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FORMATION OF MARKETING
COMMUNICATIONS BASED ON
VIDEO CONTENT: AN EMPRICAL
STUDY OF THE YOUTUBE CHANNEL
OF THE CONSUMER ELECTRONICS
RETAILER FOXTROT

Abstract

This article examines the features of marketing communications
formation based on video content on YouTube using the case of
the Foxtrot brand. The relevance of the study is driven by the rapid
growth of video content in the digital environment and the
transformation of consumer behavior under the influence of
algorithm-driven platforms, particularly the spread of short-form
video (Shorts). The aim of the research is to identify patterns in the
effectiveness of different video formats, analyze the dynamics of
content strategy, and substantiate practical recommendations for
optimizing a company’s video marketing strategy.

The empirical basis of the study consists of a dataset of 894 videos
from the official Foxtrot YouTube channel covering the period from
2009 to 2025, collected using the YouTube Data API. The research
employs descriptive, statistical, comparative, and correlation
methods, as well as the Mann-Whitney U test to assess the
statistical significance of differences between content formats.

The results indicate that the channel demonstrates a substantial
scale (over 561 million views) with a moderate level of audience
engagement (engagement rate of 0.114%). Four stages of content
strategy development are identified, corresponding to global digital
marketing trends. A clear seasonality is observed: peak publishing
activity occurs in the autumn-winter period, while the highest
engagement levels are recorded in spring. The comparative
analysis shows that Shorts generate 97.1% of total views but have
a lower engagement rate (0.23%) compared to long-form content
(0.66%). The study confirms the complementary nature of the
formats: short videos drive reach, while long-form videos ensure
deeper audience interaction. Correlation analysis reveals
significant relationships between video duration, views, and
engagement metrics.

Based on the findings, practical recommendations are developed,
including balancing content formats, optimizing seasonal planning,
enhancing audience interaction, and implementing an integrated
KPI monitoring system.

The scientific novelty of the study lies in a comprehensive empirical
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analysis of a Ukrainian retail brand’s video marketing strategy
using quantitative methods. The practical significance is reflected
in the applicability of the results for improving the effectiveness of
digital marketing communications.

Keywords: video marketing, YouTube, Shorts, long-form
content, engagement rate, digital communications, retail, content
strategy.

JEL Classification: M31, M 37, D12, L81.

®OPMYBAHHA MAPKETUHIOBUX
KOMYHIKAL|IX HA OCHOBI
BINEOKOHTEHTY: EMMIPUYHE
OOCNIMKEHHA YOUTUBE-KAHANY
PUTEWNEPA NOBYTOBOI TEXHIKU
FOXTROT

AHoTauis

Y cratTi gocnigkeHo ocobnmBoCTi hOPMYBaHHS MapKETUHIOBUX
KOMYHiKaLli Ha OCHOBI Bi€OKOHTEHTY Ha nnatgopmi YouTube Ha
npuknagi 6penay Foxtrot. AKTyanbHICTb TeMi 3yMOBNEHA CTPIMKUM
3pOCTaHHAM poni BIJEOKOHTEHTY Y UMPPOBOMY CepefoBuLi Ta
TpaHcopmaLielo  MOBEAiHKM  CMOXMBAYiB  Nig  BMAMIMBOM
anropuTMiYHMX NNaTtopM, 30KPEMA MOLUMPEHHSM  hopmarty
kopoTkux Bigeo (Shorts). MeTtow gocnimkeHHs € igeHTudikaLis
3aKOHOMIpHOCTEN ePeKTUBHOCTI PisHUX POpMaTiB BiEOKOHTEHTY,
aHani3 auHaMikyu KOHTEHT-CTpaTerii Ta 0BrPYHTYBaAHHS NPaKTUYHUX
pekoMeHaLliv LWoao onTuMisaLii BineoMapKeTHHry nignpuemcTsa.
EmnipuyHy 6asy craHoBuTb BuGipka 3 894 Bigeo odiyinHoOro
YouTube-kaHany Foxtrot 3a nepiog 2009-2025 pp., cchopmoBaHa
i3 3actocyBaHHaM YouTube Data API. Y gocnifmkeHHi BUKOPUCTaHO
LECKPUNTUBHI, EKOHOMIKO-CTAaTUCTUYHI, NOPIBHANBHI Ta KOPENALnHi
MEeToaM, a Takox Kputepin MaHHa-YiTHi Ans  nepesipku
CTAaTUCTMYHOI  3HAYYLLOCTI  BiMIHHOCTEM MK  hopmaTamm
KOHTEHTY.

