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Abstract: The proliferation of short-form video platforms such as Tiktok and Twitter has
prompted a major shift in advertising stratagem. Marketers are growing increasingly in favor
of short, vertically filmed advertisements in response to a dramatic increase in short-form
video media consumption over the last three years. This study explores the comparative
effectiveness of short-form advertisements compared to traditional, long-form advertisements.
We find that short form advertisements have an advantage over long form advertisements in
reach and viewer engagement, proving more effective in our sample of participants than the
long form advertisement despite a disadvantage in perceived trust and product relevance. We
are able to attribute much of this effectiveness to the relatability, humor, personal touch, and
audience-friendly content of short form advertisements. These results underscore a significant
transition in the marketing industry, indicating an industrial preference for home-made
narrative and individuality over traditional metrics of cinematic polish and trustworthiness.
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1. Introduction

The advent of short-form video sites (i.e., TikTok and Twitter) has completely shaken modern media
consumption. Nowadays, social media websites host streams of 10-20-second micro prose as opposed
to media with longer runtime. This change in media length preference has opened attractive new
opportunities for advertisers and marketers. The time requirement for advertisements on short-form
video sites decreases significantly, favoring low-budget marketing teams that do not have the capital
required to create a cinematic 1-2-minute ad. This favoritism towards smaller companies is further
enhanced by the low production value of self-produced videos, as advertisements with cruder filming
are more likely to fit in with other short-form videos.

Thus, as opposed to a minute or even two-minute-long traditional advertisements, marketing teams
are now developing ads with an average runtime of around 10-20 seconds and a style that conforms
with the viewing experience of short-form video. This study investigates if, and to what extent, short-
form advertisements have an advantage over regular advertisements.

© 2024 The Authors. This is an open access article distributed under the terms of the Creative Commons Attribution License 4.0
(https://creativecommons.org/licenses/by/4.0/).
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2.  Background Information

Short-form video is commonly defined as any type of video content with a duration within five
minutes [1]. The media type first surfaced around 2012 and is commonly credited to social media
platforms Snapchat and Vine. Short-form video content on these platforms initially consisted of
clipped portions of longer video media, called “clips.” Clips would feature an outlandish or humorous
highlight of a longer portion of media in an attempt to amuse its audience in a very short amount of
time. Since then, short-form video media has evolved from clips of long-form media to microprose
skits tailored for short video lengths. TikTok, Instagram, and YouTube are currently the most popular
short-form video platforms, with short-form video being TikTok’s only platform media.

Surprisingly, short-form video advertising is believed to precede short-form video platforms. The
first forms of short-form video advertising can be seen around the start of the 21st century as crude
5-6 second GIFS inserted into various web pages [2]. However, the method was considered
ineffective. Ads would often hinder the customer’s ability to use the site they were visiting. Shifting
customer focus from the content of the ad to removing the ad from the web page entirely. Short-form
video ads homogenous with other short-form media, on the other hand, surfaced with the rise of Vine
in 2013. These advertisements were mainly made by independent and young business owners who
had limited capital but extensive netizen experience [2].

Currently, an estimated 90.5% of all internet users currently watch short-form videos on short-
form social media platforms [3]. The rise of social media and short-form media prompted the creation
of a new business model for small-to-medium-sized businesses called Social commerce [4], named
for its reliance on social and short-form media advertisements. These advertisements commonly
feature an amateur-esque video aesthetic to fit in with other user-created content and create the
perception of customer word-of-mouth for increased relatability [1]. The objective of this was to
decrease the distinction between advertisements and content so that ads would have a stronger earned
media attraction, thanks to the consumer tendency to value peer reviews over company advocacy [3].
Now, advertisements commonly feature skits, subtitles, and a home environment, making it easy to
assume that the video was created by individuals rather than corporations.

3.  Ciriteria Development

The specific advertisement benefits and effects that short-form advertisements have over traditional
advertising are largely unclear and present a novel field of research. To make a substantive
comparison between the effects of the two, quantitative and comparable criteria must first be
established that accurately represent each advertisement. As this study focuses on the advertising
effects and benefits that each form of advertising brings, the criteria should be based on the techniques
and traits that relate most to customer influence, which in turn drives advertisement success. This
section will delve into the process and justification behind deriving judging criteria to compare both
forms of advertisements.

Several primary factors that determine the effectiveness of an advertisement include customer trust,
cost, contagiousness, media manipulability, duration, polish, reach, and relevance [5]. Of these factors,
cost and media manipulability of the advertisement have no direct effect on the customer and are not
related to customer interaction and will therefore not be considered in this investigation.

Customer trust is crucial to the effectiveness of an advertisement as trust generates more customer
complicity and serves as the foundation for any ad influence on a customer’s behavior. To establish
trust, advertisements use an array of ethos persuasion techniques, such as the use of influencers and
familiar, established brands, to generate trust between the customer and the advertised product. By
far the most effective and volatile method of generating trust is through “Earned” advertising or word-
of-mouth [6,7]. As opposed to paid advertising, which uses public idols and figures the customer has
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never interacted with in person, earned media uses non-public figures that customers interact with
personally to advertise for a product. Relatable, non-public figures that customers identify with
generate far more predisposed trust toward advertisements compared to public figures like influencers
and idols [8]. Assuming the opportunities for influencing customers by using public figures in both
traditional and short-form media are the same, the advertisement that generates more trust would,
therefore, generate more earned advertising and word-of-mouth surrounding its product.

