will be asked the open-ended questions to get in-depth details.

Proposed Analysis

For the data analysis of survey, statistical analysis will be conducted and for interview
questions qualitative analysis will be conducted. For quantitative analysis, Pearson Product
Moment Correlation will be used and for qualitative analysis “Interpretevism” will be used that

critically interprets and explains the data.

Limitations of the Study

e For Covid-19 pandemic, data has been collected online, which.'does not makes sure
whether the participants are actual online buyers of not.

e The sample size is small and results cannot besgeneralized.

12
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CHAPTER 11

LITERATURE REVIEW

Digital Marketing

Marketing has evolved from traditional methods to digital techniques and tools which are
rapidly upgrading. It has come out from using billboards to digital World (Lockett, 2013).
Digital Marketing is a type of marketing using digital platforms to promote products and
services. These digital platforms are easy to access and reachable. The recent trends in e-
commerce models have provided business analysts with a huge data to measure consumer
preferences. E-commerce models are providing consumers with théir preferred products and
utilities remotely and it has paved the path for ease in shoppingyand doing businesses without
having any physical requirements (Lockett, 2013). Online Shopping is a type or form of e-
commerce which provide consumers with the facility to buy-required goods and services through
online platforms (Chai, 2020).-These platforms are connected through internet and uses different
portfolios. As discussed above, e-commerce has -provoked analogy of physical presence, which
means one can buy or interact without«raditional brick and mortar business model (Khurana,
2019). The businesses which enable business to consumers’ interactions where consumer directly
buys products or services are termed as B2C model. The other portfolios which allow businesses

to interact and buy from other businesses are placed in the categories of B2B business models.

Video Marketing

Video marketing is a type of marketing in which the brands and companies use
promotional videos of their products and attract buyers to buy them. Video marketing can be

done in many ways in which 2 methods are most important; video marketing through brands on

13
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their own and marketing through endorsed videos of influencers (e.g. social media influencers)

(Costa-Sanchez, 2017).

It is important to critically evaluate which factors affect video marketing and then how
video marketing affects customers’ buying decision. Xiao, Wang and Wang (2019) mentioned
that many factor affect the success of video marketing which involve the quality of the video,
timing and technology of the video and vertical/horizontal shape of the video. The study
hypothesized that the usefulness, joyfulness and the involvement of the media influencers has a
significant positive impact on the customers buying decisions. The results of the study showed
that all of the three factors are significantly related to the customers-buying decisions and
influencers’ engagement was the most significant predictor of customers’~buying decisions. The
study suggested that video marketing must be promoted andinfluencers must play more engaged

and involved role to increase customers’ buying behaviour.

Television is the biggest and oldest source of’ advertisement through videos, so impact of
television is important to be evaluated in customiers’ buying decisions. Sama (2019) explored
that internet advertisement and television advertisements affect customers’ buying decisions. The
way, technologies have been developed, there are numerous progressions which have been made
in shopping and business sectors to grow online and expand their presence (Sama, 2019). The
study conducted an online survey and investigated 529 Indian students to know their views about
internet and television marketing. The results of the study showed that videos of television and
internet platforms have a significant relationship with customers’ awareness, buying decisions
and post-buying decisions. The study suggested that advertisement managers must invest in
influential and effective influencers who can attract more buyers through their videos and other

advertisements.

14
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Social Media and Video Marketing

The current study has focused on how social media is used for video marketing. Role of
social media influencers is critical as such people have millions of followers (Huder, Jans &
Wierman, 2020). Social media influencers are used strategically in video marketing through
active campaigns for promotional purposes. In a study, conducted by Huder, Jans, and Wierman
(2020), 12 social media influencers were interviewed to explore how they perceive their roles as
intermediaries between the brands and the consumers. The influencers reported that they are paid
to increase user engagement in the products and services through promotional videos. The
marketing practitioners of North America and Europe reported thatithe quantitative effect of
influencers is lacking but qualitative impacts have been seen which include content creativity,
increased brand value, user awareness, etc. another study,was conducted by Ge and Gretzel
(2018), which explored that social media influencers.pay more attention to visual content and the
emojis they use on their video posts to persuade and attract more viewers to their sponsored
content. They believe that emojis, stickers, and all video content are more important in influencer
marketing and increase customers’ buying inténtions. In another study, conducted by Enke and
Brochures (2019), social media influencers stated that they keep the organizational goals in view
and create purposeful content while being physically present on the social web. While playing a
third party role, we establish a strategic relationship with our viewers and followers by video

content distribution and interaction with consumers.

The likes, comments, shares and reviews on social media endorsed videos are some of
the significant factors that affect customers buying decisions (Huder, Jans & Wierman, 2020). In
a research, conducted in Germany, it was revealed that social media influencers focus more on

likes and comments on their posts to know the engagement and interest of students (Huder, Jans

15
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& Wierman, 2020). Some traveler influencers shared that their experience stories, in the form of
videos, play a great role in determining other people’s experiences of traveling, so it’s a
responsibility to remain honest and share original content in the video for the target customers.
Some of the Instagram influencers reported that they focus on feedbacks of customers on their
videos and then the brands make changes according to the feedbacks of the customers. This is
how; the video marketing becomes crucial in the buying decision of the customers (Huder, Jans

& Wierman, 2020).

Multiple social media platforms such as Instagram, Facebook, Twitter, WhatsApp,
Chatbox and 21 Buttons are working efficiently and rapidly as tool§, for e-commerce in retail
business marketing. After analyzing the role of these applications, it is clear'that these platforms
help business in product hunting, product ranking and reaching the rights customers. Also, they
help customers to discover and buy products and interact with other customers to know their
views on certain products which help the customersyin buying decisions (Wu & Li, 2018; Lin,
Wang & Hajli, 2019). Yadav & Rahman®(2018) mentioned that e-commerce is a digital society
that influences the customers by sharing the information about every product or services. Hence,
consumers' needs are recognized, products are offered, and pre and post-purchase remarks are
exchanged. The two-way interaction and pool of customers and sellers discussing products,
features, and value give real-time feedback for both parties. Moreover, these discussions' impact
is massive, and features of products and services can be measured quickly (Lin, Wang & Hajli,

2019).

Instagram Video Marketing-The Most Used Platform

The Instagram has made the marketing process easy for the brands and companies by

involving millions and billions of people with brands (Cook & Stoddard, 2020). According to a
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study conducted by Nafees, Cook and Stoddard (2020), video marketing is 11 times higher in
generating a return on investment (ROI) than traditional marketing. In the world of video
marketing, a big name goes to Instagram influencers who have changed the marketing trends
now and making more progress than ever. In Europe, the number of Instagram video posts of
influencers was 6.12 million in 2020. It has been seen that Instagram posts and stories work as
viral marketing, and the followers of Instagram influencers remain more active in re-sharing their
posts and increasing brands' fame. The study reported that video marketing turns into viral

marketing and helps increasing customers’ buying intentions rapidly.

To conclude, Instagram has increased people’s awareness abouit brands and products and
has made the online buying and selling process rather easy and reliable, The brands are no longer
required to contact any marketing agency for advertisement \and promotion of their products;
Instagram is a better alternative where every famous 'and influéntial personality has an active
account and sponsored visual content. According/to, Wotld Economic Survey, those who have
lesser followers have higher involvement onilnstagram, and thus, brands mostly hire them for

their product's promotion (Estay, 2020).

Blogging

Blogging refers to writing about something on the World Wide Web, which is read and
shared online. Blogs are a powerful and useful communication tool as it includes a
conversational and informal content that is made appealing with audio-visual aid. The attached
videos and snaps on blogs play the most significant role as after reading blogs, customers do
watch the visual content for more details and then they buy the products after getting completely
satisfied and motivated to buy the products (Erz & Christensen, 2018). The people who are well-

known in blogging are followed and admired by their readers, and thus, they have a significant

17
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impact on people's views and perceptions about certain things. Different brands and companies
advertise their products through bloggers who talk about the positive and negative characteristics
and effects of endorsed products and attach the brands promotional videos so customers can have
deeper details of the products. When people read their blogs, they do believe in it, and it affects
their buying intentions predominantly. As compared to Instagram, blog influencers play a more
significant role in giving SEO benefits to the brands and thus stay on the front page of Google

for a long time. Instagram posts have a little life span, but blogs remain longer (Johnson, 2020).

