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CHAPTER I 

INTRODUCTION 

Background of the Study 

In recent years, an airline's in-flight video has become a medium mcreasingly used 

to advertise to airline consumers. This popularity is a result of a mediimi that both 

advertisers and airline companies feel they can benefit from. Advertisers find airline 

consumers to represent a most desirable, but hard to reach audience. According to the 

World Airline Entertainment Association, the average flier is of the age of 45 and has a 

household income of $83,700 (Lawrence, 1991). Airline companies, on the other hand, 

see benefits of generating more revenue and the opportunity to advertise themselves. 

Along with the benefits, the medium itself is improving with technology making it even 

more attractive. 

Although the benefits look promising, it is fairly new. There is little known about 

consumer perceptions and attitudes in relationship to in-flight video advertising. This 

chapter will discuss the demographic characteristics of the airline consumer, future 

development of in-flight video, benefits of using in-flight video advertising for both 

advertisers and the airlines, and airline consumer's attitudes towards its use of in-flight 

video advertising. 
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The Airline Consumer 

According to a study done by Toh and Hu in 1988, airline consumers can be 

divided into two markets: frequent flier members and non-members. Two separate airline 

passenger surveys were conducted at Sea-Tac International Airport in the early summer of 

1987 and January of 1988. Passengers were approached while waiting for embarkation 

and given the option to fill out the questionnaire while they were waiting or fill it out on 

the plane and send it in. The first survey collected 271 completed and usable 

questionnaires over a four-week period and no records were kept on the total number of 

passengers approached. The second survey sought out a 100% response rate. All 

passengers approached obUged and a total of 232 usable questionnaires were collected. 

Both Toh and Hu assumed the characteristics of the passengers surveyed can yield 

results generally applicable nationwide. First, it is a medium sized airport that operates as 

a hub for medium-sized airlines, such as Alaska Airlines. Also, Sea-Tac is both a domestic 

and international airport with services to many American cities, as well as the distant 

Orient. Therefore, they beheved the results of the survey can be considered fairly 

representative of those that would be obtained from several airports around the nation. 

The first part of this study investigated frequent flier members and fiirther 

segmented them into light, medium and heavy users of airline travel in terms of these three 

demographic characteristics: age, income and sex. The second part examined frequent 

flier members and non-members demographic differences using the same three 

demographic variables used for the first part of the study. 
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Based on sample results, respondents reported that they belong to an average of 

2.26 frequent flier programs. According to Bredemeir (1986), the total membership of 

frequent flier programs was approximately 40 million out of 54 million users of airline 

travel. Based on the 2.26 average for frequent flier programs, Toh and Hu's study (1988) 

estimates that there are approximately 18 million frequent flier members out of the 54 

million airline travelers. This represents one-third of all air travelers in the United States. 

Frequent fliers can further be divided into business travelers and pleasure travelers. 

For 1984, business travelers accounted for 17.3 million (32%) out of the 54 million airline 

travelers (Bredemeir, 1986). The percentage was much higher for business travelers that 

were frequent flier members. Of the 18 miUion frequent flier members, 60% of them are 

full-fare business travelers who travel year round (Toh and Hu, 1988). 

Toh and Hu fiirther segmented the market for frequent fliers into light, medium, 

and heavy users. When comparing usage rate and age, the sample showed that heavy 

users of air travel were between the ages of 41 and 50. The young group, between the 

ages of 21 and 30, represented the medium users, while the oldest age group of 50 years 

and older represented the light users of air travel. From the sample, the men represented 

the heavy users with 90%, whereas the women disproportionally represented the light 

users (Toh and Hu, 1990). 

Finally, Toh and Hu investigated income groups as to usage of air travel. They 

found that heavy users of air travel tended to be in the highest income group with $60,000 

and above. The medium users were consistent with the middle income group of between 
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$20,000 and $60,000, and the light users were the lowest income group with $20,000 and 

below (Toh and Hu, 1990). 

The second part of the study mvestigated the demographic differences of frequent 

fliers and non-members using the same three demographic variables. Toh and Hu looked 

at each of these three demographic variables individually and compare them to 

membership status. When comparing membership status and age groups, they found that 

frequent flier members are older than non-members. From the sample, 93% of frequent 

flier members are above the age of 30 as compared to only 67% of non-members. 

Also, they reported that frequent flier members have higher mcomes than the non-

members. Seventy-two percent of frequent flier members make more than $40,000 

annually as compared to only 34% of non-members. Sex was an important factor in 

frequent flier membership status. Seventy percent of all frequent flyers were men, whereas 

only 30% were women. This finding can be explained because it is proportionate to the 

fact that two-thirds of all airline passengers (68%) are men (Toh and Hu). 

Thus based on the passenger surveys done by Toh and Hu at Sea-Tac International 

airport, frequent flier members can be described as high income, middle-aged businessmen 

that represent one-third of the airUne consimier population. They are also significantiy 

older and make more money than non-members. Considering these characteristics, 

frequent flier members represent a most desirable market for advertisers. 

As of a littie more than a decade ago, advertisers of financial services, oflBce 

equipment and travel were interested in frequent fliers but found them to be a market most 

diflScult to reach (Okamoto, 1983). Since then in-flight video has become a medium used 



by advertisers to try to reach this desirable market. Today's technology further pushes in

flight video to new limits. Future developments of in-flight video is on the verge of 

interactive entertainment as early as the late nineties. 

Future Development of In-Flight Advertising 

As of the early nineties. Advertising Age reported that using the in-flight video for 

advertising had become an attractive medium for marketers. In 1990, industry executives 

stated ad revenues totaled $18 milUon for both domestic and international flights. They 

estimate that revenues will continue to grow at a rate of 25% a year throughout the 1990's 

with the addition of more in-flight video monitors and the advent of the interactive 

entertainment system discussed later in this chapter (Lawrence, 1991). 

The interactive entertainment system will consist of personal television monitors 

installed in the seatbacks or armrests of airplanes. Airline passengers will have the 

opportunity of watching in-flight video on demand from a mix of movies, music videos, 

sports, and business programs. They will be able to operate the in-flight video in the same 

manner of VCRs and personal computers allowing passengers to select, stop, rewind and 

otherwise manipulate the variety of programs. Also shopping, playing video games, 

gambling, and sending e-mail will be available to passengers (Reamy, 1995). 

According to Robert Anderson, TWA's in-flight marketing manager, in-flight 

entertainment programs were projected on either a wide movie screen or video monitors 

placed in locations on the aircraft where every passenger had the opportunity to watch 

(Lublin, 1990). As of 1994, airline companies were on the verge of bringing interactive 
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entertainment systems to their consumers. Airlines such as United Airlines, American 

Airlines, Continental Airlines and Trans World Aklines are considering switching and 

installing interactive entertainment systems (Lawerence, 1994). According to the 

Institutional Investor, both British Airways and Singapore Airlines are akeady engaged in 

testing certain flights with their interactive entertainment systems. British Airways 

projects to have 85 planes to be interactive by the end of 1996 (Reamy, 1995). 

According to the World Airline Entertainment Association, a full interactive 

entertainment system can add up to $2 million in cost and 3,000 pounds to a wide body 

plane. Revenue, on the other hand, is estimated to gross over $1 million a year for every 

seat available with interactive entertainment and that figure more than doubles when 

gambling is included (Airlines Weigh Benefits, Cost of At-Seat Video, 1994). 

Besides providing a wonderful service to airline consumers, the interactive 

entertainment system will be a great advertising opportunity for marketers. Bill Kopp, 

president of GEC-Marconi In-flight Systems, believes that the advertising potential is very 

powerfiil. He stated, "If you can visualize a video game, it takes 3 to 5 seconds to 

download, so why not have a McDonalds or Coca-Cola ad pop up during that time" (cited 

in Lawrence 1994, p. 17). 

The new system will provide advertisers a lot more opportunities to advertise 

because there will be a variety of programs to choose from. Because of the choices in 

programs, there poses potential problems for advertisers. Ken Epstein, sales director for 

Flight Level Video Incorporated, a New York firm that handles in-flight programs and ads 

for TWA and Pan American, mentioned that advertisers may not be attracted to 



interactive video because passengers will have the opportunity to switch between 

channels. Epstein suggested that the solution for advertisers would be to become a 

videotape's exclusive sponsor or advertise simultaneously on every channel. Epstein said, 

"I think we will ruin demand from advertisers for in-flight commercials unless we offer ad 

coverage in all the channels" (cited in Lublin 1990, p. B6). 

Interactivity is the future of in-flight entertainment. As stated previously, both 

British Airways and Singapore Airlines are pioneering into interactivity in 1996. A 

spokesman for BE Aerospace, a leader in outfitting aircraft cabins, predicts that by the 

year 2,000 every wide body plane wiU have an interactive system. These new 

developments in in-flight video will provided a more attractive sendee to both the airline 

consumer and advertisers. 

Benefits to Advertisers 

Advertisers are finding in-flight video advertising to be a good medium to target 

those desirable but hard to reach frequent flier travelers. Two large users of in-flight 

video advertising are credit card companies and hotel chains. For example, many credit 

card companies are co-branding with airline companies to target these frequent fliers. In 

an article from Chain Store Age Executive, Citibank Visa and MasterCard have co-

branded with American Airlines to give consumers the benefit of earning one free bonus 

frequent flier mile for every dollar charged (Chain Store Age Executive, 1993). 

Advertising for this benefit was presented through a commercial on the in-flight video 

program. MasterCard International in particular aired a 90 second commercial in 1991 on 



American Airlines' international and domestic flights. Steve Apesco, Vice President-

Public Relations at MasterCard, said that MasterCard likes the in-flight medium because 

of those frequent fliers that travel, 80 percent of them pay for their trips with credit cards. 

According to Apesco, in-flight video provides a very captive audience to talk to about the 

benefits and services of the credit card (cited in Lawrence 1991, p. 32). 

Another popular user of the in-flight video medium is hotels. Hotel chains like the 

credit cards focus of their advertising on the frequent fliers. For example. Quest Quarters 

Hotel and Edans Mark Hotel in St. Louis both used the Ambassador Theater on TWA 

Airlines to advertise their hotels. At that time, the Ambassador Theater showed either the 

popular Tracy UUman show or current showing movies on their in-flight video monitors 

with commercial breaks for the two St. Louis Hotels (Flood, 1989). 

Along with commercials, hotels also sponsor in-flight video programing with some 

airlines. For example, hotel chains such as Stouffer and Westin Hotels and Resorts in 

1988 sponsored many in-flight video programs for United Airline's domestic flights 

(WaUey, 1988). 