Pesynbtati JOCHigXEHHS 3acBsiguunu, wo KaHan
XapakTepusyeTbCst  3HAa4HMM  Macltabom (moHag 561  MAH
nepernsgie) Ta NOMIPHAM piBHEM 3anyyeHocTi (engagement rate
0,114%). BctaHOBNEHO YOTUPYK eTanu PO3BUTKY KOHTEHT-CTpaTeril,
WO BigNOBIgaloTb rnobanbHAM TpeHAaM LMPPOBOTO MapKETUHTY.
BusBNEHO YiTKy Ce30HHICTb: nik nybnikawin npunagae Ha OCiHHBO-
3MMOBUIA nepiod, TOAI SK MakcuMmanbHa 3amnyyeHicTb ayauTopil
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noctynatotbca Long-form 3a piHem 3anyyeHocTti (0,23% npotu

0,66%). [loBedeHO KOMMMEMEHTApHUA XapakTep dopmarTis:
KopoTki Bigeo 3abe3nevyloTb OXOMMEHHs, a [OBri - MUOKUHY
B3aemopii. KopenauinHuit aHania nigTBepavB HAsBHICTb 3HAYYLLMX
3B'A3KiB MDX TpuWBanicTO Bifeo, nepernsgamMu Ta MOKasHUKaMmm
3any4eHocTi.

Ha OCHOBI OTpUMaHUX pesynbTaTiB CPOPMYNbLOBAHO NPAKTUYHI
pekomMeHgalil WoAo OonTUMisauil BineoMapKeTUHrOBOI CTpareril,
3okpema 6anaHCcyBaHHA  (hOpMaTiB  KOHTEHTY,  CE30HHOrO0
nnaHyBaHHs, PO3BUTKY B3aEMOAii 3 ayauTOpIEt0 Ta BNPOBaMKEHHS
iHTerposaHol cuctemm KPI.

HaykoBa HOBW3HA [JOCMiMKEHHA nondrae y  KOMMEKCHOMY
eMMipUYHOMY aHanisi BifeOMapKeTUHIOBOI CTparTerii YKpaiHCbKOro
puTennepa 3 BMKOPUCTAHHAM KifbKiCHMX MeTogiB. [lpakTuyHa
3HaYyLLiCTb pe3ynbTaTiB nonsarae y MOXIMBOCTI X 3aCTOCYBaHHS
0N NIOBULEHHS  e(DeKTUBHOCTI  LM(POBUX  MapKETUHTOBUX
KOMYHiKaLlin nignpuemcTs.

KnioyoBi cnosa: sineomapketutr, YouTube, Shorts, Long-
form, engagement rate, UMpPOBI KOMYHiKaLlii, pUTENAN, KOHTEHT-
cTpareris.

JEL Classification: M31, M 37, D12, L81.

Introduction

The rapid transformation of the digital media landscape over the past decade has significantly changed the
approaches to shaping brand marketing communications. The development of high-speed mobile networks
(5G/6G), the total penetration of smartphones, and the transition to an "algorithm-first" content consumption
model have ensured the absolute dominance of video formats. Video content has effectively displaced
static visual tools, becoming the primary language of brand-consumer interaction. According to the Statista
Digital Market Outlook (2025), online video traffic accounts for approximately 90% of total global consumer
internet traffic [11]. Furthermore, recent global data indicates that the average daily time spent watching
online video has surpassed 120 minutes per user, driven largely by the immersive nature of short-form
video feeds and Al-driven personalization [11].

In this context, YouTube serves as a strategically important channel for brand—audience interaction,
combining the functions of a search engine and a global-scale video hosting platform. The use of video
content is particularly relevant in the retail sector of consumer electronics and home appliances, where
video effectively performs informational, persuasive, and image-building communication functions,
influencing various stages of consumer decision-making.

Particularly radical changes in the structure of video marketing occurred during 2020-2025 due to the rapid
spread of short-form vertical video. Introduced by YouTube in 2020 and officially launched globally in 2021,
the Shorts format has evolved from an experimental feature into a primary driver of organic growth.
According to the YouTube Culture & Trends Report (2025) and recent industry data, Shorts generate over
200 billion daily views globally, marking a nearly 186% increase compared to 2024 levels [10]. Research
indicates that channels integrating Shorts into their strategy grow 50% faster than those relying solely on
long-form content, with Shorts accounting for approximately 74% of unique reach from non-subscribers. For
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brands, this creates both a substantial opportunity for rapid audience acquisition and a strategic challenge:
the necessity to balance short-term virality with long-term engagement while adapting KPIs to the
specificities of algorithmic distribution [10].

