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Abstract  

Television as a medium of marketing communication has a decreasing exposure rate among generation 

Z due to the increasing patronage on Internet-based communication. However, marketers could not 

fully shift into online platforms because of television’s high market reach attribute especially in the 

Philippines. Establishing awareness is a crucial work for unknown brands but repetition does not 

guarantee familiarity. A comparative analysis on the impact of energetic commercials on deactivating 

audiences was performed while this research aimed to identify the factors affecting Gen Z’s consumer 

perception towards television as an advertising medium. Data collection was done through survey 

questionnaires distributed to 385 respondents. Data were treated with statistical tools such as measures 

of central tendency, measures of variability and partial least square - structural equation modelling 

(PLS-SEM). The results revealed that Perceived Ease of Use is an insignificant variable to consumer 

perception. It was discovered that watching TV news, movies, series, and more is not usually preferred 

by consumers; they would rather stream online.  However, Information Gratification is found to 

significantly influence consumer perception on TV as an advertising medium. Consumers get to know 

new products and brands when watching TV. The results of this study will mostly benefit advertising 

agencies because they will further understand the current perception of the generation on television 

advertising. Thus, more effective strategies concerning television advertising will be implemented. 

Keywords:  TV, advertising, gen Z, consumer perception, perceived ease of use, perceived usefulness, 

information gratification 

   

1. Introduction 

The television is one of the most effective marketing communication tools that generate 

revenue for businesses with an average watching time of 4 hours worldwide and 61% of worldwide 

consumers rely on television advertising (Khuong & Nguyen, 2015).  Among the media available, 

television has the most audience reach that increases brand awareness. Most companies could not fully 

abandon television advertising because of its high reach attribute that increases exposure continuously. 

However, the goal of TV advertising is now shifting from questions, “how many audiences have we 

reached” and “how many times did they watch the ad” to “what’s their behavior after all we have 

done” (Fernandez-Alava et al., 2021). The concern of TV ad efforts now lies more in its effectiveness 

than mere metrics. In fact, creativity in advertising significantly results in higher level of brand recall 

while divergence increases consumers’ intention to share the advertisement (Billore et al., 2020). 

 

https://doi.org/10.47340/mjhss.v3i2.6.2022


Gen Z and TV: An Analysis of Traditional Advertising Medium and Perception 

Millennium Journal of Humanities and Social Sciences, 3(2): (2022) 

 

51 

These two factors, applied to TV ads with considerable high audience reach, can relevantly affect 

consumer perception. 

According to Mapa (2020), 79.9% of Filipino households own a television. It implies that most 

Filipinos are exposed to television, may it be in urban or rural areas. Study of Gomillion et al. (2017) 

argue that social connections through watching TV improves relationships in terms of intimacy and 

closeness. TV watching also provides information value regardless of the education level of its 

audience (Battaggion & Vaglio, 2020). Traditional TV is now being challenged in terms of customer 

attraction and market leadership due to the advent of TV stations and channels, as well as the increase 

in the number and types of media (Ewing, 2013; Schweidel & Moe, 2016). However, 79.3% of 

Filipinos surf the Internet for social media (Mapa, 2020). This may include exposure to different 

advertisements through different platforms. Consequently, Internet advertising can draw attention, 

improve brand salience, and ensure repeat purchase (Pettigrew et al., 2013). In line with this, Gaurus 

et al. (2017) revealed that ad effectiveness suffers when audiences are multitasking. It means that 

regardless of the audience is watching television but also surfing the Internet, the ad from the TV 

would not be effective enough.  

The researchers identified the key factors of TV as a marketing communication medium, which 

affects consumer perception among generation Z.  This research assessed the perception of generation 

Z on TV as an advertising medium such as its nature, accessibility, relevance, and importance to their 

generation, especially that Internet advertising is emerging nowadays. There were several pieces of 

research that described the impact of television commercials on the buying behavior of consumers. 

However, this study assessed the current impact of television as an advertising medium on the 

perception of the said generation whether they still appeal to consumers or not anymore. Pettigrew et 

al. (2013) revealed that parents could also be susceptible when exposed to advertising. The previous 

study showed how television advertising affects the behavior of consumers while this study discovered 

the generation Z’s perception of TV commercials nowadays. 

2. Discussion 

2.1. Audience Activity 

Audience Activity is a key concept in any media studies since it determines the media 

involvement of subjects (Rubin, 1993, as cited in Bondad-Brown et al., 2012). Blumler (1979, as cited 

in Lee et al., 2013) defined audience activity with the following words: (a) utility, or people’s perceived 

usefulness (Davis, 1989, as cited in Tefertiller, 2020) of media to be used; (b) intentionality, or people’s 

motivation for media use; (c) selectivity or people’s interests influence their media use; and (d) 

imperviousness to influence, or unwillingness to change one’s opinion or course of action. 

Considering the definition of audience activity, viewers tend to zap when clutter and 

advertising triggers occur such as repeating commercials, irritating advertisements, and viewers’ 

unpleasant moods (Dix et. al, 2017). Wilbur (2016) also discovered that advertising content has a great 

impact on advertising avoidance. However, there are viewers who switch channels even before the 

advertisement starts where ad content has no bearing (Kent, 2013). Another audience activity was 

discovered by some researchers that involves advertising avoidance. Although viewing increased 

exposure to television, audiences show little attention to the screen which reduces the effectiveness of 

television advertisements (Mora et al., 2011 & Bellman et al., 2012). On a positive note, a study by 
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Rouwenhorst & Zhao (2017) revealed that brands placed at the end of every commercial are 

remembered regardless of zipping speeds. 

Sense of community is one of the motivations that urge viewers to watch television because it 

enriches the social dimension of their lives (Cha, 2016; Dhoest & Simons, 2016). Hedonic motivation 

(Indrawati & Haryoto, 2015) also drives people to watch television which means viewers find pleasure 

from it alongside the belief that it improves their lifestyle. Moreover, fear of missing out (FoMO) 

determines viewers’ motivation to watch television, as long as intense drama is concerned where the 

exciting plot is followed (Conlin et al., 2016). Information seekers watch TV with high consideration 

to moral messages compared to entertainment viewers (Krijnen et al., 2016). However, Bilandzic et 

al. (2019) argue that TV narrative viewers also recognize the underlying moral messages of the story 

apart from its superficial content. 

There is a considerable difference between online streaming audiences and television viewers 

about advertising. Logan (2012) found that young adults perceive online advertising as an intruder. 

This notion is different from traditional TV viewers who accepted advertising as part of the system 

(Logan, 2012). This result is supported by the findings of Roozen & Meulders (2015) that a high degree 

of connection is present between TV commercials and consumers.  According to Tefertiller (2020), 

perceived ease of use and perceived usefulness of online streaming significantly impact the cord-

cutting intentions of traditional TV audiences. There are more variables considered by audiences of 

what particular medium to utilize. Available options greatly affect the audience’s attention to patronize 

online streaming (Bondad-Brown, et al., 2012; Lee, et al., 2018). Additionally, Lee et al. (2018) state 

that the adoption of online streaming is influenced by social trends while cost affects the use of 

television. 

