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Impact of Satisfaction Types with Department Promotional

Videos and User Needs Fulfillment on University Selection
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Abstract

This study analyzes the impact of satisfaction types of departmental promotional videos and the
fulfillment of video users' needs on the college selection process. Prospective college students utilize various
information sources when choosing universities and departments, among which promotional videos play a
significant role. These videos visually convey the characteristics and advantages of departments, likely
influencing the college selection of prospective students. The study categorizes types of departmental
promotional videos into senior interview videos, professor interview videos, and facility/resource introduction
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videos, aiming to analyze how each type affects prospective students' informational, emotional, and social
needs fulfillment, as well as their college selection. To achieve this, a survey was conducted with 84
students from the Digital Content Design department at O University, located in the southern part of
Gyeonggi Province. The results of the study are as follows: First, no significant differences were found in
the fulfillment of video users' needs based on the satisfaction types of promotional videos. This suggests
that specific types of promotional videos may have limitations in satisfying users' needs. Second, a positive
correlation was observed among the needs fulfillment of video users, highlighting the necessity to consider
informational, emotional, and social fulfillment elements in an integrated manner. Third, among the needs
fulfillment related to promotional videos, only emotional needs fulfillment had a significant positive impact
on college selection. In conclusion, it would be effective to focus on emotional needs fulfillment and
consider the integration of various needs fulfillment elements in promotional video strategies. Future
research should aim to generalize results by including a broader sample of various universities and majors.
This would enable universities to develop more effective strategies for reaching prospective students.

Keyword : Department Promotional Videos, Satisfaction Types of Promotional Videos, User Needs
Fulfillmen, University Selection
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