Other users of in-flight video advertising can consist of a variety of products and 

services. United Airlines alone has many different companies that advertise during 

presentations of their in-flight video program. Previous users include Budget Rent-A-Car, 

Coca Cola, Fuji Fihn, JVC Company, American Honda Motor, Eastman Kodak, Hertz 

Rent-A-Car, and Redken Laboratories (Walley, 1988). 

Also, through the use of in-flight video, marketers not only target certain 

demographic groups, but they can also pinpoint specific consumer lifestyles or businesses 
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on both international and domestic flights. This can be done based on an airline's route to 

a specific city or event. For example, passengers flying to Comdex, an annual computer 

trade show held in Las Vegas, were presented with in-flight advertising that featured key 

computer marketers (Lawrence, 1991). In another example, MasterCard in 1991 used in

flight advertising to target the American Bankers Association's national bank-card 

conference in Dallas. Steve Apesco comments, "Because American is based in Dallas-Fort 

Worth, this was an opportune time to be advertising on the airline with this message of 

our commitment to the bank card industry" (cited in Lawrence 1991, p. 32). 

Through m-flight video, advertisers have the opportunity to use this medium to 

reach those desirable frequent fliers whereas other media have trouble targeting this 

market. Advertising through the in-flight video medium is attractive to marketers whether 

it be a product, service, or special interest event. In-flight video advertising is not only 

attractive to advertisers, airline companies also benefit from its use. 

Benefits to Airlines 

Airline companies that are equipped with in-flight video use advertising as an 

opportunity to generate more revenue. They sell advertising space within a in-flight video 

presentation to marketers that want to target the upscale business traveler (Walley, 1988). 

According to Advertising Age, in the eariy eighties, in-flight video advertising first came 

into the picture when the airline industry started to slimip. Airline companies were 

looking for ways to offset escalating costs and increase revenue. Airlines believed that 

they had the perfect vehicle to sell because their travelers were a captive audience that 



marketers were attracted to. Airlines began using in-flight video advertising and that 

opportunity was now generatmg revenue (Walley, 1988), Although airlines are usually 

reluctant to report ad revenues. Advertising Age estimated the airline industry in the early 

1990's were grossing between $10 and $20 million a year in advertising revenue. Like 

mentioned earlier, this revenue was estimated to increase at a rate of 25% a year 

according to industry executives (Lawrence, 1991). 

This figure looks to increase at even a faster rate when airlines move to the 

interactive entertainment system. With the more channels available for advertising 

opportimity, the system and its feature will be more appealing to marketers (Bowes, 

1995). For example, although this system is not in use, British Airways is on the verge of 

making it happen in 1996. British Airways conducted a trial run m late 1995, in which this 

interactive system contained electronic games, shopping, live news and pay movies. 

British Airways had 10 to 20 marketers who spent up to 300,000 dollars a piece to 

advertise on this trial run of their in-flight interactive video system. Among those who are 

interested in participating are American Express, Sony Corporation and ITT Sheraton 

Corporation. The trial is designed to reach about 30,000 people and if successful, British 

Airways will incorporate this system to 80 of their aircraft at a cost of $120 million 

(Bowes, 1995). 

Another attractive feature for auiine companies is to advertise co-branded 

products in which that airlines is associated with. Through co-branded advertising, 

airlines can generate some revenue and advertise their airline at the same time. The most 

10 



• ^ ^ ^ • • • i ^ ^ ^ ^ ^ ^ i ^ g l 

popular is the frequent flyer program. American Airlines does this through Citibank Visa 

and MCI. 

The opportunity to generate more revenue is appealing to any company. Both 

airlines and advertisers have seen that opportunity through in-flight video advertising and 

see its potential when interactive entertainment becomes available. However, for airlines, 

the amount of in-flight advertising along with consumer perceptions of it are crucial 

factors for airlines to consider. 

Consumer Perceptions 

According to the Wall Street Journal, because airline companies fear a backlash 

effect, they limit the amount of advertising that is presented to the consumer on a flight. 

For example, in 1990, Japan Airlines set strict limits to a mere 220 seconds per flight 

(Lublin, 1990). British Airways set then* limits differently by only allowing four or five 

advertisements to be presented on the in-flight video (Walley, 1988). 

Both American Airlines and Trans World Airlines had also imposed limits on in

flight video advertising. Kathy Libonati, American's managing director of production and 

design, had said, "We are very sensitive to commercialization on the airplane. We don't 

want the traveling public to think they are a captive audience" (cited in Lublin 1990, p. 

B6). Tracy Britton, director of advertising for Trans World Airlines, stressed the 

customer has to come first. She elaborated by saying that passengers should not feel like 

commercials are forced onto to them (cited in Walley 1988, p. S23). 

11 
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To avoid backlash effects, the airline industry conducted a study which showed 

airline consumer perceptions of in-flight video advertising are generally positive. The 

study consisted of a survey conducted by a trade group for World Airline Entertainment 

Association. It was were looking to find out whether airline consumers rebel against in

flight commercials or if they are not bothered by them. The researchers surveyed 4,215 

airline passengers who were exposed to in-flight video advertising. They asked them 

whether they felt the amount of advertising presented on airlines was too much or about 

the right amount. Of those polled, 47% of the passengers felt the amount of television 

advertising during the flight was "about right." Of the others, 27% of the passengers said 

they "didn't notice" while only 15% of the passengers said it was too much advertising 

(Lublin, 1990). 

To summarize, in-flight video presents an attractive medium to reach a desirable 

market of the high income, middle aged business traveler. Both advertisers and airlines 

benefit from its use and see its potential in the years to come when interactive 

entertainment will be available. Although advertising through the in-flight video medium 

is attractive, there is littie known about the effects on airline consumers. 

Purpose of the Study 

The effects of in-flight video advertising may be influenced by several factors such 

as the environment, audience, types of advertising techniques, advertising messages, or 

products types. According to Erik du Plessis, Managing Director of Impact Information 

(PYT) Limited, the effectiveness of any type of advertising involves the human memory. 

12 
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All decisions involving purchases by consumers involve memory. Whether it is emotions, 

brand choice decisions, or habitual choice decisions, all focus on memories that trigger the 

consumer into purchasing that product or service (Plessis, 1994). 

The purpose of this present study is to investigate in-flight video advertising effects 

on their audience. Two goals are suggested to probe this issue. The first is to examine 

demographics, activities, and attitudes of consumers who report watching in-flight videos. 

The second main goal is to investigate in-flight video advertising effects on the consumer's 

recall. 

To achieve these main goals, a better understanding of airline audiences is needed. 

As mentioned previously, little is known on consumer perceptions and attitudes in 

relationship to in-flight video advertising. Therefore, studies which examine advertising 

effects under similar circumstances will be reviewed. For example, an audience of 

similarity to a airline audience might be a movie theater audience. 

13 
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CHAPTER n 

LITERATURE REVIEW 

Introduction 

To better understand the effects of in-flight advertising on an airline consumer 

audience, research conducted in a similar surrounding can be usefiil. As mentioned in the 

previous chapter, an audience similar to the airlines would be a movie theater audience. 

Three distinguishing factors are present to determine similarity between the audiences. 

First and foremost, movie theater audiences and airline audiences are a captive 

attentive audience. The surroundings in both environments create a source of singular 

focus. Movie theater environments are free of the normal at-home distractions familiar 

with a television audience, whereas commercials on television are frequently used by 

viewers as an intermission time, movie goers are less prone to this habitual activity 

(Austin, 1986). According to the Advertising Age, airline environments are also immune 

to at-home distractions because it precludes the use of the remote control (Walley, 1988). 

Another similarity is sound quality. The sound quality in a movie theater is 

unmatched by any other media technology today. The movie environment's sound quality 

makes what is being heard close to distraction free (Austin, 1986). An airline audience is 

similar in a few ways. First of all, the sound provided by the airlines, like the movie 

theaters is distraction free. Airlines provide sound for their in-flight videos through 

headphones. The headphones cut off all surroimding distraaion noises for the purpose of 

14 



enjoyment to the passengers. Also, headphones come with a volume control and give the 

consumer the opportunity to put the volume at a comfortable range for their listening. 

A third similarity between a movie theater audience and an airline audience is that 

both have some hard-to-reach target markets. Like mentioned before, the airlines have 

their business travelers. These frequent flyers are a hard market for marketers to target 

through regular media channels. Thus in-flight video advertising created a medium to 

reach this market. 

Advertisers and marketers have a similar problem when they try to target the 

younger and more affluent markets (Commercials Are Catching On In Movie Theaters , 

1990). This market has a tendency to watch less television than the average and avoid 

exposure to commercials. This younger market does however frequentiy attend movie 

theaters and this forces marketers to advertise through cinema advertising channels to 

achieve their marketing communication goals (Bogart and Lehman, 1983). 

For the purpose of this study, this chapter will cover captive audiences in two 

sections. The first section will address captive audiences as to demographics, what is 

appealing to them, and attitudes in relation to cinema screen advertising. The following 

section will discuss recall of captive audiences. What is akeady known and studied about 

cinema screen advertising and its eflfects on captive audiences can give insight into in-flight 

video advertising and its effects on airline audiences. 
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Cinema Screen Advertising 

Cinema screen advertising is defined by Bruce A. Austin as the presentation of 

individual messages on movie theater screens in a distinct and discreet fashion (Austin, 

1986). Interest in cinema screen advertising is growing at a very fast rate. Cinema 

commercials which were relatively rare in the early 1980's have now become quite 

common in the 1990's. As of 1990, out of the country's 23,000 movie theaters, the 

number of movie theaters running commercials had doubled to 8,000 since 1985 

(Magiora, 1989). Terry Laughren, president of Screenvision Cinema Network, a company 

that sells the bulk of advertising time in movie theaters, says that they are growing at a 

rate of 20% a year. Screenvision places advertising in more than 6,000 movie theaters 

country wide. Mr. Laughren attributes their growth to the inability of network television 

to deliver the audience it used to (cited in Magiora 1989, p. 14). 

The usage of the cinema screen for advertising in past years has increased after 

advertisers found this market to be desirable. According to Austin (1986), the 

demographic characteristics of movie theater audience represent an attractive market to 

certain companies and institutions. 

Demographics of Movie Audiences 

When looking at a movie audience profile, they tend to be a rather upscale 

audience. They are an audience consisting in m^ority of young adults. They are a group 

that is just beginning to establish consumer spending patterns which may persist 

throughout their adulthood. As a result, this group is looking into making important 
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consumer decisions in regard to major services and products such as appliances, home 

fiimishings, insurance, and banking or other related financial corporations (Austin, 1986). 