In their study, Young et al. (2019) discovered that emotional and physiological appeals have 

positive effects on consumer purchase intention compared to rational appeal. However, Lin (2011) 

argues that rational appeal is more effective than emotional appeal. Consequently, advertising attitudes 

positively influence purchasing intentions (Lin, 2011). Since emotional appeal plays a significant role, 

brand-related humor leads to strong brand awareness among consumers (Van Kuilenburg et al., 2011). 

Nonetheless, deactivated audiences avoid watching energetic commercials (Puccinelli et al., 2015). 

Aside from the content and appeal of TV ads, Park et al. (2014) also postulate that familiarity with the 

background music of a TV commercial influences consumer attitudes albeit product-related music 

leads to higher involvement. 

Active television audiences make use of other technology simultaneously to participate in 

televised content (Nee & Dozier, 2016).  In line with this, consumers perceive television content as 

credible and experience more enjoyment when there is high interactivity (Horning, 2017). This idea is 

supported by the findings of De Michele et al. (2017) indicating that the attention of viewers increases 

if TV commercials contain gamification. Lin et al. (2018) also argue that social TV audiences consider 

program-related online interactions as part of their TV experiences. Nonetheless, the importance of 

cross-platform advertising is growing, which is an opportunity for advertisers to target these involved 

audiences (Guo, 2018). 

In the Philippines, 97.2% of Filipinos aged 10-30 years old watch television, and 69.3% of 

them watch every day (Mapa, 2020). In her research study, Castañeda (2018) found that Filipinos 
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constantly watch local broadcast television series valuing closer family ties and respect for the elderly. 

On the other hand, Pertierra (2017) states that television can be a source of power and wealth to 

audiences through reality shows such as Eat Bulaga, especially with the presence of poverty in the 

Philippines. There was also an increase in sales of television units in 2017 despite a decreasing forecast 

as consumers were shifting from analog to LED units (Castañeda, 2018). However, Gonzales (2015) 

argues that there is a decreasing usage of television among high school students from private and public 

schools. 

H1: Audience Activity has a significant effect on consumer perception towards television as an 

advertising medium. 

2.2. Perceived Ease of Use 

Perceived Ease of Use (PEoU) is the freedom from great effort of a certain individual in using 

a particular system (Davis 1989, as cited in Cha, 2013). Also, Chen et al. (2011) emphasized that ease 

pertains to the user’s opinion that a particular system should have direct instructions and is easy to 

grasp and operate. Shin, (2013) affirm that the basis for determining the technology acceptance of 

users can be measured by Perceived Ease of Use.  

Baccarne & Schuurman (2013) discovered that traditional television screens have lost their 

dominance on the consumption of television content because of digitalization. Every household now 

has access to a wide variety of screens and faster technologies which became an alternative source of 

audiences to watch television content (Baccarne & Schuurman, 2013). In addition, viewers have easy 

access to any kind of media platform which allows them to watch television programs in accordance 

with their convenience (Guo & Chan-Olmsted, 2015). However, when the consumers experience 

issues such as interruption or delays, it affects their willingness to use the system (Liou et al., 2015).  

A study conducted by Park et al. (2016) in Korea shows that there is a low intention to use a 

smart TV due to barriers that brought inconvenience to the consumers which include poor-quality 

networks and complicated interfaces in the controls. Chen et al.  (2011) supported that easy-to-operate 

product features have a positive effect on Perceived Ease of Use on television. Wang et al. (2018) 

identify that motion-sensing product features have a significant factor in determining the intention to 

use a television.  

According to Behal et al. (2018), young viewers who watch television tend to acquire more 

material goods than those who are not exposed to television. Also, Devadas & Ravi (2013) determined 

that the youth prefer to watch television to be mindful of the trending fashion style as seen on television 

personalities. On the contrary, Adeyanju (2015) ascertains that the younger generation prefers to spend 

their time gathering information on the Internet rather than getting ideas from the television. In fact, 

people who spend time and watch online videos on the Internet have less time watching television 

(Cha, 2013). Singh (2019) also proved that the emerging Internet media platforms such as Netflix, 

Amazon Prime, and Jio TV that produce movies and other video content changed the television and 

cinema viewing habits in India. The reason behind the shift to Internet media platforms is the 

convenience of personal media and service, quality contents, and availability of international movies, 

series, documentaries, and more, which can only be accessed through the Internet. 
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H2: Perceived Ease of Use positively affects consumer perception on television as a mode of 

marketing communication. 

2.3. Perceived Usefulness 

The significance of perceived usefulness derived from the TAM model (Purnawirawan et al, 

2012) states that it influences the decision-making process of a person. People prefer to buy products 

that are advertised on television (Weerasiri & Nadeeka, 2015). Advertisements seen on TV is a factor 

that helps consumers in choosing or buying any type of product or brand (Saumendra & Kusumuru, 

2013). However, Jayanthi (2015) states that the major problem in television advertising is the 

exaggerated advertising of the products, which is considered as false advertising. 

According to Jayanthi (2015), consumers who mostly watch television tend to be well-

informed about the products advertised in television. Moreover, television advertising is an effective 

marketing tool to reach potential clients and customers (Sonkusare, 2013). It is an essential tool that 

could draw attention and encourage consumers to try and buy new products that are offered in the 

market (Sonkusare, 2013 & Weerasiri et al, 2015). TV advertising can reach a huge number of people 

in a short period of time (Jayanthi, 2015). The goal of TV advertisements is not simply to inform 

consumers of what the advertiser is offering but also to persuade and encourage them to purchase the 

product or services being offered (Saumendra & Kusumuru, 2013).  

The representation produced by the advertisers has a significant impact on the purchasing 

behavior of consumers (Khandare & Suryawanshi, 2016).  On the other hand, Jayanthi (2015) argues 

that most television viewers are uncertain about the advertised products on television because not all 

of these products are of good quality. According to Ahmed, et al (2015), Marketers use celebrity 

endorsement to promote a product and brand since consumers usually trust a product or brand being 

endorsed by a celebrity. It is a form of advertising that can have a positive impact on consumers’ 

buying behavior which is an effective tool to drive more sales. Moreover, this strategy is an effective 

way to increase attention and make a product or brand stand out. Since celebrities have a huge fan 

following, this could also have a positive impact on the minds of consumers.  

Watching television could affect and shape the behavior of people, both directly or indirectly. 

The capability of a campaign to influence one’s belief is mainly based on the broad-mindedness of 

people in the network as well as the perceived result of that media campaign (Zia & Iftikhar, 2018). 

Furthermore, advertising aims to influence consumers by raising product and brand recognition 

(Fransen et al, 2015). However, as consumers are exposed to increasing numbers of marketing 

communications, they have tended to shut out these messages (Petty & Andrews, 2008 as cited in 

Campbell et al, 2013) by not giving attention to such (Campbell et al, 2013). 

