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Abstracts

Exposure and Repetition Effects of YouTube Video Advertisements
. Analysis of Data Obtained through Real World Execution

Jungsik Cho

Professor, Chung—Ang University

Even under a digital and data—driven environment where the prevalent attention is placed on cutting—edge
scientific analysis based on big data obtained in this way, this study believes that it is still important to un—
derstand the basics of advertising effects such as exposure and its change through repetition, Specifically, this
study sought to determine the relationship between exposure frequency and the degree of content attention and
participation, and how the degree of attention of previous advertisements affects the degree of attention and
participation of subsequent advertisements.

The result indicates that the 100% view rate of the video advertisements was found to be about 29.7%, and
the change in view rate through repetition was also examined, In addition, this study examined whether the de—
gree of content viewing of previous advertisements affects subsequent ad exposure, that is, whether there is a
difference in the degree of content viewing between the group who skipped the initial advertisement and the one
who viewed the same video 100%, This study showed there is a significant difference in the degree of content
viewing between the two groups., This study additionally explored the differences according to age, significant
differences were also found, The authors believe this study This study is very meaningful in that few study that
examines the repetition effect through actual execution can be found in a digital space, In addition, the study is
meaningful in that it was conducted under conditions of actual execution with various controls similar to labo—

ratory experiments (selection of exposure group, repetition, exposure target, etc.).

Key words: Repetition effect, Media planning, Digital advertising effects, Retargeting, YouTube, Exposure effect,

Online video advertising
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