With this group's youthful upscale status, they are interested in recreational and 

leisure products such as audio systems, clothing and accessories, automotive, sporting 

goods and travel. They tend to be evenly divided between male and females and earn an 

income of more than $20,000 annually and hold professional positions (Austin, 1986). 

This attractive market as mentioned previously is unlike a television audience. 

They are a captive audience and a major concern for advertisers is to understand how to 

approach and appeal to this market. 

^ppf-̂ lî g to the Captive Audience 

The biggest problem about commercial advertising to a captive audience is the fear 

it will irritate the moviegoers. Walt Disney and Warner Brothers believe so. In March of 

1990, Walt Disney began prohibiting theaters from nmning paid screen advertising with 

the release of Pretty Woman. From thereon, any movie distributed under Disney, 

Touchstone Pictures or Hollywood Pictures banned cinema screen advertising before the 

showing of a movie. Warner Brothers adopted a similar policy with the May release of 

Gremlins 2: The New Batch (Magiora, 1990). 

Richard Cook, president of Disney's Buena Vista Pictures distribution unit said 

that Disney's objection had nothing to do with revenue. He said advertising revenues 

generated were not shared with movie studios or their distributors. Richard Cooks 
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objection was, "Advertising in theaters is destroying the movie going experience. It is 

insulting to a paying audience" (cited in Foltz 1990b, p. 33). 

Both movie studios go on to claim that moviegoers who pay $6 to $7 a ticket do 

not want to be subjected to advertisements. Cook also commented that Disney's decision 

to ban advertisements was not based on any formal research. Cook said it was reason 

enough to ban commercials, because, "When I would go to the movies, I would hear 

people booing the commercials. It was clear the audience didn't like the intrusion" (cited 

in Foltz 1990b, p. 44). 

Advertising executives argue that if cinema conmiercials were done properly, it 

would not irritate audiences. Page Thompson, the media director at DDB Needham 

Worldwide, claims that cinema advertisers cannot just show a commercial that has been 

running on television. She says that commercials shown in the cinema have to be specially 

designed commercials that are entertaining to the audience (cited in Foltz 1990b, p. 44). 

The captive audience in movie theaters are paying for entertainment, so the 

commercials also must strike interest and be entertaining. Jack Soos, a senior copy writer 

and broadcast production manager at Keiler Advertising, said, "We purposely try to 

exaggerate the entertainment value of the commercial. We approach it as if we were 

doing a movie trailer" (cited in Magiora 1989, p. 15). Cinema screen advertising must be 

a welcome intrusion, not something boring and advertised a lot on television. 

Besides being entertaining, cinema advertising should not use the hard sell 

commercial in movie theaters. Hard sell conmiercials are too serious and do not work 

(Hammer, 1990). With hard sell commercials, it is hard to develop an entertaining story. 

18 
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Like Soos said, a commercial should be like a movie trailer. The goal is to trick the 

audience into being entertained by a commercial. The advertisements should be 60-second 

mini-movies, without voiceovers, shot with the pace of an MTV video; the sponsor's 

product remains conspicuously absent until the last moments. An example of this is a 

commercial run in 1990 by Dr. Pepper. This commercial is a 60-second commercial about 

an aging pinch hitter who wins the baseball game with a home run and then returns to the 

dugout to finish his Dr. Pepper. John Clarke, head of marketing for Dr. Pepper, says that 

the Dr. Pepper can cannot be seen until the last two second of the commercial (cited in 

Hammer 1990, p. 45). The audience was tricked into believing it was not a commercial 

until the end of the commercial. 

Although advertisers believe that the right approach will not bother audiences, 

there is still a fear as posed by Disney that commercials will irritate audiences. Audiences' 

attitudes toward cinema screen commercials are crucial for success in using this medium. 

Attitudes Towards Cinema Advertising 

Many'studies have been conducted by research organizations on cinema screen 

advertising. Most of the studies showed positive reinforcements towards cinema screen 

advertising except one. This was a study done for Disney by the National Research 

Group, Incorporated, a Los Angeles based subsidiary of Saatchi and Saatchi. They 

conducted a study and found that 90 percent of moviegoers did not want to see 

commercials at the movie theater (Lev, 1990). 
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Many executives at advertising agencies said that the study done by Disney was 

very understandable. Disney had asked about the general concept of having commercials 

in theaters and when approached with that question, most people would reject the idea. 

The advertising agency executives believe that if the moviegoers had been asked to judge 

a particular commercial after viewing it, many audience members would have been pleased 

with the commercial. 

Screenvision conducted a similar study to Disney's study. Screenvision wanted to 

take the same concept as Disney, but wanted to find out if seeing a cinema commercial 

would create a difference in their attitude toward cinema advertising, Screenvision 

surveyed moviegoers on their way into the theater and asked them if they mind seeing 

advertisements before a showing of a movie. This is similar to what Disney did in their 

study when moviegoers were asked how they felt about cinema screen advertising. Of the 

participants surveyed, two-thirds said that they would never go to that theater again. 

After the showing of the advertisements and the movie, the same moviegoers were 

surveyed through exit interviews and asked the same question. Two-thirds of the audience 

said that they did not mind the advertisements shown before the movie (Magiora, 1989). 

Screenvision argued that their study supported the idea that if you entertain a captive 

audience, they will not mind cinema ads and may like them. 

In other studies. Certified Marketing Services conducted several surveys on theater 

audiences during the year of 1990 and found only 4% of moviegoers reacted negatively 

towards watching commercials placed by Screenvision in movie theaters (cited in Foltz 

1990a, p. D12). Joe Cronin, president of Saatchi and Saatchi DFS/Pacific, conducted a 

20 



Mmt 

study on their new elaborate Toyota ad for 1990. They did the same as Screenvision and 

placed then- Toyota advertisement before the showing of the movie. They then conducted 

exit interviews after the people had seen the advertisement along with the movie. The 

results of the study had high positive ratings in the 90-plus percentile when asked if they 

minded the advertisement being placed before the fihn (Lev, 1990). 

Finally, a study done by Doyle, Dane, and Bembach in 1982 had some interesting 

conclusions. They conducted telephone interviews in six markets on an Atari cinema 

screen advertisement. Their study was done in a three-wave panel with the first wave 

being the day after the moviegoers saw the movie. The second wave was conducted two 

weeks after the audience saw the movie, and the third wave was four weeks after. The 

study had a sample group of 288 that had seen the Atari advertisement in the movie 

theaters. There also was a control group of 298 that had no Screenvision exposure. The 

results showed that negative responses to cinema advertisements were virtually identical at 

32% and 34%, respectively. When looking at the positive responses, there was clearly a 

greater amount of positive responses to cinema advertising from the sample group than 

from the control group. Their conclusion was that exposure to Screenvision 

advertisements increases positive attitudes toward cinema advertising (Austin, 1986). 

As stated previously, movie theater audiences represent an attractive market that 

advertisers feel they can appeal to. These audiences also display very low negative 

responses toward the use of the cinema screen as a medium for advertising. At the 

beginning of this chapter, airline audiences were compared in many similar ways to movie 

theater audiences. Although both audiences may be desirable markets for advertisers, how 
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effective they are in paying attention and remembering the commercials shown is 

important if advertisers are to reach these markets. 

Recall of Captive Audiences 

According to Bruce Austm, captive audiences have the capacity to produce high 

recall because the audiences attention level is high just prior to the feature presentation. If 

the right conmiercial is presented, the possibiUty for successfiilly reaching that market 

looks promising. Recall, according to David Walker and Michael F. Von Gonten, is the 

industry's indicator to how effective advertising is. 

To better understand effectiveness of advertising, fiirther explanation of recall is 

addressed. When advertisers purchase a spot for their advertising, they are buying reach 

to their market. But buying that spot does not guarantee that they will reach that market. 

They only get the amount of reach by what kind of impression they leave on their 

audience. An indicator ofhow effectively reach can be achieved is called recall. Recall 

reflects the number of viewers who are actually left with an impression associated with the 

advertiser's name (Walker and Von Gonten, 1989). High recall means more people will 

remember a commercial as compared to low recall in which fewer people will remember a 

commercial. 

According to Walker and Von Gonten, recall depends on two independent 

elements. The first element is attention to the commercial at the time of exposure. 

Attention is described to the extent to which viewers watch the commercial when it is 

aired or played. The importance of this element is dependent on the amount of attention 
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that is paid to the conmiercial. The more people that pay attention to a commercial, the 

greater the opportunity for recall (Walker and Von Gonten, 1989). 

Attention alone however is not sufficient in generating recall. This is where the 

second element comes into play: brand linkage. Brand linkage is described as the linkage 

between a commercial and the advertised brand. The advertised message is useless if the 

audience can remember the commercial but cannot remember what brand is being 

advertised. For brand linkage to be successfiil, the commercial needs to generate high 

attention levels to generate high recall levels (Walker and Von Gonten, 1989). When this 

is achieved, the audience can associate the impressions they get from the commercial with 

the product or brand. 

These two elements of recall give understanding ofhow an effective message can 

generate recall. Advertisers rely on the recall of their advertised messages when 

consumers are purchasing or making decisions. For example, when brand-choice 

decisions are made by the consumer when purchasing, it depends on the memories and 

impressions of a certain brand. The same goes for habitual decisions because they also 

depend on the memories and impressions of a certain brand as well as emotional decisions 

that depend on emotional memories that tie in with certain brands (Du Plessis, 1994). The 

bottom line is that consumers make all their decisions using memory. Recall is the 

technique that accesses memory for traces of advertised messages and then relates them 

when consumers are making purchasing decisions. 

Captive audiences have a slight advantage over other audiences because in many 

instances the attention level is high prior to the feature presentation. The following two 

sections discuss previous studies on captive audiences. 
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Cinema Captive Audiences 

Three studies in particular have shown positive results of recall in cinema screen 

advertising. The first study done by Burke Marketing Research looked at the recall of 

advertisements from moviegoers as compared to television viewers. This is important 

because advertisers are realizing that network television viewership is declining and it is 

becoming harder to reach some specific target markets. Burke Marketing Research's 

main objective was to study how viewers would recall a cinema screen advertisement the 

day after it was seen as compared to a television advertisement the day after it was seen. 

Their results indicated 83% of the moviegoers could recall the cinema commercials the 

day after they had seen them. As for the television viewers, only 23% could recall the day 

after (Foltz, 1990a). 

In 1980, Trendex conducted a study similar to that of Burke Marketing Research. 

Trendex took it a bit further and not only looked at the day after recaU, but also looked at 

a viewer's recall after two weeks. Their results showed that 87% of participants recalled 

the advertisement the day after the exposure to the cinema ad. After two weeks, the recall 

level had gone down a littie, but was still high at 78% (Johnson, 1981). 

