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Abstract:

The research analyzes the use of motion graphic art to raise awareness about the Covid 19 virus,
which has engulfed the globe in a wave of attacks, necessitating the dedication of countries
around the world to take the required steps to tackle the pandemic, including coordinating public
awareness campaigns to inform society about prevention and response methods, as well as
methods of dealing in the event of infection.

The Egyptian Ministry of Health and Population has resorted to the use of motion graphic art -
which is one of the modern arts - to raise awareness of the emerging Covid 19 disease in public
awareness advertisements, as this art has many advantages that achieve popularity and
acceptance among the masses as an advertising tool for public awareness.

In this research a descriptive and analytical study of four advertising videos from the ads of the
Egyptian Ministry of Health and Population on the Ministry's official Facebook page, and the
visual elements of shape, color, typography and movement were exposed, along with the sound
element and the time period of the advertisement, then a questionnaire was used to classify the
importance of each of these elements and which one is having a negative or positive effect on
recognizing and remembering the advertising message?

Then, through the statistical analysis, a set of results was reached regarding the preferences of
the recipient audience and the extent to which each of these elements affects the remembering
and acceptance of the advertising message, as we find that simple forms are realized faster,
movement-which is the distinctive element of Motion Ads- had been preferred by the masses
as simple movements, besides the voice, the greater percentage of the masses preferred that the
advertisement be accompanied by a voiceover and not just music, and that the duration of the
advertisement be as short as possible, which requires the advertising designer to take into
account all the components of the presented advertising video in order to achieve the desired
goal can reach the masses successfully.
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1. Introduction:

COVID-19 pandemic is today’s major global health disaster and the greatest challenge facing
the world. The outbreak was documented in early December 2019, in Wuhan, Hubei Province,
China, and since then, the infection has spread throughout China and then to many countries
around the world. The perceived risk of contracting the disease has led many governments to
institute a variety of control measures (Harapan Harapan, 2020).
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In the absence of approved vaccines or effective antiviral drugs against COVID-19, non-
pharmaceutical methods of dealing with the virus remain essential. Moreover, in order to
control the spread of the disease, knowledge and awareness of the virus must be spread among
the public from official sources, including the World Health Organization and relevant
ministries of health in every country of the world (Alaa Abu Zaid, 2020).

Many countries have resorted to public awareness advertisements on various means of
communication, the advertisements include awareness of symptoms, methods of transmission,
and how to prevent infection? Motion graphic art was the most used in the implementation of
these advertisements. Motion graphic art is one of the modern computer-generated
communication arts, the rapid growth of technology and its impact on all productive industries
has made animation technologies diverse and widespread, since the end of the twentieth
century, they have been widely used in production, advertisements, films, commercials, visual
effects, etc.

Nowadays, the art of motion graphic is a powerful and effective factor in the visual
communication process and it finds a new side every day. Advertising is one of the areas that
has tended strongly in the recent period to use this type of art to deliver the advertising message
more effectively. Public awareness advertisements are one of the advertising branches that have
adopted the art of motion graphics greatly in presenting their messages to the target audiences,
as this form of advertisements faces a great challenge to reach audiences and achieve the
required response, especially since one of its goals is to change behavior and get rid of old habits
and adopt new ideas which are beneficial to the individual and society.

2. Visual Elements of Motion Graphics:

Graphics, photos, and the set of images present in each motion graphic may help enhance the
quality of the works and increase the audience's popularity, or decrease their value, or vice
versa. The more confidently the work is done by the viewer and the easier they find a connection
with the work, the quicker the designer achieves their target. Such images and visual attractions
must be designed in accordance with the concepts, expectations, and criteria of the viewer so
that they can transmit the visual messages in the best way. These important factors and their
effect on the attraction of the audience are not known to many designers, so they do not
understand photos, graphics, and their visual messages as they should when designing a motion
graphic work (Asadollahi, 2014).

Based on the timeline, the data is presented. The design of motion graphics is to convey
timeline-based details. Mainly by the order of the information elements on the timeline, the
viewer forms the information receiving order.

2.1.Graphics, photos, and images in Motion Graphics:

Graphics, photos, and images can be strategically used to symbolize or imply thoughts, or
express moods or feelings. Choosing the right images to support an idea, message, or mood is
crucial. Graphic to textural, sketchy, blended, whimsical, realistic, abstract, or layered, images
may have a variety of visual characteristics. (Krasner, 2008).

In a very short period of time, the audience sees the images. As a result, audiences who will not
understand what you want to express will not embrace too complicated form. Therefore, the
design of the visual elements should avoid too complicated form or too much information over
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the same span of time in order to communicate information more intuitively and efficiently
(Geng, 2016).

Since keyframe animation is the most used technique in computer animation, assigning the
states of an image - for example, its position or color - in specific frames is known as keyframe
animation. A computer will then merge these keyframes together to create a seamless transition.
They are used to store changes over time. Despite this, the animation of the main frame retains
the aesthetic qualities of the images linked to their roots, especially notions of smoothness and
segmentation, which are condensed by their digital representation. (Tai, 2013)

2.2.Motion in Motion Graphics:

Motion design is how it comes to life with your plot. A motion designer takes and sets them in
motion with selected design components, such as images, typography, compositions, and
pictures. They do this with powerful computer software that enables them to construct animated
environments to manipulate objects, spaces, depth, and time characteristics. The style of the
visuals you see is decided by the motion design as they complement the written script, help tell
the plot, and eventually achieve your WHY (ipsoCreative, 2017).

Motion in the image can be generated and presented in various forms by dot and line. Helical,
circular, zigzag, or direct can be the mode of movement. The motion direction may also be
upward, leftward, rightward, and so on. The definition of motion can be understood by other
ways, such as the repetition in motion of a visual aspect, which is possible through the repetition
of several components. The repeated motion of a circle on the screen, for example, which also
forms a type of rhythm, can be labeled (Asadollahi, 2014).

2.3.Color in Motion Graphics:

Color and paying attention to color are significant in the sense of motion graphics. The meaning
of the matter becomes apparent when concentrating on the essence of the human mind. The
stimulators join the sensing memory in the vision-related processes and are saved there for about
one second. There are about 16 objects in the capacity of this storage space. The objects and
stuff join the sensing memory in this state and vanish immediately (Kaufman, 2001).

In psychological and social contexts, the collection and arrangement of colors takes on a
particular responsibility. Familiarity with basic color concepts and color's psychological and
cultural aspects will allow you to simplify color choices and make deliberate color choices to
encourage a desired response from the audience (Krasner, 2008).