H3: Perceived Usefulness impacts consumer perception regarding television as an advertising tool. 

2.4. Information Gratification 

A study conducted by Logan et al. (2012) found a high level of informativeness on television 

as regards advertising despite irritation as an attitude towards it. Synonymous to information, 

knowledge has a positive influence on consumer attitude towards television (Bhatt & Bhatt, 2015). 

Liaukonyte et al. (2015) state that information-focus elements on TV advertising positively affect sales 
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on most brands. Furthermore, information-spread TV ads have a stronger and positive effect on online 

chatter (Tirunillai et al., 2017).  Exposure to repetitive ads through television, the Internet, and mobile 

TV also makes the consumers perceive ad messages and brands as credible (Liaukonyte et al., 2015). 

However, the findings of Sama (2019) revealed that magazines and newspapers effectively influence 

purchase and post-purchase behaviors. 

Traditional advertising, where television belongs, has a positive influence on consumers' 

awareness, consideration, and customer acquisition (De Vries et al., 2017). Bruce et al. (2020) 

postulate that salience and association cues positively affect TV ads. Additionally, explicit cues are 

more effective compared to implicit ones (Bruce et al., 2020). According to Djambaska et al. (2016), 

humor also increases memorability of advertising and long-term positive feelings are felt.  

Advertisements seen on television are regarded as one of the effective media that capture the 

attention, interest, and create desire which influences the consumers’ purchasing decision. (Hassan, 

2015 & Ebrahimian et al., 2011). Deng et al. (2018) also mentioned that television is still the main and 

largest form of advertising medium. Weerasiri and Nadeeka (2015) affirm that television 

advertisements intensified their involvement when it comes to product selection and purchase. This 

implies that TV ads are beneficial to consumers because these could help them in buying new products. 

Likewise, with television advertisements, people will be aware of the new or existing products 

available in the market (Weerasiri & Nadeeka, 2015). Thus, TV advertisements increase online 

shopping engagement where content plays an important role (Liaukonyte et al., 2015). 

A study conducted by Khuong & Nguyen (2015) states that marketers and commercial makers 

should also consider the repetition of TVC on-air, building trust in customer’s minds and perceptions 

as well as creating meaningful advertising messages to have a high customers’ purchasing power. 

Moreover, the customer's purchase intention was directly influenced by the customer's trust and 

interest as well as the length of time (Khuong & Nguyen, 2015).  

According to Blasco-Arcas, et al., (2013), the convergence and growth of technology have 

resulted in interactive technologies that benefit both businesses and customers. On the contrary, Gen 

Z members spend most of their time using mobile devices resulting in less exposure to television 

(Southgate, 2017). To develop profitable partnerships with the channel, organizations must add 

interactive tools to enhance consumer dialogue. Customers' knowledge and familiarity with the brand 

would improve due to this information exchange, as would their involvement with the service 

purchased and their plans to continue purchasing the product. (Blasco-Arcas, et al., 2013). 

H4: Information Gratification influences consumer perception on television advertising. 

3. Method                

This study made use of a descriptive-causal method to describe the impact of television as an 

advertising medium on consumer perception. The causal design sought to explain how each 

independent variable influences consumer perception of television advertising among Generation Z. 

Sreejesh et al. (2014) argue that scientifically, causal linkages are frequently impossible to establish. 

Therefore, researchers formulated hypotheses and tested them to gain a better understanding of the 

causal relationship. In this study, self-made survey questionnaires with 30 items were utilized as the 

data gathering tool. Moreover, the statements described the relationship between each independent 
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variable with the dependent variable. A five-point frequency scale from (1) never to (5) always; and 

six-point Likert scale ranging from strongly disagree (1) to strongly agree (6) were used as a 

quantitative response for each statement. The questionnaire underwent 2 major tests: Validity and 

Reliability tests. For the validity test, the survey questionnaire was examined and evaluated by 3 

experts. Using Cronbach Alpha, the tool was tested for its reliability. Further, Cochran’s formula was 

applied to calculate the sample size and research instruments were distributed to 385 respondents 

nationwide. The sampling method used was the Convenience Sampling technique, a method where 

researchers select respondents and collect data from the participants that are often readily and easily 

available to participate in the study (Taherdoost, 2016). Partial Least Square - Structural Equation 

Modelling (PLS-SEM) was employed to test the hypotheses of the study. The data was processed using 

WARP PLS version 6.0 and Statistical Packages for Social Sciences (SPSS) version 20.  

4. Results 

The researchers performed Partial Least Squares Structural Equation Modelling (PLS-SEM) to 

test the hypotheses. The PLS-SEM results underwent reflective measurement models to test the 

measurement quality. Then, structural model evaluation followed where hypotheses were tested, and 

relationships of latent variables were assessed. 

Evaluation of Measurement Model and Structural Model 

Table 1 

Measures of Convergent Validity and Reliability 

 

Variables 
Cronbach’s 

Alpha 

Composite 

reliability 

Ave. 

Variances 

Extracted 

R2 Q2 

Audience Activity 0.705 0.825 0.376   

Perceived Ease of Use 0.782 0.857 0.475   

Perceived Usefulness 0.857 0.896 0.560   

Information Gratification  0.821 0.882 0.490   

Consumer Perception 0.714 0.824 0.429 0.568 .572 

 

The coefficients in Table 1 were used to examine the sets of indicators' reliability, internal consistency, 

and convergent validity. Table 1 likewise shows that all Cronbach's alpha reliability coefficients are 

better than 0.700; and all composite reliability coefficients are greater than 0.800, indicating good 

reliability and internal consistency (Fornell & Larcker, 1981). Additionally, the results indicate that 

the latent variables have sufficient convergent validity, as all AVEs are greater than 0.50 (Hair et al., 

2011). 

The R-squared values and the level of significance of the path coefficients are the major 

evaluation criteria for the structural model. R-squared values of 0.25, 0.50, and.75 for endogenous 

latent variables were considered weak, moderate, and considerable, respectively (Hair et al., 2011). 

According to Table 1, the R-squared coefficient, which represents the percentage of explained 

variation associated with the various latent variables, is greater than 0.25. Aside from the R-squared 
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values, Q-squared coefficients greater than zero imply that the exogenous constructs are predictive of 

the endogenous construct under consideration. 

 

Table 2 

 Latent Variable Correlations 
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Audience Activity 0.753 0.231 0.155 0.276 0.318 

Perceived Ease of Use 0.231 0.797 0.511 0.600 0.385 

Perceived Usefulness 0.155 0.511   0.863 0.743 0.501 

Information Gratification  0.276 0.6 0.743 0.790 0.606 

Consumer Perception 0.318 0.385 0.501 0.606 0.828 

         Note: Square roots of average variances extracted (AVE's) are shown on diagonal 

The latent variable correlations are shown in Table 2. The values along the main diagonal (in bold) are 

greater than the values along the off-diagonal. These results suggest that the latent variables have good 

discriminant validity. Discriminant validity is demonstrated by evidence that measures of constructs 

that theoretically should not be highly related to each other are, in fact, not found to be highly correlated 

to each other (Hubley, 2014, p. 1664). 

