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How to arrange images carefully when
esigning digital video advertisements?

INSIGHTS FROM AN EXPERIMENTAL STUDY

his article will share recent
PhD findings ofa study con
ducted on consumer visual
memary and digital video
advertising strategies submitted to
Griffith University, Australla, This
study consists of two experiments
which investigated the consumar vi-
sual memory for digital video .ld.m
tisements based on the

anal memaory remaing relatively un-
explored in advertising, as it needs
m combine with social psychology.
ly, this article
r.ht\se two knowledge gaps by inte-
grating the two different fields of
advertising nnd social psychology to
nelp digital video ndvmi:s’ng Agen-
cles to carefully design their adver-
b "

m.s“mptmn: of twn social psychal-
y theories which are el

the images
propecly within the videa.

l]kslmncsﬂ maodel and social infor-
mation processing theary by Wyer
2003,
Importance of images when de-
signing video advertisements?
Video marketing i unique
among online marketing methonLﬁ.

Video cap
asks for a mrnprehemive descrip-
tion of videns, although detailed de-
scriptions of individual objects are
not commonly included. Maost meth-
ods employ frame-level intertan-
gled features among ohjects while
uaininF, which makes detecting
isd E i ips diffi-

1t only tukes one video
campidgn to build up highly rr
grL&'ﬂ traffic for & Jong time, In gen-
eral, most marketing research tools
are verb-centric and need to be en

culr. Without identifying the classes
and locations of distinct objects nor
determining the transition paths
ameng them, these data-driven im-

riched with techni that accom-
maodate non-verbal expressions of
perception as all these stimuli reach
the brain through visual systems.
Hence, urranging visuals carefully
when designing digital video ad.

d video cap methods
simply cannot explain the activities
based o visual features alone, The
objects in a visualaze placed o serve
u variety of functions, such as draw-
ing the Viewer's 1|Ienh<m|0'| ceriain

ver becomes
Through two qualitative field er'perl
ments, we found that digital video
advertisements will become suc-
cessful and will render several ben-
efits 1o the viewers, if it is arranged
by econsidering ‘social cognitionl
The goal of social cognition & to pro-
vide mechanistic, process-orient-
ed explanations of complex social
phenomena, The five social cogni-
tion stages of information retrieval;
eomprehension of the information;
encoding the information; attitude
persuasion and consumer decision
making were nsed in this study 1w
evaluate the consumer visual mem-
ory Tor digieal video advertisements.
Over two decades agn, Research-
ers identified that consumer re-
search has largely ignored product
relevant information stored in visual
memory. Fven after 20 years later,
this concept was echoed by remind
ing that most marketing research
tools are verb-centric and need to
be enriched with techniques that
accommodate  non-verbal expres-
sions of perception and learning
as all these stimuli reach the hrain
through visual systems. However, re-
cently Hesearchers identified that o
combination of topics such 3 visual
ing; social vi-

place or a visual flow
from top to bottom. Since the back-
ground objects are niticeahle in an
advertisement, organising the ob-

Jects properdy throughout the scenes

Decomes important.

In the next section, we discuas
about these five important digital
viden advertising strategies which
will help you 1o understand your au-
dience.

Informarion Retrieval: Object In-
formation Memory

Memory tesearch has taught
us that human memory is fallible,
imprecise and susceptible to inter-
forence. Although ohservers are
capable of recalling thousands of
images, it is widely assumed that
these memories lack details. In con-
erast to this assumption, we show
here that long-term memory cen
store many ohjects with details from
an image. Major findings from these
o experiments indicated that al-
though participants were able 10
rnr_ﬂde large abjects (such as build-

furniture, walls, garden, trees)
mth asize of more than a guarter of
the visual, smaller objects were not
noticed during the viden viewing,
such as floating brand logn, floating
brand quota, or brand namawithin
the adver - This was found

sual memory; n?pl_ulc o vivwi ing of vi-

o be dug 1o tiﬂ.‘ abstract view in digi-
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tul video advertisements.

Thus, digital video advertise
ments were found 1o be ineffective
in viewing smaller objects occupy-
ing less than 2/3 of the screen. De
veloping an effective system for de-
tecting small moving ohjects poses
soveral challenges, for example, 2
non-invasive detection method for
honeybees must not interfere with
their flight during recording. Due
to the lack of visual information in
a high-reselution video, it becomes
harder to detect tiny objects. Visuals
on object information memory lit-
erature supports the contention that
viewers remember the olject infor
mation mostly by activaling strare
gic memory.fesearch has shown
that eye movements are closaly as-
sociated with cognitive funcfions
such as sttention, memory, and de-
cision-making. Besides revealing in-
formation about feelings and desites
to others, eye movements can niso
be actively invelved in brain func
tions., Furthes, strategic memary
activation can be done by adding vi-
sual details of previously viewed ob-
jects, such as repeating the product
information in more than one or two
scenes within the advertisement,