2.4.Alphabetical Characters in Motion Graphics:

Alphabetical characters are regarded as images in the realm of motion graphics. These are more
visible than readable characters. Nastalig calligraphy, for example, has such characteristics as
gentleness and impressive passionate tranquility, which are the characteristics of graphic
curves. The secondary priority is considered to be representation and readability aspects, while
the primary priority is aesthetic aspects. The calligraphy of Nastaliq is magical and its curves
are solid and fluid, so it cannot be used to depict a traumatic incident or an accident; neither can
it be used for news. Naskh calligraphy, on the other hand, is enthralling and strong - willed. It
is like a strong voice that directs and has a predicative declaration (Woolman, 2004).
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3. Sound in Motion Graphics:

Sound in Motion Graphics can be classified into: music or voiceover.

Music: music can add texture and mood, define the setting and characters, play with emotions
and tie all scenes together. Sound effects in your scenes will help deliver the physical
characteristics of the objects or add extra physicality to make almost every motion appear
credible. As Beauchamp notes, "Sounds have the ability to reveal or clarify the underlying
meaning or subtext of a scene." Without the need to physically illustrate it, carefully chosen
sound/sounds may provide a complex concept (Beauchamp, 2013).

In fact, the sound creates 70 % of the effect of a motion graphic work. The transfer of influence
can be supported by music and effective sound (Woolman, 2004).

Voiceover: The narrative that is heard reading the script is a voiceover, but the person speaking
IS not seen in the video. Usually, a trained voiceover artist who is commissioned to work on the
project is done by a voiceover (ipsoCreative, 2017).

4. Timing in Motion Graphics:

Timing in motion graphics involves how movements are spaced according to elements' sizes
and "personalities.” Timing can influence how we interpret the size or mass of an object. For
instance, it can take more time to accelerate or decelerate for a large object that travels at a
slower speed than a small object. The more sketches there are, the slower the action will be, and
the smoother, faster and clearer movements are produced by fewer drawings. Timing may also
contribute to the environment or mood. Usually, fast movements produce snappy, energetic
results, while longer movements can feel more intentional and dignified (Krasner, 2008).

5. Types of motion graphics:

All motion graphics videos are comparable in that animation, motion design, and graphical
elements are included. The aim of the motion graphics video, however, is to decide a great deal
about how it is made, how long it is, what it looks like, and what tone or vibe it transmits.

The types of motion graphics can be divided according to the following:

e According to Film Style:

- 2D Character Animation

- Whiteboard Animation

- 3D Animation

- Motion Infographic

- Live-Action

- Live-Action with Track Elements

e According to Film Content:

- Informational: A motion graphic used to explain something, whether about a product or a
topic. To clarify a concept, the meaning of that concept is distilled into a simple image by
informative images. When your story is highly complex, technical, or requires several steps to
complete or explain, this approach is always the correct choice.

- Promotional: A motion graphic used to promote something, such as a product, initiative,
or service. The ultimate goal for a promotional video is to drive conversions. As a sales item,
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this sort of video or motion graphic is much more noticeable than the other classifications. In
these videos, any information that help inspire a viewer to a buying decision should be put front
and center.

- Emotive (emotional): A motion graphic used to motivate to action, or elicit a specific
emotional response from the audience. The primary objective of these videos is to elicit a strong,
emotional response from the viewer. This, depending on the source of your story, may be a
positive or negative experience. Regardless, a viewer should be motivated by that emotion to
take a particular action.

6. Research Methodology:

The research used the descriptive analytical methodology by selecting four different models
from the Egyptian Ministry of Health and population public awareness advertisements to raise
awareness against Covid 19 on its Facebook page, in which it used the art of motion graphics,
to identify the most important elements contained in each advertisement and the differences
between the four models, then a questionnaire was adopted to collect information and identify
audience responses in order to find the relationship among the different elements of the
advertisement and the extent to which the advertising message is accepted and remembered.

A survey research design was adopted for the study and a questionnaire was designed keeping
in view the objective of the study that has been used as a data collection tool. The study aimed
to analyze the extent to which Egyptians of different ages and jobs responded to the public
awareness announcements of the Ministry of Health in Greater Cairo Governorate, which has a
population of 24933951, and by referring to the sites for determining the size of samples, the
sample size was determined to become 385 persons with a confidence level of 95% and a margin
of error of 0.5 %. The questionnaire was designed using Google Forms and sent via e-mail and
various means of communication.

6.1.Description of Ministry of Health and Population Ads on Facebook to raise awareness
against COVID-19:
The advertisements for the official page of the Ministry of Health and Population on Facebook
were chosen, as the Ministry represents the official body concerned with awareness of the
seriousness of the disease, its symptoms, and how to prevent it? They were randomly selected,
and the description as shown in the following tables:

Table 1. Differences in the Facebook chosen videos.

Video 1 Video 2 Video 3 Video 4
Exhibit Fig. (1) Fig. (2) Fig. (3) Fig. (4)
Tips fora What does home HOW. to pro_tect When do you
) house free of . ) children in
Title ) isolation mean? need to wash
Covid 19 school from

()
Corona virus? your hands?

November 28/ December 16/ November 17/ November 30/
2020 2020 2020 2020

Duration 44 sec. 2:51min. 41 sec. 37 sec.

Date release
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Live-Action .
. Motion
Film Stvle with Track 2D Character 2D Character Infoaraphic
y Elements Animation Animation grap
] Music + ] .
Sound Music ] Music Music
voiceover
Informational & Informational &
Emotive Emotive
The The
advertisement advertisement
) rovides a rovides a
Informational P P )
number of number of Informational
preventive preventive
The
advertisement measures that measures that The
) must be followed | must be followed | advertisement
gives a number . . )
. . to prevent Covid | to prevent Covid | gives a number
Film Content | of preventive .
19, as well as 19, as well as of preventive
measures that L ..
motivation to motivation to measures that
must be
change a number | change a number | must be followed
followed to
revent of usual of usual to prevent
P behaviors and behaviors and Covid-19.
COVID-19.
replace them replace them
with new with new
behaviors and behaviors and
habits to avoid habits to avoid
infection. infection.
-Learn about
ways to deal
with disease and -Awareness of
-Awareness of . L. . .
) . home isolation in infection
infection ) ) .
. case of infection. | -Awareness of prevention
prevention ) )
-Learn about infection methods.
methods. )
ways to prevention -Learn about
-Learn about )
wavs {0 communicate methods. ways to
. y . with the -Motivation to communicate
Goal of video | communicate )
. concerned change some with the
with the . j
authorities in behaviors to concerned
concerned j .
avoid the spread authorities in

authorities in
case of severe
injury.

case of severe
injury.
-Motivation to
change some
behaviors to
avoid the spread
of disease.

of disease.

case of severe
injury.
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Table 2. Flow and storyline chosen videos.

