
Digital Video Advertising Trend a Consumer Behaviour Study in 
Industrial 4.0 Era 

Arius Krypton 
Vocational Education Program, Universitas Indonesia, Depok, Indonesia 

Keywords: Digital Marketing, Digital Video, Consumer Behaviour, Trend Prediction, Indonesia. 

Abstract: On the industrial 4.0 era, organisations have incredibly moved their concentration towards clients as the 
substances making interest in organisations' items and wellsprings of the incomes. The customer shapes and 
influence the present market patterns with their wants and inclinations; this requires readaptation of 
advertising and specialised marketing techniques from organisations. Best offer changes are based on 
pertinent research and shaped by buyer bits of knowledge, regularly dependent on examples of substance 
utilisation. The principal focus of this research is to recognise the digital video advertising trend by looking 
at advanced video media consumption habit of the consumer. The author gathers and sorts optional 
information which is chosen, collected and formed precisely by plan necessities accessible on Consumer 
Barometer Research provided by Google. Identification of the most significant digital video advertising 
patterns to shape advanced promoting in the next years can be considered as the novelty element of this 
research. The outcomes are focused on advancement and consumer behaviour and plan to highlight possible 
ways to produce digital video advertising and communicate to clients for a few future years. 

1 INTRODUCTION 

At the point when advertising reaches TV as a 
standard item, it grabbed the eye of the majority 
rapidly; TV is these days at the focal point of pretty 
much every house lounge. The essential 
configuration communicates using TV is a video and 
its varieties. Large numbers of individuals nearly 
dependent on TV and its variant – from the 
advertisers' perspective, packed in one place – make 
TV the ideal channel for organisations to convey and 
send messages at the correct time and place. TV 
was, still is, and will for quite a while be a mass 
audience medium, as indicated by Draganska, 
Hartmann and Stanglein, TV ads are basically 
influencing the mental of a client who may buy 
whenever they want to in a period of time. However, 
new sources have resulted from various tasks 
performing lifestyle. Customers' consideration is 
separated between multiple media types, and the 
computerised condition is 'kidnapping' an expanding 
number of individuals from TV to portable and 
gadgets associated with the Internet. 

The attributes and characteristics of the digital 
video form make it ideal for the advanced condition, 
which offers a more extensive scope of focusing on 

alternatives, expansive outcomes, and a lot more 
focal points in correlation with TV. There are a few 
research contemplates reflecting on the digital video 
design that has been distributed in the course of 
recent years. Their motivations are to inspect the 
effects, positive and negative impacts of video types 
and to decide the capability of the video in the 
excellent condition. For example, Brechman et al. 
recognise advanced video as a slanting, quickly 
developing arrangement offering new chances. 
Under observational research, the specialists by and 
large comprehend the testing of the advertisement 
review of pre-roll and mid-move spots and their 
effect on buyers. Numerous investigations have 
connected advanced video positions into a specific 
region. For instance, Griffiths, Malaga and 
Kopeelare have been trying varieties of video 
arranges as far as their application to training and 
instructing forms. These and other research articles 
confirm that the video organise is drifting and has a 
full size of utilisation. Be that as it may, none of the 
referenced articles digs deeper. This reality has 
moulded the space for the examination introduced in 
this article which has the capability of enhancing the 
current ways to organise the video type and get 
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advertisers ready for future improvement and rising 
potential outcomes. 

The principal target of this research is to 
distinguish digital video advertising patterns by 
looking at the advancement of purchaser's media 
behaviour. Three fractional objectives have been set 
to help the accomplishment of the principal target: 
1.  To define the place and task of the video in the 

digital video advertising condition. 
2.  To decide the ideal video promoting design 

dependent on clients behaviour and 
inclinations. 

3.  To recognise the most significant digital video 
advertising to shape advanced showcasing in 
the year 2019.  

The endeavours of all organisations depend on 
accessible market potential outcomes and customers' 
wants. In this way, following patterns and early 
reception of new methodologies may be the essential 
factors in picking up an upper hand in the packed 
market. 