Comprehension  of the Infor-
mation: Visuals with Mubti-Colrural
Symhaols

Advertising that is multicultural
ar integrated = a methed of adver-
tising that seeks simultaneously to
reach culiurally diverse audiences
thraugh lhE de&'el.opmenl of cultural

T e
spurces, symbals, '?udjllona, beliefs,
values, attitudes, andjor objects)
from multiple cultural backgrounds
In this context, multeuliural adver-
tiging is regarded as an inmovative
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way to reduce costs while targeting
diverse consumer segments. In aca-
demic marketing literatare, it has
been suggested that the muorketing
ices of firms operating in differ
rultures would be fundamentally
different, Several conceptual angu-
ments have been developed in the Lit-
erature that are based on the premise
that different cultures have u differ-
ent marhel structure, demand pat-
tern, and buyer behaviour, which has
led to the assumption that marketing
practices of companies from diverse
cultures will also differ.

The visnals depicting locations
associnted  with  cultural
{for example: Japanese Temples/ The
fleur de Lys/ Taj Muhal/ African E-
ephants] in advertisements played a
vital role dee to the different atmo-
spheres plesmled to customers from
difforent  countries. For w.nmphl.

Dy Sara Quach
Senior Lecturer at Griffith Univer-
sity, Australia

cultural architecture. This aspect was
found to be an attractive attrbute for
mon-Aslans as they are net familiar
with the locations and the ability to
Took at a different place makes them
curious to watch the entire advertise-
ment by further facilitating informa-
tion retrigval process.

Encoding of Iaformation; Iuter-
wultural commimication through com:
paring marketing mix elements

Marketing mix elements can be
considered as the mest visible activ-
ity within a eompany, and these are
heavily influenced by cultures, which
are widely recopnised as important
factors economic  developrment,
demagraphic behaviour, and general
business policies arcund the world,
The 4Ps of price, product, place, and
promation can divect how people in-
terpret the messeges they receive.
Extensive use of multi-cultural sym-
bols within the advertisements can
incrense the intercultural communi-
cation aspects by making it compara-
ble with different marketing mix ele-
ments ased in different countries. For
example, comparing quality levels of
the preduct based en the price we pay
{Price), different elements associated
with the praduct in different countries
(Product), ease of access (Place} and
different promotional channals (Pro-
motions). For example, McDonalds
mienw in India has no beef or pork
procucts,

Adtitude  Persupsion: Emotional
engagement through siory-based vid-
e0 advertisements

People prefer to think in narra-
tives rather than in thus

apart from their competition while
alse assisting in the development of
new or existing relatonships with po-
tential or existing clents. As a major
visual encoding strategy, it was iden-
tified that when arranging visuals for
video advertisements, it is necessary
to arrange the visuals considering the
order of the story,

For example, the first scens can be
about the product, the secend scene
can be abrout the benefits of the prod-
uet, and the third scene can be about
the product infarmation such as brand
logo, price, and quality. This compo-
nent makes our lives easier by making
the story of the advertissment under-
standable which means that consam-
ers have a clear idea about the product
information and product benefits.

Consumer Decision Making: Im-
provig brand trust levels

The visual aspect of video com-
mercinls contributes 1o the under
standing and awareness of cultural
information by participants, Ability of
adding cultural symbols in the adver.
tHgement isell helps to develop brand
trust levels inoa better way A key
component of interculiuml commu
nication is businesses adapting their
messges according to their target
audiences’ cultures. As a result, they
may use many differant aspects of cul-
tural symbols w become more similar
to gain the approval of their intended
audience. Far b, using euliue-
al symbals, when selling global street
food products in Taurism sector.

In conclusionwhen  arranging
visuals for standard video advertise-
ments, it is not necessary W spend
mare time in designing small ohjects
within the visuals. Due to the abstract
view of the digial video adveriise-
ments, participants will nob remem-
ber all the details regarding the small
objects within the visuals. The visu-
als depicting  locations associated
with cultural symbaols plays u vital
roledue to the different stmospheres
presanted o customers from differ-
ent countries. Intercultural commumi-
cation through comparing marketing
mix elemeniscan successully tap into
the mirket along with the consumer
choice:As & major visusl encoding
strategy, it was identified that when
wrranging visuals for video advertise-
ménts, it is necessary to arrange the
visuals considering the order of the

it can have a postive fmpact en how
buyers think and ;xm {-wu u brand nr

Asian ad us
buildings which shows Ilv' umigue

procuct.
Tows businesses m sel IhrmsLl\'ts

story. Further adding cultural symbaols
in the advartisement was found to be
a factor which helps to develop brand
trust levels,

|denftifying visitor satfisfaction for
recreational planning in Nafional Parks

atjonal parks have been charged

with the dual mandate of provid-

ing quality recreation opportuni-

ties to visitors while protecting
park resources, Protected area managers
in many parts of the world share similar
responsibili Acoordingly, recreational
plnnmng in national parks has to ensure a
balance Between the objective of enhanc-
ing people’s enjovment of their sty with
those of minimising the impacts on haki-
tats and wildlife and increasing the visitors
concern for environmental conservation.
Enhancing the welfare benefits of visitors,
in line with these ohjectives, is ong of the
expected outcomes of recreational plan-
ning in national parks, Theoretically, if a
visitor's satisfection regarding the level of
enjoyment at the park is high, itis sssumed
that his/her welfare benefits would also in-
cregse.