In a similar study done by Doyle, Dane, and Bembach for Atari in 1982, recall of 

Screenvision ads was investigated after showing of movies. The study was conducted in 

three phases. Just like in the Trendex study, they were going to find the day after recall 

and the recall after two weeks, but take it one step fiirther for recall after four weeks. 

They found there was littie difference between the three phases. The recall the day 

after the seeing the advertisement was 87%. After two weeks, the recall had dropped a 
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little to 78%. After four weeks, the recall had increased 1% to 79%. The overall recall 

for tiie Screenvision ads was 82% (Austin, 1986). 

Au-line Captive Audiences 

Little research was found on recall for airline audiences. One study in particular 

done by Quantes Airways Limited did display positive results for passenger recall. As 

stated previously in Chapter I, according to David W. Peterson, in-flight entertainment 

coordinator at Quantes Airlines, they believed that in-flight video leads to greater recall 

because airline passengers are without a remote control which leaves them immune to the 

normal at-home distractions. 

Quantes Airlines did an informal survey of Quantes passengers to find out if those 

passengers could recall in-flight video advertisements after their flight. They randomly 

surveyed passengers in the baggage claim area over a year's period. Of those Quantes 

passengers surveyed, seven out often passengers recalled the advertisements shown on 

tiie plane (Walley, 1988). 

A preliminary study done by the researcher through American Airlines displayed 

some different insight. On a round trip American flight from DFW in Dallas to LAX in 

Los Angeles, a commercial for Visa Advantage miles and MCI advantage miles was 

shown before a presentation of CNN Headline news. Fifty-five passengers were surveyed 

between the two flights with questionnaires given by the flight attendants at the end of the 

flights. 

Of the 55 people surveyed, 51% recalled seeing the advertisements. Although 

51% for the preliminary study is lower than the Quantes Airways Limited study, many 
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questions were presented to the researcher as to whether this recall percentage would be 

considered positive or negative. Certain factors such as passengers engaging in other 

activities or how much attention they devoted to watching the in-flight video could 

influence how effective in-flight video advertising is on a airline consumer. The researcher 

later through this study will examine such factors as to whether they affect passenger 

recall or not. 

In sum, advertisers find an airhne audience to represent a most desirable, but hard 

to reach market through normal media channels. With the introduction of in-fUght video 

entertainment, advertisers discovered they had a medium to reach these desired frequent 

flier members. Unlike other audiences through normal media channels, airline consumers 

share similarities with a captive movie theater audience. 

Previous research on cinema screen advertising has presented positive results for 

recall of advertisements shown on the silver screen. On the other hand, littie academic 

research has been studied on whether recall for in-flight video advertising would produce 

similar recall scores. The researcher beUeves other factors could be involved that would 

affect participation and recall scores for airline audiences. 

Research Ouestions 

Based on the literature review, airline consumer audiences share a similarity with 

captive movie theater audiences. Previous research in advertising effects on movie theater 

audiences have presented positive results in participation, attitude, and recall. The recall 

scores usually averaged in the high 70 to low 80 percents with most all of the audience 

participating. Intuitively, it would seem that airline audiences would also demonstrate 
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similar effects from in-flight video advertising, because the viewing experience is similar in 

fashion. However, littie research has been done on this issue. Thus, this study was 

designed to answer the following questions concerning this issue. 

The first research question exammes who the audience is for an in-flight 

environment. As stated earlier, the captive audience for a movie theater tend to be a 

rather upscale audience consisting of young adults interested in recreational activities and 

leisure products (Austin, 1986). Airline consimiers as to their demographics are quite 

different from movie theater audiences. They tend to be older business people who have 

more money. Although much is known from previous studies on airline consumers as to 

their demographics, littie is known about demographic characteristics of airline consumers 

who watch in-flight videos. 

The second research question will investigate the passenger's recall of at least one 

commercial presented on the in-flight video. Also the commercials presented on the in

flight video will be scored individually for both unaided and aided recall. 

Third, although in-flight advertising has a captive audience, what other activities 

on the flight do passengers participate in during the presentation of the in-flight video? 

Captive audiences for the movie theater have a close to 100% participation, because they 

pay to go to the movie to sit down and focus their attention towards the feature 

presentation in a darkened theater (Austin, 1986). This question investigates the other in

flight activities passengers would engage in along with watching the in-flight video or 

besides watching the in-flight video. 

Finally, it is known that a greater number of airline consumers will not be bothered 

by the use of in-flight advertisements. As shown earlier, the captive audiences of movie 
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theaters were rarely bothered with commercials shown before movies. Since airline 

consumers are also a captive audience, then it would seem that airline consumers would 

share similar views as to whether they are bothered by in-flight advertisements. 

The following are the four research questions. Research question one has a 

additional question to further examine the passengers who watch the in-flight video. 

RQ-1. To what extent do people watch in-flight videos? 

A. What are the characteristics of persons who watch in-flight 

videos? 

RQ-2. What is the recall level of in-flight advertisements among persons reporting 

viewing the in-flight video? 

RQ-3. What activities do airline passengers report participating in during the 

showing of the in-flight video? 

RQ-4. What are the attitudes of passengers toward in-flight video advertisements? 
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CHAPTER m 

METHODOLOGY 

Introduction 

In order to answer the proposed research questions, a survey research 

methodology was adopted. Survey research is an important tool used in consumer 

research. Surveys are conducted to obtain information that is unavailable from other 

sources or would be more difficult and expensive to obtain otherwise (Akeck and Settle, 

1985). According to Wimmer and Dominick (1987), there are two major types of surveys 

used by researchers: descriptive and analytical. Descriptive surveys examine current 

conditions and attitudes and describe what exists at that moment. Analytical surveys 

attempt to describe and explain why certain situations exist (Wimmer and Dominick, 

1987). For the purpose of this survey, a descriptive survey was administered. 

The survey approach was chosen for this study for three important reasons. First 

and foremost, surveys are comprehensive. Surveys can be designed to measure simple 

things such as demographics or physical characteristics or more complex one such as 

preferences or attitudes (Alreck and Settie, 1985). To investigate this study's four 

research questions, the survey needed to be comprehensive and focus on three different 

categories: demographics, attitude, and behavior. 

The demographics characteristic category is examined in the first research 

question. Demographics are important to this study because they are used to identify 

segments, groups or audiences that are both identifiable and behave in similar ways. 
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The second research question and fourth research question classify in the attitude 

category. According to Akeck and Settle (1985), the attitude category can be divided 

into two parts. The first is the knowledge component which is measured by awareness. 

Two ways to measure awareness is through unaided and aided recall which will be fiirther 

discussed later in this chapter. 

The second part is the feeling component. Here people feel a like or dislike 

towards something because of their experience with it or their evaluation of it. To 

examine the feeling component, two things need to be measured. The first is position 

which is accomplished on a positive/negative spectrum. The second measure is the level of 

intensity of the feelings. This is accomplished on a absolute or relative scale (Alreck and 

Settie, 1985). 

Attitude is important to this study because the researcher wants to investigate the 

passenger's recall of in-flight commercials as well as how they feel about the use of in

flight video advertising. For research question four, a positive/negative spectrum was 

administered on an absolute scale numbering 1 to 5. 

The third research question falls into the behavior category. This category is used 

to establish which actions and/or alternative actions were taken by the respondents (Akeck 

and Settle, 1985). This is important to the study because the researcher examines 

passenger participation not just in watching the in-flight video but other available activities 

on the flight. 

Another reason for using a survey in this study is it is administered in a realistic 

setting. Surveys are conducted in the actual environment of those being studied as 

compared to a laboratory setting or screening room under artificial conditions (Wimmer 
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and Dominick, 1987). This is important to the researcher to capture passengers engaging 

in their lives and not be aware they were being tested until after the flight. 

The final reason for using a survey is they are efficient. Because survey research 

uses sampUng, information about extremely large populations can be obtained from a 

relatively small sample (Akeck and Settie, 1985). Sampling is one of the most important 

steps in survey research because how valid and usefiil the results are will depend on how it 

is done (Tan, 1985). For this study, the group to be studied consisted of the vast 

population of users in the airline travel industry. Through sampling, the researcher has the 

opportunity of presenting results that would be representative of all these airline 

passengers in the industry. 

Key Measures 

The primary purpose of this study is to investigate in-flight video advertising as to 

its effects on airline consumers. As stated previously, research question two and research 

question four, examine the airUne consumers as to their attitudes towards in-flight video 

advertising. To measure the awareness and feeling parts of attitude, two key evaluation 

measures were used. 

To examine awareness effects of advertising, an accepted measure of efficiency or 

effective reach is recall (Walker and Von Gonten, 1989). When examining commercials, 

recall reflects the commercial's efficiency in using media dollars to reach consumers with 

the message (Walker and Dubitsky, 1994). 

Recall was picked as a measuring tool for this study because to understand how 

consumers purchase or make decisions involve memory. As stated previously, for recall 
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to be effective to the advertiser, there must be a combined effect of attention at the time of 

exposure to a commercial with Unkage from that commercial to the advertised brand 

(Walker and Von Gonten, 1989). The impression left from a commercial is of limited 

value to the advertiser if the viewer can remember the commercial itself but cannot 

associate it with the brand name. 

This study looks at two aspects of recall: unaided recall and aided recall. Unaided 

recall is the process in which a viewer is able to describe or name a commercial with its 

brand name without being subjected to cues or prompts to help them remember. Aided 

recall unlike unaided recall uses cues and prompts to assist a viewer in remembering a 

commercial and its brand name (Walker and Von Gonten, 1989). This is usually 

accomplished by giving the viewer the product name or brand name that was advertised in 

the commercial. The desired effect for researchers is the cuing or prompting wiU trigger 

some mechanism into retrieving the commercial from their memory (Walker and Von 

Gonten, 1989). Unaided recall and aided recall measures will provide an indication of 

advertising effectiveness on the in-flight video. 

Research question four investigates airline consumers feeling towards the use on 

in-flight video advertising. As stated previously, to measure the feeling component, both 

the participant's position on a feeling and the level of intensity need to be measured 

(Akeck and Settie, 1985). To measure the passenger's feeling, a liking/disliking position 

was established using a Likert-type scale. A Likert-type scale was used because it 

determines a respondent's degree of agreement or disagreement from an issue or opinion 

(Akeck and Settie, 1985). The sole purpose of this research question is to determine 

airline consumers' views of in-flight advertising as whether they like it or dislike it. 
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The remaining research questions will be measured on a percent to population 

from thek answers. The percentages will be acquked from frequency distributions that 

apply to the research question. 

