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Purpose: The purpose of this research paper is to study the effectivess of the online 

advertisements appearing on YouTube and how effective they are influencing the 

netizens. It has become a major source for the marketers for promoting their brand 

and attracting lot of viewers towards their brands. Though so much money is spending 

on these online advertisements, is it actually meeting its purpose of brand awareness 

and persuading the customers towards their product. So this paper would help in 

creating awareness among marketers to make and strategize their display of ads on 

this platform. 

Methodology: YouTube being one of the most preferred social media site among the 

youth is also targeted by the markets for advertising. Therefore, in order to study how 

impactful it is for the advertisements, the study was conducted by conducting a survey 

among the youth. 

Findings: The study concluded that netizen do operate YouTube, every time they 

access internet for watching videos. The study also concludes that respondents go to 

YouTube for watching their preferred programmes and skip the ads most of the times. 

In they have to watch the ad in case of non skippable ads, they find them too long but 

interesting. Even after watching they are not able to recall the ad and hardly get 

persuaded for buying the product. 

Significance: The result will be beneficial for the marketers to understand the 

consumers perception about the advertisements on YouTube and which way they can 

improve their ad positioning for better results. 
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Introduction: 

             Social media is the new buzz word that has been doing rounds not in the 

professional era but also in the social life of the individuals. Social media can be 

described as an online communication tool that provides a common platform to 

people interact, share, create and collaborate among them. This communication tool 

has made people more apprised of their surroundings at local and global area. People 

share, inform, educate, motivate and promote their lives, success, emotions, etc. on 

this platform. Social media include platforms like microblogging, video sharing, 

photo sharing, social networking sites, social bookmarking and many other social 

platforms. One of such important tool is YouTube that is not only targeted by 

marketers but also by lot of independent promoters for their promotions. YouTube has 

emerged as such a strong tool that people not only share, upload and video various 

videos but has also been responsible for being a tool of cultural change among Youth. 

 

 

Abstract 
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YouTube: 

        YouTube, a web 2.0 tool was developed by Chad Hurley, Steve Chan and Jawed 

Karim who were all the early employees of PayPal. In November 2006, YouTube was 

taken over by Google.Inc and now works as he subsidiary of Google. The domain 

youtube.com  initiated its working in 2005 and the first video to be uploaded on it was 

’Me at the Zoo’ which can be watched till now.  The major objective of the video was 

to provide common platform to the people for sharing videos and creating a feeling of 

oneness. 

   YouTube is considered to be a social networking portal as lot of people share their 

lives on it and commenting and making it a part of other lives as well. The content on 

YouTube is user generated and includes their life incidents, funny videos, 

inspirational videos,  

Types of YouTube Advertisements: 

    Though YouTube is social networking site for sharing the videos, marketers make 

apt efforts for its proper utilizations for displaying and persuading the consumers 

towards their products by displaying the advertisements in the following formats: 

1. Display Ads: Display ads can be defined as the advertisements appearing to the right 

of the feature video and above the video suggestions list. These ads appear on the 

desktops only with the approximate size of 300x250 and 300x60. In-display ads are 

going to show up next to other videos and Ryan recommends limiting the network for 

your in-display ads to YouTube Search so you can target specific keywords. That 

ensures that your advertising is returned to viewers who are actually searching for the 

keyboards that you are bidding on which hopefully means they will be more receptive 

to your video advertising. 

                                                                       

Figure No. 1 

Diagrammatic representation of Display Ad 

 

2. Overlay Ads: Overlay advertisements are the one appearing in semi-transparent 

format on the lower 20% portion of your video. These advertisements also appear on 

the desktop only with 480X70(Flash) or text. The most important feature of overlay 

ads is that one can advertise even on the video of your competitors. The placement of 

these ads make it more interesting without causing interruptions for the viewers and 

act as great tool in hooking and preserving the viewers. 
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Figure No.2 

Diagrammatic representation of Overlay Ad 

 

3. Skippable Ads: Skippable video ads allow viewers to skip ads after 5 

seconds, if they choose. These ads are inserted before, during, or after the 

main video. These types of advertisements appear on Desktop, mobile devices, 

TV, and game consoles. 