Despite the significant volume of practical recommendations for managing YouTube channels, the
academic literature demonstrates a lack of empirical studies focused on analyzing video marketing
strategies of specific companies, particularly within the Ukrainian retail sector. At the same time, the current
business environment in Ukraine enhances the importance of digital communication channels, creating a
need for an in-depth analysis of video content effectiveness as a tool of marketing interaction.

In this regard, the study of the video marketing strategy of the consumer electronics retailer Foxtrot gains
particular scientific and practical relevance, as it enables, based on empirical data, an assessment of the
formation of marketing communications on YouTube and the identification of directions for their
optimization.

Literature review

The issue of forming marketing communications based on video content is actively explored in
contemporary academic literature; however, it is characterized by a certain imbalance: despite a sufficient
level of theoretical development, there is a lack of empirical studies, particularly in the context of the
Ukrainian market.

The theoretical foundations of integrated marketing communications are presented in the works of J.
Burnett, S. Moriarty, and D. Schultz, who substantiated the need for synergy among communication
channels and the development of a consistent brand message [1;2]. Further development of these
concepts in the digital environment is reflected in the studies of F. Kotler, H. Kartajaya, and I. Setiawan,
who outlined the evolution of marketing concepts within the frameworks of “Marketing 3.0-5.0" and
emphasized the growing role of digital technologies and communication personalization [3;4].

A separate stream of research focuses on the specifics of using YouTube as a marketing communication
channel. Studies by Hase V., Boczek K., and Scharkow M. highlight its hybrid nature, combining the
functions of a search engine, a social network, and an advertising platform, thereby creating complex
requirements for brand content strategies [5]. This multifunctionality imposes specific demands on content
strategy: each publication must simultaneously serve multiple purposes-SEO optimization, community
building, and commercial conversion.

Considerable attention is also given to the empirical analysis of video content effectiveness. In particular,
studies by Khan M. L. reveal a relationship between audience engagement and video format and duration,
as well as the growing importance of short-form videos as a key tool for organic reach [6]. These findings
are consistent with recent empirical evidence (Violat C., Elmas T., Bilogrevic |., and Humbert M., 2024),
suggesting a growing dominance of short-form video formats on YouTube, which is commonly associated
with platform-level shifts in recommendation and content distribution mechanisms observed in recent years
[7].

Analytical reports and recent empirical studies indicate that short-form video content has become the
dominant format in YouTube’s recommendation ecosystem, with a rapidly increasing share in total platform
consumption and production, driven by algorithmic prioritization of completion rate and engagement
efficiency [9].

The specifics of YouTube usage in retail are addressed in contemporary empirical research. In particular,
Le et al. (2025) demonstrate that YouTube product review videos serve as a critical source of information in
the consumer decision-making process for electronic devices. Their findings indicate that exposure to video
reviews significantly enhances perceived credibility, informativeness, and ultimately purchase intention. The
study is based on survey data from consumers who purchased electronic devices after watching YouTube
reviews, confirming the strategic importance of video content in this sector and supporting the relevance of
the present study [8].
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At the same time, despite the growing body of research on digitalization of marketing activities and
marketing communications in Ukrainian academic literature (Bilousko [12]; Kucheruk & Bolotnyi [13]), there
remains a lack of applied empirical studies focused on the quantitative analysis of video marketing
strategies of specific Ukrainian brands. In particular, existing research predominantly addresses conceptual
and strategic aspects of digital transformation, while insufficient attention is paid to data-driven evaluation
of video content performance at the level of individual enterprises. This gap highlights the need for in-depth
empirical investigation, which forms the methodological foundation of the present study.

Aims and Objectives

The aim of the study is to identify patterns in the formation of marketing communications based on video
content, assess the effectiveness of its formats, and substantiate practical recommendations for optimizing
a company’s YouTube strategy (using Foxtrot as a case study).

The object of the study is the marketing communications of the Foxtrot brand on the YouTube platform.
The subject of the study includes quantitative performance indicators of video content across different
formats, temporal parameters of content activity, and statistical relationships between video characteristics
and audience engagement metrics.

To achieve the research aim, the following objectives were formulated:

1. to describe the sample of video content from the Foxtrot YouTube channel (894 publications) and
calculate key performance indicators;

2. to analyze the temporal dynamics of publishing activity on the channel in both annual and monthly
dimensions;

3. to conduct a comparative analysis of the effectiveness of the main video content formats (Shorts and
long-form) based on views, likes, comments, and engagement rate;

4. to assess the statistical significance of differences between formats using the Mann-Whitney U test;

5. to perform a correlation analysis of relationships between video characteristics (in particular, duration)
and their performance metrics;

6. to develop practical recommendations for optimizing the video marketing communication strategy.

