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video advertising; The purpose of the research is to analyze the role of the cameraman in filming
roller; commercials; define the concept of video advertising and describe its main
cameraman; specific development methods; determine the effectiveness of advertising using
product placement; a video series and demonstrate its specific techniques. Research methodology.
content; The article applies a set of research methods, namely generalization, comparative
image; analysis of media texts, as well as a systematic approach, which manifested
brand itself in a comprehensive analysis of sources on the theory of commercials

production and comparing them with the main cameraman techniques that
ensure the effectiveness and efficiency of the commercial. The scientific novelty
of the article lies in the attempt to analyze the cameraman'’s techniques in the
creation of the commercial, which are important for the emotional impact on
the recipient. The main advantages of video advertising are analyzed. The main
ways in which marketers can create convincing videos that arouse the interest of
viewers are indicated. The main trends of video advertising, which is a little-studied
phenomenon in Ukrainian cinema and media space, are analyzed. Conclusions.
The features of the cameraman's work during the creation of advertising videos are
examined. The role of the advertising duration, the definition of the target audience,
mobility, cinematography, and specifics of advertising distribution in social
networks in creating effective video advertising by cameramen are revealed. The
main technical capabilities of the frame have been analyzed. The key objects for
applying an effective marketing strategy thanks to videos have been highlighted. It
has been found that video advertising is an ideal environment for experimentation,
the creation of unique frames, implementation of the most non-standard ideas.
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Problem statement

With the development of informa-
tion technology and the availability of
the Internet, video marketing has taken
a leading position in advertising among
marketers. Video marketing is most of-
ten used in education and entertainment.
New formats and growing consumption
continue to establish video as an effec-
tive and efficient means of attracting
customers.

The use of video marketing is quite
popular in advertising, but several bar-
riers hinder the full coverage of the ad-
vertising market. From editing equip-
ment and software to frame lighting and
sound optimization, production and post-
production factors are so competitive
that creating truly high-quality, unique
content requires hiring a professional
cameraman who can make the most of
winning techniques, and combine and
modify them. customer needs.

The technique of shooting on camera
is one of the most fundamental parts
of cinematic narratives. Thus, to under-
stand the specifics of advertising devel-
opment, you need to get acquainted with
the terminology of basic methods and
techniques and understand the role of
the cameraman in the production pro-
cess and its importance as a creator of
video content.

Recent research
and publications analysis

The role of the socio-psychological im-
pact of video advertising was successful-
ly highlighted by Shevchuk Yu. S. (2021).
His book highlights the main impact of
advertising on the viewer.

The main types of video advertising
were described in the book by Zaria S.
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(2021). The essence of image formation
in cinematography, including advertising,
is revealed by Priadko O. M. (2015).

The main technical aspects of the cam-
eraman's work are revealed in the work
of Honcharenko M. M. and Priadko O. M.
(2021).

The purpose of the article is to analyze
the main means of expression of the
commercial; determine the role of the
cameraman in the production of adver-
tising; study theoretically the main cam-
era techniques that ensure the effective-
ness and efficiency of the commercial.

Main research material

After analyzing several scientific sourc-
es, we can distinguish the general defi-
nition of video advertising as advertising
content that is reproduced before, during,
or after streaming content.

The biggest advantage of video advertis-
ing is the ability to reach a wide audience
on the Internet. American researchers
in the field of advertising and marketing
T. O'Guinn, K. Allen, R. Semenik, A. Schein-
baum in their book Advertising and Inte-
grated Brand Promotion (2008) note that
video advertising will dominate in the next
decade, as marketers learn more about its
overall effectiveness and actively explore
the possibilities of its improvement.

One of the factors attracting customers
to use video services in advertising is the
application of benefits to the business
sector on advertising platforms. Yes,
YouTube recently announced the ability
to show video ads with “sharp” content.

It should be noted that there are many
ways in which marketers can create com-
pelling videos that arouse the interest of
viewers. First, it is the ratio of duration and
content. Video conveys a lot of information
in a short time, so videos are the perfect
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platform to cover specific events and sto-
ries. Secondly, the enhancement of the vid-
eo image with spectacular sound increas-
es the emotionality of video advertising. In
the course of the article, the technologies
that are currently used in the production of
content are analyzed from a technical point
of view. Using the analysis of information
sources, the influence of new approaches
in content production on the quality and,
above all, the speed of content production
has been established. The factors influ-
encing the development of the considered
technologies and their further impact on
the content production industry are sum-
marized. The main trends determining the
direction of development in the field of
metal production are highlighted.