Figure 2 

The PLS-SEM Model 
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Figure 2 presents the emerging model of the study. The relationship (β = 0.164, p < 0.001) between 

Audience Activity and Consumer Perception is significant. However, Perceive Ease of Use is 

insignificant to Consumer Perception (β = 0.002, p = 0.486). The relationship (β = 0.136, p < 0.05) 

between Perceived Usefulness and Consumer Perception is also significant. Likewise, the relationship 

(β = 0.462, p < 0.001) between Information Gratification and Consumer Perception is significant. 

Table 3 

Path Coefficients and P-Values 

Path 
Path 

coefficients 

P -

values 

Effect 

Sizes 

Effect Size 

Interpretation 

(Cohen, 1988)** 

AA      →   CP 0.164 <0.001 0.052 Small 

PEoU  →   CP 0.002 0.486 0.001 Small 

PU       →   CP 0.136 0.003 0.068 Small 

IG        →   CP 0.462 <0.001 0.282 Medium 

  **0.02 – small, 0.15 – medium, 0.30 – large 

 

Table 3 explains the emerging model's values. Based on the data, Audience Activity has a significant 

positive effect on Consumer Perception of Gen Z (β = 0.164, p < 0.001), supporting Hypothesis 1. It 

suggests that an increase in Audience Activity will enhance the respondents' Consumer Perception. 

Correspondingly, Cohen’s (1988) scale suggests a significant small effect size (f2 = 0.052). It proved 

the fact that positive audience activity with TV positively impacts the consumers perception. This 

supported the studies (Cha, 2016; Conlin et al., 2016; Dhoest & Simons, 2016; Indrawati & Haryoto, 

2015; Krijnen et al., 2016) about increased audiences’ motivation results to favorable consumer 

perception on the said medium. Moreover, television content is perceived credible, and consumers 

experience more enjoyment when there is high interactivity (Horning, 2017). On the other hand, 

audience inactivity weakens consumer perception on TV. Dix et. al’s (2017) identified triggers: 

repeating commercials, irritating advertisements, and viewers’ unpleasant moods deteriorates 

consumer perception towards TV as an advertising medium. The result also affirms the fact that 

consumers’ exposure to different media (Bondad-Brown, et al., 2012; Lee, et al., 2018) means that 

their use of TV is greatly affected. Since consumer perception is sensitive to audience activity, online 

streaming stimulates cord-cutting intentions of traditional TV audiences (Tefertiller, 2020).  

However, results revealed that Perceived Ease of Use has no significant effect on Consumer 

Perception of Gen Z (β = 0.002, p = 0.486), rejecting hypothesis 2. It suggests that the path coefficient 

(total effect) from Perceived Ease of Use to Consumer Perception is negligible since it has no 

significant effect with a small effect size (f2 = 0.001), according to Cohen’s (1988) scale. The result 

rejects the findings of Beccarne & Schuurman (2013) that television is losing dominance on 

consumption due to the rise of alternative technologies, which are more convenient. Also, the findings 

that TV consumption still leads to increased consumption of material goods due to exposure through 

advertisements, may not hold true based on the results of the study. Nonetheless, the gathered results 
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revealed that other available media comparatively more convenient to use has no bearing with the 

declining consumption of television. The findings also corroborate with the studies (Behal et al., 2018; 

Devadas & Ravi, 2013) that the young demographic who consumes television content are more 

inclined to material consumption. With the stated related literature, it can be deduced that Perceived 

Ease of Use has neither positive nor negative effects on Gen Z’s perception of TV as a mode of 

marketing communication. 

Results also revealed that Perceived Usefulness has a significant positive effect on Consumer 

Perception of Gen Z (β = 0.136, p < 0.05), supporting hypothesis 3. It suggests that an increase in 

Perceived Usefulness will enrich the respondents' Consumer Perception. Correspondingly, Cohen’s 

(1988) scale suggests a significant small effect size (f2 = 0.068). It agrees with the fact that watching 

TV influences the decision-making process of consumers to select any product category or any brand 

type (Jayanthi, 2015; Saumendrea et al., 2013; Zia & Iftikhar, 2018). Watching television can influence 

consumers in different ways, specifically their buying behavior. It validated that people are influenced 

by product advertisements they usually see on TV which affects their buying behavior. In line with 

this, consumers prefer to buy products advertised on television (Weerasiri & Nadeeka, 2015). 

Moreover, the presence of celebrity endorsers can change and influence the perception of the viewers 

when it comes to a specific brand (Ahmed, et al., 2015 & Khandare and Suryawanshi, 2016). 

Lastly, Information Gratification has a significant positive effect on Consumer Perception of 

Gen Z (β = 0.462, p < 0.001) supporting hypothesis 4. It suggests that an increase in Information 

Gratification will improve the respondents' Consumer Perception. Correspondingly, Cohen’s (1988) 

scale suggests a significant small effect size (f2 = 0.282). It means that consumer perception towards 

TV is affected by the level of information it offers. This confirms the argument that informativeness 

and a great amount of knowledge obtained from TV leads to positive consumer perception (Bhatt & 

Bhatt, 2015; Logan et al., 2012). Additionally, the presence of information-focus elements on TV 

advertising contributes to its effectiveness (Liaukonyte et al., 2015). The medium effect of information 

gratification corroborates the findings of De Vries et al. (2017) whereas traditional advertising media 

influence consumers' awareness. Hence, salience and association cues shown in TV positively affects 

consumer perception (Bruce et al., 2020). The result also verified that TV plays a vital role in making 

consumers aware of the new or existing products available in the market (Weerasiri & Nadeeka, 2015). 

5. Conclusion  

The results show that among the four independent variables, only three are significant to the 

dependent variable. It was found that Audience Activity, Perceived Usefulness, and Information 

Gratification directly impacts Consumer Perception. Any changes in the three significant variables will 

relatively affect Consumer Perception albeit both Audience Activity and Perceived Usefulness have 

small effect while Information Gratification has medium effect. Audience activity such as paying 

attention to TV programs implies favorable consumer perception towards TV. Therefore, including 

programs that grab the attention of viewers suggests medium effectiveness. Considering the wide 

audience reach of TV, advertisers maximize its use in exposing the brand. Consumers are made aware 

of the brand because of Tv advertisements. Consequently, the use of television to advertise products 

is still effective; the audience also get updated by the current happenings or trends through TV. Hence, 

television is a vital mode of marketing communication. Another exogenous variable of the study is 

Perceived Ease of Use that is found to be insignificant. Thus, Consumer Perception is not influenced 
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by Perceived Ease of Use. Regardless of how convenient or easy to use other technologies are, it does 

not concern television. The reason of which is, television as an advertising medium is not at all affected 

by the said variable. Hence, Ease of Use does not determine Consumer Perception of Gen Z towards 

TV.  