Methods

The empirical basis of the study consists of a dataset of 894 video publications from the official YouTube
channel of Foxtrot, collected using the YouTube Data API v3 for the period from July 2009 to March 2025.
The research employs a combination of general scientific and specialized methods to achieve the stated
aim and address the defined objectives:

descriptive methods — for summarizing and systematizing empirical data, as well as calculating key
performance indicators of video content (means, medians, measures of variation, skewness, and kurtosis).
Engagement rate (ER) was calculated using the following formula (1):

_likes+comments

ER x100% (1)

views

This metric captures the intensity of active audience interaction relative to passive content consumption.
economic and statistical methods - for analyzing the structure and dynamics of indicators, including the
construction of time series of publishing activity and the identification of trends and seasonal patterns;
comparative methods - for comparing the effectiveness of different video content formats (Shorts and long-
form) based on key metrics, using the nonparametric Mann-Whitney U test [14] to assess the statistical
significance of differences;

correlation methods - for determining the strength and direction of relationships between video content
characteristics and audience engagement indicators, based on Spearman’s rank correlation coefficient [15];

ST+ <

DOI: 10.31379/sed.3.6.2025.49



[steq)
ISSN 3041-1157 —_— ﬁ —_— 2025. 03 (06)

Society. Economy. Digitalization / CycninbctBo. EKOHOMiKa. LncpoBizauin

data visualization methods - for presenting the results of the analysis in the form of charts and graphs,
facilitating interpretation of the findings.

Results

Foxtrot is one of the leading Ukrainian retailers of consumer electronics and home appliances, founded in
1994. As of 2025, the company operates an extensive network of physical stores and aktusHo develops its
e-commerce segment. The brand positioning is based on a combination of price affordability, a guarantee
of BeirogHux offers, national identity, and the use of a recognizable marketing character that creates stable
brand associations.

The official Foxtrot YouTube channel, established in 2009, is an important component of the company’s
marketing communications system. Its functional role includes the implementation of image-building and
advertising campaigns, support of promotional activities, creation of informational and review-based
content, as well as communication of social initiatives. This multifunctionality determines the use of various
video content formats depending on communication objectives.

An important feature of the channel is its long period of operation, which enables a retrospective analysis of
the transformation of the brand’s video marketing strategy. Based on the generalization of empirical data,
four stages of content strategy development have been identified:

1. initial stage (2009-2013) - low publishing activity with a dominance of advertising videos;

2. expansion stage (2014-2019) - diversification of content and increased publishing frequency;

3. intensification stage (2020-2021) - activation of video communications influenced by the COVID-19
pandemic;

4. current stage (2022-2025) - dominance of short-form video content (Shorts) as a key tool for audience
engagement.

Thus, the evolution of the Foxtrot YouTube channel reflects general trends in the development of video
marketing and confirms the growing importance of short-form content in the structure of digital brand
communications.

The overall characterization of the Foxtrot YouTube channel is based on the analysis of key quantitative
performance indicators. Table 1 presents the aggregated metrics of the channel over the entire study
period.

The results indicate a significant scale of activity: total views exceed 561 million, the number of likes is over
584 thousand, and the total number of comments reaches 57.8 thousand over nearly 16 years of channel
operation.

These indicators reflect a high level of audience reach and engagement, allowing the Foxtrot YouTube
channel to be considered one of the leading tools of digital marketing communications in the consumer
electronics retail sector in Ukraine.

Table 1 - Key Performance Indicators of the Foxtrot YouTube Channel (2009-2025)

Indicator Value Interpretation
Total number of videos 894 Accumulated over 16 years of activity
Total views 561 354 346 Over 561 million views
Total likes 584 236 Positive audience reactions
Total comments (via API) 57 825 Discussion activity
Average views per video 627 913 Mean value influenced by peaks
Median views per video 38190 Representative benchmark
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Indicator Value Interpretation
Average video duration, sec 113 Approximately 1.9 minutes
Share of Shorts (<60 sec) 61,0% Dominance of short-form content
Average Engagement Rate 0,114% Moderate level of engagement
Channel activity period 2009.07.20 - 2025.03.25 = 16 years of continuous operation
Skewness of view distribution 8,28 Strong right skew
Kurtosis of view distribution 100,78 Power-law type distribution

Source: based on [16]

Firstly, the average number of views per video (627,913) significantly exceeds the median value (38,190),
indicating a pronounced asymmetry in the distribution. This disparity is caused by a small number of videos
with extremely high view counts, which substantially inflate the mean. This is further confirmed by a high
skewness coefficient (8.28) and kurtosis (100.78), demonstrating a strongly right-skewed distribution with a
heavy-tail (power-law) pattern.