2 METHODOLOGY 

Our study depends on two things which enable us to 
recognise and show the present and future patterns 
in digital video advertising: data mining and 
shoppers' bits of knowledge. Video is a popular 
platform, and the two things are essential criteria for 
successful digital video advertising. The 
examination started with a diagram of the accessible 
hypothetical sources, as noted in the presentation, 
which uncovered the video arrangement's history, 
what's more, its application in the excellent 
condition. Online sources added to recognisable 
proof of the video configuration's position in the 
blend of other advanced media organises and 
demonstrated its huge decent variety and 
information based potential. 

The video platform in the advanced age has a 
convincing potential to use information produced by 
watchers, which is its most significant benefit. This 
arranged and translated report was finished by 
preparing the optional information on customer bits 
of knowledge gathered from research polls in the 
Connected Consumer review collected by Google 
Consumer Barometer. 

2.1 Digital Video Advertising 

Video and sound clips were a piece of sites from the 
earliest starting point of the Internet. In any case, 
they were utilised so often because of the challenges 

in order and accessibility. Video publicising designs 
in the excellent condition is entirely adaptable and 
versatile to the dynamic character of sites and their 
dispensable stock. A short outline of available video 
and video promotion configurations demonstrates 
that their choices rely upon the site where the digital 
video is distributed and on the potential outcomes 
which a specific advantage of a platform. 

2.2 Video Types  

Digital Video In-Stream Ad Format Guidelines, 
published by IAB in 2016 divide digital video 
advertising into several, which are: Video on a page, 
video in rich media, incentivised video, video in a 
standard banner, and the most widely used in social 
networks are video on feed. Digital video 
advertising is being used as a vehicle, adjusted to a 
banner (for instance 150x150 pixels) the picture is 
not static but uses a video. In the display, digital 
video advertising is separated from the video being 
watched by the user and are shown independently.  

The usual digital video advertising is shown 
during a video. Advertising launched before the 
video content is played called a pre-roll spot. The 
video started while a user is watching the video 
content. There could be an unlimited number of this 
type of ads, and it is called mid-roll spots while a 
post-roll place is advertising launched after the video 
content has finished. Viewers can skip some of this 
advertising depending on the advertiser. 

2.3 Video Types (Suppliers point of 
view) 

These are the three most basic approaches to buy 
video as a promoting design on the Internet 
published by IAB Team:  
1. Nearby providers – neighbourhood sites and 

entryways claim and produce their own video 
content and make a video portfolio which has a 
customer or an infrequent group of spectators. 
Publicising arrangements are acquired based on 
routinely arranging connections between 
representatives (brokers on the two sides: 
sponsor and provider); 

2. Interpersonal organisations – worldwide informal 
communities, for example, Facebook, YouTube, 
Instagram, Snapchat, and so on. Enable 
organisations and people to transfer video 
content on their friendly organisation profiles 
and, by means of unpaid and paid channels, 
spread it to correctly focused on spectators; 
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3. Automatic purchase (and RTB) – computerised 
robotised sell-off frameworks are a substitute for 
arranging forms and permit the buy of video 
advertisement organises legitimately through 
programming. 

 Each buy structure permits the buy of both in-
show and in-stream advertisements. Which structure 
is liked relies upon specific standards and 
expectations. 