As the present study has a special focus on gender and age factor role in making online
buying decisions, studies have been reviewed to make analysis. Abidin (2016) explored that
most widely social media platforms, that ply role in increasing, consumers’ engagement with
luxury products, are Instagram and blogs. The authors alsenmentioned that the young women of
Gen z are more active on social media to engage people with products and increase their affinity
with luxury brands. These influencers use«visual, and-textual content to increase brands’
engagement that encourages the target population to follow those influencers for latest updates

about brands.

YouTube Video Marketing

The YouTube has both positive and negative aspects and positive ones are strongly
dominant. Some parties upload fake content to harm the brands and decrease their following and
customers that has affected many brands negatively (Erz & Christenen, 2018). At the same, it has
numbers of positive roles in the marketing and online buying process. The most rapidly
emerging and fast-growing platform that promises the influencers of rapid success and brands for
the highest viewed and purchased products is YouTube. YouTube influencers are highly paid

from the brands for promoting endorsed content, where the more the viewers of your video, the

18
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more you get payment from YouTube. These YouTube influencers either use different brands'
products and then give the review or suggest their viewers use a particular brand as its quality
and characteristics are competitively better. In the process of brand familiarity, YouTube creators
and influencers are 4X more effective in driving people's attention and engaging them with
brands. Every platform considers the age factor and uses marketing strategies accordingly;
YouTube influencers majorly target the z generation who spend 12 hours a day watching
YouTube video streaming (MediaKix, 2020). There is a pro-long list of famous self-made
YouTube celebrities that have a regular brand engagement and have increased the selling of
products and services to an unbelievable level. Another field in YouTube marketing is Vlogging,
where ordinary people make their talent acknowledged by sviewers” and then start paid
promotions of brands and companies. YouTube has recently®launched’a new channel, named
Awesome Stuff Week, where influential and famous<{YouTube.influencers give reviews of the
brand's products, and the channel got famous in the, firstweek. The YouTube influencers are not
only increasing the brand's-involvement, se€lling, and:interaction between brands and consumers
but also playing a more significant role.in building the brand's trust and consumer loyalty (Xiao,

Chan & Olmsted, 2018).

TikTok, a Rising Platform in Video Marketing

Another fastest growing social media platform is TikTok which has gathered the great
attention of a wide majority of people from all over the world. Currently, TikTok has 800 million
active users and several famous brands and companies are giving sponsorship to the famous and
influential TikTok stars that have millions of followers and likes in their videos (Mou, 2020).

Brands and companies like Nike, Chipotle, Coca-Cola and Colgate, etc have already started

19
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TikTok influencer campaigns and have found this platform the right place to jump up in video

marketing. Video marketing through TikTok has 3 major factors:

Content

The first novelty and distinction of TikTok are, unlike Instagram where they look and
being aesthetically pleasant is more important, its preference of content over the look and
physical appearance. TikTok influencers create meaningful and interesting content within a short

period, usually 1-minute videos, and deliver a long and deep message instantly (Mou, 2020).

TikTok Trends

Another amazing feature that has captivated several TikTok userscis its trends which are
mostly known as “TikTok Challenges”. As influencer marketing requires that content must be
attractive and engaging that the customers can enjoy fully; TikTok has been successful in
fulfilling this requirement. A study, conducted by»Mou (2020), mentioned that the TikTok
influencers uniquely generate content of videos,“and brands and users (brands’ customers)

appreciate that content and buy the products advertised in heir videos.

“For You” Page

The “For You” page is just like the explore page of Instagram where TikTok
recommends you some suggested content and videos and thus helps influencers grow more and
reach the right audience. Most of the TikTok users spend their time on this page and this is the
page from where the brands and companies approach the right influencers for sponsorship,

advertise their products and increase customers’ buying intentions (Wibowo et al., 2021).
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The TikTok influencers use editing, singing, storytelling, and filter features in their
videos to engage their followers with them. Unlike other countries, where TikTok pays 2008 for
100k views on one video, here are certain countries like Pakistan and India where TikTok does
not pay its users. The TikTok influencers believe that the advertisement on TV and newspapers
are kind of boring and people have no option to skip them. On the other hand, the advertisements
on TikTok amuse people and they follow their favorite influencers in buying certain products. Be
it a jacket, famous salon, or a tour company, the TikTok influencers have been successful in
increasing companies and brands’ marketing and selling ratio. Many of the serials and movie
directors search right players and actors from TikTok and offer them to#oin their play, movie, or
web series. This is how the companies and marketing practitioners, ar€ approaching TikTok
influencers and ordinary people are getting fame and successythrough influencer marketing.
TikTok influencers, according to the study of Chaudhary, Gautom, and Arya (2020), reported
that it is easy and comfortable for brands to approach TikTok influencers according to their
budget and niche because TikTok has infldencer on.multiple budget level. The influencers then
play the role of intermediaries, between, the<btands and the target consumers, by starting
campaigns, challenges, and mention the contact address of sponsor brands on their posts. People
simply click the mentioned links“and accounts and reach the products and companies, buy their

products and eventually become their permanent customers (Sehl, 2020).

Age Factor in Customers’ Buying Decision

Businesses with digital presence require digital marketing tools to reach out to more
consumers globally. There is a need to assess the impact of different marketing tools have on
consumers with different demographics (Michaud & Llerena, 2011). Age is an important factor

in digital marketing as different products have different consumer preferences related to their age
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groups (Kahawandala & Peter, 2020). That is why the current study will explore how age can
mediate the relationship between video marketing practices and customers’ buying decision.
Qualitative studies are more trending in analyzing marketing impacts on consumers along with
the quantitative methods (Bigne et al., 2005). The literature review on adaptation has revealed
that consumer needs, interests and preferences vary with the age and younger consumers have
more attraction towards innovation (Bursch, 2014). The literature review has further revealed
that mostly online mode users are youngsters with higher education degree (Bigne et al., 2005).
Age factor had been excluded in many previous studies relevant to current study. There are

different implications of marketing on different age groups.

Video Marketing and Buying Decision of Generation Z

The Generation z are the young adults born between 1990sjand 2000s (Warnke, 2019). Most
of the Gen z people are having an end to their teen age life"and the oldest Gen z people are
around 25 years old. The people of Generdtion,Z are“younger and adapt the technology and
innovation quickly. Consumer from Z Generation is social and friendly (Rothman & Marion,
2016). Generation Z Consumers have remained exposed to technology from their childhood
(Bursch, 2014). They have attraction with graphics, videos and internet tools (Francis & Hoefel,
2018). The Gen z customers are competitive, focused and financially independent that helps
them making in new decisions in buying process (Clark, 2019). As they are more exposed to
modern communication and innovation in communication attracts their interests, thus, they are
more comfortable with modern marketing tools (Roathman & Marion, 2016). This not only

enhances their buying intentions but increases their trust in products bought online.

Muhammad (2018) explored that Gen z is highly affected by the marketing techniques and

positive online shopping experience increases their buying decisions and negative experience
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discourages their online shopping behavior. He conducted a study on 447 Gen z respondents in
Jordan to examine what are the factors of advertisement that affects customers’ buying decisions
while purchasing mobile phones. He concluded that the quality of the mobiles shown in
advertisement videos, enjoyment while watching videos and the social influence are the
significant predictors of Gen z customers’ buying decisions. As the Gen z customers have
exposure to technology, mobile systems, internet and multiple marketing websites, they have
stronger customers-oriented attitude traits that contribute in making them more prone to online
buying (Dimock, 2019). They have a lot of potential of online buying and selling process and
Covid-19 pandemic has doubled this process (Parker & Igielnik, 2020). As online shopping
increased during pandemic, Gen z took more interest in buying products<wisely as well as
impulsively. The online advertorial content, especially visual,content (videos and pictures)

played a significant role in shaping their buying decision (Parker: & Igielnik, 2020).