Secondly, the structure of video content is characterized by the dominance of the short-form format: Shorts
account for 61% of the total content. At the same time, the average video duration (113 seconds) indicates
a mixed content strategy combining both short- and long-form videos, with a clear predominance of the
former.

An important direction of the analysis is the examination of the temporal dynamics of posting activity on the
YouTube channel, particularly the distribution of uploaded videos over time. Figure 1 presents the annual
dynamics of video publications on the Foxtrot channel over its entire operational period (2009-2024). Such
a longitudinal analysis enables the identification of key stages in the evolution of the channel’s content
strategy and allows these stages to be compared with broader trends in video marketing development and

changes in the digital media environment.

Number of videos published on the Foxtrot YouTube channel per year (2009-2024)
200
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Figure 1. Number of videos published on the Foxtrot YouTube channel per year (2009-2024)
Source: based on [16]
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The analysis of temporal dynamics of posting activity allows the identification of four consecutive strategic
phases in the development of the Foxtrot YouTube channel.

The first phase (2009-2013) - the establishment stage - is characterized by low activity (5-25 videos per
year). During this period, YouTube in Ukraine did not fully function as a marketing channel, and the content
was predominantly archival and experimental in nature, consisting mainly of adapted television advertising
videos.

The second phase (2014-2019) - the organic growth stage - is marked by a gradual increase in activity to
28-42 publications per year. This period reflects the establishment of YouTube as a fully functional digital
marketing tool in Ukraine and the transition of the brand from simple reposting of TV content to the creation
of native digital formats (reviews, short promotional videos, announcements).

The third phase (2020-2021) - the pandemic acceleration stage - is characterized by a sharp increase in
posting activity (from 42 videos in 2019 to 55 in 2020 and 68 in 2021). This surge was driven by increased
online video consumption during lockdown restrictions, the redistribution of advertising budgets toward
digital channels, and intensified promotional campaigns in categories related to remote work and home use
products.

The fourth phase (2022-2024) - the Shorts intensification stage - demonstrates the highest growth rates in
content activity: 85 videos in 2022 and 143 in 2023, with a continued high level in 2024 (110 videos). The
key driver of this stage is the widespread adoption of the YouTube Shorts format as the main tool for
organic audience reach.

The peak value in 2023 (143 publications) corresponds to an average rate of approximately 12 videos per
month, which is a high indicator for a corporate YouTube channel. During this period, a transition to serial
content production based on standardized templates is observed, allowing cost optimization and increased
publication regularity. This model aligns with the broader trend of algorithm-driven content marketing
characteristic of the YouTube Shorts ecosystem.

Comparison of Foxtrot's channel dynamics with global trends confirms its alignment with worldwide
transformations in video marketing. In particular, the increase in activity in 2022-2024 correlates with the
global expansion of the Shorts format. According to industry analytical reports, the average growth rate of
corporate YouTube channels during this period was approximately 1.9 times, which is close to Foxtrot's
dynamics (1.68 times). This indicates the timely adaptation of the brand’s content strategy to changes in
the platform’s algorithmic environment.

In addition to annual dynamics, a separate analytical interest is the examination of the monthly structure of
posting activity. This approach allows for the identification of seasonal fluctuations in content production
and the detection of periods of increased or decreased activity throughout the calendar year, which is
important for optimizing marketing communication planning.

Figure 2 presents a combined visual analysis: the distribution of publications by month (aggregated over
the entire observation period) shown as a bar chart, and the dynamics of the average engagement rate by
month shown as a line graph.
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Figure 2. Monthly posting activity and average video performance of the Foxtrot channel
Source: based on [16]

The analysis of monthly dynamics reveals several patterns of seasonality in Foxtrot's video marketing
activity.

Firstly, the highest posting activity is observed in the autumn-winter period, particularly in October (84
videos), November (98 videos), and December (95 videos). This distribution corresponds to the specifics of
the retail industry, where the fourth quarter traditionally represents a peak period of intensive promotional
campaigns. The main drivers include global and local marketing events such as Black Friday, pre-
Christmas sales, and seasonal promotions, which increase content activity by an average of 30-40%
compared to summer months.

Secondly, the lowest levels of posting activity are recorded during the summer period, particularly in July
(58 videos) and August (62 videos). This may be explained by seasonal declines in consumer activity,
holiday periods, and an overall reduction in marketing intensity during the off-peak season.