2.4 Data Mining as a Consumer 
Behavior Pointer 

Information mining speaks to the fate of 
computerised promoting. Each correspondence with 
customers creates a tremendous measure of 
information qualified for use in future crusades. 
Exponential innovation development, for example, 
the new advancements consistently spreading 
everywhere throughout the world are making 
changes to increase aggressive advantage by 
applying modern information-based ways to deal 
with advertising correspondence. As indicated by 
Arlen, it is these days conceivable to produce 
different sorts of information dependent on 
socioeconomics, personal conduct standards and 
mental or then again attitudinal methodologies. This 
information is accessible from internal databases, 
value-based databases, chronicled databases, or from 
external sources. While Rud's standard pennants and 
rich media arrangements report (in harsh 
information) clicks, impressions, stay rates or 
perceptibility, video configurations can reveal 
considerably more about the shoppers come to. 
Distinctive video promotion position providers are 
equipped for detailing various information. Our 
concise outline beneath depicts information 
accessible to mine from video arranges to pay little 
heed to the provider. 

2.5 Video as Advertising Tools  

According to Rowntree, impressions mean a number 
of times video was seen. Clicks mean the number of 
snaps on video group. Unique treats mean the 
number of extraordinary gifts video advertisement 
came to. Real clients say the name of genuine clients 
that video hits.  

2.6 Video Utilisation  

Three-second video sees the number of clients who 
saw, at any rate, three seconds of video group;   

The ten-second video sees the number of clients who 
saw, in any event, ten seconds of video design; 
Video-rate watched: the average percentage level of 
the video the client viewed;  
Video viewed at 25/50/75/95/100%: how many 
times the video was viewed. 

2.7 Video Engagement (Social Network 
Calculation)  

Video likes, shares, and so on.: the occasions that 
video has informal organisation communication;  
Video mouse-over: the occasions/time spent on 
'mouse-over' the video. 

This concise outline does not contain all 
information mining conceivable outcomes that video 
arrangements can offer. It ought to be underlined 
that all produced datasets are pertinent in future 
battles. By methods for information putting away, 
what's more, preparing to program, it is, for instance, 
conceivable to target and show video promotion 
position just to customers who saw the past video for 
in any event half of the absolute video length. 
Promoters may likewise retarget customers only 
with the piece of the video which has not yet been 
seen. All the more critically, information is 
indicating information mining crosswise over 
different gadgets: Google and Facebook as of late 
discharged following advancements which are ready 
to finish clients work areas, mobiles or tablet 
gadgets. It is just a short time before TV will 
supplement the three previously mentioned gadgets 
in cross-stage following. 

3 RESULT AND DISCUSSION 

3.1 Digital Video Advertising Pattern 

The third goal of the exploration has been proposed 
based on the Consumer Barometer device created 
and worked by Google. Scott. D explained that 
Customer Barometer gathers and procedures 
purchaser conduct information on the premise of 
surveys and cause us to comprehend clients' conduct 
in the computerised condition in Indonesia. Video-
related information is depicted beneath. The chose 
inquiries had a normal of 1,659 respondents, and 
research was conveyed out in 2019. 
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Figure 1: Frequency of Watching Online Videos. 

According to Figure 1, practically 60% of 
purchasers asked to watch the video position on a 
portion of the accessible on the web stages at any 
rate once per week.  

 

Figure 2: Type of Site to Watch Online Videos. 

Just 23% pronounce that they never watch video on 
the web (for the most part the more established 
fragment of the populace without advanced 
propensities and capabilities).In Figure 2, the sorts 
of destinations by means of which on the web 
recordings are gotten to ordinarily are talked about. 
According to Figure 1, practically 60% of 
purchasers asked to watch the video position on a 
portion of the accessible online stages at any rate 
once per week. Just 23% proclaim that they never 
watch video on the web (generally the more 
established portion of the population). 

Particular video sites and applications and 
informal communities are the main stages for video 
utilisation, and the market predicts a constant pattern 
for these channels. The reason for this is sites, and 
informal organisations make the right conditions for 
video designs. 

 
Figure 3: Motivation to Watch Online Videos. 

The main reason why consumer watches the 
video is to be entertained or be inspired (Figure 3). 

Most viewers watch videos shorter than 5 
minutes (Figure 4). This time gets longer as they get 
used to portable devices. Figure 5 shows the focus of 
viewers. 