Flow and storyline

Duration Video 1 Video 2 Video 3 Video 4

0—-15sec | Tips for a safe | What does home | How do we | When do vyou
and free home | isolation mean? | protect students | need to wash
from Coronavirus | -In the event of a | from Corona | your hands?
(Covid 19): Covid-19 virus in school? | 1. Before and
-Wash your | disease, there are | - Classrooms | after  preparing
hands with soap | cases that must | must be well | and eating food.
and water often. | be isolated in the | ventilated. 2. After coughing
-Make sure to | hospital for |- We  keep | or sneezing.
disinfect surfaces | treatment, and in | distances of at | 3. After using the
with disinfectants | other cases, you | least one meter | restroom.
regularly. may be isolated | between 4. After touching

at home. students. animals.

15-30sec |-When hosting | -Home isolation | - Sterilize their | 5. Before and

someone at home, | means that the | tools. after touching a

take all | patient is in his | -Measuring their | sick person.

precautions private room for | temperature at | 6. Before and

(washing hands, | the entire | the start of each | after  changing

disinfecting isolation period. | school day. diapers.

surfaces, wearing | -The attending | -We keep the | 7. After touching

a mask) in | physician school clean. garbage.

addition to | explains to the

physical patient the

distancing. treatment

-If any member of | methods and the

the family suffers | correct

from respiratory | temperature

symptoms and a | measurement.

high temperature, | -What are the

precautions must | characteristics of

be taken while |the home in

mixing with him, | which the patient

and call the | can be isolated?

hotline 105.

30-45 sec | -If someone inthe | -It should has a | -Always be | -Wash your
house suffers | separate room for | reminded of | hands for at least
from immune | the patient. preventive twenty seconds
diseases, chronic measures.
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diseases, or is old,

-Ventilation is as

-The slogan of

to prevent corona

then mixing and | natural as | the 100 Million | virus.

closeness should | possible. Health -Ministry of
be reduced, and | - The patient | campaign. health &
tools should be | should a private | - Ministry of | population logo,
shared with him. | bathroom if | health & | hotline 105,
-Ministry of | possible. population logo, | social media
health & | -If a shared | hotline 105, | platforms
population logo, | bathroom,  the | social media | accounts.
hotline 105, | patient's  room | platforms

social media | would be the | accounts.

platforms closest.

accounts.

45-60 sec -The patient must
wear a mask
while he is out of
his room to the
bathroom.

-The bathroom
must be
disinfected and
sterilized  after
each patient use.
-In case that there
are healthy
people at home
with the patient,
only one healthy,

non-elderly
person IS
responsible  for
providing food to
the patient.

Video 2 (60-180sec):

e 60-75 sec: This person does not enter the patient’s room but rather puts food and medical
supplies in front of the room door.

e 75-90 sec: If he is forced to enter the room, he must wear a mask and gloves, and wash his
hands well after leaving the room. The patient must have his own personal equipment. If the
patient is living alone, he should not receive any visitors throughout the isolation period.

e 90 — 105 sec: The patient is confined to one room for easy sterilization. In case he has to
order food from delivery, he must wash his hands thoroughly for twenty seconds with soap and
water, and put on a mask and gloves before opening the door.
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e 105 - 120 sec: The mask that the patient wears must be changed daily or if it gets wet for
any reason. The used tissues and masks are placed in a bag that should be tied well. We must
constantly measure the temperature using a patient-specific thermometer.

e 120-135sec: If the fever persists for more than three days, or the patient experiences
symptoms of shortness of breath or severe chest pain, call 105 or 15335 or go to the nearest
hospital.

e 135-150sec: In order to combat infection, we must adhere to the guidelines of the Ministry
of Health and Population and the World Health Organization to clean surfaces, wash hands
frequently, and follow the etiquette of coughing and sneezing.
e 150-165 sec: You should avoid visits, gatherings, and leave a distance of at least one meter
between you and anyone, and avoid touching and shaking hands. With our right choices, we
will be able to protect ourselves, our people and our country.
e 165 — 180 sec: Ministry of health & population logo, hotline 105, social media platforms
accounts.
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Figure 1. Screenshots for video 1
https://www.facebook.com/eqypt.mohp/videos/773335856727428
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Figure 2. Screenshots for video 2
https://www.facebook.com/eqypt.mohp/videos/856126868533564
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Figure 3. Screenshots for video 3
https://www.facebook.com/eqgypt.mohp/videos/2530318647266777
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Figure 4. Screenshots for video 4
https://www.facebook.com/113432613540693/videos/304750134405630
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6.2.Intellectual and Aesthetic Analysis:

e First video:

The main idea of the video: The advertisement gives a number of preventive measures that
must be followed to prevent COVID-19. The designer used simple pictures and clear phrases,
as well as a clear font in reading. The used color group is the colors of the ministry's logo, but
the advertisement lacks the elements of lighting and dazzling.

e Second video: The advertisement provides a number of preventive measures that must be
followed to prevent Covid 19, as well as motivation to change a number of usual behaviors and
replace them with new behaviors and habits to avoid infection. The designer used simple shapes,
but they lacked accuracy and aesthetics, and the color group used was not successful, as it lacked
contrast and harmony, and the advertisement lacked the elements of lighting and dazzling, but
the use of voiceover greatly helped to achieve success for the advertisement

e Third video: The advertisement provides a number of preventive measures that must be
followed to prevent Covid 19, as well as motivation to change a number of usual behaviors and
replace them with new behaviors and habits to avoid infection. The designer succeeded in
adding aesthetic values to the design through the use of simple shapes and images, in which the
elements of attraction were available as suitable for the target group of the advertisement, the
color group was characterized by a mixture of contrast and harmony, and the use of white added
the element of lighting, which achieved the attractiveness of the shots in the advertisement

e Fourth video: The advertisement gives a number of preventive measures that must be
followed to prevent Covid-19. The designer was satisfied with using the infographic shape only
without using other forms, the used shape is circulating and aren’t new or distinctive, which
caused the advertisement to be boring and is lacking innovation and creativity.

