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SAMPLE GROUPS

SAMPLE COMPRISED 124 ADULTS AGED 18

ALL HAD BEEN TO THE CINEMA, USED FACEBOOK AND USED YOUTUBE IN THE LAST .

- (K

THE SAMPLE WAS SPLIT INTO THREE MATCHED GROUPS

All three cells were matched by gender and social grade
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EXPLICIT

QUESTIONS

INCLUDING ADVERTISING

C. 20 minutes/medium

IMMEDIATELY AFTER EXPERIENCING THE CONTENT
EVERYONE COMPLETED A QUESTIONNAIRE COMPRISING:
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EXPLICIT RESPONSES

O
ENJOYABL ATTENTI

GRABBING

On which media do you moshjoywatching video adverts?
How muchattention do you normally pay to the adverts you ses the beginning of a film / during a YouTube session / when scrolling througiboeae
On which medium do you think adverts have the niwgiact on you?



EXPLICIT SCORES

CINEMA IS THE MGENJOYABLMEDIUM FOR ADS

68%

15%
9% 8%

Cinema YouTube Facebook Other




EXPLICIT SCORES

CINEMA IS THE MABIPACTFUMEDIUM FOR ADS

50%

25%

16%

9%

Cinema YouTube Facebook Other




EXPLICIT SCORES

CINEMA ADVERTISING GHTENTION

283
137
100
Cinema YouTube Facebook
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EXPLICIT RESPONSES
CINEMA COMMENTS
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THEMES

LG Aa Fdzy G2 &aSS | ROSNIAA&A
A ADS ARE PART OF CINEMA EXPERIENCE
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A HIGH ATTENTION/ENGAGEMENT LEVELS
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EXPLICIT RESPONSES
YOUTUBE COMMENTS
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"l find it extremely annoying to have ads on YouTube.
| wait for the 5 second skip ad feature to do it"

THEMES

"If it is at the start of the video, okay. Otherwise if it interrupts
my video i feel angry”

A ANNOYING/FRUSTRATING | ,
b!yy2eAy3dz a2z A R2yQu LJ e
Easy to look away from phone/laptop when the ads are on"

A WANT TO SKIP AS QUICKLY AS POSSIBLE
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A LOW OR NO ATTENTION

"When the advert is good, i enjoy watching"

A HIT OR MISS "l skip them as soon as i am allowed to"

"Time wasting, annoying"

A CREATIVE ARREST

"I like seeing really creative ads"



EXPLICIT RESPONSES
FACEBOOK COMMENTS

bX¢KS | ROSNIIia 2y CI O0So6221 | NBE ONBS
It seems to be very focused and targeted but that makes me steer away from |
rather than pay attention to it even more"

"I make a conscious effort not to buy products through the adverts on Faceboo
[They] are also made to look identical to user created posts, which is deliberate
confusing and dishonest."

THEMES
"If i am thinking about buying something i do not like to be permanently
informed about the product. | find that suspicious and affects my perception
A INTRUSIVE/INVASION OF PRIVACY instead of improving it"

A TRUST ISSUES
A INEFFECTIVE

A QUESTIONABLE INTEGRITY
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feel resentment and dislike of the product”

"| feel a lot of the ads on Facebook look unprofessional and are sometimes
scams, so feel like i can't trust them and don't pay much attention to them"

W Fyyzé YS 6KSy CFOSo6221 L

8
TKSYy AGQa tA1S a! ROSNL adl N

< o=
K;U(
X<

L ¢
A



/ Lb9al ' 5+9wce¢cL{LbDX

DISTRACTI

FREE

ENJOYABL :




+h5 1'5x9w¢L{LbDX



¢h 5Lw9/¢[, /hat!w9 !5 Lat! /¢ 29



hz /!'b 29 a!'Y9 /hb{'at¢Lhb hcCl 5L
IMPACTFUL
IMMERSIVE
ENJOYABLE

2L¢l [9{{X
DISTRACTION

' bS5 bhX
OPPORTUNITY TO SKIP



CONDITIONS

(>)

More immersive with no distractions
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A relaxed Viewed a 20 minute Half watched on
living roomstyle video uploaded to smartphone, Headp(?ones _ensured
environment YouTube half on laptopg el EENOTE
full screen

= ® o -

, : They were told they
Qu?rs::ﬂgggglsgrf?srleted True research purpose would be watching film

not revealed trailers




FIVE TEST ADS WERE INCORPORATED INTO THE STUDY
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Automotive Beauty Finance Gaming Soft Drink




CONDITIONS
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Separate test ads with engaging content to keep attention

NEWS

NIGHT JOE FORTNITE | mm PIECE

AD SCHOOL AD ALPHA WICKS 09- OVERLORD BATTLE JULIET, LONDON AD ABOUT
TRAILER RECIP > TIRAILER ROYALE NAKED HACKS HONG
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ARTIST




CONDITIONS

Maximise engagement by actively clicking on ads

N
| 4L>
A relaxed Viewed a mocked Comprised a series of H

eadphones ensured They were told they
living roomstyle up Facebook page nonLJISNAR 2y | £ WO € InghdSttadtidns would come across
environment on smartphone posts some film trailers
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Questionnaire Average True research purpose Participants instructed to click on
completed immediately experience time not revealed and watch all AV they came across.

after was 20 minutes Once started, AV could not be
stopped



CONDITIONS

Maximise impact by limiting ads and interspersing engaging content
and no distraction from personalised Facebook content
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MINIMISING THE IMPACT OF CINEMA

STANDARD MULTIPLEX CINEMA SCREEN
FULELENGTH PFREHOW
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(NO PREMIUM SPOTYS)

NO FEATURE FILM
(.E. NO REASON FOR VISIT / REWARD / MINIMISE HAPPINESS STATE OF MIND)