The present study on the impact of television as an advertising medium on consumer perception 

among Gen Z affirm that advertising through TV will benefit stakeholders who use it as their 

promotional tool. TV advertising has considerable audience reach compared to other media available. 

High interactivity advertisement leads to a positive result in consumer perception. In line with this, the 

researchers suggest that using TV as their promotional tool is still suitable to large companies even 

though there is a rise of alternative technology. Most large companies can still consider television 

advertising because of its high audience reach that increases brand awareness. Therefore, this study 

will benefit large companies in assessing the level of acceptance by a particular generation on 

television nowadays. 

6. Recommendations  

Considering the effectiveness of TV ads, third-party agencies will benefit from this study by 

understanding consumer perception which could help in developing effective advertising strategies 

concerning television. Third-party agencies should take into consideration the values of the concerned 

generation which are relatable. Likewise, TV as a brand-exposing medium could be useful for 

advertising agencies to understand the preferences of Gen Z and other relevant information towards 

TV advertising. Furthermore, advertising agencies should consider creating advertising contents rather 

than relying on how easy or convenient a medium is to grab the attention of the target audience. To 

boost audience activity, advertisements should stimulate emotions of viewers and increase engagement 

especially since generation Z is proactive. 

Exploring more contents that could grab the attention of Gen Z towards TV advertising is 

another study that may be conducted in the future. Other researchers could conduct another study with 

other demographic considerations such as gender. The proponents also challenge future researchers to 

study other generations. 

References 

[1] Ahmed, D. R. R., Seedani, S. K., Ahuja, M. K., & Paryani, S. K. (2015). Impact of celebrity 

endorsement on consumer buying behavior. SSRN Electronic Journal. 2015. 

http://dx.doi.org/10.2139/ssrn.2666148   

[2] Baccarne, B., Evens, T., & Schuurman, D. (2013). The television struggle: An assessment of 

over-the-top television evolutions in a cable dominant market. Communications & 

Strategies, 92, 43-61. https://ssrn.com/abstract=2473955   

[3] Battaggion, M. R., & Vaglio, A. (2020). TV watching in the new millennium: Insights from 

Europe. Journal of Industrial and Business Economics, 47, 645–661. 

https://doi.org/10.1007/s40812-020-00145-y   

http://dx.doi.org/10.2139/ssrn.2666148
https://ssrn.com/abstract=2473955
https://doi.org/10.1007/s40812-020-00145-y


Gen Z and TV: An Analysis of Traditional Advertising Medium and Perception 

Millennium Journal of Humanities and Social Sciences, 3(2): (2022) 

 

61 

[4] Behal, M., & Soni, P. (2018). Media use and materialism: A comparative study of impact of 

television exposure and internet indulgence on young adults. Management and Labour 

Studies, 43(4), 1–16. http://doi.org/10.1177/0258042x18791613 

[5] Bellman, S., Rossiter, J. R., Schweda, A., & Varan, D. (2012). How coviewing reduces the 

effectiveness of TV advertising. Journal of Marketing Communications, 18(5), 363–378. 

https://doi.org/10.1080/13527266.2010.531750  

[6] Bentley, F., Silverman, M., & Bica, M. (2019, June 4). Exploring online video watching 

behaviors. Proceedings of the 2019 ACM International Conference on Interactive 

Experiences for TV and Online Video - TVX ’19. Salford, Manchester, England. 

https://doi.org/10.1145/3317697.3323355 

  [7] Bhatt, S. & Bhatt, A. (2015). Audience behaviour towards television advertisements: An 

empirical study in Ahmedabad. International Journal of Marketing and Business 

Communication, 4(1), 31-40. http://dx.doi.org/10.21863/ijmbc/2015.4.1.004   

 [8] Bilandzic, H., Schnell, C., & Sukalla, F. (2019). The cultivation of idealistic moral 

expectations: The role of television exposure and narrative engageability. Mass 

Communication and Society, 22(5), 1–27. 

https://doi.org/10.1080/15205436.2019.1606247   

[9] Billore, A., Jayasimha, K. R., Sadh, A., & Nambudiri, R. (2020). Divergence or relevance in 

advertisements: What works in emerging markets? evidence from Indian consumers. 

Journal of Global Marketing, 33(4), 225-241. 

https://doi.org/10.1080/08911762.2020.1734135   

 [10] Blasco-Arcas, L., Hernandez-Ortega, B., & Jimenez-Martinez, J. (2013). Adopting 

television as a new channel for e-commerce. The influence of interactive technologies on 

consumer behavior. Electronic Commerce Research, 13(4), 457–475. 

https://doi.org/10.1007/s10660-013-9132-1   

 [11] Bondad-Brown, B. A., Rice, R. E., & Pearce, K. E. (2012). Influences on TV viewing and 

online user-shared video use: Demographics, generations, contextual age, media use, 

motivations, and audience activity. Journal of Broadcasting & Electronic Media, 56(4), 

471–493. https://doi.org/10.1080/08838151.2012.732139  

[12] Bruce, N. I., Becker, M., & Reinartz, W. (2020). Communicating brands in television 

advertising. Journal of Marketing Research, 5(2), 236-256. 

https://doi.org/10.1177/0022243719892576    

[13] Campbell, M. C., Mohr, G. S., & Verlegh, P. W. J. (2013). Can disclosures lead consumers 

to resist covert persuasion? The important roles of disclosure timing and type of response. 

Journal of Consumer Psychology, 23(4), 483–495. 

https://doi.org/10.1016/j.jcps.2012.10.012    

 [14] Castañeda, A. (2018, March). Local broadcast television series and its audience viewing 

preferences. 11th Global Business Conference. Manila, Philippines. 

https://bit.ly/3mARlnE   

http://doi.org/10.1177/0258042x18791613
https://doi.org/10.1080/13527266.2010.531750
https://doi.org/10.1145/3317697.3323355
http://dx.doi.org/10.21863/ijmbc/2015.4.1.004
https://doi.org/10.1080/15205436.2019.1606247
https://doi.org/10.1080/08911762.2020.1734135
https://doi.org/10.1007/s10660-013-9132-1
https://doi.org/10.1080/08838151.2012.732139
https://doi.org/10.1177/0022243719892576
https://doi.org/10.1016/j.jcps.2012.10.012
https://bit.ly/3mARlnE


Gen Z and TV: An Analysis of Traditional Advertising Medium and Perception 

Millennium Journal of Humanities and Social Sciences, 3(2): (2022) 

 

62 

[15] Cha, J. (2013). Do online video platforms cannibalize television?. Journal of Advertising 

Research, 53(1), 71–82. https://doi.org/10.2501/jar-53-1-071-082  

 [16] Cha, J. (2016). Television use in the 21st century: An exploration of television and social 

television use in a multiplatform environment. First Monday, 21(2). 

https://doi.org/10.5210/fm.v21i2.6112   

[17] Chen, M.-L., Lu, T.-E., Chen, K.-J., & Liu, C.-E. (2011). A TAM-based study on senior 

citizens’ digital learning and user behavioral intention toward use of broadband network 

technology services provided via television. African Journal of Business Management, 

5(16), 7099-7110. http://doi.org/10.5897/AJBM10.1213    

 [18] Cohen, J. (1988). Statistical Power Analysis for the Behavioral Sciences. Lawrence 

Erlbaum. 