6.3. Analytical methodology:
e First: Characteristics of the study sample:
Table 3. The sample age groups.

Repetition %
16 -30 Yy o1,
¢03]- Yy YY,4

N 46- o¢ )¢

1+ More than Yy 1
Total VAo Yoo

Table 3. Shows the distribution of the sample according to age groups. We find that the age
groups from 16-30 are the most representative age groups in the sample by 56.1%, followed by
the group from 31-45 at 23.9%, while the rest of the age groups did not exceed 20% of the
sample. This indicates that groups of 45 and less are the most common age groups that use the
Internet and social networking sites and are susceptible to the awareness videos under study.
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Table 4. The sample classes.

Repetition %
Male Vo £y,a

Female YY. ov,)
Total VAo Yoo

Table 4. Shows the distribution of the sample according to the qualitative distribution, with
females representing 57.1%, while males are 42.9%, which is close and consistent with the

qualitative distribution of the population in Egypt according to the last population census.

Qualitative distribution of the

sample

[ Male

Female

Figure 5. Qualitative distribution of the sample

Table 5. Distribution of the sample according to the educational level.

Repetition %

Elementary and Preparatory AR °,0
Secondary Yo N
University Yyo 6o, A
Postgraduate \& V4,Y

Total YAo Yoo

e Second: The relationship between each of the visual elements of the motion graphic

advertisement and between responding and remembering the advertising message

a. First Video:
Table 6. The relationship between preserving the advertising message and the used shapes.
NO partly yes Total
Repetition % Repetition % Repetition % Repetition %
0-10% gV AY, A 1 V1, £ V¢ ¢ Y¢,¢
10-20% 1 Yol \4,¢ V¢ ALY 2 9.1
20-30% ¥ ot Yy,¥y Ee 'Y, ey \Y,Y
30-40% . . YY,¥Y vy Yev Y9 Y., 0
More than . . 14,¢ YAV vq,4 \Y¢ vY,Y
this
Total e Yoo M Yoo yiy Yoo YAo Yoo
X’=68.879 r. = 0.390

The table shows the existence of a statistically significant relationship about the significance
level of 0.000 and the average relationship between the retention of the advertising message
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and the used shapes, as the retention rate increases with the high positive responses to the images
used in the video, which shows the importance of using simple images and its link with the
photographic memory, which contributes to the increase in keeping the advertising message.

Table 7. Shows the relationship between the music used and the preserving of advertising
message.

NO Partly Yes Total
Repetition % Repetition % Repetition % Repetition %
0-10% e €A ¢ £ . . ¢ Yt
10-20% Y Vet § £ 1 ot [ {,%
20-30% Y1 1Y,4 B 1,0 Yo \v.o oy \YLY
30-40% Y. Yo,V Yy vY.4 Y YLt ¥4 Y.
More than V¢ 'Y, A 1 £Y,¢ ¢ LU \Y¢ ¥Y.y
this
Total WAV | I AN Yoo 1) Y Yo |
X2=1\%1,YVn R.= 08¢

The table shows the existence of a statistically significant relationship about the significance
level of 0.000 and the average relationship between retaining the advertising message and using
music in the video, as the retention of the advertising message increases with the increase in
positive responses towards the use of music in advertising and vice versa.

Table 8. The relationship between retaining the advertising message and the transitions.

NO Partly Yes Total

Repetition % Repetition % | Repetition | % | Repetition %

0-10% AY A ) VYL Y . . q¢ Ye,¢

10-20% YA VEA X \YLY 2.5 T 3.1

20-30% JSEY V1 YA YA ' 1,¥ ) YL Y

30-40% ¢ vv YY Y6 oy Yo va Ye.o

More \s A% T YY,Y At £A,% \Y ¢ Yy, Y
than
this

Total \YY Ve 9« \ R VY Yoo YAe Ve

X2=0%,¢\) | Re=+,ToV

The table shows the existence of a statistically significant relationship about the significance
level of 0 00 and the intermediate relationship between the retention of the advertising message
and the transitions of the shots, in which the high positive responses towards the transitions of
the shots from one scene to another with a high level of retention of the advertising message.



\EAAEYE A OFDEN 5 bl aaad) — Cyalil) Alaall - Alady) agladlg ¢y g3l g 5 jland) Adaa

Table 9. The relationship between maintaining the advertising message and the used colors
groups.

NO Partly Yes Total
Repetition | % | Repetition | % | Repetition | % | Repetition %

0-10% Lo 1v,e e ¢ v a¢ AR
10-20% A& ‘e, Ve A Ve o, AR 5,1
20-30% o ¥.4 AR 1,4 T Vo,o o 'Y, Y
30-40% ¢ v,y AR vY,Y of YV, A v Y., o

More e, \R! yY.Y 11 £q,0 'Y ¢ Y, ¥
than this

Total AR N Yove e Yoo Y4¢ \ o e Yo

X2=AAT, 60 R=+,£VY

The table shows the existence of a statistically significant relationship about the significance
level of 0.000 and the intermediate relationship between retaining the advertising message and
the color groups used in the video. It is evident from the table that the higher the positive
responses towards the used color groups, the higher the retention rate of the advertising message
and vice versa. However, those with negative responses are less conservative to the advertising

message by being affected by color groups.

Table 10. The relationship between keeping the advertising message and the clear readability
of text.

NO Partly Yes Total
Repetition | % Repetition | % Repetition | % Repetition | %
0-10% oy 14,V i oY YA YE,A 9% ve,¢
10-20% AR \YLY AT ¥ N\ T A
20-30% a,x Ve Y1,¢ T K 2 Yy
30-40% v .4 Ve YA,Y 0 Y, A V4 Ye,0
More ¥ ¥.4 V¢ Y1,¢ AERY £Y,A 1Y ¢ vY,Y
than this
Total V1 Yoo oy Yoo Yo Yoo Ao Y v
X2=\r,10¢

The table shows that there is no statistically significant relationship between preserving the
advertising message and the text accompanying the video, as positive responses rise towards
the text accompanying the video and it has no effect on the percentage of preservation of the

advertising message.
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Table 11. The relationship between duration of the video and retention of the advertising
message.

NO Partly Yes Total

Repetition | % | Repetition | % | Repetition | % | Repetition %

0-10% iv,e AR Yo 1 A q¢ Ve, ¢

10-20% VA Ye,A E 1,8 V¢ Ty R 9,1

20-30% 3 3 Yoo v Vve,0 o YYY

30-40% 1,0 \ o YY, Y Ty v,y VA ye,0

More ¥ Y. q Ye,0 Y £4,Y VY ¢ Y, ¥
than this

Total LR R Yoo €4 \E YV Y e Ao Yae

X2= YIv, )¢ R= .21

The table shows the existence of a statistically significant relationship between the time period
of the video and the retention of the advertising message at the significance level of 0.000 and
the relationship between the two variables is medium, where most of the sample will see that
the time period of the video was appropriate and contributed significantly to the high rate of
preservation of the advertising message.