Because of successful online marketing<techniques; the Gen z customers are the only
generation that spends much in online buying, in several categories like electronics, cosmetics,
garments and sports goods etc. The marketing agencies personalize the products with its
customers and thus Gen z customers buy”everything by personalizing it. This is how, they set a
trend and others follow them in buying those products, used by these trend setters (Criteo, 2018).
In video marketing, the brands hire online influencers who post endorsed personalized
promotional content in the form of videos to increase the customers, especially Gen z customers’
buying decisions (Erdogmus & Cicek, 2012). Djafarova and Bowes (2021) explored that Gen z
has a significant relationship with impulse buying because when customers of Gen z are
emotionally attached with the brand, they buy it impulsively. The study resulted that Instagram is

the most widely used application that promotes user-generated content (video/pictures), opinion
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leaders and advertisements. These marketing techniques are highly crucial to create an emotional

bond and affinity between the brands and the Gen z customers.

Perspectives of Customers about Video Marketing

Sudha and Sheena (2017) mentioned in their study that the customers give great importance
to endorsed videos of influencers and get impacted by their suggestions and reviews. They
believe that the brands which sponsor influencers for their products are more reliable than those
which do not sponsor any social media influencer. Instagram has been considered as the latest
tool which informs the customers' on-going fashion and latest trends. Balaban and Mustatea
(2019) conducted a study where they interviewed multiple brands' customers regarding the
source credibility of social media influencers. Some of the customers’said that the attractiveness
and influential personality of influencers in videos are more important while others said that
insights, trustworthiness, expertise, and similaritigs are'such factors that attract customers to the

influencers.

Gen z customers associate some value characteristics with luxury brands and favorite
products. Kim, (2019) explained that <luxury brands and their influencers are generally
appreciated for their unique and distinguishing features and appearance, shown in videos and
pictures. Moreover, innovativeness and originality of concept in luxury brands help to achieve a
sustainable and long-term relationship. However, purchasing brands, endorsed by favorite social
media celebrities are made to achieve self-satisfaction and to achieve a feeling of superiority
over others. In the study, the participants reported that people don't need to purchase solely for
achieving a superior social status or just because they admire that social media influencer or
content creator; there are multiple and dynamic reasons for buying products that sponsor

influential personalities. However, no one knows the value of a watch or handbag unless it is
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visible to others and receive appreciation, which is only possible through video
marketing (Dimitrova, Bjorck & Fregne, 2018). In the current era of social media, social
commerce platforms assist shoppers in benefiting from the experience of others, comparing rates

and quality, and engage with like-minded shoppers.

Ethical Concerns in Content Creation of Video Marketing

A vast literature can be reviewed that shows that online platforms, companies and brands
have a standard ethical code of conduct that they keep in view while they advertise on social
media or any other marketing platform. For example, the bloggers, who show mom-children
related content, are very cautious when they share pictures and-wideos of.babies. They take
permission from those whose pictures they use and show the healthy-and useful content only. In
the same way, Facebook, YouTube, Twitter, Instagram;, and TikTok all have a standard ethical
code of conduct and the ethical policies instructcthe mfluenceérs that violation will harm them
badly (Hunt, Wood & Chonko, 1989). Recentlyy the president of the USA has been impeached
for violating Twitter policies which is a greater‘cause of concern. When brands and companies
start advertisement online, they develop a code of “Do’s and Don’ts” to follow and to make sure
that their sponsored influencers are also following them. No action is allowed that is harmful to
an individual or society and personal targeting on political figures or government is strictly
prohibited. These influencers do not accept sponsored content that is ethically violated or
harmful for anyone in the society. In video marketing, three important causes of concerns are
legality, decency and usefulness. Brands are required to spread useful content that will help the
customers to know about products and their qualities. All the videos must contain legal
characters and methods to advertise content and customers should not be misguided about the

products or services (Murphy et al., 2005).
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Chonko and Hunt (1985) proposed that unfair pricing and advertising practices are
strictly against the ethical policies of international marketing. The businesses must be attentive
and shouldn’t accept and advertise gratuities and bribes from customers in their sponsored
videos. They must be vigilant to make sure that there are no over-selling or unfair credit
practices and the attitude towards content creators of endorsed videos is honest and responsible.
The study of Dubovyk (2014) showed that online video marketers show the real content in their
videos and avoid exaggeration and edited content creation. This is their duty to avoid plagiarism
which is copying other brands’ designs and ideas and presenting them as you own. Also, if the
content of the video shows sustainability and sustainable marketings it is more reliable and

morally high as sustainable businesses work for the welfare of society.
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CHAPTER III
METHODOLOGY

Research Approach

Mixed Method Approach has been used for the present study as the study used both

qualitative and quantitative methods (survey and interview) to collect and analyze data.

Research Philosophy

The research philosophy, used for the current study, is “Interpretivsm” that integrates
human interests into a study. It is like a social inquiry where the researcher interprets its results

and finds the in-depth details of the responses of the participants of the study(Williams, 2000).

Justification

With the increase in online shopping, brands and companies have started multiple ways
of marketing. Huder, Jans, and. Wierman (2020) mentioned that video marketing is best way of
advertisement as it involves more cusStomers, énhances their awareness and motivates them to
buy products. The study of Rizwan et al (2014) proposed that in online shopping, there are many
factors which affect the customers buying intentions. The statistical analysis of this study showed
that three significant factors are prior online buying experience, visual content in brands’
advertisement and the quality of the products shown in the videos. Bigne et al., (2005) reported
that most of the online shoppers are young adults who prefer to get knowledge about the product
before buying it. The author measured the variables by using a questionnaire and told that survey
questions can best help in getting people’s response on multiple questions that need to rated on a
5-point Likert scale. Bursch (2014) proposed that Gen z involve more in online shopping and use

technology and best way to examine it is the mixed method approach that will give both
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qualitative and quantitative information to be analyzed. The Dennis et al., (2010) proposed that
young adults, especially women and who use internet more, involve more in online shopping.
There is a gap in previous literature in examining the Gen z involvement in video advertisement
and its impact of Gen z customers’ buying decisions. Also, most of the previous studies have
used qualitative methods to collect and analyze data, the present study will use survey
questionnaire to get objective and quick details of participants. The present study is justified to
be a gateway for future studies to examine how buying intentions of Gen z are impacted by video

marketing.
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Previous Studies Justification for the Current Study
Huder, Jans, and As the study, using quantitative research method, resulted that video
Wierman (2020) marketing increases the motivation and awareness of the customers,
the present study has focused on how it increases their buying
decision.
Rizwan et al (2014) The study used focused-group interview and showed that prior online

buying experience, visual content in brands’ advertisement and the
quality of the products shown in the videos are significant predictors
of buying intentions. So the current study will explore how these
factors affect customers buying decisions.

Bigne et al., (2005) The study conducted survey and reported that, mostly customers who
affect with online videos are young. The present study will explore
how Gen z gets affected by video marketing;

Bursch (2014) The study, using mixed method approach; reported that Gen z uses
technology and watches endorsed videos. The present study will
critically analyze how it affects their buying decision.

Dennis et al., (2010) The study resultedthatdnostly;young women involve in online
shopping, so the present study will analyze how video marketing
affects their buying decision. The study used interview and the
responses were rather subjective, so the current study will use mix
method technique and results will be more valid and reliable.

