A Content Analysis Of User Engagement In
Computer Technology Video Ads
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In computer technology video ads: Discussion

+ RQ1: What is the relationship between types of technology

e e R * If the featured technology product belonged to

) ) 4 w loT, Al, and smart TV, the user engagement of
* RQ2: What is the relationship between Taylor's six-segment the video ads was higher.
message strategies and user engagement?

! : } y. * |f the featured technolo roduct bel
+ RQ3: What is the relationship between advertising appeals Iy product belongeq
cloud, camera, and social network site, the
and user engagement?

engagement of the video ad was lower.
+ Video ads using the ego and acute strategy hat

higher user engagement.
+ Video ads using voiceover, music, and celebrity

endorsement had lower user engagement.

* RQ4: What is the relationship between atmosphere (music,
voiceover, tone, elevation) and user engagement?

+ RQS5: What is the relationship between characters (people,
diversity, celebrity endorsement) and user engagement?

International HE UNTVERS] Ruoxu Wang, Jin Yang, Matthew J. Haught, Brittany Gathen, & Adelyn James {rwang4, jinyang, mjhaugh} @ memphis.edu

~ Communication
Association

Department of Journalism and Strategic Media, The University of Memphis