Thirdly, the analysis of engagement rate reveals a different seasonal pattern compared to content volume.
The highest engagement levels are observed in March (0.48%) and April (0.45%), i.e., in the spring period,
which is characterized by increased audience sensitivity to content. At the same time, the autumn-winter
peak in posting activity is associated with higher absolute reach but not necessarily higher relative
engagement, which is typical for promotion-oriented content with a high share of Shorts.

The lowest engagement rates are recorded in July (0.35%) and August (0.34%), which correlates with
periods of minimal content activity. This may reflect both a decrease in audience attention during the
summer season and structural changes in content consumption patterns during this period, which require
further qualitative analysis.

The identified patterns have practical implications for optimizing content strategy. In particular, the spring
period should be used for strategically important communications with high engagement potential, while the
autumn—winter season should focus on large-scale promotional activities aimed at maximizing reach. The
summer period, in turn, requires adapted content solutions to enhance audience interaction.

A separate analytical block of the study is devoted to comparing two key video content formats on the
Foxtrot YouTube channel: short vertical videos (Shorts, <60 seconds) and long-form videos (>60 seconds).
This differentiation is crucial due to differences in promotion algorithms, consumption patterns, and
audience interaction behavior. Figure 3 presents a comparative analysis of content structure based on the
number of videos and total views.
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Content structure by number of views
(total: 561.4 M views)

Content structure by number of videos Long-form
(total: 894 videos) (>60 sec)
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Figure 3. Disproportion between content share and view share: Shorts vs Long-form
Source: based on [16]

The presented comparison reveals one of the key structural findings of the study - a significant
disproportion between the share of content formats and their contribution to total views.

On the one hand, in the channel’'s content structure, Shorts account for 61% (545 out of 894 videos), while
Long-form videos make up 39% (349 videos), reflecting the dominance of short-form content. On the other
hand, a fundamentally different pattern is observed in the structure of total views: Shorts account for 97.1%
of views (545 million out of 561 million), whereas Long-form videos contribute only 2.9% (16.4 million).
Thus, with only a slight advantage in the number of videos, Shorts generate more than 30 times higher
view volume compared to Long-form content.

The statistical significance of the observed differences is confirmed using the non-parametric Mann-
Whitney U test for independent samples. The test results are presented in Table 2. The obtained values (U
=160,711; p = 5.91 x 107°®) indicate a statistically significant difference between the distributions of view
counts for the two formats at a significance level of a = 0.05.

Additionally, it was found that the median number of views for Shorts (125,325) exceeds the corresponding
value for Long-form videos (10,129) by 12.4 times, further confirming substantial differences in the
distributional efficiency of video content formats.

Despite the dominance of Shorts in terms of audience reach, the analysis of format effectiveness from the
perspective of engagement rate demonstrates the opposite trend. The average ER for Long-form content is
0.66%, whereas for Shorts it is 0.23%. Thus, Long-form content provides a 2.87 times higher level of
relative audience engagement compared to short videos.

Table 2 - Comparative characteristics of the effectiveness of Shorts and Long-form formats on the
Foxtrot YouTube channel

Indicator Long-form Shorts Ratio
Number of videos 349 545 1,56% (Shorts higher)
Share in content structure, % 39,0 61,0 +22 pp in favor of Shorts
Total views 16,4 million 545,0 million 33,2x (Shorts higher)
Share of views, % 2,9 97,1 +94,2 pp in favor of Shorts
Median views 10 129 125 325 12,4x (Shorts higher)
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Indicator Long-form Shorts Ratio
Average views 46 971 999 929 21,3x (Shorts higher)
Median likes 22 59 2,7x (Shorts higher)
Median comments 3 5 1,7% (Shorts higher)
Average Engagement Rate, % 0,66 0,23 2,87x (Long-form higher)
Mann-Whitney U statistic — — 160 711 (significant)
p-value — — 5,91 x 1078

Source: author’s analysis based on [16]

The obtained results indicate a fundamental difference in the nature of user interaction with different
formats. Shorts function as a mass reach tool integrated into a scroll-based consumption model, where
user interaction is predominantly passive. In contrast, Long-form content involves a more conscious
selection of videos, longer viewing time, and a higher likelihood of active interactions (likes, comments),
which explains the higher ER level.

These differences allow for a key strategic conclusion regarding the complementarity of formats within a
video marketing strategy. Shorts serve as the upper level of the marketing funnel (top-of-funnel), providing
large-scale reach and initial brand contact. Long-form content, in turn, is oriented toward the middle and
bottom levels of the funnel (middle- and bottom-of-funnel), where deeper audience engagement is formed,
expert positioning is strengthened, and the likelihood of conversion actions increases.

