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ABSTRACT

This independent study’s objectives are to analyze factor of having roles on viral video
advertising media creation, also to analyze understanding and vision of consumer on viral video
advertising media. In this study, information is collected by using qualitative research method
which is divided into two parts; in order to find out - what is related point of viral video
advertising media creation between sender (media creator) and recipient (consumer). As from
delve interview in advertising creator group by using focus group method, it appears that;

1. Factors which affect on viral video advertising media creation, can be divided into
these following; brand, campaign, name of video clip, length, format of presentation,
broadcasting method, substance, picture, sound, description, motivation in advertisement and
format of video. All of these factors are important to make product or service advertisement
successful.

2. In the topic of “media access and understanding in vision of consumer on viral video
advertising media”, consumer group mostly access to media via internet in daily life. They
demand that advertising media should be easier to understand, and also product or service

explanation should be clear.