Third, it is the ability to view ads on mo-
bile devices. It is possible to optimize
video for mobile devices. The team of
marketers must ensure its smooth re-
production on phones and optimized ap-
pearance on small screens. Video orien-
tation should also be considered.

It is necessary to identify trends in dig-
ital video advertising. Namely, the world
of digital video is not static. Experienced
cameramen need to be aware of new
developments and trends to understand
what the audience wants and needs. In
our opinion, the most common trends
include the duration of advertising; defi-
nition of the target audience; mobility;
cinematography; specifics of advertis-
ing distribution on social networks. Let's
consider these trends in more detail:

1. Duration of advertising. A large num-
ber of videos creates significant competi-
tion in the advertiser market. An audience
that can view almost anything will only
see an ad if it is relevant, valuable, and
engaging.

Today, it is believed that viewers need
short advertising content that will cause
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an immediate emotional response. How-
ever, this format is a creative challenge
for cameramen who must realize the sto-
ry in the video in less than 15 seconds.

2. Defining the target audience. Over the
top (OTT) is a term used to describe con-
tent providers that distribute streaming
media over the Internet.

Today, scientific opinion singles out
three types of custom video advertising
models:

1. Subscription (e. g. Netflix, Hulu, HBOGo);

2. Transactions (e.g. iTunes, Amazon,
Google Play);

3.VOD with advertising support (e.q.
YouTube, Twitch, Vimeo).

Marketing on these platforms offers
benefits similar to those gained from reg-
ular online advertising. Unlike traditional
commercials, OTT allows you to use tar-
geting, and advanced analytics to create
personalized ads. This allows brands to
place full-screen ads based on viewing
habits.

This technology not only maximizes the
potential of advertising campaigns but
also ensures that viewers see advertising
that suits their interests. In the coming
years, OTT may become one of the most
lucrative channels available to modern
advertisers.

3. Mobility. According to a study by
R. Kushnir in 2015, mobile devices ac-
counted for more than 52% of global In-
ternet traffic, and all statistics on video
marketing show a steady increase (2015,
p.224). As a result, progressive brands
are working to make websites, advertis-
ing, and even services more mobile.

In addition to changing the way we con-
sume, mobile phones have begun to in-
fluence the way we create video content.
Most videos recorded on smartphones
are shot in vertical format. We agree with
R. Kushnir (2015, p. 224) that this trend
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has forced cameramen to create vertical
advertising for platforms such as Insta-
gram Stories, Snapchat, and Facebook.

4. Cinematography. This is a new form
of digital art that is gaining popularity
on the Internet. In flmmaking, photo and
video hybrids contain subtle motion that
is reproduced continuously, while the rest
of the images remain still. This is a vis-
ually interesting effect that creates the
illusion of animation.

It should be noted that R. Kushnir (2015,
p. 224) characterizes cinematographers
as those made using high-quality camer-
as and a post-production tool to compile
a series of photographs or videos. Cam-
eramen began to use technology for mar-
keting campaigns.

5. The specifics of the distribution of ad-
vertising on social networks. In-Stream ads
allow you to post 5—15-second videos live
and on demand. These short ads can be
optimized for video viewing, brand aware-
ness, app installation, reach, or interaction.
More than a billion people see advertising
through Facebook's audience every month,
making it a useful option to expand the
reach of an advertising campaign.

In the course of our research, we should
delve into the content of techniques that
help cameramen use the power of video
advertising. Yes, a good promotional vid-
eo is a choice of the right shots. Today,
at the discretion of the cameraman, many
shooting techniques can be combined
and used as building blocks to embody
the most vivid fantasies.

Frame dimensions. Size refers to how
large or small the frame is relative to the
subject. Let's look at the five most impor-
tant dimensions and how they work.

1. Close-up (CU)

One of the most common sizes. Used
when there is a need to highlight the fa-
cial features of the character without any
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other distractions. A typical close-up
shows a face from forehead to chin (pro-
duced by Bad Breath Test — How to Tell
When Your Breath Stinks).

Thus, W. Wells, J. Brunet, and S. Moriarty
(2003) in their research note that the ex-
treme close-up goes further, often show-
ing nothing but the eyes. This draws the
viewer's attention to facial features and
facial expressions that would be lost in
a wide picture.

2. Long Shot (LS)

Shows the whole body of the character
in the frame — from head to toe. This al-
lows the viewer to better feel the environ-
ment and conveys information that could
be lost in close-up.