Table 2: Summary of supported literature to justify the current study

Piloting

A pilot study was conducted before the larger and actual study. The pilot study had 2
phases, survey and interview. The study had five participants who were approached through
Gmail. The study questionnaire was sent to them who filled and sent back. After that an
interview was conducted with 5 of them that took 30 minutes to complete. After data collection,

statistical analysis and interpretive analysis was conducted to analyze quantitative and qualitative
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data. The Pearson Product Moment Correlation showed that the video marketing and customers’
buying intention has a significant positive correlation. The analysis of interview responses
showed people prefer video advertisements over any other advertisement source. The interview

and survey helped to know the efficiency and feasibility of the study.

Sampling Technique and Sample

Non-probability purposive sampling technique has been used in the present study. The
sample of the study is the 50 Gen z students of University of Salford Manchester who buy online

at least once in a month.

Assessment Measures

1. Questionnaire Design

e Video Advertisement Scale (Jain, Vakesh & Chaturvedi, 2018)

The questionnaire has 6-sections and each seetion is divided into a number of items. The 6
sections of questionnaire are Information,(3 items), Entertainment (4 items), Invasiveness (5
items), advertising value (3 items), Attitude (5 items) and Purchase Intentions (3 items). As this
scale covers all the important aspects of the current study, such as video advertisement,
usefulness of advertisement, customers’ attitude and their buying decision, so I chose this scale

for the current study.

2. Self-Constructed Interview Questionnaire

e Do you have attachment with the brand you buy online?
e Does video advertisement affects you buying decisions?

e What are your views about video advertisement on online channels?
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e Do you think video marketing affects Gen z consumers more than others?

e Did video marketing increase your will to buy again?

Inclusion/ Exclusion Criteria

e The data was collected only from the customers who buy online at least once in a month.
e (Customers, who regularly use social media, were included.
e Data was collected only from Gen Z students of University of Salford Manchester.

Ethical Considerations

The ethical considerations of the study are as follow:

e Permission has been taken from the university to conduct the study.,

e Consent has been taken from the participants to participate in the study.

e No one is harmed or forced to collect data.

e Results of the study have only being shated withthe supervisor of the study.

e Data, taken from previous studies; has appropriately being cited.
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Table 3.1

Descriptive, Frequency and Percentage of Demographic Variables (N=50)

Variables M SD f %
Age (years) 29.5 19.5
Gender
Male - - 20 20
Female - - 30 30
Marital status
Single - - 35 35
Married - - 15 15
Education
Undergraduate - - 15 15
Graduate - - 20 20
Above Graduate - - 15 15
Numbers of hours use social media
3 hours a day - - 15 15
5 hours a day - - 25 25
7 hours a day - - 10 10

Note. M=Mean; SD=Standard Deviation; f<frequency, %=percentage

Table 3.1 showed demographic characteristics of sample with descriptive i.e. mean, Standard

deviation, frequency and percentage.

Methodology

The present study has been conducted using a mixed method approach that contains both
qualitative and quantitative research methods. Participants of the study were approached online
to collect data. The data was collected from the University of Salford Manchester in two ways;

survey and interview. For data collection through qualitative method; 50 participants were

32



Video Marketing and Customers Buying Intentions in Gen z

surveyed online and a questionnaire was got filled by them. The questionnaire was shared in
university groups and pages for reach out to their students which will was our targeted study
population. This provided relevant data required for demographic study of Z Generation
consumers. The questionnaire took 5-7 minutes to be completed. The average responses of the
study showed a significant association between IV and DV, so there was need to get the details
of this association and ten interviews were conducted. After survey, participants were
interviewed in groups. The interview had 1 session that included 5 participants. Participants were
asked the open-ended questions to get in-depth details. After data collection from both survey

and interview, results were drawn and analyzed to draw conclusion.

Data Analysis

For the data analysis of survey, statistical analysis was- conducted and for interview
questions qualitative analysis was conducted. For quantitative analysis, Pearson Product Moment
Correlation was used and for qualitative analysis, “Interpretevism” will be used which critically

interprets and explains the data.

Survey Questions Coding

Extracts Coding

Video marketing is a valuable source of | Information

knowledge.
Video advertisements are fun to watch. Enjoyable practice
I find online videos distractive. Negative attitude

Online video advertisements are valuable and | Positive attitude

believable.

Generating Themes
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Codes Themes
e Information Information
e Knowledgeable
e Full of awareness
e Enjoyable practices Entertainment
e Amusements to watch videos
e Purchase and enjoyment same time
e Distractive Online videos Invasiveness

e Irritating online videos

e Negative attitude of customers

e Believe goods
e Useful goods

e Favorable advertisements

Advertisement values

e Preference for video advertisements
e Time allocation for online purchase

e Shop again and again

Online Buying Intentions

Interview Questions Coding

Extracts

Coding

What do you think is the most powerful online

marketing platform?

Strong channel

What are your views about video

advertisement on online channels?

Awareness of advertisement

Do online sponsored videos affect your buying

decision?

Impact of video advertisement

What platform attracts more customers?

Most appealing site
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Generating Themes

Coding

Themes

Widely used
Strong channel

Highly followed

Trustful website

Awareness of advertisement
Suggestions to improve advertisement

Personal ideas of paid videos

Customers’ choices

Impact of video advertisement
Increase in buying

More motivation in online marketing

Customers’ buying intentions

Attractive videos
Most followed visual content

Pictures and videos

Video marketing,practices

RELIABILITY AND VALIDITY

According to Sultan and Nasir Uddin (2011),validity of any construct is that it measures what it

is intended to measure: As all the constructs'and items, in the present study questionnaire, have

been adopted from previous literature, all of them have confirmed validity. The reliability, of the

survey questionnaire items, has been measured with Cronbach alpha. A desirable alpha value is

.07; greater than .07 is considered high and less than .07 is considered low. All the constructs in

the present study are considered reliable, as shown below:
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Reliability Statistics

Construct Cronbach Alpha Cronbach Alpha based on No. of Items

standardized items
Information .828 .833 3
Entertainment 872 .885 4
Invasiveness 750 755 5
Advertising Value 761 781 3
Attitude .689 714 5
Buying Intentions 911 933 3
Ethics

Research ethics is a set of rules and policies that all acaddemic institutions and
organizations must keep in view while conducting a research. The “University of Salford
Manchester requires its students and staff to apply for ethics appreval before they conduct any
research (Long & Johnson, 2007). The present”study has- followed the following ethical

guidelines:

e There must be no biases in-research objectives, research design, data collection and
results interpretation.

e The researcher must not misinterpret, fabricate or falsify the information in the research.

e Confidentiality must be maintained and results must only be shared with authorized
person (Long & Johnson, 2007).

e The research participants will represent the whole target population.

e Consent should be taken from the research participants.

e Participants will be allowed to withdraw at any time during this research.

e The identity of the participants will not be revealed.

e Academic integrity must be maintained.
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CHAPTER 1V

RESULTS

As the purpose of the study was to explore how video marketing impacts the customers’
buying decisions, mixed method approach was used for this. For analysis, two types of analyses
were run, qualitative and quantitative. In quantitative analysis, Pearson Product Moment
Correlation Analysis, Reliability Analysis, Regression analysis and mean and standard deviation
analysis was used. All the 50 participants responded on each and every statement and overall
response rate was average that means most of the participants had similar mean and standard
deviation on responses. For qualitative analysis, thematic analysis was used where the responses
of respondents from the interview questions were analyzed and results were drawn on the basis

of themes and codes.

QUANTITATIVE,ANALYSIS
Mean and Standard Deviation
As the questionnaire has 6 themes and, each theme has a set of items, theme 3 has been
reverse-coded. Data has been measured on-a 5-point Likert scale, ranging from “Strongly agree”
to “strongly disagree” (SA=1, A=2, N=3, D=4, SD=5). The mean and standard deviation of this
scale has been given in table 3.1. The raw data and details can be traced in the Appendices

section.
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Table 3.1: Mean and standard deviation of constructs

Variable Mean Standard Deviation
Information 2.317 1.038
Entertainment 2.837 0.968
Invasiveness 2.183 0.840
Advertising Value 2.538 1.073
Attitude 2.442 0.873
Buying Intentions 2.250 0.852

Table 3.2

Descriptive statistics and Reliability of Study Variables (N=350).