Figure No.3 

Diagrammatic representation of Skippable Ad 

 

4. Non Skippable Ads: Non-skippable video ads must be watched before your 

video can be viewed. Long nonskippable video ads may be up to 30 seconds 

long. These ads can appear before, during, or after the main video. These 

advertisements cannot be skipped and have to be watched by the viewer 

completely. 

Figure No. 4 

Diagrammatic representation of Non Skippable Ad 

 

Statement of Problem: 

      YouTube has been expanding its viewers through it popularity by providing a 

platform where people share their videos and interactivity on it gives them a personal 
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touch. YouTube has not just become a platform for the netizens but also for the 

professional video makers, online program series, documentary makers, and 

production houses but has also been optimized by the marketers for their brand 

promotions. Therefore, the researcher felt the need to introspect the popularity of 

YouTube in terms of purpose of usage and advertisements displayed on it. Therefore, 

it is essential to study the impact the YouTube advertisements create on its viewers 

and whether the ads on it are of any help for brand awareness and promotions .  

Review of literature: 

              Before studying the advertisements on YouTube, various articles and 

research papers were taken into consideration. In order to study the advertisements on 

YouTube, a review of literature was studied:      

             Google (2015) in survey on ‘Are your video ads making an impression’ 

concluded that the average viewability of video ads across the web (not including 

YouTube) is 54% and on YouTube is 91%. The study also concluded that video ads 

are significantly more viewable on mobile and tablet than on desktop.  

             In a study by AOL (2014) platforms confirms that with respect to paid 

advertising campaigns, the video sites are the most preferred for converting the 

consumers into profits.  The research also states that YouTube is the best at 

introducing new products, and for closing sales, with Facebook coming in behind, and 

Google+ (yes, really) in third place. YouTube was found to be 9 times more effective 

overall than Twitter for initial product visibility for the user, although sponsored 

Tweets are 30x more likely to lead to a direct purchase. 

              In a research conducted by Ipsos MediaCT(2011) revealed that opted-in 

users who chose to watch the ads are 75% more engaged than an average user on the 

video streaming site. According to YouTube, for standard pre-roll (no choice to skip), 

users spend 48% of time highly engaged with the ad content. For skippable pre-rolls 

(choice to skip) that have been viewed through, users spend 85% of time highly 

engaged with the ad content, resulting in 75% more engagement when the choice to 

skip is offered. 

         Krishnan S. Shunmuga & Sitaraman Ramesh K.(2013) ‘Understanding the 

Effectiveness of Video Ads: A Measurement Study’ shows that an ad is 18.1% more 

likely to complete when placed as a mid-roll than as a pre-roll, and 14.3% more likely 

to complete when placed as pre-roll than as a post-roll. Next, we show that 

completion rate of an ad decreases with increasing ad length. We show that the ad 

completion rate is influenced by the video in which the ad is placed. An ad placed in 

long-form videos such as movies and TV episodes is 4.2% more likely to complete 

than the same ad placed in short-form video such as news clips. 

Lange Patricia (2007) analysed that participation in YouTube is though complex but 

people do respond depending on the content shared on it. Before thinking of monetary 

optimization, the administrators should think of creating an environment for involving 

the participating and making them actively engrossed. 

             Hence by going through the review of literature, the researcher can generalise 

the following research areas already being conducted on Youtube: 

a) Placement of the ad on it 

b) Viewability of advertisements on it 
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c) Purpose of putting advertisements  

            Though the above papers review the indepth analysis of Youtube, it fails to 

explain the basic understanding of consumer’s perception towards the YouTube and 

reasons for using it. Therefore, the researchers plan to explore the following areas that 

are not explored by the earlier researchers: 

a)  Is YouTube a first choice among netizens among social media platforms 

b) Is video watching the top priority among netizens 

c) To understand the reasons for operating YouTube 

d) To know the extent of purchasing products after watching the advertisements 

on YouTube.   

e) To know which type of YouTube advertisements is most preferred by its 

viewers. 

Research methodology: 

              In order to get the answers to the above questions, a survey was 

systematically and methodologically through questionnaire was selected as the best 

tool by the researcher to understand the consumer perception towards online 

advertising.  