Table 12. The relationship between preserving the advertising message and the
advertisement's use of the live-action method.

NO Partly Yes Total
Repetition | % | Repetition | % | Repetition | % | Repetition %
0-10% €A LA | VY, ¥ A V6,¥ 9¢ Ve,
10-20% q \YLY \a K i Y v i
20-30% 'Y 11,y V¢ Ye, Yo 1,4 o) 'YLY
30-40% ¢ o,¢ Ve \VY, Y e Yo,V V4 Yo,0
More than \ \,¢ V¢ L) Y4 t AR 1Y¢ ¥Y,y
this
Total Ve Yoo oM Yoo yey Yoo TAe Yoo
X2=1t1,t4% R=+,TVY

The table shows the existence of a statistically significant relationship about the significance
level of 0.000 and the weak relationship between retaining the advertising message and using
the live images method, where the retention percentage of the advertising message decreases
with negative responses towards the use of live images in the advertising message and rises
with high levels of positive responses to live images, which leads to an increase in the retention
rate of the advertising message.
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b. Second Video:
Tablel3. The relationship between preserving the advertising message and the used images.

NO Partly Yes Total

Repetition | % Repetition | % Repetition | % Repetition | %
0-10% Y €A \ £ A ¥ q 1 I
10-20% \ Y.t \ £, \Y ¢ \o .4
20-30% . v e YV, A ™ 3,1 Al q,¢

30-40% A Ao Y ' LY 13 YALY \Yg v,
More v ¥, YY,Y VAS o¥,) V4¢ o f

than this
Total £y \ L8 Ve TYY Yoo Ao Youie
X2 ="A,AVE R.=+,T%

The table indicates the existence of a statistically significant relationship about the significance
level of 0.000 and the low relationship between retention and remembering of the advertising
message, as the retention percentage of the advertising message increases with the increase in
positive responses to the images used in the video, and that is the noticeable rise in the positive
response towards the images used.

Table 14. The relationship between retaining the advertising message and the used voice over.

NO Partly Yes Total

Repetition % Repetition | % Repetition | % | Repetition | %

0-10% Y YA,Y \ £\ v \ 1 YA
10-20% X VALY Y q,0 R v \ o YA
20-30% Y VALY A\l q,e vy 4,9 0] s

30-40% Y YV.Y \ YA \YY v, v Ye.
More than this Al VALY AN VA$ N yas ot

Total AR \ e R Yuo yorv v e o

v Yit Ro= ,TAS

The table shows that there is a statistically significant relationship about the significance level
of 0.000 and the relationship is weak between retaining the advertising message and the
accompanying voice, as the negative responses to the use of the voice are very low with the
noticeable increase in the retention rate of the advertising message. The retention of the
advertising message increases with the increase in positive responses to the use of voice in the
video, which greatly affects the increase in the retention rate of the advertising message.
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Table 15. The relationship between retaining the advertising message and the transitions.

NO Partly Yes Total

Repetition | % | Repetition % Repetition | % | Repetition | %

0-10% 3 VALA . R 3 q 1 P
10-20% \ R e ', q X,¥ \e Y.9
20-30% Y \Y, 0 1 V4, ¢ YA ALY 1 4,
30-40% o 2 I I \'Y £Y,4 111 Y&, 1v¢ YA
More than e ¥y, Y YY,1 VAY of, A Y44 oas

this
Total 16 Yoo [ Yoo Y Yoo Y Ao Yoo
2— 04,81 R=,TeV

The table shows the existence of a statistically significant relationship about the significance
level of 0.000 and the average relationship between the retention of the advertising message
and the transitions from one shot to another. The higher the positive responses to the transitions,
the higher the level of retention of the advertising message. And a complete decrease in negative
and neutral responses, which confirms the role of the movement used in motion graphic and its
clear and direct influence in maintaining the advertising message.

Table 16. The relationship between maintaining the advertising message and the used color
groups

NO Partly Yes Total

Repetition | % | Repetition | % | Repetition | % | Repetition | %

0-10% ¥ X.4 T 1,Y \ £ 1 T
10-20% A Y.4 o Vot v o v A
20-30% ¢ o,V YR Yo s ™ 3t
30-40% oy W€ VY Yot s YY.o ve Yin
More than e V') 1 YYLY \YY TEA 14¢ oa ¢

this
Total Woa Yoo £ Yoo Yy Yoo iAo Yoo
X2= \\F, 6. R=+,EVY

The table shows the existence of a statistically significant relationship about the significance
level of 0.000 and the intermediate relationship between the retention of the advertising message
and the color groups used in the video. It is evident from the table that the higher the positive
responses towards the used color groups, the higher the retention percentage of the advertising
message and vice versa.
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Table 17. The relationship between keeping the advertising message and the clear readability
of text.

NO Partly Yes Total

Repetition % Repetition % Repetition | % | Repetition | %

0-10% . Y 1LY ¢ \LY 1 Y.
10-20% \ g Al A\ AR Y,y \e Y4
20-30% Y b BB E s A\ AR 1,1 3 q,¢
30-40% oy.,Yy q ¥« AR RY A J \We Ye,A
More than ¢ LY \Y EYY WYY o¥,\ Y4¢ oa

this
Total Ve Yo Y Yoo Y Yoo YAe Yoo
X2= \r,t¢ Re=+,)AY

The table shows the existence of a statistically significant relationship about the significance
level of 0 00 and the weak relationship between preserving the advertising message and the text,
as positive responses to the text rise significantly compared to negative responses.

Table 18. The relationship between duration of the video and retention of the advertising
message.

NO Partly Yes Total
Repetition % Repetition | % | Repetition | % | Repetition | %
0-10% \ N ¢ YA \ v N Yo
10-20% \ g ¢ 1A \ Y. 4 \e .4
20-30% Al Ve, ¥ ¢ 1Y, A v v q,¢
30-40% ) on q iR 1A v¢,0 Y YA
More A\l ¥y, ¢ YV, AT oy, 0 14¢ ot
than this
Total V¢ Yen Y4 Yoo YEY You TAe Yoo

The table shows that there is no relationship between the time period of the video and the
retention of the advertising message, as levels of satisfaction are concentrated more among
those with higher levels of preserving the advertising message, especially those of the categories
of 30-40%, whose percentage reached 34.5%, and the levels that are more than 40% amounted
to 53.5% of the responses positivity towards the time period, and this may be due to the
attraction process through other advertising elements, and therefore the effect of the time period
on retaining the advertising message did not appear.
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Table 19. The relationship between maintaining the advertising message and using the two-
dimensional (2D) graphics.