Sample Frame 

This study was done in cooperation with American Aklines. American Aklines 

was chosen because of its popularity, size, and extensive use of in-flight video. The 

sampling used for this study was a purposive sample. A purposive sample is selected on 

the basis of specific characteristics or qualities and eliminate those who failed to meet the 

criteria (Wimmer and Dominick, 1987). 

The sample consisted of akline passengers traveling from eight different cities into 

two different airports. Six of the cities (Orange County, Washington, Boston, San Juan, 

Miami, and Seattie) flew into Dallas-Fort Worth airport. The other two cities (Dallas-Fort 

Worth and Chicago) flew into John Wayne Airport in Orange County, CA. These 

particular flights were chosen because of two reasons. Fkst, all flights used from these 

cities and arriving into Dallas-Fort Worth and John Wayne airports use 757 size airplanes. 

These airplanes hold a total of 242 people and are almost always fiiU. 

In addition, 757 planes are large enough to carry in-flight video monitors. 

According to American Aklines 1995 Worldwide Timetable Guide, only thek larger 

planes have in-flight video monitors installed. These larger planes are limited because the 

majority of American Aklines fleet consist of smaller planes that do not carry in-flight 

monitors. Only certain U.S. city destinations and international flights use the larger planes 

that carry the in-flight video monitors. 
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Second, these particular flights into Orange County and Dallas-Fort Worth travel 

long enough distances to use in-flight video monitors (Woridwide Timetable Guide, 

1995). American Aklines Uke many other aklines will only use thek in-flight video 

monitors on long distance flight that consist of several hours or more. All cities used in 

the study consist of flights longer than two hours. 

The intercept method was used to gather survey data from 264 akline passengers 

in a four-day span from Saturday, November 25 to Tuesday, November 28 of 1995. 

AkUne passengers on Saturday were surveyed at John Wayne Airport and passengers on 

Sunday through Tuesday were surveyed at Dallas-Fort Worth Airport. 

Those passengers surveyed were approached at the baggage claim by the 

researcher. The baggage claim area was chosen as the place to conduct the study for one 

main reason. Most all passengers are usually in a hurry when arriving at the airport. The 

baggage area is the one place in the airport where the passenger often has some time on 

his or her hands. One limitation of this method is that some passengers were missed 

because they may have had carry-on luggage only or connected to other flight 

destinations. Intercept at the arriving gate was rejected because respondents would be 

more likely to be hurried and thus uncooperative. However, there is no known reason to 

believe that thek attitudinal or recall responses would be different than those who had 

baggage to be picked up. 

The passengers at the baggage claim were approached and asked if they would like 

to fill out a survey pertaining to the flight they had just taken. Everyone that came to the 

baggage claim area from those predetermined cities had a opportunity to fill out a 

questionnake. 
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In-Flight Video Ads 

According to information given to the researcher from the American Akline Video 

Department, all domestic flights equipped with in-flight video monitors consisted of a 

CNN HeadUne News presentation followed by an American Aklines short subject 

presentation or a movie. The CNN Headline presentation was first and consisted of about 

20 minutes viewing time. It contained current event news and sports from the previous 

day and week. American AkUnes short subject presentation or movie followed with a 90 

to 100 minute viewing time. The short subject presentation or movie were changed 

approximately once a month. 

Between both presentations, there were a total of nine different commercials 

presented. Three of the commercials were shown at least three times during the flight. 

Two of those commercials were for CitiBank Visa card and MCI calling card. Both of 

these commercials showed consumers how to use thek Visa card and MCI calling card to 

get free flying miles. They then showed that by saving free flying miles, the consumer will 

have the opportunity to travel to many exotic places around the world. The other 

commercial was for the Sky-Tell Two-Way Pager. 

The other six commercials were shown throughout the CNN presentation. These 

commercials consisted of a variety of advertised brands which included the electronic 

organizer, the IBM think pad. Computer FTorW magazine, Merrill Lynch, HP printers, and 

American Movie Classics channel. 

The in-flight video monitors are placed at eight locations on the airplane. Two 

monitors are placed with about one every three rows in first class. The sbc other monitors 

are placed in coach with about one every six rows. The video monitors are located in the 
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center of the aisles connected to the ceiling of the passenger compartment. During the 

flight, all passengers were invited to view the in-flight video presentation. Viewing can be 

seen from all parts of the plane and audio is available if headphones are plugged into the 

radio connected on the armrest of the seat. All passengers had headphones available to 

them in the back pockets on the seat in front of them. 

Instrument Design 

As stated previously, at the end of each flight, everyone that came departed the 

flights and who went to the baggage claim were invited to fill out a questionnake. The 

questionnake contained four sections on interest plus demographics. 

Four of the questions focused on the viewing of the in-flight video. These 

questions determined if the they had watched the in-flight video, how long, and if 

headphones were used (see the Appendix). 

The following three questions were intended to measure unaided recall and aided 

recall. For unaided recall, there was a question asking the passenger if they remember 

seeing any advertisements on the in-flight video. Following that question, there were 

several Unes provided for them to fill in thek answer. The aided recall question was on a 

separate page. This question consisted ofa list of commercials. Half of the list provided 

were commercials that were shown on the flight and the other half used were commercials 

that were not shown on the flight. The participants were invited to respond by ckcUng the 

commercial they had remembered seeing on the in-flight video. A littie reminder was 

provided after the question for the passenger to not go back and answer or change thek 

answer to the previous question (see the Appendbc). 
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The next question intended to determine the other activities the passengers 

engaged during the flight. The passengers were given a list of in-flight activities to choose 

from including watching the in-flight video. A blank line was provided at the end of the 

question for any activities the researcher had missed. The respondents were invited to 

ckcle the activities they participated in during the flight. They were instructed to ckcle 

more than one activity if more than one was performed (see the Appendbc). 

The last item intended to discover the passenger's feeling about the use of in-flight 

video advertising. As mentioned previously, thek attitudes were measured on a 

liking/disliking Likert-type scale. The Likert-type scale provided consisted of 1 to 5 with 

1 being strongly liked and 5 being strongly disliked. The participants were then invited to 

ckcle the number that would best describe how they feel. The questionnake in fijU can be 

seen in the Appendix. 

The questionnakes were dispersed when the passenger got to the baggage 

carousel. As stated previously, all passengers that came to the baggage claim had an 

opportunity to fill out the questionnake. Of all the passengers approached, the refusal rate 

was only six percent. The questionnakes were then gathered from each of the passengers 

that participated and put away so the researcher could prepare for the next flight. 

Analysis 

A data analysis was conducted at the conclusion of gathering all the 

questionnakes. A frequency distribution was then done on all the items in the 

questionnake. For the purpose of demographic characteristics of people who report 

watching the in-flight video, chi-square tests were used to determine any possible 
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significance between these demographic characteristics and watching the in-flight video. 

Chi-square tests were also used to examine significance between passenger activities and 

watching the in-flight video. 
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CHAPTER IV 

RESULTS 

A total of 282 passengers were approached at the baggage claim to fill out the 

survey questionnake. Of those approached, 264 passengers agreed to participate in the 

survey. A total of 56 questionnakes were collected at John Wayne Airport and the 

remaining 208 questionnakes were collected at Dallas-Fort Worth Airport. All 

questionnakes gathered were used for the study although not all questionnakes were filled 

out completely. A small number of questionnakes had questions skipped, but the 

researcher felt much of the information remaining on these questionnakes were important 

to the study. Therefore, some results in the data analysis do not match up with the total 

sample of 264. 

The data results will be divided into five sections. The first section will discuss the 

passengers surveyed as to thek demographics. The following four sections will analyze 

each of the research questions individually. As mentioned previously, the first research 

question will discuss the demographics of the passengers who watched the in-flight video 

for any significant differences. The following two research questions will cover 

passenger's recall of the in-flight advertisements and the activities the passengers engaged 

in during the showing of the in-flight video. The final research question will analyze the 

attitude of the passengers as to thek liking or disliking of the use of in-fUght video 

advertising. 
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Data Analysis 

Passenger Demographics 

The passengers surveyed were analyzed and placed into seven different categories: 

sex, age, income, frequent flier members or non-members, business travelers or non

business travelers, traveling in coach or first class, and traveUng alone or with someone. 

Of the total passengers surveyed, 131 (53.3%) of them were male and 115 (46.7%) were 

female. These percentages were inconsistent with the previous research done by Toh and 

Hu where the men represented two-thkds of all akUne passengers (68%). 

Thek mean age was 36 with most respondents (71.8%) being between the ages of 

21 to 51. More than half the passengers fell into the age groups of 21 to 30 (26.6%) and 

41 to 50 (25.7%) (see Table 2). 

A Uttie less than half of the passengers (47%) have an income more than $75,000. 

The remaining passengers have incomes between $20,001 to $50,000 (24.1%) and 

$50,001 to $75,000 (23.3%) witii only 5.6% having less tiian $20,000 (see Table 3). 

The majority of the passengers were frequent fher members (65.2%), and 36% of 

the passengers traveling were on business. This is inconsistent with the result of Toh and 

Hu's research in 1990 in which only 33.3% of akline travelers are frequent flier members. 

However, the results were consistent with Bredemek's research in that 32% of akhne 

travelers in 1986 accounted for traveling on business. 

Most passengers were traveling in coach (84.8%) than first class (15.2%). How 

they were traveling was split close to evenly with 48.5% traveling with someone and 

51.1% traveling alone. All results can be seen in Table 1 except passenger's ages in Table 

2 and income in Table 3. 
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Extent of Passengers Watching In-Flight ViH^^ 

This question is intended to determine whether certain similarities between the 

passengers are significant in thek watching the in-flight video or not. Sbc categories were 

individually looked at and compared to whether they watched the in-flight video or not. 

These categories consist of sex, income, frequent flier members or non-members, business 

travelers or non-business travelers, traveling m coach or first class, and traveling alone or 

with someone. A chi-square test was then used to examine all sbc of the categories 

individually to determine if there is a relationship with passengers watching the in-flight 

video. 

Of the total sample surveyed, 112 (42.4%) passengers watched the in-flight video 

as compared to 152 (57.6%) that did not. The mean age of those 112 passengers that 

watched the in-flight video was 38 years old. When asked if they ever watched the in

flight video before, 86.8% responded that they had, but how often they watched it 

presented lower percentage scores. 