Also crucial to an advertisement’s influence over its customers is the polish, or quality, of the
advertisement. Advertising quality can be manipulated to communicate messages that potential
customers prefer to create trust. Traditionally, higher-quality advertisements have been preferred as
they increase product attractiveness with a higher-quality appearance [7]. With the rise of short-form
media, however, lower-quality advertising has also found significant success. Lower-quality
advertisements focus on relatability to the customer, often portraying characters representing the ideal
customer advertising the product in a DIY (do-it-yourself) fashion. The ad is intended to resemble
the plethora of user-created content found on social media platforms and reaches out to customers
from a personal, earned media level rather than a corporate, paid media level. The potential effects
on marketing effectiveness that advertisement polish has makes it primary criteria to be studied.

In addition to polish and trust, consumer reach is also a crucial indicator of advertisement
effectiveness. Defined as the amount of new prospective customers exposed to an advertisement,
reach not only provides a quantitative measure of the expanse of an advertisement’s influence but
also can provide insights into its sway over consumer perception and attitude. High advertisement
reach can catalyze a variety of consumer engagements, ranging from increased brand social currency
to direct influence over sales. Higher advertisement reach also increases the probability of consumer
market expansion as more individuals are exposed to the product advertisement [6]. Thus,
advertisement reach is also a crucial indicator of advertising effectiveness.

Finally, advertisement relevance— the alignment of advertisement content with the interests and
needs of its target audience— is also a crucial indicator of advertising effectiveness. Studies have
shown that relevant advertisements significantly increase the likelihood of customer engagement and
purchasing intent [9]. When advertisements are perceived as relevant to a consumer’s needs, they are
far less likely to be skipped over, thus highly increasing advertisement runtime and effectiveness.
Higher degrees of relevance also correlate with increased sales rates and word-of-mouth, both related
to advertising efficiency.

Thus, out of these factors, customer trust, polish, reach, and relevance were considered the most
representative traits of each advertisement as they reflect both production quality and represent
elements of the advertisement that interact with and influence customers.

4. Method

Given these four criteria for measuring advertising effectiveness, a study was conducted to determine
the effectiveness of short-form advertising compared to long-form advertising. Google Forms was
used to create a 6-question long, self-administered survey that required respondents to watch two
advertisements, one long-form, and one short-form. Respondents then had to select the advertisement
that best fit the above criteria and finally select the one that persuaded them the most.

The advertisements used in this survey were selected from the “Scrub Daddy” YouTube channel.
The “Scrub Daddy” is a variation of the kitchen sponge created by detailer Aaron Krause. Krause
created the company after leaving many stock sponges unused from a previous venture in his
automobile detailing shop. The sponge features a traditional composition of a soft and hard side but
has a unique design that allows for easier cleaning of kitchen utensils. This product was chosen as its
utility and attractiveness were less likely to be biased toward any age group or gender since all
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students and faculty in the school have requirements and experiences cleaning dorm and personal
kitchens.

The long-form advertisement was a traditional-style three-minute advertisement that showcases
the product’s abilities and specifications and offers a premium price. The short-form advertisement
was a minute-long clip reviewing the product against other sponge products. The survey was split
into two sections: A “general” section, which surveyed respondents on their preferred media type and
most memorable advertisement format, and a “specific” section, which could only be accessed after
the respondents had watched the two advertisements.

For entertainment, what do you watch more on a day-to-day basis? *

O Reels (E.G. Snap DISCOVER, Instagram Reels, Tiktoks, Youtube Shorts

(O Videos (E.G. Youtube, Netflix, Amazon Prime/HBO, Bilibili)

After all the skipping, which type of ad do you end up seeing and REMEMBERING *
more on a regular basis?

O Shorter, reeHike ads (Influencers and reviewers covering products DO count)

O Longer, movie-like ads (Influencers and reviewers covering products DO count)

Figure 1: Questions featured in the “general” section of the survey

Advertisement 1 Advertisement 2

Scrub Mommy scrubbef+ sponge - What is a Serub.Mommy22
: Schb Daddy Scrub Dadd

. -

Figure 2: Advertisements used in the survey

The survey was sent to a population of 600 high school students and faculty ranging from 15-52
years of age. The survey was offered via e-mail with the random chance of winning a cash prize
offered as an incentive. Of the population of 600, 46 responses were collected.

5. Results
Table 1: Participant advertisement preferences by question

Question Prefer Short-Form  Prefer Long-Form Total

uestio Advertisement Advertisement ot
For entertainment, what type of advertisement do you watch
more on a day-to-day basis? 26 20 46
Which type of ad do you end up remembering more on a regular
basis? 26 20 46
Which advertisement made the product seem more trustworthy? 12 34 46
Which advertisement made the product seem more relevant to
your life? 19 27 46
Which advertisement made the best attempt to convince you to 30 16 46

buy its product?
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It's a bit more serious. It has little to no jokes unlike advertisement 2 which is more of a joking advertisement. The
joke was good, but it didn't catch my eye or keep my attention for too long unlike advertisement 2. Ad1 also had a
higher quality advertisement than Ad2.

| actually got the information in the short amount of time that | watched. | feel that the information should be front
loaded because most times adds will be skipped no matter how interesting the hook.