NO Partly Yes Total

Repetition % | Repetition % Repetition | % | Repetition | %
0-10% Al A . . ¢ \,Y 1 Y,
10-20% Al A 1 \Y,o Y Y,Y \o v.4
20-30% T ¥« 1 \Y,e Y 1 1 q,¢

30-40% 1 ¥ '4 ¥4,1 ) Y€ \YE v
More than ¢ \E VY ve,¢ VY 08,1 Vas g

this
Total Yo Yoo £A Yoo YV Yoo Yo Yoo
Xi= £4,¢4¢ R=,T)Y

The table shows the existence of a statistically significant relationship about the significance
level of 0.000 and the relationship is weak between the retention of the advertising message and
the two-dimensional graphic style. The table shows the direct relationship between the two

variables.
c. Third Video:
Table 20. The relationship between preserving the advertising message and the used shapes.
NO Partly Yes Total
Repetition | % | Repetition % | Repetition | % | Repetition | %
0-10% ¥y AR | ¢ 1Y,A 1 \,4 ¢y 'Y, Y
10-20% 1 1Y, A F Veoy ' o,y Yo 1,0
20-30% v 1,¢ \Y £€,A & Y¢,1 1y Y,4
30-40% Y €r o WY Yoy Y
More than A % ¢ 'Y, ATy xs Ve vL¢
this
Total £V Yoo Y4 Yo ¥ed Yoo Ao Yoo
X3= vV¢e,\¥e R.=+,944A

The table indicates the existence of a statistically significant relationship about the significance
level of 0.000 and the low relationship between retention and remembering of the advertising
message, as the retention percentage increases with the increase in positive responses to the
used images, and that is the noticeable rise in the positive response towards the used images.
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Table 21. The relationship between the music used and the preserving the advertising message.
NO Partly Yes Total
Repetition | % | Repetition % Repetition | % | Repetition | %
0-10% YA te,y \ Y.¥ ¢ Y, N LY
10-20% q Vo ¥ v 'YW E Yo 1,0
20-30% 1 14 AR ¥Y,1 1y y¢ qy YY,4
30-40% q,0 VY ¥a,o T Yy Ao YY)
More than \Y Ve,o AT 114 £, V6 ¥,
this
Total At Yre &y Yoo ye Youe Ao Yiva
X3= 1£4,5VA R="+,°74

The table shows the existence of a statistically significant relationship about the significance
level of 0.000 and the average relationship between the retention of the advertising message
and the use of music in the advertisement, as the negative responses to the use of music decrease
with the increase in the retention rate of the advertising message and vice versa.

Table 22. The relationship between retaining the advertising message and the transitions.

NO Partly Yes Total
Repetition | % | Repetition | % | Repetition | % | Repetition | %
0-10% Y ¢ v ALY X, ‘Y 'YL Y
10-20% 1 'Y v \LY V1 e, yo 1,0
20-30% " Vo YY, Ye Ye,v qy TY,4
30-40% Y q Yo 13 Yo, \o YY,
More than this Y 1 AR Yo, 1Y £V Ve Y, ¢
Total o Yoo 1 Ve Ya4 Yoo e Yovh
Xi=1vVe, 242 R.=+,%%

The table shows the existence of a statistically significant relationship about the significance
level of 0.000 and the intermediate relationship between the retention of the advertising message
and the transitions from one shot to another, in which the high positive responses towards the
used transitions are evident with a high level of retention of the advertising message, and a
complete decrease in the negative responses and neutral responses, which emphasizes the role
of the cadres used in advertising and their clear and direct influence in maintaining the

advertising message.

Table 23. The relationship between maintaining the advertising message and the used colors

groups.

NO Yes Total

Repetition | % | Repetition | % | Repetition %

0-10% vy TE,Y Ve ¥ £y VY, Y

10-20% ¥ °,4 YY 1,1 Yo 1,0

20-30% ° q,A AY Y 9y Yv,4

30-40% 1 YY,A V4 YY,v Ao YY,)

More than this ¢ Vv, A y¥T £,V Ve v, 8

Total o) Yoo Yye Yoo YAo Yoo
X2=VVy,van Re= +,000
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The table shows the existence of a statistically significant relationship about the significance
level of 0.000 and the intermediate relationship between the retention of the advertising message
and the color groups used in the video. It is evident from the table that the higher the positive
responses towards the used color groups, the higher the retention rate of the advertising
message.

Table 24. The relationship between keeping the advertising message and the clear readability
of text.

NO Partly Yes Total

Repetition | % | Repetition | % | Repetition | % | Repetition %

0-10% Y oe q Y o,y A A ¢y 'Y, Y

10-20% W1 5 A V¢ % Yo 1,0

20-30% VA4 'Y ¥ VY Yo,y ¥ Y, 4

30-40% o ,e 11 £y, ¢ ¥3.% e YY)

More than 1 YooV e YUY 'Y< 5,0 Ve v, e
this

Total 2] Yoo YA Youe Y AN Now o [

X3= Y3 \v. R=+,%°T7

The table shows the existence of a statistically significant relationship about the significance
level of 0.000 and the intermediate relationship between retaining the advertising message and
the text, as positive responses rise towards the text at a time when negative responses decrease
with a marked increase in the retention rate of the advertising message.

Table 25. The relationship between duration of the video and retention of the advertising
message.

NO Yes Total

Repetition | % | Repetition | % | Repetition %

0-10% ¥ ¥4, v Y,¢ £y 'Y, Y

10-20% ‘Y Y¥,Y VY £,8 Yo 1,0

20-30% Yo Yv,o 1y YY,A qy YY,q

30-40% VY Y¥,Y VY Yi,A Ao YY)

More than this 1 1,1 y¥e ¢0,1 Yéu ¥, ¢

Total ) Yoo Ya¢ Yoo YAo Yoo
X?=128.176 Rc=0.500

The table shows the existence of a statistically significant relationship between the time period
of the video and the retention of the advertising message at the significance level of 0.000, and
the relationship between the two variables is medium, as the preservation rates of the advertising
message increase with the increase in satisfaction with the time period of the advertisement,
which indicates the effect of positive responses towards the time period on the increase in the
duration of the message retention for the advertisement.
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Table 26. The relationship between maintaining the advertising message and using the two-
dimensional (2D) graphics.