This is additionally confirmed by the analysis of the most effective channel content in terms of engagement
rate. The leader in ER (4.18%) is the Long-form video “Full Price Frenzy — extended version,” which
combines a significant number of views (3.2 million) with a high level of interaction (over 118 thousand likes
and 16 thousand comments). This indicates that high-quality long-form content with a structured scenario
and emotional component can simultaneously ensure both high reach and high engagement.

Thus, the research results do not support replacing Long-form with short videos. Instead, the optimal
approach is a combined strategy involving regular production of Shorts to scale reach and the use of Long-
form content as a tool for deep communication and building long-term brand value.

In addition to the comparative analysis of formats, an important part of the study is the correlation analysis,
which allows for a quantitative assessment of relationships between key characteristics of video content.
The Spearman rank correlation coefficient was used as a non-parametric method that does not require
assumptions of normal distribution, which are not met in the case of YouTube data (view asymmetry 8.28;
kurtosis 100.78).

The analysis revealed several statistically significant patterns. First, a noticeable negative relationship was
found between video duration and number of views (r = —0.54), indicating the advantage of short formats in
terms of audience reach. Second, a positive correlation between video duration and engagement rate was
identified (r = +0.46), indicating higher relative audience engagement in longer content formats.

Third, a strong positive relationship between likes and comments was observed (r = +0.81), indicating their
shared nature as indicators of active user interaction. This allows both metrics to be considered
interconnected components of a generalized engagement indicator.

Fourth, a negative correlation between engagement rate and number of views was found (r = —0.67), which
is explained by the structural specificity of short-form content: videos with maximum reach (mainly Shorts)
are characterized by lower relative interaction, whereas content with lower reach demonstrates higher
engagement.
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Overall, the results confirm the absence of a universally effective video content format. Shorts ensure large-
scale audience reach, while Long-form content promotes deeper interaction, which establishes their
complementary role in marketing strategy.

Additionally, positive correlations were found between engagement rate and like rate (r = +1.00) and
comment rate (r = +0.68). The very high correlation with like rate is explained by the structure of the
engagement rate indicator, in which likes have a dominant weight compared to comments. This reflects the
general behavioral model of YouTube users, where liking is a simpler and more frequent form of
interaction, while commenting requires a higher level of engagement.

Thus, the results of the correlation analysis confirm the appropriateness of using integrated engagement
metrics and emphasize the need for a differentiated approach to evaluating the effectiveness of different
video content formats.

Based on the identified empirical patterns, a set of practical recommendations has been formulated to
optimize the video marketing strategy for retail enterprises in household appliances and electronics.

First, a key strategic recommendation is to maintain a balanced content structure by format. It is advisable
to maintain a Shorts-to-Long-form ratio within 60/40 or 65/35. Further excessive orientation toward Shorts
may lead to the loss of middle and lower funnel content, reducing the potential conversion of reach into
targeted actions. At the same time, an excessive share of Long-form content limits audience reach and
reduces responsiveness to market changes.

Second, it is advisable to implement a structured typology of content within each format. For Shorts, it is
recommended to distinguish: (1) product promotional videos with a clear call-to-action; (2) branded image-
based clips featuring recognizable characters and style; (3) seasonal short campaigns. For Long-form
content: (1) flagship brand videos; (2) expert reviews and product comparisons; (3) socially oriented
content. Such differentiation improves content calendar manageability and optimizes production processes.
Third, the results of the most effective Long-form video analysis (ER 4.18%) suggest its use as a reference
case. It is recommended to conduct a content analysis of this video to identify effectiveness factors (script
structure, pacing, visual techniques, emotional triggers) and further formalize principles for creating high-
performing Long-form content.

Fourth, identified seasonality in engagement rate allows optimization of the publishing calendar. The spring
period (February-April) is advisable for key image campaigns and flagship content, as higher engagement
rates are observed during this time. The autumn-winter period (October-December) should be oriented
toward tactical promotional content with a higher share of Shorts (up to 75-80%) to maximize reach during
peak consumer demand.

Fifth, summer months (June-August), characterized by lower activity and engagement levels, require a
separate content strategy. It is recommended to: (1) develop thematic series adapted to seasonal context;
(2) test new content formats; (3) shift to a “less content - higher quality” model focusing on the most
effective videos.

Sixth, it is advisable to develop interactive audience engagement practices. In particular, using corporate
accounts to comment on posts within the first hours after publication may increase engagement and
stimulate discussion. Systematic moderation support (likes, replies, pinned comments) is also
recommended to foster an active brand community.