          The primary data was collected from 100 respondents who are Youth and 

belong to the population of netizens with the help of questionnaire. To conduct the 

survey, a structured questionnaire was designed and filled up by the university 

students. 

        Then to quantify the data, the data was formatted into the table and graphically 

represented.  

RESULTS:  

           On the basis of the data collected through the survey method based on 

structured questionnaire, the following data has been collected which is analysed and 

interpreted below: 

Data Interpretation & Analysis: 

        In the first question on, ‘Which type of social media do people use the most’ the 

following data was collected which has been graphically represented below: 

Graph No.1 
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        Graph No.1 shows that 50 percent of people use social media for surfing soial 

media sites whereas 25% respondents people use social media pertaining to video 

sites.Photsharing sites was only preferred by 15% and only 10% respondents use 

social sites that provide information. 

             In the second question on, ‘the purpose of using the internet’ the following 

data was collected which has been graphically represented below: 

Graph No.2 

 

          In response to the question asked regarding the purpose for using the internet, 

55% people responded for using the internet for entertainment purposes, followed by 

25% using it for operating the social networking sites. 10% respondents use it for 

watching videos whereas 5% each for online shopping and financial transactions. 

     In the third question on, ‘whether the repondents operate youtube everytime they 

operate net, the following data was collected which has been graphically represented 

below: 

Graph No.3 

 

         Graph No.3 shows that almost 80 percent of people agreed that they operate 

YouTube every time they access internet whereas 20% showed their disapproval to it. 
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        In the fourth question on studying the reasons for using YouTube, the following 

data has been collected which is graphically represented below: 

Graph No.4 

              In the question studying the reasons for operating the youtube, it was found that 

60% of people use use youtube for watching programmes and 30 % people use it for 

listening to music. 10% use it for downloading the videos and nil was the response for 

watching the advertisemnets. 

        In the fifth question on ‘Whether the respondents pay attention to the 

advertisements on YouTube’, the following data has been collected which is 

graphically represented below: 

Graph No.5 
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      In response to the above question it was found that 80 percent people do pay 

attention to the advertisements appearing on the youtube whereas 20% don’t  pay 

attention to ads on Youtube. 

                 In the sixth question on ‘whether the respondents pay attention to the 

advertisements on YouTube’, the following data has been collected which is 

graphically represented below: 

Graph No.6 

 

    In one of the question that asked about the respondent’s response towards the ads 

appearing on YouTube, 40% of respondents found that they are too long. 25% people 

believed that they are interesting and nearly 20 percent said it to be creative whereas 

10% and 5% find those ads boring and irritating. 

            In the seventh question on ‘Which type of YouTube advertisement you like 

the most, the following data has been collected which is graphically represented 

below: 

Graph No.7 
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             Graph No.7 shows that 50 % of respondents do skip advertisements while 

operating YouTube whereas 30% of respondents do pay attention to the overlay ads. 

Only 20% pay attention to the displayed ads and none commented to non-skippable 

ads they cannot be skipped. 

            In the last question to the respondents that how they react after watching the 

advertisements on YouTube, the following response was collected that has been 

graphically shown in graph no. 8 

                                                           Graph Mo.8 

 

            Graph No.8 shows that 53% people ignore the advertisements after watching 

them whereas 31% people click on the advertisements for seeking the further 

information about it and only16% people get persuaded for buying the product after 

watching the advertisements on the YouTube. 

Conclusion: 

   The data analysis and interpretation on ‘YouTube as medium of Advertising: A 

Study’ has lead to the following conclusions:  

� People use social networking sites as their first preference followed by video 

sites. Majority of people use internet for entertainment rather than for creating 

social networks. The respondents also agreed to the statement that they do 

access YouTube every time they operate internet for watching programmes 

other than advertisements followed by second preference given to listening 

music.  

� The research also supports that respondents in order to watch their preferred 

videos and programmes, they have to pay attention to the displayed ads that 

are non skippable advertisements but find it too long but interesting and 

creative. They would still prefer to the skip the advertisements as it is not their 

first priority and incase of non skippable and overlay advertisements, they 

ignore the advertisements. 
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� The research also shows that YouTube is not an apt medium for enhancing 

sales as very little netizen get persuaded by actually watching the video ads on 

YouTube.  
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