Scale a k Range M SD

Potential Actual

Information .82 03 9-12 0-15 2.32 1.04
Entertainment .87 04 10-18 0-20 2.84 1.98
Invasiveness .76 05 9-22 0-25 3.22 1.78
Advertising Value 78 03 9-12 0-15 2.54 1.07
Attitude .62 05 9-28 0-25 2.44 0.87
Buying Intentions 75 03 10-13 0-15 2.25 0.85

Note a = reliability coefficient, k = no. of items in scale and subscale, M= mean, SD= Standard

deviation
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As the number of items, reliability and average range of scores is important to analyze in
quantitative study, the above table is depiction of these three important steps. The table is
showing that all the constructs of online marketing scale have good reliability coefficient. The
reliability coefficient of “Attitude” is a little lower than others but overall the reliability results
are higher that shows that that this scale is an excellent tool to measure online or social media
marketing. The numbers of items in each construct have been discussed and mean and SD has
been coded that shows that majority of the responses fall under an acceptable range and there is
no outlier in the data. by comparing with actual ranges, the potential ranges show that most of

the participants scored on :Agree” and “Highly Agree” option on 5-point Likert scale.
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Table 4.2

Pearson Product moment correlation between Demographics,

Buying Intentions of Gen z Customers (N=50)

Video Marketing and Customers’

2 3 4 5 6 7 8 9 10 11
Gender -29 -.12 -.14 -.14 -.18 .03 -.01 -.54 A45%* A48%*
Marital Status - 23 34** | 25 .64 .04 -26%*% | 14 24 .34
%

Education - - .13 .02 .20% 23 -.03 .86 .34 -.09

Age - - - .02 A3%x | D3k 24 34x* | ]5% .89**

Hours of Social | - - - - 23%%%k | 34 .08 .64 .16* 39%

Media use

Information - - - - - 43 31* 45 35% 08*

Entertainment 34% 23 34% 41

Invasiveness - - - - - - JI8F* | 45%* | 45E**
* %

Advertising - - - - - - - 65%% | Dgkwk

Value *

Buying - - - - - - - - 45%%x

Attitude

Buying - - - - - - - - -

Intension

Pearson Product Moment Correlation between Demographics, Video Marketing and Customers’

Buying Intentions of Gen z Customers (N = 50)
Note: *** p=.001; ** p=.01; * p=.05.
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The above table is showing the relationship of the constructs of the questionnaires and the
demographic variables with each other. The table is showing that the first demographic variable
“Gender” has only significant positive relationship with two constructs of video marketing scale,
“Attitude” and “Buying Intention”. The Marital status” has a positive significant relationship
with “Age” and a significant negative relationship with “Advertising Value”. The third
demographic variable “Education” has a significant positive relationship with only one construct,
“Information that shows the more a person is educated the more he will have information about
video marketing. The demographic variable “Age” has a significant positive relationship with all
constructs of the scale except “Invasiveness”. As the mean of the age was 29.5, this shows that
people falling in Gen z age range are more knowledgeable, affects by the ‘video advertisement,
enjoy online buying more and develop buying intentionssmore. Numbers of hours spent using
social media were highly positively correlated with information that shows the more the
customers use advertisement on social media the more they have information about online video

marketing.

Next, among the constructs of the scale, the “Information” is highly positively correlated
with “Invasiveness”, “Attitude’ and “Buying Intentions”. The next construct “Entertainment” is
highly correlated with “Invasiveness” and “Buying Intentions”. Invasiveness has a significant
positive relationship with advertising value, attitude and buying intention in video marketing.
The “attitude” has a significant positive relationship with customers’ Buying Intention. The
above drawn table of Pearson Product Moment Correlation shows that age and gender have
significant positive relationship with study variables. In the constructs of the scale, almost have a
significant relationship with customers buying intentions, except marital status, education and

entertainment.

41



Video Marketing and Customers Buying Intentions in Gen z

Table 4.3

Hierarchical Multiple Regression Analysis of Customers’ Buying Intentions (N=50)

Predictors Performance

AR? B
Block 1 25
Gender .09%*
Marital Status 15
Education .09
Age J33*
Block 2 45
Entertainment .67
Invasiveness 57*
Advertising Value 48%*
Attitude S53%*
Buying Intentions 49%*
Total R? 32
Note. *p<.05

The above table of regression is showing the impact of demographic variables and scale
constructs of the online video marketing on the customers buying intentions. All the
demographic variables including gender, marital status, education and age were entered in block

1, with 25% variance in customers buying intentions explained by these demographic variables.
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All the study variable constructs including information, entertainment, invasiveness, advertising,
attitude and buying intention were added in block that created 45% variance in customers buying

intentions with F (12, 87) = 1.94, p=<.05.

Summary of the Findings

The summary of the quantitative analysis is as follow:

e Gender had a significant positive relationship with attitude and buying intentions.

e Education had a significant positive relationship with “Information.

e Age had a significant positive relationship with all the consttucts)of the study, except
invasiveness.

e Marital status had significant negative relationship withiinvasiveness.

e Information” was highly positively correlated withi “Invasiveness”, “Attitude” and
“Buying Intentions”.

e Entertainment” ~was highly pesitively-.correlated with “Invasiveness” and “Buying
Intentions™.

e Invasiveness had a significant positive relationship with advertising value, attitude and
buying intention in video marketing.

e The “attitude” had a significant positive relationship with customers’ Buying Intention.
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QUALITATIVE ANALYSIS

The interview was conducted in I session with 4 of the 50 respondents who scored high in
quantitative survey and responses were recorded and transcribed later. As the responses attained
from quantitative methodology were not enough for a detail critical analysis of how video
marketing affects customers’ buying decision, a detailed thematic analysis for of the interview

responses is mentioned below:

Q1. Do you have attachment with the brand you buy online?

The first question of the interview was quite random and simple where customers were
offered to respond any kind of brand attachment just to get comfortable with the participants and
build rapport. The participants reported that brand attachment isysomething that develops very
soon once you starts taking interest in the brand, keep checking their updates on social media and

keep buying at least once in a month. A respondent reported-that:

“Attachment of brand is like an emotional conmection of customers with their brand and we feel

like our favorite brand is directly connected with our hearts”.

Another respondent reported that:

“We keep checking if Zara has updated any new post regarding new and fresh collection

of trendy suits. We love to wear trend and our brand is our best choice ever”.

Most of the respondents reported that we have a deep understanding and cooperation with
our brands and if sometimes we have to pay a little higher as delivery charges or taxes, we bear it

as our brands have been always successful in bringing the latest and unique products to us. As all
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the participants were students, they said that we use social media and do follow our favorite

brands on Instagram and thus we buy through Instagram easily.

Q2. Does video advertisement affects your buying decisions?

As respondents had already discussed about how they follow their brands on social media
and keep checking new updates, they were asked about video advertisement and how it affects
their buying decision. As the quantitative analysis has shown that video marketing is a
significant predictor of customers’ buying intentions, the thematic analysis was used to go deeper
and get information in how many ways the video marketing impacts customers’ buying behavior.

One of the respondents replied that:

“video advertisement is the most widely viewed and appreciated by the customers because it
gives a complete picture and a visual representation of whet the product is all about and it

becomes easier for customers to decide whethenthey-should buy that product or not”.

Majority of the participants responded that'video marketing is a strongest way to deliver
message to the target population and it answers our all query in just one video. They said that
video advertisement appeals to the senses of the people and the exciting short ads during using
social media like YouTube captivate the attention of the users instantly. This makes them search

more about the brand and creates an urge to buy that product. Another participant said:

“Video marketing does affect customers’ buying intention because the brands demonstrate their
product in videos and give “How-to” information that makes it easy for the viewer to buy and

use that product”.
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Many of the respondents reported that sharing and re-sharing process of online brands’
videos on social media has made video marketing more useful. Almost every social media user,
when he watches a useful endorsed video of any product, shares with his friends and thus it
increase the brand awareness. They said that people also comment on such videos on social
media platforms that help other users know about the brand easily. With thematic analysis of
respondents’ reviews, it was revealed that most of the Gen z customers and overall social media
users use mobile phones for videos watching and it is easier for them to watch short video ads
without skipping. This not only increases brands position but also enhances customers buying

intentions.