Thus, long shots are often used in action
movies, when it is important to see how
the character moves in his environment.
One variation of this size is Extreme Long
Shot when the character is so far away
that it is almost lost in the frame or ob-
scured by the surroundings.

3. Medium Shot (MS)

A typical snapshot shows an object
from head to waist. The cameraman can
use MS when the character is carrying an
object or pointing a weapon. Or when you
need to capture with a lens how a person
writes on paper while sitting at a desk
(produced by Leo Burnett Always #Like-
AGirl).

4. Single, Double, or Triple Frame

Such names are frames depending on how
many people are depicted. They are usual-
ly combined with any other size, which has
already been discussed above. For example,
adouble close-up frame for a kissing scene
of two characters. Or triple for three people
in the room using the middle plan (First Kiss
produced by Tatia Pileva).

5. POV

Camera angles. After determining the
size of the image, the cameraman can
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add a little more perspective to the frame
by selecting the appropriate viewing an-
gle. This will help create a sense of fear,
empathy, or disorientation in the viewer.

1. Eye Level

The most neutral angle is eye-level
shooting. The camera is aimed straight
ahead at about the same level as the sub-
ject's face. This is how they shoot the in-
terview scene to achieve objectivity. The
goal is to allow the viewer to follow the
action without manipulating emotions.

2. Low Angle

A low-angle frame adds a bit of sub-
jectivity to the plot. Instead of looking
straight ahead, the camera focuses on
the subject from a low angle. J. Sivul-
ka (1998, p.448) notes that the use of
a low angle can make a character appear
threatening, dominant, or domineering
over others (Jeff Gordon: Test Drive pro-
duced by TBWA).

3. High Angle

The reverse of a low-angle frame is
a high-angle shot that creates the oppo-
site impression and makes the subject
small. For example, by selecting the size
of the POV frame and pointing the camera
down at a higher angle, you can show the
helplessness of the characters relative to
a larger object. The cameraman can take
this to the extreme with an angle from
above or from a bird's eye view (The World
is Beautiful by The Discovery Channel).

4. Dutch Corner

A Dutch angle is one of the most com-
mon ways to convey disorientation. To
take this picture, tilt the camera to the
side so that it is not at the level of the ho-
rizon. The frame is used to show the POV
of a drunken character who stumbles on
the street or in a horror movie.

5. Over-the-Shoulder (OTS)

A shoulder shot is another angle that can
change the viewer's perception of the scene.
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OTS is usually a close-up of one charac-
ter's face over the shoulder of another and
is used to convey conflict or confrontation.
With this angle, the cameraman can show
a character looking at a landscape or mov-
ing through an action sequence if there is
a purpose to avoiding POV.

Camera movements. Most of the di-
mensions and angles considered can be
used for both still and moving frames.
Adding motion to a scene makes it easy
to switch between camera angles, some-
times even within a single shot.

1. Pan or Tilt

Panorama involves holding the camera
in one place and turning it sideways and
tilting it to turn it up or down. If the cam-
era is on a tripod, the easiest option is to
turn its head to the side to get a new look
at the scene. If the subject is raised, you
can turn the eye-level frame to a low an-
gle by tilting the camera up when lifting.

2. Frame Tracking

The key to panning or tilting is that the
camera itself does not move, so the view-
er feels like a viewer. To allow the subject
to move and move the viewer into the ac-
tion, frame tracking is used.

The tracking frame moves sideways,
forward, backward, up, or down. Depend-
ing on the equipment, these movements
are used separately or in combination to
move on several axes at the same time.

3. Zoom

The enlarged image is moved into or
out of the frame using the Zoom lens, not
moving the camera. For example, you can
turn a medium shot into a close-up by
slowly zooming in on the subject's face,
or vice versa — zoom out to show some-
thing that didn't fit into the frame before.

4. Random Movement

The random movement is used to create
energy and intensity, especially in action.
Although this movement can be effective
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in creating a sense of disorientation, it is
sometimes too effective, leaving view-
ers dizzy and confused (Askona Winter
Dream).

5. 360-degree Movement

With it, the camera moves completely
around the subject in the frame. This is dif-
ficult to do on large filming sites, as it re-
quires hiding the film crew and equipment.