(hur study was carrled oul st Horton
Plains National Park (HPNP] which is lo-
cated in the Central Highlands, and at a
distance of 225 km from the capital city of
Colombo, HFNP forms the highest table-
land in Sri Lanka, with altitudes Nn.gmg
between 2100 and 2300 m. The

parkthat is popular with visitors, both lecal
and foreign, for its unique properties and
ecosysiem attracting vear round, a higher
number of visitors. The annual visitation
numbers o the park exceed 150,000 per-
sons though visitors are allowed to walk
only along two natire trails (Baker's Fall (5
km} and the World's End (4 km)).

We conducted o questionnaire survey in
order to gather data on vislor salisfaction
levele and visitor perceptions regarding ex
ing recreational activities and servces,
The questionnaire was administered 1o
elicif the satisfactinn of the respondent on
animal sightings, safety measures, visitor
crowding at viewing points slong the na-
fure trails, the entry fee, and facilities such
as cafeteria, washrooms, safe drinking wa
rer i interpretive services. The feedback
given by the visitor was then recorded for
formulating the relevant data. A Likert
scale ranglng fram 1 (Jowest) 10 7 {highest)
was used to measure the satistaction level
indicators.

According to the results, the existing
visitor satisfaction level at HPNP is 5%,
Tha study looked at satisfaction regavding

peaks of Kirigalpoma (2189 m) and Totu-
pola Kanda {2357 m), the second and third
higheat mountaing on the idand, srise from
these piains. The 3162-ha area that forms
the present national park was first desig-
nated a5 @ nature reserve in 1969 and as @
national park thereafier in 1988, HPNFisa

the following six di ions amang vish
tars: animal sightings, visitor safety mea-
sures, visitor facilities (Le. cafeteria, wash
mogms and safe deinking water), visitor
crowding, interpretive services, and entry
fea, Sztisfaction depends on the visitors
perceived value, which is the visitor's as-
sessment of services based on the percep-

visitor safety measures, interpretive servie.
es and visitor facilities while reducing the
likelihood of congestion at viewing points,
Visitor perceptions in the visitor survey,
the respondents stated that they were not
satisfied with the number of animal sight-
ings om the nature trail due to crowding and
poor visibility on either side of the trails,
To address this ;\mblcm \-chmgdrtlis
could be established ) on the

Hes, safe drinking water facilities, proper
vehicle park facilitfes, and summer huts
along the namire trails were among other
Freilities that visitors proposed with regard
to improvements in HPNP to enhance visi-
tor satisfuction.

Among safety concerns while at the
park, they listed the fear of animal attacks
and fear of falling from viewing decks and

five viewpoints (Red bridy Chimne: ol
B«hcrmll Small Wuﬂd‘f end m\d’:G];e‘u
er World's er.td) along the nature trails of
HPNP which would relieve the pressure
on visitors from overcrowding that leads to
reduced satisfaction levels for a significant
number of visitors. In addition, it was re-
vealed that, at present, the available park
iriterpretdve facilites are minimal,
Thus, the respondents highlighted the
tince of introducing interpretive
Fa such as Interpretive ralks, gulde
services along the trails, provision of bro-
chures or self-guided brochures, maore way-
side exhibits, proper visiter centers with

impe
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tiom of ‘what is received and what is given',
When it ic applied 1o these six dimensiong,
It becomes abundantly clear that visitor
perception directly influences visitor sat-
isfaction. The results suggest the need for
park management to take steps to improve
opportunities for more animal sightings,

film screenings on wildlife and properly
managed nature trails,

It was also found that n order to en
hance their wildemess experience, visitors
were willing o pay more for new Tecre-
ativnal activities such as apportunities far
wekking to Totupola Kanda and Kirigal-
potta, rented cycling facilities, and guided
services during their stay in the park. es-
taurant facilities, clean washroom facili-

ridges, and expected to have
safety measures to be put in place to mini-
mise the potential risks and dangers. Thus,
they proposed safe nature trails, safe view-
paints, and the positioning of wildlife of-
ficers at each viewpoint. It is evident thar
semeof the services entailed in the propos-
als made hy visitors would result in eco-
tourism initiatives that involve local com-
munities as their co-operation would be
of use in ecotourism development, in turn
grammg the locals' eoncessions by way of

and incor g o
pﬂmnmes.
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