Q3. What are your views about video advertisement on online ¢channels?

When customers were asked about what they. believe ‘about video marketing, the
responses were rich and worth analyzing. Some .of the, respondents said that customers prefer
watching videos more than pictures or reading blogs about the products. The reason is videos,
made by brands and companies are intefesting and-detailed enough within shortest time. Some of
them reported that the companies, such as Amazon, Alibaba etc prefer making videos and it is
seen that products with interesting and exciting videos are more searched and bought on these
two platforms. They said that companies get double profit when they advertise their product
through social media. First, their selling increases and second, their videos get millions of views
on social media that pays them back ultimately. There were respondents who said that search
engine shows the videos of marketing and brands on the top of search history and thus helps the
searchers to get to the brand directly after watching their endorsed content in online videos. One

of the respondents said:
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“The online videos of brands have personalized content that makes the viewer feel like this
product is especially designed for him. This creation of emotional bond strengthens the
relationship between brands and customers buying intentions”.

Another respondent said that:

“People are busy in their lives and they don’t have time to search and get information about
products and brands. Watching videos reduces our time and increases our interest in products.
We usually buy the product we watch in videos or we add those products in cart to buy later”.

Most of the respondents reported that in online videos, two things captivate our attention;
movements and sounds. The still is boring and moving around is liked by all. Furthermore they
said that we, as human beings, have short attention spans and videos are best to describe about a
brand and help us to decide whether we should buy t or not:

In today’s age, marketing is more about storytelling than just selling your product. In
case of video marketing, brands tell stories to. theitytarget population and attain their attention
within no time. Another participant reported that:

“Today, people are'educated, well-to-do and entertainment-loving. So videos are that important
step taken by brands that has added much love, excitement and entertainment in buying online”.

Participants reported that video marketing increases the revenue of brands and they
produce more reliable and fine stuff for their customers. One of the participants said that:

“People want to get engaged and affiliated with their favorite brand and videos allow us to talk
to our favorite influencers and know their experiences about the brand we want to purchase”.

Q4 Do you think video marketing affects Gen z consumers more than others?

Participants were asked does video marketing has a significant impact on Gen z

customers as this age range is the young and energetic people who aspire to their career, shop
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more online and have more excitement for different plans and projects. The respondents gave
answers and most of them agree with the statement that video marketing impacts Gen z
customers highly positively. They reported that Gen z uses social media more than other
generations and they take more interest in brands and products that are sold out online. They wait
for new updates and new arrivals and keep checking new posts from brands. Their excitement
makes them go for the short videos, endorsed video content by social media influencers and 30
second ads on YouTube to know more and more bout products and services they want to buy
online. Majority of the participants reported that brands main target is Gen z as they buy more
than others; that is why they make videos as advertisement tool and attract young generation
towards their product. They also reported that brands not only make videos themselves, they hire
branding agencies and social media influencers for endorsement. The branding agencies make
T.V ads and social media influencers endorse and promote theitr’products in their videos. This is
how, the followers of the social media influencersiget excited and buy the products they saw

their favorite influencer using. One of therespondents said:

“Our favorite bloggers, vioggers and socialmedia starts are our inspiration and we trust them.

When a product is approved by them, we are sure it will benefit us too”.

The thematic analysis showed that most of the video marketing is done through
Instagram, YouTube, Face Book, Twitter and Google and these platforms are widely and
dominantly used by Gen z people. That is why the video marketing directly affects Gen z

customers’ buying intention. A respondent said:

“The rating of social media apps is because of the endorsed and advertised video content

that is watched by the Gen z customers for millions of time. The viral marketing and widely
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shared video marketing affects the Gen z customers in a way that they make their mind to buy the

product they find useful and reliable”.
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Chapter V

DISCUSSION

As the present study was conducted to explore how video marketing affects customers’
buying intentions, the quantitative survey and interview (qualitative) was conducted that showed
that there is a significant positive relationship between video marketing and customers’ buying
intentions. Also, it showed that video marketing, entertainment, advertising value, invasiveness

and information are significant predictors of customers’ attitude towards buying online.

The main objective of the study was to find out the relationshipybétween video marketing
and customers’ buying intentions. The findings of the quantitative\study show that “Information”
is highly positively correlated with “Invasiveness”, “Attitude” and>“Buying Intentions”. The
endorsed videos that have useless information amd' have <content that doesn’t involve the
customers with the brand, have less credibility ‘and likewise the rich content affects the
customers buying decision. The next( construct “‘Entertainment” is highly correlated with
“Invasiveness” and “Buying Intentions”. “Invasiveness” has a significant positive relationship
with advertising value, attitude and buying intention in video marketing. This shows that
intrusiveness must be there in video marketing and the brands must represent their values in their
endorsed videos. If brands and companies hire social media influencers, they must be very
careful in terms of the ethical, moral and social background of the influencer and if the person
has good taste to represent the brand to the target customers (Dennis et al., 2010). The “attitude”

has a significant positive relationship with customers’ Buying Intention.

The interviews of the participants told that video marketing provides deeper

understanding of the product, in better way than any other type of advertisement. The content
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analysis of the interview shows that video advertisement is the most widely viewed and
appreciated by the customers because it gives a complete picture and a visual representation of
what the product is all about and it becomes easier for customers to decide whether they should

buy that product or not.

Another main objective of the study was to explore the role age in terms of impact of
video marketing on online shopping. The results of the study showed that majority of the
participants reported that young generation, which is generation z, uses social media more than
other people and thus have better understanding of online shopping and marketing. The findings
of previous studies, mentioned in this research, are consistent with.theresults of the study and
show that most of the online users are gen z customers who have.keen observation in video
marketing and marketing affects them the most. The Dennis et al.;(2010) proposed that young
adults, especially women and who use internet mor¢, ivolve more in online shopping. It is often
seen that such people buy online products- impulsively and their buying decision is highly
affected by social media advertisement. These observations are consistent with the findings of
the study of Bigne et al (2005). He reported that most of the online shoppers are young adults
who prefer to get knowledge about the product before buying it. Bursch (2014) proposed that
Gen z involve more in online shopping and use technology like online videos (review videos,
endorsed videos, etc) or other visual content before buying anything online. The present study
showed that the more there is entertainment and reliability in the advertisements or videos of
marketing, the more Gen z will trust the brands and buy their products. Another study of
Veirman (2017) showed that in online buying intentions, the credibility and followers of online

websites and endorsed videos are most important predictors. The interviews and the results of
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survey showed that video marketing is the strongest predictor of customers’ buying intentions

and is widely trusted and recommended.
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CHAPTER VI
CONCLSION

Video marketing has become the most influential and powerful tool for online
advertisement as it presents a visual display of products which attracts more customers and
increases brands’ awareness. Social media influencers are used strategically in video marketing
through active campaigns for promotional purposes. The literature review showed that the
content of the endorsed videos, trendy products, real content and appealing social media
influencers can create and mould customers’ buying decision. The likes, comments, shares and
reviews on social media endorsed videos are some of the significant factors)that affect customers
buying decisions. After analyzing the role of these applications, it is/clear that these platforms
help business in product hunting, product ranking and reaching thesrights customers. Also, they
help customers to discover and buy products and“interact with other customers to know their
views on certain products which help the cuStoniers in buying decisions. Video advertisement
appeals to the senses of the people and the exciting short ads during using social media like
YouTube captivate the attention of the users instantly. This makes them search more about the
brand and creates an urge to buy that product. The students of the Salford University have shown
that they share the video advertisements with their friends and family and thus more people buy
products from them. Products with interesting and exciting videos are more searched and bought
on these two platforms. Two other factors that can change people’s view about video marketing
are movements and sounds in the videos. It’s all about customers’ interest, entertainment and
trust that can make a big difference in selling of products and services online. Gen z uses social
media more than other generations and they take more interest in brands and products that are

sold out online. They wait for new updates and new arrivals and keep checking new posts from
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brands. The new trend in Vlogging and blogging has made video marketing more popular in
customers’ view and they buy out of their needs or wants as well as buy impulsively. The present
study has shown that the video marketing is the significant predictor of customers buying
intentions in Gen z customers. The study has suggested that online brands must add more
entertainment, credibility, information and real content in their videos to increase customers’

trust and buying intentions.

