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Effects of traditonal commercials and ambient marketing on Generation Y

The aim of my essay was to prove that the effectiveness of advertising via mass media has significantly decreased, and to offer a solution for this problem. The attention of younger age groups can be drawn with new means, because they have to process too much information day by day, so they consciously avoid commercials.
I've seen the solution in ambient advertisements. In my essay I wrote about different methods of gaining consumers, the rethinking of marketing profession, and examples that prove the successfulness of guerillamarketing. Afterwards I examined the characteristics of generations, and I reckoned that Generation Y is the most appropriate for becoming available for marketing specialists by ambient commercials.
In my essay, applying both primary and secondary research, I proved that my hypothesis is a real problem and ambient marketing can mean a solution for it. I panned out about the investigation of internet use of the generation, and I got to know that at least occasionally in a month, 29% of the young share advertisements in social networking websites, and 37% of them watch commercials on video sharing websites. So I can say, that there is an opportunity to spread marketing information in this way, but temporarily it is not common due to the lack of inland ambient.
Furthermore I examined the criteria that are typical for Generation Y, which should not be ignored when the marketing message is formulated, if we want to make a commercial. The most specific characteristics are that they are glad, if something extraordinary happens in their ordinary everydays, they suffer from lack of time, they are independent, and they are interested in other countries, cultures.
My questionnaire survey shows, that 84% of the members of Generation Y find ambient commercials very good, and 77% would be happy if they saw such commercials on the streets of Hungary. If they met with an ambient advertisement, 4/5 of the interviewed people would tell their acquintances, and among them every fourth person would share it in social network websites. Most of them prefer those advertisements, which are funny, based on unique idea, or offers some experiance for them.
Considering the results of the survey, I suggest for marketing specialists to think in integrated marketing communication in the future, where they should apply ATL tools at the product launch, but instead of reminder adverts they should use BTL tools, among which ambient could get a significant role.