NO Partly Yes Total
Repetition % | Repetition | % | Repetition | % | Repetition | %
0-10% Ve 1y, ¢ 1,y e ¥ ¢y ALY
10-20% 1 V.4 VA, vy ¥ Yo 1,0
20-30% \ V¢, o V¢ Y'Y, Ye,¢ qy YY.4
30-40% A\ ¥ YA Ve Y e YY)
More than e 1) ] Y+.4 'Y £Y,4 Vo 1,4
this
Total oo Yoo ¢y Yoo Y AN Yoo Yo Yoo
X2=14%,ov4 Re=+,°A)

The table shows the existence of a statistically significant relationship about the significance
level of 0.000 and the intermediate relationship between the retention of the advertising message
and the two-dimensional graphic style used in the advertisement.

d. Fourth Video:
Table 27. The relationship between preserving the advertising message and the used

infographic form.
NoO Partly Yes Total
Repetition % Repetition | % | Repetition % | Repetition | %
0-10% Yoy VY, ¢ \ 1¢,) Y Y AR R YALA
10-20% VY Voot WY ‘A 1,¥ £y Y
20-30% ¢ v,e 5 vY,4 Yy : [ q,¢
30-40% 1 £,y YA S Bk B ¥ oy Y,V /e 14,2
More than e I " Ve, Vet 3 Y. Y
this
Total "y AR oy AR Yoo Yoo L) Yo
X3= ¢Y YA R=+,0¢)

The table shows the existence of a correlational relationship between the use of the infographic
form with statistical significance at the level of significance 0.000 and the strong relationship
as the retention of the advertising message increases with the increase in the positive response
to the use of infographics.

Table 28. The relationship between the music used and the preserving advertising message.

NO Partly Yes Total

Repetition % Repetition | % | Repetition % Repetition | %

0-10% VoY o9 o < YA 1) YA

10-20% Al Vo / EN: q . = Yoy

20-30% Y ,0 1) ‘oo I e s

30-40% \e 1 AR £t LY Ve V4,0

More than VY q,A T £Y,Y Y 0 v Y
this

Total WYy AR VA Yoo FE) Yoo Yo Youu

= Ve, R=+,094%
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The table shows the existence of a statistically significant relationship about the significance
level of 0.000 and the intermediate relationship between the preservation of the advertising
message and the used music, where the negative responses to the music rise in the lower levels
of the retention of the advertising message, and vice versa.

Table 29. The relationship between retaining the advertising message and the used transitions.

NO Partly Yes Total
Repetition | % | Repetition | % | Repetition | % | Repetition | %
0-10% YY,¥ q \YLY \Y \ 'Y YA A
10-20% Y AR LR Ve, ¥ s ) T K
20-30% ¢ ¥ \e v A Viia = o,
30-40% e Y AR ye o Yi,o Vo 14,0
More than e Y., A \K Yo, A Veo oy AR Y, ¥
this
Total Ve Yoo T8 Yoo Yo Yoea [ Vs
2= yYr.,ary Re=+,3\Y

The table shows the existence of a statistically significant relationship about the significance
level of 0.000 and the intermediate relationship between the retention of the advertising message
and the transitions used in which the high positive responses towards the transitions are evident
with a high level of retention of the advertising message, and a complete decrease in the negative
responses and neutral responses, and this rise is most noticeable in the large levels of message
retention.

Table 30. The relationship between maintaining the advertising message and the used colors
groups.

NO Partly Yes Total
Repetition % | Repetition | % | Repetition | % | Repetition | %
0-10% A V4 \ \YLY 1 Y.4 1) YAA
10-20% Yo LRI Ve, K q,1 £y VALY
20-30% ¥ 1,1 q Y Yo VY 1 q,¢
30-40% A\l ) \o YAY oA yv.,4 ) 14,0
More than e, V¢ ¥,¢ 94 £V AY . LY
this
Total \Y¢ Yoo oy Yoo Yol Yoo vAe Y
X2=ved,AT0 R= 1YY

The table shows the existence of a statistically significant relationship about the significance
level of 0.000 and the intermediate relationship between retaining the advertising message and
the color groups used in the advertisement.
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Table 31. The relationship between keeping the advertising message and the clear readability
of text.

NO Partly Yes Total

Repetition | % | Repetition | % | Repetition | % | Repetition | %

0-10% £y Ve, o 94 L\ ¥Y.4 ) YALA

10-20% 1Y,V V¢ Y1,4 ) V. A ¢y XK

20-30% Al ¢, Vot Yo .5 i q.¢

30-40% ) ), 'Y Yo 0 Y Ve 14,2

More than ¢ 1,y \Y ) Ve YA 'Y, LY
this

Total iy Yoo o¥ Yoo Y Yoo Ao Y v

2= 1.0,7¢A R=+,t1¢

The table shows the existence of a statistically significant relationship about the significance
level of 0.000 and the intermediate relationship between retaining the advertising message and
the text, the percentage of positive responses increases with the increase in the retention rate of
the advertising message which emphasizes the importance of written texts in the advertisement
and increasing their impact on audiences.

Table 32. The relationship between duration of the video and retention of the advertising
message.

NO Partly Yes Total

Repetition | % | Repetition | % Repetition | % | Repetition | %

0-10% E 1),4 14 ALY ")) YAA

10-20% \1 1¢,Y 1 VLY ) 9.} £y ALY

20-30% v, 11 Yo 1+,4 1 q,¢

30-40% Y. \o Yo oY Ye,A Vo \4,0

More than Y,V q ¥y, ¢ YA £ Y. Y, ¥

this

Total "y Yoo £y Yoo Y. Yo Ao Yo

X2=t1¥,0AF R=+,2%A

The table shows the existence of a statistically significant relationship between the time period
of the video and the retention of the advertising message at the significance level of 0.000 and
the relationship between the two variables is medium, as the negative responses towards the
time period were concentrated in the lower levels in retaining the advertising message and on
the contrary, the preservation rates rise with the increase of positive responses for the period
of time, which appeared on the majority of the sample, which confirms the importance of the
time period and its effect in this advertisement on preserving the advertising message.
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Table 33. The relationship between maintaining the advertising message and using the
infographic motion.

NO Partly Yes Total

Repetition | % | Repetition % Repetition | % | Repetition | %
0-10% 1% AN, € q '\, ¢ 1 Y, A 1)) YALA
10-20% V¢ 1,4 X3 T 1 V.o T XK;
20-30% \ 1 Yo s AN 1 q,¢
30-40% Y Y,e AR \E iR YALA Yo 14,2
More than ¢ v,¢ AR A\l Veo £4,0 AV VLY

this
Total VYA Yoo oo Yoo Y Yoo YhAe Yo
X32= YVr,eAY R=+,1¢2

The table shows the existence of a statistically significant relationship about the significance
level of 0.000 and the intermediate relationship between the retention of the advertising message
and the use of infographic motion style.