54



Video Marketing and Customers Buying Intentions in Gen z

REFERENCES

Bigne, E., Ruiz, C., & Sanz, S. (2005). THE IMPACT OF INTERNET USER SHOPPING
PATTERNS AND DEMOGRAPHICS ON CONSUMER MOBILE BUYING BEHAVIOUR.
6, 17.

Bursch, D. (2014). Managing the Multigenerational Workplace. 18.

Barone, A. (2020). Digital Marketing. Investopedia.
https://www.investopedia.com/terms/d/digital-marketing.asp

Brown, D., & Hayes, N. (2008). Influencer marketing. Routledge.

Balaban, D., & Mustatea, M. (2019). Users’ perspective on the credibility of social media
influencers in Romania and Germany. Romanian Journal of Communication and Public
Relations, 21(1), 31-46.

Bakker, D. (2018). Conceptualizing influencer marketing. Journal “of emerging trends in
marketing and management, 1(1), 79-87.

Costa-Sanchez, C., 2017. Online Video Marketing~Strategies.» Typology by Business
Sector. Communication & Society, 30(1).

Childers, C. C., Lemon, L. L., & Hoy, M. G. (2019). #Sponsored# Ad: Agency perspective on
influencer marketing campaigns.douknal” of Current Issues & Research in
Advertising, 40(3), 258=274.

Chai, W. (2020). What is E-Commerce? Definition and Meaning. SearchCIO.
https://searchcio.techtarget.com/definition/e-commerce

Choudhary, N., Gautam, C., & Arya, V. (2020). DIGITAL MARKETING CHALLENGE AND

OPPORTUNITY WITH REFERENCE TO TIKTOK-A NEW RISING SOCIAL

MEDIA PLATFORM. Editorial Board, 9(10).

Djafarova, E. and Bowes, T., 2021. ‘Instagram made Me 1'buy it’: Generation Z impulse
purchases in fashion industry. Journal of Retailing and Consumer Services, 59, p.102345.

Erdogmus, I.E. and Cicek, M., 2012. The impact of social media marketing on brand
loyalty. Procedia-Social and Behavioral Sciences, 58, pp.1353-1360.

Estay, B., (2020), Instagram Influencer Marketing: The Organic Superfood You Need To Fuel Your

Ecommerce Store, https://www.bigcommerce.com/blog/instagram-influencer-

marketing/#influencer-marketing-on-instagram, Accessed on 15.05.2021



https://www.investopedia.com/terms/d/digital-marketing.asp
https://www.bigcommerce.com/blog/instagram-influencer-marketing/#influencer-marketing-on-instagram
https://www.bigcommerce.com/blog/instagram-influencer-marketing/#influencer-marketing-on-instagram

Video Marketing and Customers Buying Intentions in Gen z

Enke, N., & Borchers, N. S. (2019). Social media influencers in strategic communication: A
conceptual framework for strategic social media influencer communication. /nternational
Journal of Strategic Communication, 13(4),261-277.

Erz, A., & Christensen, A. B. H. (2018). Transforming consumers into brands: tracing
transformation processes of the practice of blogging. Journal of Interactive
Marketing, 43, 69-82.

Ge, J., & Gretzel, U. (2018). Emoji rhetoric: a social media influencer perspective. Journal of
Marketing Management, 34(15-16), 1272-1295.

Hwang, J., & Kandampully, J. (2012). The role of emotional aspects in younger consumer-
brand relationships. Journal of Product & Brand Management, 21(2), 98-108.

Hudders, L., De Jans, S., & De Veirman, M. (2020). The commercialization of social media
stars: a literature review and conceptual framework on the strat€gi¢ use of social media
influencers. International Journal of Advertising, 1-49.

Johnson N., (2020), Blogging is the key to Influencer Marketing;
https://www.inmotionhosting.com/blog/blogging-is-the-key-to-influencer-marketing/,
Accessed on 15.05.2021

Jain, G., Rakesh, S., & Chaturvedi, K. (2018). Online, Vidéo Advertisements’ Effect on Purchase

Intention: An Exploratory Study®yon Youth. International Journal of E-Business

Research, 14, 87-101. https://dot.org/10.4018/IJEBR.2018040106
Kininmonth, C., (2019), Seth Godin Quotes from This is Marketing, Purple Cow and Linchpin,

The Growth Faculty,
https://www.thegrowthfaculty.com/blog/sethgodininspirationalquotes, Accessed on
22.07.2021

Kahawandala, N., & Peter, S. (2020). Factors affecting Purchasing Behaviour of Generation Z.
10.

Khurana. (2019). Is E-Commerce Right for Your Business? Check the Pros and Cons. The

Balance Small Business. https://www.thebalancesmb.com/ecommerce-pros-and-cons-
1141609

Ku, W. X, Lim, S. S., Look, K. S., & Tan, W. H. (2019). Investigating tourist's behavioral
intentions using stimulus-organism response theory (Doctoral dissertation, UTAR).

Kose, U., & Sert, S. (2017). Improving content marketing processes with the approaches by

56


https://www.inmotionhosting.com/blog/blogging-is-the-key-to-influencer-marketing/
https://doi.org/10.4018/IJEBR.2018040106
https://www.thegrowthfaculty.com/blog/sethgodininspirationalquotes

Video Marketing and Customers Buying Intentions in Gen z

artificial intelligence. arXiv preprint arXiv:1704.02114.

Long, T., & Johnson, M. (2007). Research Ethics in the Real World: Issues and Solutions for
Health and Social Care Professionals. Elsevier Health Sciences.

Lockett, A. R. (2013). Online Marketing Strategies for Increasing Sales Revenues of Small
Retail Businesses. 148.

Lin, X., Wang, X., & Hajli, N. (2019). Building E-commerce satisfaction and boosting sales:

The role of social commerce trust and its antecedents. International Journal of Electronic
Commerce, 23(3), 328-363.

Murphy, P.E., Laczniak, G.R., Bowie, N.E. and Klein, T.A., 2005. Ethical marketing.

Mou, J. B. (2020). Study on social media marketing campaign strategy--TikTok and
Instagram (Doctoral dissertation, Massachusetts Institute of Technology).

Michaud, C., & Llerena, D. (2011). Green consumer behaviour: An experimental analysis of
willingness to pay for remanufactured products. Business Strategy.and the Environment,
20(6), 408—420. https://doi.org/10.1002/bse.703

Mohammed, A.B., 2018. Selling smartphones to generation'Z: Undetstanding factors influencing
the purchasing intention of smartphone. International. .Journal of Applied Engineering
Research, 13(6), pp.973-4562.

MediaKix, (2020), Millennials Trust, Youtube Product Reviews From Top
YouTubers,https://mediakix.com/blog/youtube-product-reviews-from-youtubers-trusted-
by-millennials/; Accessed on 15.05.2021

Nafees, L., Cook, C.M. and Stoddard,”J.E., 2020. The Impact of the Social Media Influencer

Power on Consumer Attitudes toward the Brand: The Mediating/Moderating Role of
Social Media Influencer Source Credibility. Atlantic Marketing Journal, 9(1), p.3.

Ramsunder, M. (2011). THE IMPACT OF SOCIAL MEDIA MARKETING ON PURCHASE
DECISIONS IN THE TYRE INDUSTRY. 130.