 
Figure 4: Duration Watch Online Videos. 

 
Figure 5: Attention to the Video. 

Figure 6 is a discussion about parallel devices used 
while viewing a video; in this case, its TV. 
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Figure 6: Parallel devices used while viewing a video. 

Right around half of the clients routinely watch 
online video while sitting in front of the TV. There 
are a lot more exercises customers can complete 
while sitting in front of the TV that help 
proclamations on TV use as a 'foundation 
commotion', the most critical of which are gadgets, 
for example, cell phones, which are utilised parallel 
to TV viewing. Though the TV as a medium offers 
the most reasonable condition for even video groups, 
at the same time used cell phones are situated 
vertically, which improves vertically-arranged 
substance utilisation. According to Radosinska, the 
chosen information is utilised to investigate 
computerised video utilisation and spotlight on 
changes in video utilisation propensities. The 
auxiliary research on the gathered reactions affirms 
that the adaptability and dynamism of advanced 
video arrangements guarantee expanded intrigue and 
draw in purchasers who are moving from 'pre-
served' TV video substance to on-request 
computerised video stages. The examined 
information demonstrates that the utilisation of 
video substance is day by day, and clients expend 
video content for the most part with the goal of 
diversion or instruction. The shorter recordings are 
favoured because of the clients' longing to ingest a 
gigantic measure of data in a generally brief time 
spent on the web. The advanced video arrangement 
is by and large not by any means, the only stage 
devoured at the time. 

This ability, enhanced by the information-based 
learning accessible from video, enables us to decide 
the correct organisation with the proper conveyance 
strategy to the right purchaser. In the event that the 
video provider determines that a client observed just 
half of the served video, he can help only the staying 
half to finish the story the shopper was not ready to 
pick up at the principal endeavour. The length of the 
devoured piece of the video likewise demonstrates 
enthusiasm for accepting comparable recordings 

with related stories and innovativeness. Changing 
media utilisation propensities are arranged towards 
the computerised condition, and video notably offers 
an immense territory to upgrade the presentation of 
showcasing correspondence. For publicists utilising 
advanced video, the biggest and most 
straightforward to use space are in-stream 
advertisements, which intrude on the as of now 
watched video content. In any case, this kind of 
video publicising may be considered as meddling 
and may incite the accurate inverse impact to that 
proposed by the provider when showing the notice. 

The figures above delineate the computerised 
video utilisation propensities so sponsors ought to 
adjust to purchasers' inclinations and produce and 
serve engaging recordings, ideally once a day, with 
included an incentive for shoppers, supplementing 
stories from TV. Nonetheless, this ability can be 
connected to various video groups. The last piece of 
our examination distinguishes the most drifting 
organisations containing the components referenced 
previously. 

3.2 Digital Video Advertising Trend 

The pattern of advanced video started in European 
markets around 2016 is as yet 'drifting'. A portion of 
the advanced promoting models are really a couple 
of years old; be that as it may, the video pattern, all 
things considered, is as yet developing and is 
making its own subcategories. Because of customers' 
conduct and video utilisation, there is a forecast for 
continual development of advanced video and its 
business employments. Based on gathered data and 
information from the third, fourth furthermore, fifth 
part, we can foresee the accompanying patterns in 
applying video designs in the computerised 
condition. 

The examination results are upheld by exchanges 
with prestigious computerised showcasing experts, 
support on a few research activities managing 
advanced promoting related research questions and 
ceaseless perception of the advanced patterns being 
referred to. It tends not out of the ordinary that the 
unusual advanced video patterns will stay substantial 
at any rate until the finish of the year 2020. Because 
of the dynamism of digital innovations and the 
advancement of showcasing approaches, little 
updates may be required before the finish of the 
previously mentioned period. 
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3.3 Split Message between a Few 
Gadgets 