1. Discussion:

Which elements are most influencing the audience’s retention of the advertising message?
a. Firstvideo:

Table 34. Elements affecting the first video.

No Partly yes total
Are the used shapes and images simple and ol. | ¥e | ¥ 1 | YAY [ V| YAe
attractive?

Is music keeping up with the general |‘'/\V | £1 | W YY [ YY) | YA [ YAe
atmosphere?

Is transition movement easily transmitted? AYY | YY | G« | YY [ VWYY | fe | YAe

Is the color group attractive and compatible? | Y1 | ¥V | 7e | YV [ Y9¢ Joe | Tie

Is the text clearly legible? YU | Yo [ oY | Y& [ Yo || YAe

Did the video use Live-Action method? Ve Y4 | oA | Ye | Yo¥ |11 | YAe

Is the video timing sufficient to deliver the V€| YA, £ [ VY, e[ YYY | 0q | YAe

advertising message?

The table shows the most influential elements in the advertising message, which received a
positive response from the sample. We find that the use of simple images was the most
influential, followed by both the readable texts and the use of live action method, and followed
by the timing.
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b. Second video:
Table 35. Elements affecting the second video.

No Partly yes total

Are the used shapes simple and attractive? EY [ VY [ YY | o | YYY | AE | YAe
Is the voice over keeping up with the general VW[ Y[ Y)Y e | Yoy | AY | YAe
atmosphere?

Is transition movement easily transmitted? YU £ [ YYD A YYA AN YAe

Is the color group attractive and compatible? | Y« | YA | €A ] VY | YAV | 39 1 ¥Ao

Is the text clearly legible? Yo | & | Yo A | ¥Ee | AN| TAe

Did the advertisement use Live-Action method? | Y« | & | €A1 VY | TAV | AY | VAo

Is the advertisement timing sufficient to deliver | Y¢ | ¢ | Y3 | A | YEY | A% | YAo
the advertising message?

The table shows the elements of the second video, in which it becomes clear that the most
important and influential element in this video is the use of voice over, followed by the timing,
then the written texts and the transitions of shots, and here appear the high positive responses
towards the elements of the video, which clearly affected the process of maintaining the
advertising message.

c. Third video:
Table 36. Elements affecting the third video.

No Partly Yes Total
Are the used shapes and images simpleand | ¢V | 'Y | Y& | A | ¥.3 1 A YAo

attractive?

Is the music keeping up with the general AL LYY [EY LYY | YeA AV L YAl

atmosphere?

Is transition movement easily transmitted? | e+ | 'Y | Y1 | 3 | Y&3 | VA | YAe

Is the color group attractive and compatible? | Y | 'Y | - [ YYE LAV YAS

Is the text clearly legible? °4 | Yo | YA | Y« [ YAA| Vo | YAo

Did the advertisement use Live-Action oo | V¢ | £ | VY | YAV | Yo | YAe
method?

Is the advertisement timing sufficient to W Ye o YAE V| YAe

deliver the advertising message?

Table 36 shows the most important factors affecting the high level of response among the
sample members, and unlike other videos, this video had a distinction in the used color group,
which was the most positive element of the respondents, followed by the transitions of the shots
that was employed with the colors, followed by the text. This may indicate the importance of
written texts in advertisements, taking into account the timing that allows the audience to watch
and read the text clearly.
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d. Forth video:
Table 37. Elements affecting the forth video.

No Partly Yes Total
Are the used shapes simple and YWY | YE | oY | Ve | Yoo | OY | YAo
attractive?

Is the music keeping up with the general | YYY | €0 | VY | YA | V&) | YV | YAo
atmosphere?

Is transition movement easily VYo | Yo | T8 Y | YT p et ] YAe
transmitted?

Is the color group attractive and YYE | YY | oF | Ve | YuA|oE | YAo
compatible?

Is the text clearly legible? WY PN oY e YV Ve YAe

Did the advertisement use Live-Action VYA LYY [ oo 1 Ve | YIY oo YAe

method?
Is the advertisement timing sufficientto | Y)Y | Y& | €Y | V) | Y¥. [ 2. YAe
deliver the advertising message?

Table 37 shows the elements of the fourth video, which showed the high negative and neutral
responses versus the low positive responses compared to other videos, but the best elements
that had a positive effect were the written text and the timing, and here we can notice the high
positive responses related to the texts and closely related to the time period sufficient for the
audiences to watch and reach the advertising message.

By evaluating the sample members for each video and its elements, which often differ from one
to the other, an index was formed by calculating the sum of the sample’s responses to the
elements of each video separately, forming a general index for each video and dividing the
evaluation into three levels: weak, medium and high, as shown in Table 38.

Table 38. Comparison of the evaluation levels of the four videos.

First video Second video Third video Forth video
Repetition | % | Repetition | % | Repetition | % | Repetition | %
Weak A Y ) A ¢o Y,y Yy Y Y4,¢
Medium A Yo,o YA 9,9 £ 1,4 vy Y.
High Yot ov,0 A A4,4 Ya¢ VA, ¢ Y40 o,
Total YA R Ao Yoo A0 Yo YAO Yoo

The table shows a comparison of the evaluation levels of the four videos according to the
previously developed indicator, showing the high level of evaluation in the second video by
89.9% and in the third by 76.4%. So when the high levels in the first video were 53.5% and the
fourth 50.6%, which confirms with what the previous tables indicated. Which contained the
evaluation of the elements of the videos, and showed that the advertising message needs
effective elements with the quality of the content presented, which appeared in the second and
third video and was not present in the first and fourth one.
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Conclusion:

From the above, we conclude that:

1. Designers must pay a good attention to the visual elements used in their video, as these
elements have a great impact on the audience's acceptance of the advertising message and its
remembrance, and thus achieving the goal of the public awareness advertisement.

2. As shown in table 34 Simple shapes are the most effective visual elements in the video,
while in table 35 voice over is in the lead, again in table 36 colors are the most effective element.
So, it’s clear that shapes, voiceover, and colors are the most effective visual elements in a
motion graphics video.

3. The duration of the video should not exceed four minutes, so that the audience does not get
bored.

4. Otherwise, there must be more additional experiences and the use of various techniques to
create a successful and enjoyable video awareness campaign.
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