Rothman, R., & Marion, S. F. (2016). The next generation of state assessment and
accountability. Phi Delta Kappan, 97(8), 34-37.
https://doi.org/10.1177/0031721716647016

Sama, R. (2019). Impact of Media Advertisements on Consumer Behaviour. Journal of Creative

Communications, 14(1), 54—68. https://doi.org/10.1177/0973258618822624

57


https://mediakix.com/blog/youtube-product-reviews-from-youtubers-trusted-by-millennials/
https://mediakix.com/blog/youtube-product-reviews-from-youtubers-trusted-by-millennials/

Video Marketing and Customers Buying Intentions in Gen z

Shahjee, R. (2016). THE IMPACT OF ELECTRONIC COMMERCE ON BUSINESS
ORGANIZATION. 4, 11.

Sama, R., 2019. Impact of media advertisements on consumer behaviour. Journal of Creative
Communications, 14(1), pp.54-68.

Tuten, T. L. (2020). Social media marketing. SAGE Publications Limited.

Veissi, L. (2017). Influencer Marketing on Instagram.

Wu, Y. L., & Li, E. Y. (2018). The marketing mix, customer value, and customer loyalty in
social commerce: A stimulus-organism-response perspective. Internet Research, 28(1),
74-104.

Wood, S. (2018). Generation Z as Consumers: Trends and Innovation. 3.

Wibowo, A., Chen, S.C., Wiangin, U., Ma, Y. and Ruangkanjanases, A., 2021. Customer
Behavior as an Outcome of Social Media Marketing: TheyRole of Social Media
Marketing Activity and Customer Experience. Sustainability, 13(1), p.189.

Xiao, M., Wang, R., & Chan-Olmsted, S. (2018). Factorsmatfecting YouTube influencer
marketing credibility: a heuristic-systematic - model. Journal of media business
studies, 15(3), 188-213.

Xiao, Y., Wang, L. and Wang, P., 2019, October,/Research on the influence of content features
of short video marketing on eénsumer purchase intentions. In 4th International
Conference on Modern Management, “Education Technology and Social Science

(MMETSS 2019) (pp. 415-422). Atlantis Press.

58



Video Marketing and Customers Buying Intentions in Gen z

Online Marketing Questionnaire

Information

Strongly

Disagree

Disagree

Neutral

Agree

Strongly
Agree

Online video advertisements are a valuable

source of product/ Service information.

Online video advertisements are a convenient

source of Product/service information.

Online video advertisements help keep me up to

date.

Entertainment

Online video advertisements are fun to watch.

Online video advertisements are clever and

quite entertaining.

Online video advertisements do not just sell—

they also entertain me.

Online video advertisements are often amusing.

Invasiveness

I find online video advertisements distracting.

I find online video advertisements intrusive.

I find online video advertisements irritating.

I find online video advertisements invasive.

I find online video advertisements interfering.
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Advertising Value

Online video advertisements are useful.

Online video advertisements valuable.

Online video advertisements important.

Attitude

Online video advertisements are favorable.

Online video advertisements are pleasant.

Online video advertisements are convincing.

Online video advertisements are believable.

Online video advertisements are good.

Purchase Intention

Given the chance, I predict that I would
consider buying products that are advertised

through online video advertisements.

It is likely that I will actually buy products that
are advertised through online video

advertisement in the near future
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TRANSCRIPTS OF THE 3 INTERVIEWS

Interview 1

Interviewer: Do you have attachment with the brand you buy online?

Respondent: Yes, I do.

Interviewer: Does video advertisement affect you buying decisions?

Respondent: Yes it does. Also, use social media and do follow our favorite brands on Instagram
and thus we buy through Instagram easily. This not only increases brands position but also
enhances customers buying intentions.

Interviewer: What are your views about video advertisement on“online/channels?
Respondent: Video advertisement has more powerful influence=over other advertisements.
Customers prefer watching videos more than pictures_ or reading blogs about the products. The
reason is videos, made by brands and companigs arejinteresting and detailed enough within
shortest time.

Interviewer: Do you think video marketing affects Gen z consumers more than others?
Respondent: Most of the video marketing 45 done through Instagram, YouTube, Face Book,
Twitter and Google and these platforms are widely and dominantly used by Gen z people. That is
why the video marketing directly affects Gen z customers’ buying intention.

Interviewer: Did video marketing increase your will to buy again?

Respondent: Yes, it did because when I watch videos I see original content and 90% of the

times I receive my parcel with products I watched in video.
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Interview 2

Interviewer: Do you have attachment with the brand you buy online?

Respondent: Yes, I do because brand attachment is something that develops very soon once you
starts taking interest in the brand, keep checking their updates on social media and keep buying
at least once in a month.

Interviewer: Does video advertisement affect you buying decisions?

Respondent: Yes because video advertisement is the most widely viewed and appreciated by the
customers because it gives a complete picture and a visual representation of what the product is
all about and it becomes easier for customers to decide whether they should buy that product or
not.

Interviewer: What are your views about video advertisement onconline channels?
Respondent: Companies, such as Amazon, Alibaba‘etc prefér. making videos and it is seen that
products with interesting and exciting videos)are 'more searched and bought on these two
platforms. If videos have strong rich €ontent-and~attractive colors and objects, it is sure to
captivate customers’ attention.

Interviewer: Do you think video marketing affects Gen z consumers more than others?
Respondent: The rating of social media apps is because of the endorsed and advertised video
content that is watched by the Gen z customers for millions of time. The viral marketing and
widely shared video marketing affects the Gen z customers in a way that they make their mind to
buy the product they find useful and reliable.

Interviewer: Did video marketing increase your will to buy again?
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Respondent: Yes, it did and I buy more if once I see the product first in videos because when I
watch videos I see original content and 90% of the times I receive my parcel with products I

watched in video.

Interview 3

Interviewer: Do you have attachment with the brand you buy online?

Respondent: Yes, I do have. We keep checking if Zara has updated any new post regarding new
and fresh collection of trendy suits. We love to wear trend and our brand is our best choice ever”.
Interviewer: Does video advertisement affect you buying decisions?

Respondent: Video marketing is a strongest way to deliver message toithe target population and
it answers our all query in just one video. Video advertisement, appeals to the senses of the
people and the exciting short ads during using social media like YonTube captivate the attention
of the users instantly.

Interviewer: What are your views about video advertisement on online channels?
Respondent: Search engine shows the!videos of ‘marketing and brands on the top of search
history and thus helps the searchers to get 4o the brand directly after watching their endorsed
content in online videos.

Interviewer: Do you think video marketing affects Gen z consumers more than others?
Respondent: Yes, It does. Our favorite bloggers, vloggers and social media starts are our
inspiration and we trust them. When a product is approved by them, we are sure it will benefit us
too.

Interviewer: Did video marketing increase your will to buy again?

Respondent: Yes, it did because when I watch videos I see original content and 90% of the

times I receive my parcel with products I watched in video.
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Interview 4

Interviewer: Does video advertisement affect you buying decisions?

Respondent: Video marketing is a strongest way to deliver message to the target population and
it answers our all query in just one video. Video advertisement appeals to the senses of the
people and the exciting short ads during using social media like YouTube captivate the attention
of the users instantly

Interviewer: What are your views about video advertisement on online channels?
Respondent: The online videos of brands have personalized content that makes the viewer feel
like this product is especially designed for him. This creation of emotienal)bond strengthens the
relationship between brands and customers buying intentions. Also, people want to get engaged
and affiliated with their favorite brand and videos allow us to talk to our favorite influencers and
know their experiences about the brand we want to puschase.

Interviewer: Do you think video marketing-affects Genz consumers more than others?
Respondent: Yes, I believe so as this age range is the young and energetic people who aspire to
their career, shop more online and have more,eXcitement for different plans and projects.
Interviewer: Did video marketing increase your will to buy again?

Respondent: Yes, it did because when I watch videos I see original content and 90% of the

times I receive my parcel with products I watched in video.
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