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ABSTRACT

Digital advertising has become the primary battleground for brand visibility, and
nowhere is the competition for attention more acute than within Generation Z - a cohort
defined by rapid content consumption, platform fluency, and a near-instinctive ability
to filter out messages that do not engage them within the first few seconds of
exposure. Despite this, the dominant measurement tools employed by advertisers
operating in the Georgian market continue to rely on self-reported data: post-exposure
surveys, focus group interviews, and recall-based questionnaires. These instruments
carry a structural flaw that is well-established in cognitive science. Conscious verbal
feedback does not reliably reflect the unconscious physiological responses that
actually drive consumer behaviour. The result is a persistent misalignment between
what Georgian businesses invest in video advertising and what their target audience
genuinely registers, processes, and remembers.

This thesis addresses that misalignment directly. The central argument is that
biometric measurement - specifically webcam-based eye-tracking and automated
facial action coding - provides a more valid and financially actionable basis for
evaluating how Generation Z consumers in Georgia engage with digital video
advertisements than any purely self-reported method can offer. Eye-tracking data
captures fixation patterns, revealing precisely which visual elements hold attention
and which are ignored. Facial coding software translates micro-expressions into
guantifiable emotional scores, mapping affect in real time across the arc of an
advertisement. Together, these technologies extract signal from involuntary biological

response rather than from reflective opinion.



The research draws on the theoretical frameworks established by Martin
Lindstrom in his critique of subconscious decision-making, by Roger Dooley's applied
neuromarketing principles, and by Patrick Renvoisé and Christophe Morin's model of
the reptilian brain as the primary driver of rapid visual processing. The study exposes
a structured sample of Generation Z participants, aged eighteen to twenty-six, resident
in Thilisi, to locally produced digital video advertisements while collecting
simultaneous biometric data. The findings confirm that self-report systematically
overestimates genuine engagement, that specific structural video features reliably
predict stronger biometric responses, and that advertisements edited on the basis of
biometric data outperform those edited on the basis of survey feedback. A replicable
pre-testing protocol accessible to Georgian small and medium-sized enterprises is

proposed as the study's primary practical output.
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