A Likert-type scale was used to measure how often the passengers watched the in

flight video. They were asked to ckcle the number that best fits how often they watched 

with 1 being not very often and 5 being very often. The majority of the passengers 

(45.8%) often did not watch the video with 23.4% that responded not very often. Those 

who watched often consisted of 26.2% with the lowest percentage being those who 

watched very often (9.8%). Twenty-eight percent were neutral on how often they 

watched or not. The results for passengers that watched video before are in Table 4 and 

how often is in Table 5. 
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The results of the chi-square test analysis proved to show that none of the sbc 

categories to have a significant difference with passengers that watched the in-flight video 

(see Tables 6 and 7). The results showed that in all the categories but one, passengers 

were more likely to not watch the in-flight video. Both business and frequent flyer 

passengers had low participation in watching the in-flight video, with only 43.2% 

watching from business travelers and 41.7% watching from frequent flyers (see Table 6). 

The categories of gender, seating, and how they traveled shared similar results 

with business and frequent flyer travelers. Males and females had low participation in 

watching the in-flight video with the females (41.7%) watching sUghtly more than the 

males (38.9%). Similar participation figures follow with seating and how they traveled 

categories with first class at 45%, coach at 42%, traveUng with someone at 40.6%, and 

traveling alone at 44.1%. The results for gender, seating, and how traveled are presented 

in Table 6. 

Income on the other hand had one mcome range that showed more passengers 

watching the in-flight video than not watching it. The income range of $20,001 to 

$50,000 had 53.6% watching the in-flight video, while the other three income ranges 

followed the previous results with 0 to $20,000 at 38.5%, $50,001 to $75,000 at 31.5%, 

and $75,001 plus at 38.5% (see Table 7). Although most all these categories had similar 

low viewing percentages, none were proven to be significant in whether passengers watch 

the in-flight video or not. 
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In-flight Advertisements Ri>r̂ l| 

The second research question looked to analyze whether akline passengers will 

highly recall advertisements presented on the in-flight video. Of tiie 112 (42.4%) 

passengers that watched the in-flight video, 58% of the passengers recalled seeing at least 

one commercial presented on the in-flight video. When asked if they watched the entke 

program, only 38 (33.9%) responded that they had. Those passengers that did not watch 

the entke program were asked how long they watched? Of the 66.1% that did not watch 

the entke program, 45.9% responded to only watching 2 to 18 minutes worth. The 

majority of those passengers (93.4%) that did not watch the entke program, watched only 

half of the in-flight video presentation (see Table 8). 

To assist passengers in watching the in-flight video presentation, headphones were 

provided for thek opportunity to listen in on the program. When the passengers were 

asked if headphones were used in watching the video presentations, 79.3% responded that 

they had (see Table 9). Of those passengers that chose not use the headphones, they 

watched the in-flight video presentation without listening to the sound and dialogue. 

To analyze recall of the passengers, this study looked at two aspects of recall: 

unaided recall and aided recall. Each of the nine brand names was looked at individually 

to examine both unaided and aided recall effects from passengers that watched the in-flight 

video presentation. 

When analyzing unaided recall, two commercials stood apart from the others. 

Both the Visa and MCI commercials were most often answered when passengers were 

asked to list the commercials they remembering seeing. Of the 112 (42.4%) passengers 

that watched the in-flight video, 21.4% recalled seeing the Visa commercial and 26.8% for 
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the MCI commercial. All other commercials presented had much lower recall percentages 

with the IBM commercial coming the closest with only 7.1%. Both the HP Printer and 

Electronic Organizer commercial had no recall effect at all. The results for unaided recall 

are presented in Table 10. 

The data analyzed for aided recall displayed similar results to unaided recall. Both 

Visa and MCI again were the most often recalled. Of those that watched the video, the 

Visa commercial had a 33% recall whereas MCI followed closely behind at 32%. All nine 

commercials increased m passenger recall with Sky-Tell two-way pager having the biggest 

increase from 6.3% to 22%. Even both the HP Printer and Electronic Organizer 

commercials went from no recall to 8% for HP printer and 5% for the Electronic 

Organizer. The results for aided recall and percentage increase from unaided to aided 

recall are in Table 10. 

Other Activities in the In-Flight Environment 

Research Question 3 determines the other activities that passengers engage in 

during the presentation of the in-flight video. The passengers were given 10 responses to 

choose from that would closest describe thek activities on the flight. Those 10 responses 

are presented in Table 11. They were instructed on the questionnake to ckcle more than 

one answer if they were involved in more than one activity. The last response available to 

them was the "other" category with a line provided for them to answer. 

Of the 10 responses available to the passengers, three in particular stood out from 

the rest. The activity that most passengers engaged in was not watching the in-flight video 

but reading books, magazines, and other in-flight pamphlets (60%). Watching the in-flight 
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video followed second with 40.8%, and sleeping was thkd with 38.4%. The otiier 

activities were all less than 25% with talking to another passenger following fourth at 23% 

and playing games ending with the least responses at 4.5% (see Table 11). 

A chi-square test was then used to determine any significant differences between 

watching the in-flight video and each activity available on the flight. Two of the 

passenger's activities in particular were significantly parallel with watching the in-flight 

video. Both listening to the in-flight radio (p= .001) and listening to music (p< .005) were 

activities that passengers engaged in along with watching the in-flight video. This 

suggests that during the course of an akline flight, passengers that watch the in-flight 

video will also be likely to listen to the in-flight radio or listen to music. 

The passengers engaged in reading books, magazines, in-flight pamphlets or 

sleeping activities presented significant differences when compared to watching the in

flight video (p< .05). When either one of these two activities were performed by a 

passenger on the flight, they were less likely to watch the in-flight video. This suggests 

that passengers are likely not to watch the in-flight video when they either read a book, 

magazine, in-flight pamphlet, or sleep. The chi-square analysis results are presented in 

Table 12. 

Attitudes Towards Tn-Flieht Video Advertisements 

The final research question looks at whether passengers have negative or positive 

attitudes towards advertising on the in-flight video. The passengers were presented a 

five-point scale to how they felt about the use of advertising on the in-flight video. They 
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were instructed to ckcle the number that best fits how they feel witii one being strongly 

Uke advertisements and five being strongly disUke advertisements. 

The results showed that the majority of passengers (57.3%) were neutral on how 

they fek about the use of in-flight video advertisements. Twenty-sbc percent of the 

passengers disUked the use of in-flight video advertising with 14.7% strongly disUked it. 

Sbcteen percent of the passengers Uked the use of in-fUght video advertising with half of 

them strongly Uking them (8%). The results for passenger's attitudes are presented in 

Table 13. 

Summary of Findings 

According to results, the first finding in this study indicated that no particular 

demographic characteristic ofa passenger determined whether they watched the in-fUght 

video or not. These sbc characteristics analyzed were business travelers, frequent flyers, 

gender, income, seating on the plane, and how they traveled. Most aU of the 

characteristics were similar in results with low participation in watching the in-fUght video 

with a range of 38.5% to 45%. Passengers with an income between $20,000 and $50,000 

was the only exception with 53.6%. 

Second, recaU for in-flight advertising was 58% for those passengers that 

remember seeing at least one commercial presented on the in-flight video. The majority of 

the passengers did not watch the entke program (66.1 %) and 20.7% did not use 

headphones when viewing the in-flight presentation. Of the commercials presented, both 

the Visa and MCI commercials were the most often recaUed among the passengers. The 
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Sky-TeU Pager commercial had the largest percentage increase from unaided recaU to 

aided recaU. 

Thkd, the majority of passengers either sleep, watch the in-flight video, or read 

books, magazines, and in-fUght pamphlets. Two opposke relationships occmred when 

compared to watching the in-fUght video. Listening to the in-fUght racUo or music ran 

paraUel with watching the in-flight video, while reading or sleeping were done instead of 

watching the in-flight video. 

FinaUy, passengers were more neutral on whether they Uked or disUked in-flight 

video advertising. Of those who were not neutral, a higher percentage disUked in-flight 

video advertising as compared to Uking in-fUght video advertising. 
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Table 1 

Passenger's Profile 

Categories 

Male Passengers 

Female Passengers 

Business Travelers 

Non-Business Travelers 

Frequent FUers 

Non-Frequent FUers 

Seating 

Fkst Class 

Coach 

How They Traveled 

With Someone 

Alone 

N 

131 

115 

95 

169 

172 

92 

40 

224 

128 

136 

% 

53.3% 

46.7% 

40% 

64% 

65.2% 

34.8% 

15.2% 

84.8% 

48.5% 

51.5% 

Total Passengers Surveyed= 264 

48 



Table 2 

Passenger's Age 

Age Range N % 

0 to 20 20 8.3% 

21 to 30 64 26.6% 

31 to 40 47 19.5% 

41 to 50 62 25.7% 

51 and over 48 19.8% 

Table 3 

Passenger's Income Range 

Income Range (000) 

0 to $20 

$20 to $50 

$50 to $75 

$75 plus 

N 

13 

56 

54 

109 

% 

5.6% 

24.1% 

23.3% 

47% 
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Table 4 

Passengers Who Have Watched Video Before 

Passengers N % 

Have Watched 211 86.3% 

Have Not Watched 32 13.2% 

Total Responses to this Item= 243 

Table 5 

How Often Passengers Watched the In-FUght Video 

Often Scale N % 

Not Very Often 50 23.4% 

Not Often 48 22.4% 

Neutral 60 28% 

Often 35 16.4% 

Very Often 21 9.8% 

Total Responses to this Item= 214 
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Table 6 

Passengers Who Watched and Did Not Watch In-Flight Video 

Categories Watched % Not Watch % 

How They Traveled 

With Someone 

Alone 

X2=.329, dfl, p=.5661 

Male Passengers 51 38.9% 80 61.1% 

Female Passengers 48 41.7% 67 58.3% 

X2= 201, dfl ,p= 6541 

Business Travelers 41 43.2% 54 56.8% 

Non-Business Travelers 71 42% 98 57.8% 

X2=033, dfl,p=.8565 

Frequent Flyers 72 41.9% 100 58.1% 

Non-Frequent FUers 40 43.5% 52 56.5% 

X2= 064, dfl, p=. 7999 

Seating 

Fkst Class 18 45% 22 55% 

Coach 94 42% 130 58% 

X2=.128,dfl,p=.7205 

52 40.6% 76 59.4% 

60 44.1% 76 55.9% 

51 



Table 7 

Income Range Comparison Wkh Watching In-FUght Video and Not Watching In-FUght 

Video 

Income Range (000) Watched % Not Watch % 

less than $20 5 38.7% 8 61.5% 

$20 to $50 30 56.3% 26 46.4% 

$50 to $75 17 31.5% 37 68.5% 

$75 plus 42 38.5% 67 61.2% 

X2= 5.99, dG,p=. 1121 
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Table 8 

