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Global ad expenses: media share DER MEDIEN
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Global digital advertising revenue

in million US$ by segment

332,199

Digital Advertising:

Banner:

Search:
Classifieds:

Social Media: 16.461

Video: 27,065

: 45,470
20,705
2016 2021

1: CAGR: Compound Annual Growth Rate/ average growth rate per year
Source: Digital Market Outlook 2016

Source: https://www.statista.com/download/outlook/whiterpaper/Banner_Advertising_Outlook_0716.pdf
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+10.9% p.a.
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+12.8% p.a.

+17.0% p.a
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Master Thesis OER MEDIEN

Differentiation of marketing communication via
online advertising videos in the geographical context
with regard to visual and acoustic features.

An example using personal care products from Europe and
Asia
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Results of the master thesis DER MEDIEN
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Research Motivation DER MEDIEN

» Video ads can be seen as a > Music can be seen as the bearer
better way to increase attention of messages and feelings of all
of consumers compared to pure kinds because it communicates
text and graphics on a meta-level

In less than

1/10 sec

more than

90% of young

people use a

humans
understand visual
scenes Visual scenes
process

60.000

times faster than
mere text

second screen

Are there gender-specific preferences of music genres at video ads? >
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Theoretical Background DER MEDIEN

Christenson
and Peterson
(1988):

Women and men use and respond to music in various ways.
Males feel more associated with music while females use music
as gratification to intensify or improve their mood.

North et al.
(2004):

Music in video ads can improve reminding a specific product,
brand or advertising message.

Vorderer and

In a melancholy mood women seem to prefer the iso principle.

Schramm They prefer mood congruent music in sad moments to keep the

(2004): feeling constant. In contrary, men tend to compensate a
melancholy mood by using the compensation principle.

Mizell et al. Gender doesn’t seem to play a relevant role in genre preferences.

(2005): Only in four of twenty-one cases males tend to prefer different
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Theoretical Background DER MEDIEN

Jaffe (2005): Gender-specific marketing considers differences in natural

capabilities and related needs between women and men.

Schaéfer et al.

(2013): Three factors why people listen to music: achieving self-

awareness, expressing identity and balancing the mood.

Lamere (2014):  \Women do not listen to the same artists as men do
regardless of popularity and chart placement of the music.
Men don’t like 30% of the artists heard by women. The
taste differs also in the selection of musical instruments.
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Research Method

Data base

Gender-specific
music
preferences
were identified
by a quantitative
empirical study
(n=362)

Data preparation

Testing for
outliers
(univariate and
multivariate)

Testing for
Mmulticollinearity

Univariate data analysis

Testing whether
female and male
preferences

differ significantly

Testing
performed for
every product

and genre

Interpretation
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Defining the
gender-specific
differences on a
genre-level and
based on the
group means
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Data preparation DER MEDIEN

1) Boxplots for a Mahalanobis distances

univariate outlier
analysis 3 7

2) Mahalonobis -
distances for a S -
multivariate outlier
analysis

mahalanobis distance

3) Multicollinearity

I I I I

0 100 data sets 200 300
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Descriptive results of the survey (l) DER MEDIEN
gender share age
m<20
B Female
m21..30
H Male
>30
female genre preferences male genre preferences
- | ' -1 | |
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Legend: The number for each genre correspond to the female / male / total share

Source: Authors’ own research.
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Descriptive results of the survey (ll) DER MEDIEN
Product Rock [%] Pop [%] Dance [%] Rap [%]  Reggea [%] Classic [%]
Champagne 8.8 /8.4 21.0/232 153/153  45/6.0  53/43/ 451/428
8.7 21.8 15,4 4.9 5.0 44,2
Nespresso 15.4/13.7 273/281 172/16.8 6.0/64  94/103 247 /247
Coffee 14.8 27.5 17.1 6,1 9.7 24.8
Pure Detox 109/135 30.1/285 214/189 6.6/72 157/156 15.3/163
11,7 29,5 20,6 6.8 15.7 15.7
Nutella 19.4/185  312/295 19.7/186 10.5/10.8 11.6/122 7.6/10.4
19.1 30.5 19.4 10.6 11.9 8.5
True Fruits 152 /161  281/271 21.0/199 10.1/11.0 168/165 8.8/9.4
Smoothie 15.5 27.7 20.7 10.4 16.7 9.0
Water Vio Bio  13.7 /160  262/245 182/181 7.1/74 11.6/116 23.2/22.4
14.5 25.6 18.2 7.2 11.6 22.9
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Results of the univariate analysis DER MEDIEN
Product Significant Df  Group mean Standard Standard t-value p-value
genre (m/f) deviation (m/f)  error (m/f)

Champagne Pop 250 1.4836/ 0.9112/ 0.0825/ 2.0252 0.0439
1.2761 0.9388 0.0607

Pure detox Pop 208 1.8689/ 1.0119/ 0.0916/ -2.4091 0.0169
2.1255 0.8408 0.0544

Pure detox Dance 246 1.2377/ 1.0528/ 0.0953/ -2.3196 0.0212
1.5105 1.0646 0.0689

Nutella Pop 223 2.2951/ 0.8301/ 0.0751/ -2.0341 0.0431
2.4769 0.7493 0.0485

Nutella Classic 240 0.8115/ 0.8845/ 0.0801/ 2.1368 0.0336
0.6025 0.8678 0.0561

True fruits Pop 228 2.3197/ 0.7526/ 0.0681/ -2.13 0.0342

Smoothie 2.4937 0.6974 0.0451

Source: Authors’ own research.
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Conclusion DER MEDIEN

» Significant differences could be identified at four of six different products

» The survey cannot be understood as representative (n=362), 66 per cent
are female participants
=> further surveys needed

» There are further target-group specific differences, for instance, culture-
based aspects
=> further target-group attributes could be included

» Analyzing further product groups to achieve a comprehensive music
selection model
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