Seventh, the development of integrated content performance analytics is important. A multi-level KPI
monitoring system (weekly, monthly, quarterly) should be implemented, including not only media metrics
(views, ER) but also business indicators (CTR, website traffic, conversions to purchases). The use of UTM
tags enables linking video content directly to commercial outcomes, which is critical for justifying marketing
budgets.

Discussion
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Despite the comprehensiveness of the analysis, the results should be interpreted considering several
methodological limitations.

First, the study is based on a snapshot of data as of March 2025. Since YouTube content continues to
accumulate views and interactions over time, the relative positions of individual videos may change,
affecting ranking stability.

Second, the dataset does not include several internal YouTube Studio metrics such as average view
duration, percentage viewed, CTR from impressions, and subscriber growth per video. This limits
assessment of deeper content consumption quality.

Third, no natural language processing (NLP) methods were used to analyze comments. Therefore,
sentiment, thematic structure, and emotional engagement patterns were not considered, limiting
understanding of qualitative engagement.

Fourth, the study focuses on a single case (Foxtrot YouTube channel) without direct benchmarking against
competitors (Comfy, Allo, Rozetka, Epicentr), limiting assessment of relative market positioning.

Fifth, cross-platform interaction was not analyzed, including integration with Facebook, Instagram, and
TikTok, which limits understanding of the full video marketing ecosystem.

Future research directions may include longitudinal analysis with regular data updates, NLP-based
comment analysis, comparative benchmarking of retail YouTube strategies, and integration of video
analytics with business metrics to calculate marketing ROI.

Implementation of these directions would deepen the empirical foundation of video marketing research and
enable more accurate models for evaluating the effectiveness of digital brand communications.

Conclusions

The comprehensive empirical study of the YouTube channel of the Foxtrot brand, covering 894 video
publications over the period from July 2009 to March 2025, made it possible to formulate a set of
generalizations regarding the specifics of forming marketing communications based on video content in the
Ukrainian household appliance retail segment.

First, it was established that the Foxtrot channel is characterized by a large-scale digital presence: over 561
million views, 584 thousand likes, and 57.8 thousand comments over the entire period of activity. The
average engagement rate is 0.399%, which corresponds to the lower boundary of the industry range for
large retail channels (0.3-0.8%), indicating potential for improving audience interaction efficiency. The
distribution of views demonstrates a pronounced right-skewed asymmetry (8.28) and high kurtosis
(100.78), confirming the presence of a power-law structure of viral content.

Second, the temporal analysis identified four stages of channel development: formation (2009-2013),
organic growth (2014-2019), pandemic acceleration (2020-2021), and Shorts-oriented transformation
(2022-2024). The dynamics of publication activity are consistent with global trends in YouTube’s
development as a marketing platform, indicating the adaptability of the brand’s content strategy.

Third, a clear seasonality of content activity and its effectiveness was identified. The highest number of
publications occurs in October-December, which correlates with peak retail activity periods. At the same
time, the maximum engagement rate values are recorded in March—April (0.45-0.48%), suggesting the
appropriateness of concentrating image-based communications in the spring period.

Fourth, the comparative analysis of content formats revealed a significant asymmetry in their functional
effectiveness. Shorts account for 97.1% of total views while representing 61% of all videos, whereas Long-
form content generates only 2.9% of views. The difference is statistically significant (p = 5.91 x 1078). At
the same time, Long-form demonstrates a higher engagement rate (0.66% vs 0.23%), confirming the
complementarity of formats within the marketing funnel: Shorts - reach, Long-form - depth of engagement.
Fifth, the correlation analysis revealed stable structural relationships between content metrics: a negative
relationship between duration and views (r = —0.54), a positive correlation between likes and comments (r =

DOI: 10.31379/sed.3.6.2025.49



ISSN 3041-1157

S
 E— 2025. 03 (06)

Society. Economy. Digitalization / CycninbctBo. EKOHOMiKa. LncpoBizauin

+0.81), and an inverse relationship between engagement rate and reach (r = -0.67). This confirms the
absence of a universally effective video content format and the need for differentiated use.

Sixth, based on the empirical results, practical recommendations were formulated for optimizing the video
marketing strategy, including: balancing content structure (60/40 Shorts/Long-form), seasonal
communication planning, differentiation of content types by format, development of interactive audience
engagement practices, and implementation of a multi-level KPI system integrating business metrics.

In summary, the results of the study have both applied significance for optimizing the digital
communications of the Foxtrot brand and methodological value for the development of empirical
approaches in video marketing research. Future research prospects include cross-platform analysis,
competitor benchmarking, and integration of marketing and commercial data to assess the actual ROI of

video content.
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