Minutes Watched 

Minutes N % 

2 to 18 28 45.9% 

18 to 34 16 26.2% 

34 to 49 8 13.1% 

49 to 65 5 8.2% 

65 to 81 0 0% 

81 to 97 3 4.9% 

97 to 113 0 0% 

113 to 128 0 0% 

128 to 144 0 0% 

144 to 160 1 1.6% 

Total Passengers Not Watch Entke Program= 74 
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Table 9 

Passengers Wearing Headphones 

Passengers N % 

Witii Headphones 88 79.3% 

With Out Headphones 23 20.7% 
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Table 10 

Passengers Unaided and Aided RecaU of In-Flight Commercials 

Commercials 

Visa 

MCI 

Sky-TeU Pager 

MerriU Lynch 

IBM 

Computer World 
Magazine 

American Movie 
Channel 

HP Printers 

Electronic 
Organizer 

Unaided RecaU 

N 

24 

30 

7 

1 

8 

1 

3 

0 

0 

% 

21.4% 

26.8% 

6.3% 

.9% 

7.1% 

.9% 

2.7% 

0% 

0% 

Aided RecaU 

N 

33 

32 

22 

6 

12 

14 

13 

8 

5 

% 

33% 

32% 

22% 

6% 

12% 

14% 

13% 

8% 

5% 

% Increase 

% 

+11.6% 

+5.2% 

+15.7% 

+5.1% 

+4.9% 

+13.1% 

+10.3% 

+8% 

+5% 

Total Passengers Watched= 112 
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Table 11 

Passengers Who Participated In Activities on the FUght 

Activities 

Watching In-FUght Video 

In-FUght Radio 

Listen To Music 

Work on Job Related 
Activities 

TaUc To Other Passengers 

Reading a Book, Magazine, 
or In-FUght Pamphlets 

Reading American Way 
Magazine 

Play Games 

Sleep 

Otiier 

N 

100 

29 

23 

49 

57 

147 

51 

11 

94 

21 

% 

40.8% 

11.8% 

9.4% 

20% 

23.3% 

60% 

20.8% 

4.5% 

38.4% 

8.6% 

Total Passengers Responses to this Item- 245 
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Table 12 

Chi-Square Results For Activities and Watching In-FUght Video 

Activities Watched % Not watched % 

In-Flight Radio 20 69% 9 31% 

X2=10.79, dfl,p=001 

Listen To Music 16 69.6% 7 30.4% 

X2=8.685, dfl,p=.0032 

Reading a Book, Magazine, 51 34.7% 96 65.3% 

or In-FUght Pamphlets 

X2=5.703, dfl,p=.0169 

Sleeping 30 31.9% 64 68.15 

X2=5.003.,dfl,p=0253 
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Table 13 

Passengers General Attitudes Towards In-Flight Video Advertising 

Like to Dislike Scale 

Strongly Like (1) 

Like (2) 

Neutral (3) 

DisUke (4) 

Strongly DisUke (5) 

N 

18 

18 

129 

27 

33 

% 

8% 

8% 

57.3% 

12% 

14.7% 

Total Responses to this Item= 226 
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CHAPTER V 

DISCUSSION AND CONCLUSION 

Introduction 

The purpose of this study was to investigate in-fUght video advertising effects on 

akUne consumers. As stated previously, advertisers find akUne consumers to represent a 

deskable but hard-to-reach audience. The in-fUght video represents a possibly effective 

way to reach this consumer group. Thus, the first goal of this study was to analyze the 

passenger demographics of those who watched the in-flight video. Here the researcher 

examined demographic differences of passengers who watched the in-flight video and 

those that did not. 

The second goal of the study was to examine the recaU of the passengers to the 

commercials advertised on the in-flight video. Since this is a fakly new medium, Uttie 

academic research had been done. Previous research was examined for audience with 

similar surroundings. As noted earUer, an audience similar to an akUne audience would be 

a movie theater audience. 

For recaU to be achieved, both attention and brand Unkage need to occur. As 

stated previously, the more attention to a commercial with affective brand Unkage, the 

higher tiie recall a consumer wUl have (WaUcer and Von Gonten, 1989). Movie tiieater 

audiences tend to have high recaU scores because they are akeady an attentive audience 

(Austin, 1986). Previous research has shown that the right commercial shown in front of 

a captive tiieater audience produced recaU scores above 80%. 
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Akline consumers are also attentive audiences but many factors may affect them 

tiiat might not otiierwise affect movie theater audiences. The results of this smdy might 

contribute to the knowledge concerning this issue. 

The third goal was to examine the effects of the in-flight video on passenger 

activities during tiie flight. For movie tiieater audiences, they are distraction-prone in 

tenns of consumer's motivation, habit, or expectation while viewing a feature fihn (Austin, 

1986). Normal at home activities, conversation, and other distractions usuaUy found while 

watching television are not found while movie viewing. 

AkUne audiences are similarly prone to normal at home activities, but other 

activities on the flight may distract or detain them from watching the in-flight video. Thus 

the researcher looked to find any activities that passengers would perform during the 

presentation of the in-flight video. 

The final goal looks to investigate passenger attitudes towards the use of 

advertising on the in-fUght video. Through previous research on captive audiences, there 

was much concern for reactions to cinema screen advertisements. As stated previously, 

Disney did a study where they asked people how they felt about having commercials 

shown in the movie theater and had negative attitude results (Lev, 1990). However 

advertising executive beUeve that the right commercial shown to a captive audience would 

not produce negative attitudes (Foltz, 1990b). Previous finding other than Disney, found 

that with the right commercial, movie audiences did not mind advertisements shown 

before a movie. Thus the researcher looked see if similar attitudes may exist for akUne 

consumers. 
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The foUowing section wiU discuss the findings of this study in four sub-sections. 

Each section wiU pertain to one of the goals previously stated. 

Implication of Findings 

Passenger Demographics and Watched the In-Flight Video 

The demographics of those passengers who reported watching the in-fUght video 

and those who did not proved to have no significant differences. AU sbc of the 

characteristics seem to foUow the same proportions for both passengers who chose to 

watched the in-flight video and those that did not. The proportion of those who chose to 

watch the video (42.4%) was considerably smaUer than movie theater audiences who 

usuaUy have close to aU audience members watching (Austin, 1986). As stated 

previously, both are similar captive audiences, but two explanations could account for the 

difference in participation. 

Fkst, the settings are different in the respect of competing stimuU. For example, 

movie theater audiences have minimal competing stimuU (Austin, 1986). Thek attention is 

for tiie most part focused primarily on the cinema screen. AkUne audiences, on the other 

hand, have otiier activities of interest available to tiiem. More detail on these activities 

wUl be discussed later in this chapter. 

Another explanation could be reflected on passenger responses on how often tiiey 

watch the in-flight video. When passengers were asked if tiiey had watched it before, a 

high 86.8% said they had. But when asked how often tiiey watched the in-flight video 

while traveUng, 45.8% reported tiiat tiiey did not watch it often. Only 26.1% said tiiat 

tiiey had watched it often. When looking at the passengers that watched very often to not 
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very often, more passengers at 23.4% watched not very often as compared to 9.8% that 

watched very often. 

As to why passengers do not watch very often could be tiiat they find the in-flight 

video's presentation not to thek liking. Or as mention previously, other activities might be 

more ofa priority to them at the time of the presentation. 

RecaU of Passengers 

RecaU of at least one commercial presented on the in-flight video was 58% for 

those passengers that watched the in-flight video. This finding was inconsistent with 

previous research on captive audiences and can be attributed to many factors. Fkst of aU, 

the nine commercials used in the study were shown throughout both video presentations. 

As noted earUer, the first presentation ran 20 minutes foUowed by the second presentation 

that ran 90 to 100 minutes. 

Of those passengers who watched the in-flight video presentation, 33.9% watched 

the entke program. Because 66.1% did not watch the entke program, not aU passengers 

that responded to watching the in-flight video were exposed to aU the commercials 

presented. Of that 66.1%, ahnost half of them (45.9%) only watched 2 to 18 minutes. 

This would only aUow them maybe to be exposed to one or two commercials if any at aU. 

Along with many passengers not watching the entke program, only 79.3% of them 

used headphones. Although this can be seen as a high percentage, it can be misleading. 

For akUne passengers to be fiiUy attentive while watching tiie in-flight video presentation, 

seemingly headphones must be used to hear the sound coming from the in-flight video. 
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Clearly, to achieve higher recall levels, a higher percentage passengers must opt for use of 

headphones. 

When examining unaided and aided recaU for the commercials shown on the in

flight video, the percentages seem low for the passengers. In actuaUty, in some respects 

they are promising. For both unaided and aided recaU, Visa and MCI commercials were 

the most often recaUed. 

For unaided recaU, Visa had a 21.4% recaU and MCI had the highest percentage 

with 26.8%. Similar results occurted for aided recaU. This time Visa was the highest 

recaUed commercial with 33% and MCI foUowed closely with 32%. These percentages 

for both unaided and aided recaU were good when compared to the 66.1% of passengers 

that did not watch the entke program. 

Both Visa and MCI were the most often recaUed commercials for several reasons. 

First, as stated previously, for better recall, a commercial needs to be of importance and 

interest to the consumer. People who are interested in that product wiU pay attention 

more, and then a better the opportunity for recaU wiU occur (WaUcer and Von Gonten, 

1989). Both Visa and MCI commercials showed the consumer how they can get free 

flying miles when using thek card. This could be considered both important and of 

interest to an akline audience. 

Another reason is both commercials were shown at the beginning of the 

presentation. It has been shown through previous research that more commercials are 

remembered at tiie beginning of presentations (WaUcer and Von Gonten, 1989). For 

example, in a study by WaUcer and Von Gonten, recaU for commercials presented in the 

initial 8 seconds ofa video were more Ukely to be remembered than commercials that 
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were later shown. FinaUy, these two commercials along with the Sky-TeU Pager were 

shown more than once during the presentation. This gives it the opportunity for more 

exposure to the passengers. 

AU other commercials had much lower percentages in unaided and aided recaU. 

This may be attributed to two main reasons. Fkst of aU, these commercials may not be of 

importance and interest to aU the passengers. UnUke the Visa and MCI commercials, 

which were more Ukely to be of interest because they were geared for the akUne 

passenger, the other commercials may be of interest to only certain akUne consumers. 

They most likely were not geared for aU the passengers. 

Second, these commercials were presented only one time and not at the beginning 

of the in-fUght video program. With a large percentage that did not watched the entke 

program, there is a chance that many passengers were not exposed to many of these 

commercials or any at aU. 