6. Complex Movement

You do not need to restrict the move-
ment of the camera to one axis. It is pos-
sible to combine them to move in several
dimensions simultaneously and create
more complex frames. There are two
popular complex movements:

1. Dolly Zoom

Zooming is used to create a feeling of
dizziness or trouble. In this image, the
camera moves forward or backward, while
the lens zooms in the opposite direction.

2. Single Shot

Combination of several movements, siz-
es, and angles in one elongated frame. In-
stead of zooming in on the long shot, the
camera can, for example, track, zoom, pan,
and tilt different shots. This is an effective
way to orient the audience to a new en-
vironment, to give a theatrical feeling of
advertising.

Conclusions
Summarizing the above, it should be
noted that the inclusion of video in the
marketing strategy allows you to interact

with an audience that ignores text and
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AHoTauia

MeTta gocnigxeHHss — npoaHanisyBaTu pofib onepaTtopa y 3WOMLi PeKSIaMHUX PONUKIB; BU3HAUYUTU
NOHATTA «Bigeopeknama» Ta onucaTu il OCHOBHI cneLundiyHi MeToan po3pobKu; BUBHAUNTU epeKTUBHICTb
peknamMu 3a [OMOMOrow Bigeopsgy i npogeMoHcTpyBaTu i crneuudiyHi npuitomu. MeTogonoris
AocifXeHHs. Y cTaTTi 3acTOCOBaHO KOMMJIEKC AOCNIAHULbKUX METOiB: y3arasbHeHHs, KoMnapaTUBHUI
aHani3 MefiaTeKCTiB, @ TaK0X CUCTEMHUI NiAXif, Lo BUSIBMBCA Y KOMIMJIEKCHOMY aHanisi gxepen 3 Teopil
BUPOGHMLITBA PEKIaMHUX POJIMKIB Ta 3iCTaB/IeHHSs X 3 OCHOBHUMW ONepaTopCbKMMU MPUAOMaMMU, LLLO
3abe3neyvytoTb eheKTUBHICTb Ta Ai€BICTb PeKsIaMHOro ponuka. HaykoBa HoBu3Ha cTaTTi nonsirae y cnpobi
npoaHaniayBaTu BaxJIMBi J1A eMOLIHOIO BMNJIMBY Ha peuunieHTa NpuioMm onepaTopa nifg, Yyac CTBOPEHHS
peksiaMHOro ponuka. 34iiCHEHO aHasli3 OCHOBHUX NepeBar BigeopeknaMu. 3asHauyeHO OCHOBHI crnocoby,
3a [LONOMOrO IKUX MapKeTONI0OMM MOXYTb CTBOPIOBATU NEPEKOHSIMBI POSIMKMK, L0 BUKNKAIOTb iHTepec
rnspavie. [MpoaHanisoBaHO OCHOBHI TeHAeHLil Bigeopeknamy, WO € ManofoChif)XeHUM sBULLEM
yKpaiHCbKOro KiHo3HaBCTBa Ta MefianpocTopy. BucHoBku. JocnifnxeHo ocobnmeocTi poboTu onepaTopa
nif, Yac CTBOPEHHA peKJlaMHWX Bif,eoposmkiB. PO3KpUTO posib TpMBANOCTi peknamMmu, BUBHaUYeHHS LiilboBOT
ayauTopii, MoBiNbHOCTI, KiHOMUCTeLTBa, crneuudiku MOLMPEHHS peKslaMu Yy CcoLiallbHUX Mepexax
y CTBOpPEHHi onepaTtopamun edpekTUBHOI BigeopeknaMu. MNpoaHaniaoBaHO OCHOBHI TE€XHIYHI MOXJIMBOCTI
Kagpy. BugineHo kntoyoBi 06'ekTU Ona 3acTocyBaHHS edeKTUBHOI MapKeTUHIoBOI cTpaTerii 3aBAsKu
Bifeoponmkam. 3'sicoBaHO, WO BifeopeknaMa € ifeanbHUM cepefoBULLEM ANIA eKCNepuMeHTYBaHHS,
CTBOPEHHS YHIKaNbHUX KaapiB, BTIIEHHS Y XUTTA HaWbinbLl HecTaHAApPTHUX igew.

KniouoBi cnoBa: BifleopeksiiaMa; ponuK; onepaTop; NpofaKT-NIeNCMEHT; KOHTEHT; iMifX; OpeHp,

lished articles are licensed under a Creative Commons «Attribution» 4.0

|® @ This is an open access journal and all pub

ISSN 2617-2674 (Print),

ISSN 2617-4049 (Online) audiovisual-art knukim.edu.ua