The exploration above demonstrates that clients' 
consideration while sitting in front of the TV is part 
between a few exercises and 41% of TV substance's 
purchasers are viewing on the web recordings in 
parallel. Be that as it may, online video isn't the 
main action clients are centred around while 
devouring TV content. Cell phones, tablets and 
compact PCs enable clients to separate their 
consideration between more gadgets and use TV just 
as a foundation clamour. Stanton stated that the 
multi-screen wonder makes space for multi-channel 
correspondence systems pointed towards the final 
customer. These days it is conceivable to layout a 
story in a TV video business and conveys the 
remainder of the story by means of the computerised 
condition. Consideration is progressively invigorated 
and promotion message conveyance diversified 
between more gadgets. Moreover, clients are 
flawlessly changing from online to offline and back 
once more, which will urge significant exertion to 
have the option to follow customers' 'media venture' 
to be available, increasingly exact and happening 
continuously. 

3.4 Little Screen Habit 

As per examine by Nielsen, the cell phone turned 
into the third-highest stage for video in 2016, 
picking up 27 minutes' viewing for each day, and 
this time is as yet developing. Ooyala's Global Video 
Index report additionally sketched out expanded 
portable utilisation in an explanation that since 2013, 
video perspectives have designed over 233% and 
clients are currently expending much longer 
recordings by means of their versatile or tablet 
gadget. Past research by Roettgers pronounces that 
48% of all video seeing on PDAs is presently 
identified with clasps that are five minutes or more: 
a year prior, that number was still at 23%. Taking all 
things together, 30% of the survey is of recordings 
that most recent 20 minutes or more. 

3.5 Apathy to 'flip over' 

Standard computerised video arrangement has a 
horizontal direction (to be precise, the angle 
proportion is 16:9). Be that as it may, versatile 
showcases are vertical and utilisation of vertical 
angle proportion recordings is increasingly 
agreeable. The investigation by Griffiths discovered 
that vertical multipurpose video perspectives are 

multiple times higher than the association pace of 
even portable video, so we ought to hope to see 
more brands and distributors moving to a vertical-
concentrated encounter on mobiles. 11 This pattern 
is bolstered by Figures 4 and 6 in Chapter 5 of this 
article, where the most significant of the proclaimed 
measurements is the expanding media utilisation on 
cell phones. 

4 CONCLUSION 

At first, the video organisation appeared to be the 
space just of TV because of its recognisable 
character and its capacity to arrive at a colossal 
number of buyers. In any case, buyers' continuous 
move towards the computerised condition and 
expanding utilisation of the Internet substance have 
indicated advanced stages as appropriate channels 
for this dynamic configuration. The current digital 
information the board choices in blend with buyers' 
consistently changing media utilisation propensities 
speak to space for a new video showcasing 
techniques and methodologies. 

Appropriately handled and thus put away 
information, produced from past showcasing 
exercises joined with the learning of customer media 
utilisation inclinations, offers customisation focusing 
on choices in the excellent condition. Video is an 
indivisible piece of the advanced electronic 
showcasing procedures and ought to be viewed as an 
innate brand building group alongside standard and 
luxurious media designs. Speculations generally 
depict and assess conventional promoting groups; be 
that as it may, the time has come to consider the 
advanced video position as a powerful device with 
comprehensive alternatives for theoretical 
elaboration, particularly since the online 
computerised video is influencing media utilisation 
conduct and shaping future digital advertising 
patterns. Organisations and advertisers likewise need 
to acclimatise correspondence diverts as per 
dynamic purchaser inclinations, which are going for 
computerised video utilisation rather than 
increasingly conventional pennant designs in the 
excellent condition or on TV. 

This article has identified a few specific 
advanced video patterns which will shape the 
promoting business sector and correspondence with 
customers in 2019. This exploration may expand the 
hypothetical view of advanced showcasing 
configurations and guide organisations through the 
following year with proposals by which to build up 
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progressively powerful and exact computerised 
advertising draws near. 
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