Utility and demonstration of product effectiveness was pretty good
The first one was more professional and instead of wasting time in the hook they get straight to the information.

How the product could be efficiently used in everyday tasks of cleaning. Also the narrator’s deep voice is like and
advertisement staple.

The cleaning before and after
The fact that it was more serious, and made a genuine attempt to convince me to buy, rather than making jokes.
It told me everything | needed to know about the sponge right away

The first advertisement was more effective because it was professionally done, and clearly stated all of the
benefits of scrub mommy without fooling around.

The way that the advertisment isn't hectic.

The 2nd advertisement's main selling point was that it made a lot more suds compared to a normal sponge.
However, the 1st ad described the different traits and benefits that it had, which was more compelling as a reason
to buy. Also, the borders around the video on the 2nd ad were distracting.

Shorter, but the quality was better.

Figure 3: Respondents’ justifications for preferring long-form advertisement as most persuasive.

It retained my attention better by being straight to the point and throwing in entertaining commentary. It was also
easier to listen to as it was formatted like the short form content we are exposed to so much. The man speaking also
made it feel more personal and less like and advertisement.

The use of dirty/modern humor makes it appeal to a younger audience, as two works on me but | don't think it would
work well on its intended audience.

The humor was a nice touch in video #2, and | feel like incorporating it in more ads would be helpful to society.

The humeour stuck with me. But | think the marketing of the "scrub” products were effective prior to the ad (via Shark
Tank).

It was more interesting to watch

what makes the advertisement more effective is the fact that in the second video, the way and which part of the
sponge is used to clean is very clear and well explained without any stereotypical voice and video.

It was more engaging and made me actually pay attention even if only for a few seconds.

It depends on the audience, but if we take tiktok as an example, the majority of users on tiktok are the ages of
11-19(The Social Sheperd). As a result of most users being teenagers, they have very short attention spans and
probably do not care about the actual effectiveness of the product because |ets be honest, what 12 year old likes
doing dishes. Instead, if they see a funny video that includes humor they can relate to, they are more likely to respect
the company, leading to an overall increase in sales. Additionally, the short but effective hook of the second
advertisement made it less likely for the viewer to scroll off immediatly. Finally, the controversial dirty humor in the
second video could potentially make the advertisement go viral and get reposted causing it to be exposed to a larger
audience without having to pay fees for ads. Ultimately, in this day and age of instagram reels and short videos,
sometimes seemingly goofy and unprofessional advertisements end up being more effective than "traditional"
informational advertisements.

Humor and an engaging hook

The second advertisement was more personal, and more like one would see on short form video platforms. It was
also more entertaining than advertisement 1

It made it more effective that the advertisement was longer and had more info.
How long it will stick into our head

The second ad was more entertaining and seemed more real.

The fact that it used hummer therefore made me remeber it

It fees like a person reviewing it, not an advertisement

It had a funnier hook and made it more engaging.

| think its more modern take on advertising, instead of a_older almost 80s style TV add made it stick more.
Figure 4: Respondents’ justifications for preferring short-form advertisements as most persuasive.

6. Conclusion

There are several intriguing findings from this investigation. Firstly, the survey results suggest that
short-form advertisements are disadvantaged over long-form advertisements on nearly all
advertisement effectiveness factors determined in Criteria Development. In particular, participants
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reported that the long-form advertisement elicited more consumer trust, had more production polish,
and made the product feel more relevant. The only categorical advantage short-form advertisements
possessed over long-form advertisements was consumer reach, as participants reported seeing and
remembering short-form advertisements more than long-form advertisements.

Despite the disadvantages the short-form advertisement in this survey had over its long-form
counterpart, an overwhelming majority of participants considered the short-form advertisement to be
the most effective and persuasive. This result suggests that the criteria of trust, polish, and relevancy
do not strongly correlate to the effectiveness of short-form advertisements despite their strong
influence over long-form advertisements.

Participants who chose the short-form advertisement over the long-form advertisement in
effectiveness cited humor, audience-friendly commentary, and demonstrated personality as crucial
traits that influenced their decision. Despite the better production quality and trustworthiness of the
long-form advertisement, the short-form advertisement was reported to be far more relatable, personal,
and memorable, inciting higher viewer engagement and, thus, more effective persuasion. In
conclusion, short-form advertisements coherent with social media culture were found to have unique
and significant advantages over traditional long-form advertisements.

These results implicate that modern short-form ads' consumer-oriented relatability and reach better
engage and persuade viewers than traditional long-form ads' product-oriented polish, relevance, and
trustworthiness. As modern media further shortens and the volume of media consumption for the
individual steadily increases, creating a relatable and engaging narrative is now more important than
the product itself in the works of an effective advertisement.
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