[19] Conlin, L., Billings, A.C. & Averset, L. (2016). Time-shifting vs. appointment viewing: The 

role of fear of missing out within TV consumption behaviors. Communication & Society, 

29(4), 151- 164. https://hdl.handle.net/10171/41839   

[20] De Michele, R., & Furini, M. (2017, July). TV commercials: Improving viewers engagement 

through gamification and second screen. 2017 IEEE Symposium on Computers and 

Communications (ISCC). Heraklion, Greece. https://doi.org/10.1109/iscc.2017.8024517   

[21] De Vries, L., Gensler, S., & Leeflang, P. S. H. (2017). Effects of traditional advertising and 

social messages on brand-building metrics and customer acquisition. Journal of 

Marketing, 81(5), 1–15. https://doi.org/10.1509/jm.15.0178  

[22] Deng, Y., & Mela, C. F. (2018). TV viewing and advertising targeting. Journal of Marketing 

Research, 55(1), 99–118. https://doi.org/10.1509/jmr.15.042   

 [23] Devadas, B., & Ravi, B. (2013). Cultural impact of television on urban youth - An 

empirical study.  International Journal of Humanities and Social Science Invention, 2(8), 

43-52 http://www.ijhssi.org/papers/v2(8)/Version-1/G0281043052.pdf  

 [24] Dhoest, A. & Simons, N. (2016). Still ‘watching’ TV? The consumption of TV fiction by 

engaged audiences. Media and Communication, 4(3), 176-184. 

http://dx.doi.org/10.17645/mac.v4i3.427   

[25] Dix, S. R., & Phau, I. (2017). Predictors of commercial zapping during live prime-time 

television. Journal of Advertising Research, 57(1), 15–27. https://doi.org/10.2501/jar-

2017-010 

[26] Djambaska, A., Petrovska, I. & Bundaleska, E. (2016). Is humor advertising always 

effective? Parameters for effective use of humor in advertising. Journal of Management 

Research, 8(1), https://doi.org/10.5296/jmr.v8i1.8419   

[27] Ebrahimian Jolodar, S. Y., & Ansari, M. E. (2011). An investigation of TV advertisement 

effects on customers’ purchasing and their satisfaction. International Journal of 

Marketing Studies, 3(4). https://doi.org/10.5539/ijms.v3n4p175   

https://doi.org/10.2501/jar-53-1-071-082
https://doi.org/10.5210/fm.v21i2.6112
http://doi.org/10.5897/AJBM10.1213
https://hdl.handle.net/10171/41839
https://doi.org/10.1109/iscc.2017.8024517
https://doi.org/10.1509/jm.15.0178
https://doi.org/10.1509/jmr.15.042
http://www.ijhssi.org/papers/v2(8)/Version-1/G0281043052.pdf
http://dx.doi.org/10.17645/mac.v4i3.427
https://doi.org/10.2501/jar-2017-010
https://doi.org/10.2501/jar-2017-010
https://doi.org/10.5296/jmr.v8i1.8419
https://doi.org/10.5539/ijms.v3n4p175


Gen Z and TV: An Analysis of Traditional Advertising Medium and Perception 

Millennium Journal of Humanities and Social Sciences, 3(2): (2022) 

 

63 

[28] Ewing, M. T. (2013). The good news about television: attitudes aren't getting worse. 

Tracking public attitudes toward TV advertising. Journal of Advertising Research, 53(1), 

83-89. https://doi.org/10.2501/JAR-53-1-083-089   

[29] Fernández-Alava, R., Gavilán, D., & Fernández-Lores, S. (2021). Big data and TV media: 

going beyond traditional segmentation. Academy of Strategic Management Journal, 

20(6), 1-11.  

[30] Fornell, C. & Larcker, D. F. (1981). Evaluating structural equation models with 

unobservable variables and measurement error. Journal of Marketing Research, 18(1), 39 

– 50. https://doi.org/10.1177%2F002224378101800104  

[31] Fransen, M. L., Verlegh, P. W. J., Kirmani, A., & Smit, E. G. (2015). A typology of 

consumer strategies for resisting advertising, and a review of mechanisms for countering 

them. International Journal of Advertising, 34(1), 6–16. 

https://doi.org/10.1080/02650487.2014.995284   

[32] Gaurus, M., Wagner, U., & Bäck, A-M. (2017). The effect of media multitasking on 

advertising message effectiveness. Psychology and Marketing, 34(2), 138-156. 

https://doi.org/10.1002/mar.20980  

 [33] Gomillion, S., Gabriel, S., Kawakami, K., & Young, A. F. (2017). Let’s stay home and 

watch TV: the benefits of shared media use for close relationships. Journal of Social and 

Personal Relationships, 34(6), 855–874. https://doi.org/10.1177/0265407516660388  

 [34] Gonzales, M.S. (2016). Association between TV viewing and vegetable consumption 

among Filipino adolescents. The Antoninus Journal, 2, 91-105. https://bit.ly/3s7sB7J  

[35] Guo, M. (2018). How television viewers use social media to engage with programming: the 

social engagement scale development and validation. Journal of Broadcasting & 

Electronic Media, 62(2), 195–214. https://doi.org/10.1080/08838151.2018.1451856  

[36] Guo, M., & Chan-Olmsted, S. M. (2015). Predictors of social television viewing: how 

perceived program, media, and audience characteristics affect social engagement with 

television programming. Journal of Broadcasting & Electronic Media, 59(2), 240–258. 

https://doi.org/10.1080/08838151.2015.1029122  

 [37] Hair, J. F., Ringle, C. M. & Sarstedt, M. (2011). PLS-SEM: Indeed, a silver bullet. Journal 

of Marketing Theory and Practice, 19(2), 139 – 151. https://doi.org/10.2753/MTP1069-

6679190202  

[38] Hassan, A. (2015). Effects of TV advertisement on consumer buying behaviour: a 

comparative study of rural-urban and male-female consumers. International Journal of 

Innovation and Applied Studies, 11(3), 608. http://www.ijias.issr-

journals.org/abstract.php?article=IJIAS-15-073-01 

 [39] Hee Park, H., Kwan Park, J., & Ok Jeon, J. (2014). Attributes of background music and 

consumers’ responses to TV commercials. International Journal of Advertising, 33(4), 