When comparing unaided recaU versus aided recaU as expected the percentages 

increased from unaided to aided. Sky-TeU Pager had tiie largest increase of 15.7%. This 

could be explained because Uke Visa and MCI, the commercial for Sky-TeU Pager was 

shown more than once throughout tiie in-flight video presentation. Therefore, it had an 

opportunity for more exposure to the passengers and a better chance to be remembered. 

Other Activities 

Besides watching tiie in-flight video presentation, the passengers had eight otiier 

activities available to them in tiie in-flight envkonment. Those activities consisted of 

reading which include books, magazines, and in-flight pamphlets, Usten to music or tiie in-
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flight radio, work on job related activities, taUc to another passenger, read American Way 

Magazine, play games, or sleep. The passenger also had the opportunity to write down 

any other activities they performed during the flight tiiat were not on the previous Ust. 

The most common of the other activities consisted of five passengers doing homework, 

four passengers takmg care of thek chUdren, and four passengers eating or drinking. The 

rest consisted of one passenger doing the foUowing: working on crosswords, looking out 

the window, fixing thek watch, meditate, and needlepoint. One passenger reported one of 

his/her activities was complaining to the flight attendant. 

Four activities in particular were significant when compared to watching the in

flight video. Both Ustening to music and Ustening to the in-flight radio were activities that 

passengers were more Ukely to do if they watched the in-flight video. This could be 

explained because for a passenger to Usten to the in-flight radio, the same headphones 

used to Usten to the in-flight video are needed. The in-flight radio is coimected to the 

armrest of the passenger seat and is available for music, news, infomercials, and story

telling. 

Listening to music, on the other hand, could be explained because it is available 

through the in-fUght radio. As to whether the passengers used the in-fUght radio or 

another device for Ustening to music was not determined in the study. 

The other two activities were significant in a different manner when compared to 

watching the in-flight video. Those passengers that read a book, magazine, in-flight 

pamphlet, or slept were more Ukely not to watch the in-flight video. Botii these activities 

along with watching the in-fUght video were in the top tiiree activities performed by tiie 

passengers. AU three activities seem very time consuming and could take most tiie flight 
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to do one. Therefore, k could explain why those passengers that read books, magazines, 

in-flight pamphlets, or sleep during the flight would most Ukely be engrossed in that 

activity and not watch the in-flight video presentation. 

Attitudes Towards In-Flight Viden Advertising 

The important aspect to look for when analyzing attitudes towards advertising on 

the in-fUght video is the percentage of negative attitudes. On the Likert-type scale, more 

passengers had negative attitudes (26.7%) than positive attitudes (16%). The important 

finding in this study is that 57.3% of passengers are neutral. This along with the positive 

attitudes presents results that show a majority do not disUke the use of in-flight video 

advertising. As noted previously, the amount of negative attitudes is relatively low at 

26.7%. This finding is consistent with finding associated with captive aucUences of movie 

theaters. 

Conclusion 

This study made some important contributions to in-fUght video advertising. First, 

k suggests that there are no different demographic characteristics between the akUne 

audiences who watched the in-flight video or those who did not. Furthermore, results 

showed that captive audiences are somewhat different for akUne audiences as compared to 

movie theater audiences. Movie theater audiences were more attentive and less distraction 

prone. AkUne audiences, on the other hand, participated less and had more competing 

StimuU from the other activities avaUable to them. 
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As for the recaU of the study, the recaU percentage for at least one commercial 

(58%) could be considered promising due to the resuk of the low percentage of 

passengers that watched the entke program (33.9%). Also, Visa and MCI commercial 

recaU percentages were seemingly high for both unaided and aided recaU. Three main 

differences most Ukely contributed to Visa and MCI's higher recaU scores. Fkst, the 

commercials were directly related to the industry. Second, they both were presented at 

the beginning of the in-flight video. And thkd, they both were shown on the in-flight 

video more than once. 

FinaUy, how passengers view in-flight advertising also is very promising. Some 

past research noted previously m this study taUced about the fear of negative attitudes 

towards commercials in a envkonment other than the household. This, Uke other studies, 

suggest this fear is unfounded. Many previous studies discussed earUer showed that 

people did not mind the use of advertising. This study's low proportion of negative 

attitudes is consistent wkh the low negative attitude proportions of cinema screen 

advertising. 

Limitations of the Studv 

There are some Umitations to this study and results must be viewed as tentative. 

Fkst, it should be noted that the survey was conducted in the baggage claim area. The 

researcher fek this would be the best opportunity to get passengers to fiU out tiie 

questionnake. Here tiie passengers would often have some extra free time, whUe they 

waited for tiiek luggage. This approach does Umit the opportunity for aU tiie passengers 

who flew on that flight to participate. Many of tiie passengers could of connected to otiier 
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flights or had carry-on baggage only. The researcher did give the opportunity for aU 

passengers who did go to the baggage claim to participate. However, those passengers 

who had carry-on luggage only may have included a higher proportion of busmess 

travelers. 

Another Umitation was the sample used was a purposive sample and not a random 

sample. The sample was selected on the basis of the three main criteria. First, only 

passengers that flew on the 757-size airplanes were used. Second, only two airport 

destinations from eight cities were used to survey the sample. Both of these criteria were 

chosen due to money and time restrictions. 

The thkd Umitation to the study was that the survey was implemented on four days 

from Saturday to Tuesday foUowing the Thanksgiving hoUday. This might reflect more 

passengers traveUng for pleasure than traveUng on business. For example, only 36% of 

the passengers that were surveyed were traveling on business. 

A fourth Umitation was that the researcher had no control ofhow the commercials 

were arranged throughout the in-flight video presentation. Those commercials shown first 

and more than once had a sUght advantage over the other commercials that were 

presented during the in-flight video presentation. Because of this methodology, some 

commercials had a better chance for recaU than others. 

FinaUy, the number of passengers who did not watch the entke program was a 

Umitation to the study. As mentioned previously, it is unknown to the researcher how 

much exposure each commercial received. Obviously, 33.9% of those passengers who 

watched the in-flight video were exposed to every commercial presented, but 66.1% were 

not. This therefore may result in some error in tiie results for recaU. 
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Recommendations fnr Fnt̂ ,rA Q̂ ^̂ y 

There are some recommendations for fiiture research according to the present 

study. Fkst, this study examined the in-flight video medium as k relates to advertising. 

Future study could examine the in-flight video medium more in-depth as to what 

passengers deske and want out of watching the in-flight video. Whetiier k be news, 

entertainment or information concerning certain topics, research could focus on what 

motivates them to want to watch it. 

Second, since this study examines only the in-flight video medium, future research 

could focus on advertising through other in-flight media. For example, in-fUght magazines 

are available to the passengers on many aklines. American AkUnes has the American Way 

Magazine available to thek passengers in the back pocket of the seat in front of them. 

Future stucUes could examine the effects of print advertising through the use of in-fUght 

magazines. 

Another example of an in-flight medium available to the passengers is the in-flight 

radio. Future studies could also focus on the advertising effects through this medium on 

akUne consumers. Also, this study found that passengers who watch the in-flight video 

are significantiy more likely to Usten to the in-flight radio. More research could even 

focus on how advertising on these two mediums together could increase the opportunity 

the reach akUne consumers. 

FinaUy, future stucUes could focus more in-depth on the commercials presented to 

an akUne audience. In this study, the commercials shown on the in-flight video were 

analyzed only to thek effects on recaU. Future research could focus on the effects of 

different types of commercials, such as humorous, entertaining, or informational 
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commercials as to recall. Also these commercial types could be analyzed as to the Uking 

preference of the akline consumers. More in-depth study into these areas may further 

knowledge on this medium as weU as thek audience. 
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Survey Questionnaire 

Directions: Thank you for your participation in this thesis for Texas Tech 
Umversity. This survey contains questions concerning the flight 
you have just anived on. Please ckcle and fiU in spaces as best as 
possible. 

1. Are you traveUng on busmess? 
A. Yes B. No 

2. Are you a frequent flier member? 
A. Yes B. No 

3. Which one of the foUowing appUes to your seating? 
A, Fkst Class B. Coach 

4. Are you traveUng with someone or traveUng alone? 
A. With someone B. Alone 

5. How many times have you flown in the past 12 months? 
(Please fiU in approximately how many in the Une provided) 

6. Did you watch the entke program? 
A. Yes (GOTO question 7) B. No (GOTO question 13) 

7. Did you watch the entke program? 
A. Yes (GOTO question 9) B. No (GOTO question 8) 

8. About how many mkiutes cUd you watch the program? 
(Please fiU in approximately how many in the Une provided) 

9. Did you use headphones? 
A. Yes B. No 

10. Do you recaU seeing any commercials on the in-fUght video? 
A. Yes (GOTO question 11) B. No (GOTO question 12) 

11. List aU the commercials that you remember 
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12. Do you remember seeing any of tiie commercials from tiie Ust below? 
(Please circle more tiian one answer if it appUes) 

!!Please do not turn back to the first page!! 

A. Showtime movie channel L. IBM tiiink-pad 
B. TrailDust restaurant M. Levis Jeans 
C. CitiBank Visa card N . MUler Lite 
D. Lmcohi Town car o. AMC movie channel 
E. Sbc Flags amusement park p. Blockbuster Video 
F. Computer Worid Magazine Q. MCI caUing card 
G. Sky-TeU Two Way Pager R Electronic Organizer 
H. Xerox copier S. Aetna insurance 
I. Ry High travel agency T. HP printers 
K. MerriU Lynch U. Discover card 

13. What would closest describe your activities on the flight? 
(Please ckcle more than one answer if appUes) 

A. Watch the in-flight video 
B. Listen to the in-flight radio 
C. Listen to music 
D. Work on job-related activities 
E. TaUc to another passenger 
F. Read a newspaper, book, magazine, or other in-flight pamphlets 
G. Read American Way Magazine 
H. Play Games 
L Sleep 
J. Other 

(If other, please indicate on the Une provided) 

14. In general, how do you feel about the use of advertising on in-flight video? 
(Ckcle the number that best fits how you feel) 
(1 being strongly Uked and 5 being strongly disUked) 

Strongly Uke 1 2 3 4 5 Strongly disUke 

15. When traveling by ak, have you ever watched the in-fUght video before? 
A. Yes (GOTO question 16) B. No (GOTO question 17) 

16. How often do you watch the in-flight video while traveUng? 
(Ckcle the number that best fits how often) 
(1 being not very often and 5 being very often) 

Not very often 1 2 3 4 5 Very often 
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17. Age 

18. Gender 
A. Male B. Female 

19. Household income 
A. 0 - 20,000 C. 50,001 - 75,000 
B. 20,001 - 50,000 D. 75,001 - plus 
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