767–784. https://doi.org/10.2501/ija-33-4-767-784  

https://doi.org/10.2501/JAR-53-1-083-089
https://doi.org/10.1177%2F002224378101800104
https://doi.org/10.1080/02650487.2014.995284
https://doi.org/10.1002/mar.20980
https://doi.org/10.1177/0265407516660388
https://bit.ly/3s7sB7J
https://doi.org/10.1080/08838151.2018.1451856
https://doi.org/10.1080/08838151.2015.1029122
https://doi.org/10.2753/MTP1069-6679190202
https://doi.org/10.2753/MTP1069-6679190202
http://www.ijias.issr-journals.org/abstract.php?article=IJIAS-15-073-01
http://www.ijias.issr-journals.org/abstract.php?article=IJIAS-15-073-01
https://doi.org/10.2501/ija-33-4-767-784


Gen Z and TV: An Analysis of Traditional Advertising Medium and Perception 

Millennium Journal of Humanities and Social Sciences, 3(2): (2022) 

 

64 

[40] Horning, M. A. (2017). Interacting with news: exploring the effects of modality and 

perceived responsiveness and control on news source credibility and enjoyment among 

second screen viewers. Computers in Human Behavior, 73, 273–283. 

https://doi.org/10.1016/j.chb.2017.03.023  

[41] Hubley A.M. (2014). Discriminant Validity. In: Michalos A.C. (eds) Encyclopedia of 

Quality of Life and Well-Being Research. https://doi.org/10.1007/978-94-007-0753-5_751  

[42] Indrawati & Haryoto, K. (2015, August). The use of modified theory of acceptance and use 

of technology 2 to predict prospective users' intention in adopting TV Streaming. 5th 

International Conference on Computing and Informatics (ICOCI) 2015. Istanbul, Turkey. 

http://repo.uum.edu.my/id/eprint/15548  

[43] Jayanthi, R., (2015) Television Advertisements: creating awareness or problems to the 

television viewers. International Journal of Marketing and Business Communication, 

4(1), 47-52.  http://dx.doi.org/10.21863/ijmbc/2015.4.1.006  

 [44] Kent, R. J. (2013). Switching before the pitch: exploring television channel changing before 

the ads even start. Journal of Marketing Communications, 19(5), 377–386. 

https://doi.org/10.1080/13527266.2012.671188  

[45] Khandare, A., & Suryawanshi, P. (2016) Studying the impact of internet advertising on 

consumer buying behavior. International Journal of Basic and Applied Sciences, 1(1), 28-

33. http://dx.doi.org/10.21904/weken/2016/v1/i1/93608  

 [46] Khuong, M. & Nguyen, T. (2015). The effects of television commercials on customers 

purchase intention – a study of milk industry in Ho Chi Minh City, Vietnam. Journal of 

Economics, Business and Management, 3(9), 18-24. http://www.joebm.com/papers/297-

BM00002.pdf  

[47] Krijnen, T., & Verboord, M. (2016). TV genres’ moral value: the moral reflection of 

segmented TV audiences. The Social Science Journal, 53(4), 417–426. 

https://doi.org/10.1016/j.soscij.2016.04.004  

[48] Lee, C., Nagpal, P., Ruane, S. & Lim, H. (2018). Factors affecting online streaming 

subscriptions, Communications of the IIMA, 16(1), Article 2. 

https://scholarworks.lib.csusb.edu/ciima/vol16/iss1/2  

[49] Lee, T. K., & Taylor, L. D. (2013). The motives for and consequences of viewing television 

medical dramas. Health Communication, 29(1), 13–22. 

https://doi.org/10.1080/10410236.2012.714346  

[50] Liaukonyte, J., Teixeira, T., & Wilbur, K. C. (2015). Television advertising and online 

shopping. Marketing Science, 34(3), 311–330. https://doi.org/10.1287/mksc.2014.0899  

 [51] Lin, J.-S., Chen, K.-J., & Sung, Y. (2018). Understanding the nature, uses, and 

gratifications of social television: implications for developing viewer engagement and 

network loyalty. Journal of Broadcasting & Electronic Media, 62(1), 1–20. 

https://doi.org/10.1080/08838151.2017.1402904 

https://doi.org/10.1016/j.chb.2017.03.023
https://doi.org/10.1007/978-94-007-0753-5_751
http://repo.uum.edu.my/id/eprint/15548
http://dx.doi.org/10.21863/ijmbc/2015.4.1.006
https://doi.org/10.1080/13527266.2012.671188
http://dx.doi.org/10.21904/weken/2016/v1/i1/93608
http://www.joebm.com/papers/297-BM00002.pdf
http://www.joebm.com/papers/297-BM00002.pdf
https://doi.org/10.1016/j.soscij.2016.04.004
https://scholarworks.lib.csusb.edu/ciima/vol16/iss1/2
https://doi.org/10.1080/10410236.2012.714346
https://doi.org/10.1287/mksc.2014.0899
https://doi.org/10.1080/08838151.2017.1402904


Gen Z and TV: An Analysis of Traditional Advertising Medium and Perception 

Millennium Journal of Humanities and Social Sciences, 3(2): (2022) 

 

65 

[52] Lin, L. (2011). The impact of advertising appeals and advertising spokespersons on 

advertising attitudes and purchase intentions. African Journal of Business Management, 

5(21), 8446-8457. https://doi.org/10.5897/AJBM11.925  

[53] Liou, D.-K., Hsu, L.-C., & Chih, W.-H. (2015). Understanding broadband television users’ 

continuance intention to use. Industrial Management & Data Systems, 115(2), 210–234. 

https://doi.org/10.1108/imds-07-2014-0223  

[54] Logan, K. (2013). And now a word from our sponsor: do consumers perceive advertising on 

traditional television and online streaming video differently? Journal of Marketing 

Communications, 19(4), 258–276. https://doi.org/10.1080/13527266.2011.631568   

[55] Logan, K., Bright, L. F., & Gangadharbatla, H. (2012). Facebook versus television: 

advertising value perceptions among females. Journal of Research in Interactive 

Marketing, 6(3), 164–179. https://doi.org/10.1108/17505931211274651   

[56] Mapa, D. (2020, December 28). Functional literacy rate of Filipinos by exposure to different 

forms of mass media ranges from 92.6 percent to 97.1 percent in 2019. Philippine 

Statistics Authority. https://psa.gov.ph/press-releases/id/163686  

[57] Mora, J.-D., Ho, J., & Krider, R. (2011). Television co-viewing in Mexico: an assessment on 

people meter data. Journal of Broadcasting & Electronic Media, 55(4), 448–469. 

https://doi.org/10.1080/08838151.2011.620905  

[58] Nee, R. C., & Dozier, D. M. (2016). Second screen effects: linking multiscreen media use to 

television engagement and incidental learning. Convergence: The International Journal 

of Research into New Media Technologies, 23(2), 214–226. 

https://doi.org/10.1177/1354856515592510  

[59] Park, J.-H., & Kim, M.-K. (2016). Factors influencing the low usage of smart TV services 

by the terminal buyers in Korea. Telematics and Informatics, 33(4), 1130–1140. 

https://doi.org/10.1016/j.tele.2016.01.001   

[60] Pertierra, A. C. (2017). Televisual experiences of poverty and abundance: entertainment 

television in the Philippines. The Australian Journal of Anthropology, 29(1), 3–18. 

https://doi.org/10.1111/taja.12261   

[61] Pettigrew, S., Tarabashkina, L., Roberts, M., Quester, P., Chapman, K., & Miller, C. (2013). 

The effects of television and internet food advertising on parents and children. Public 

Health Nutrition, 16(12), 2205-2212. https://doi.org/10.1017/S1368980013001067   

[62] Puccinelli, N. M., Wilcox, K., & Grewal, D. (2015). Consumers’ response to commercials: 

when the energy level in the commercial conflicts with the media context. Journal of 

Marketing, 79(2), 1–18. https://doi.org/10.1509/jm.13.0026   

[63] Purnawirawan, N., De Pelsmacker, P., & Dens, N. (2012). Balance and sequence in online 

reviews: how perceived usefulness affects attitudes and intentions. Journal of Interactive 

Marketing, 26(4), 244–255. https://doi.org/10.1016/j.intmar.2012.04.002     

https://doi.org/10.5897/AJBM11.925
https://doi.org/10.1108/imds-07-2014-0223
https://doi.org/10.1080/13527266.2011.631568
https://doi.org/10.1108/17505931211274651
https://psa.gov.ph/press-releases/id/163686
https://doi.org/10.1080/08838151.2011.620905
https://doi.org/10.1177/1354856515592510
https://doi.org/10.1016/j.tele.2016.01.001
https://doi.org/10.1111/taja.12261
https://doi.org/10.1017/S1368980013001067
https://doi.org/10.1509/jm.13.0026
https://doi.org/10.1016/j.intmar.2012.04.002


Gen Z and TV: An Analysis of Traditional Advertising Medium and Perception 

Millennium Journal of Humanities and Social Sciences, 3(2): (2022) 

 

66 

[64] Roozen, I., & Meulders, M. (2015). Has TV advertising lost its effectiveness to other touch 

points? Communications, 40(4). https://doi.org/10.1515/commun-2015-0019   

[65] Rouwenhorst, R., & Zhao, L. (2017). Zipped commercials, zapped memory? not necessarily. 

Business and Management Research, 6(3), 85. https://doi.org/10.5430/bmr.v6n3p85   

[66] Sama R. (2019). Impact of media advertisements on consumer behaviour. Journal of 

Creative Communications, 14(1), 54-68. https://doi.org/10.1177/0973258618822624   

[67] Saumendra, D. & Kusumuru, V., (2013). Determinants of dividend behaviour in select 

indian companies – an empirical evidence of television advertising effectiveness on 

selected brands of cellular phones. Journal of Management and Science. 2(3), 31-38. 

https://doi.org/10.26524/jms.2013.4   

[68] Schweidel, D. A., & Moe, W. W. (2016). Binge watching and advertising. Journal of 

Marketing, 80(5), 1-19. https://doi.org/10.1509/jm.15.0258 

[69] Shin, D.-H. (2013). Defining sociability and social presence in social TV. Computers in 

Human Behavior, 29(3), 939–947. https://doi.org/10.1016/j.chb.2012.07.006  

[70] Sonkusare, G., (2013). Impact of television advertising on buying behavior of women 

consumers’ [With special reference to FMCG Products] Chandrapur City. International 

Journal of Business and Management Invention, 2(3), 31-38. 2013. 

[71] Southgate, D. (2017). The emergence of generation Z and its impact in advertising. Journal 

of Advertising Research, 57(2), 227–235. https://doi.org/10.2501/jar-2017-028   

 [72] Sreejesh S., Mohapatra S., & Anusree M.R. (2014). Business Research Methods. Springer. 

https://doi.org/10.1007/978-3-319-00539-3_3  

 [73] Taherdoost, H. (2016). Sampling methods in research methodology; how to choose a 

sampling technique for research. SSRN Electronic Journal. 

https://dx.doi.org/10.2139/ssrn.3205035  

 [74] Tefertiller, A. (2020). Cable cord-cutting and streaming adoption: advertising avoidance 

and technology acceptance in television innovation. Telematics and Informatics, 51, 

101416. https://doi.org/10.1016/j.tele.2020.101416  

[75] Tirunillai, S., & Tellis, G. J. (2017). Does offline TV advertising affect online chatter? 

quasi-experimental analysis using synthetic control. Marketing Science, 36(6), 862–878. 

https://doi.org/10.1287/mksc.2017.1040  

[76] Van Kuilenburg, P., de Jong, M. D. T., & van Rompay, T. J. L. (2011). That was funny, but 

what was the brand again? International Journal of Advertising, 30(5), 795–814. 

https://doi.org/10.2501/ija-30-5-795-814  

[77] Wang, C.-H., & Chen, T.-M. (2018). Incorporating data analytics into design science to 

predict user intentions to adopt smart TV with consideration of product features. 

Computer Standards & Interfaces, 59, 87–95. https://doi.org/10.1016/j.csi.2018.02.006 

https://doi.org/10.1515/commun-2015-0019
https://doi.org/10.5430/bmr.v6n3p85
https://doi.org/10.1177/0973258618822624
https://doi.org/10.26524/jms.2013.4
https://doi.org/10.1509/jm.15.0258
https://doi.org/10.1016/j.chb.2012.07.006
https://doi.org/10.2501/jar-2017-028
https://doi.org/10.1007/978-3-319-00539-3_3
https://dx.doi.org/10.2139/ssrn.3205035
https://doi.org/10.1016/j.tele.2020.101416
https://doi.org/10.1287/mksc.2017.1040
https://doi.org/10.2501/ija-30-5-795-814
https://doi.org/10.1016/j.csi.2018.02.006


Gen Z and TV: An Analysis of Traditional Advertising Medium and Perception 

Millennium Journal of Humanities and Social Sciences, 3(2): (2022) 

 

67 

[78] Weerasiri, R.A.S. & Nadeeka, H.S. (2015). Impact on television advertisements on youth 

buying behavior with special reference to fruit drink market in Sri Lanka. Proceeding of 

1st International Conference on Branding & Advertising. 1, 42-48. 

https://doi.org/10.17501/icba2015-1105   

[79] Wilbur, K. C. (2016). Advertising content and television advertising avoidance. Journal of 

Media Economics, 29(2), 51–72. https://doi.org/10.1080/08997764.2016.1170022 

[80] Young, C., Gillespie, B., & Otto, C. (2019). The Impact of rational, emotional, and 

physiological advertising images on purchase intention. Journal of Advertising Research, 

JAR–2019–010. https://doi.org/10.2501/jar-2019-010  

[81] Zia, A., & Iftikhar, M. (2018). Television commercials as a tool of education: The usage and 

impact of smartphones among millennials. Journal of Research & Reflections in 

Education (JRRE), 12(2). 

 

https://doi.org/10.17501/icba2015-1105
https://doi.org/10.1080/08997764.2016.1170022
https://doi.org/10.2501/jar-2019-010

