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Abstract

This study focus on people who had watched the TrueView in-stream ads in video online.
The research intended to study the behavior, attitude, and factors that had impact on trend of
in-stream ads watching. The main objective was to find both direct and indirect factors that would
impact the trend; whether it was ads timing and skip-ability, product, brand, presenter and ads
content. The sampling technique employed was judgmental. The sample size was 400. We found
that student had better attitude on in-stream ads than other occupations. Watching behavior was
measured by percentage of in-stream ads watching. Age under 18 and being student had highest
percentage of TrueView in-stream ads watching, next was age 18-25. The study found that there
was only indirect effect from both ads timing and skip-ability, and product to trend of watching
TrueView in-stream ads on video online via attitude. There was both direct and indirect effect from
presenter and content to trend.Multi-group Structural Equation Modeling was used to validate
the different model between 2 age groups of viewers, less than or equal 25 years old and over
25. For viewers with age less than or equal 25 years old, all 3 factors had direct effect on attitude
while there were only two factors (Ads timing and skip-ability and Product) for viewers over 25
years old. There was both direct and indirect effect from presenter and content of ads to trend of
watching TrueView in-stream ads on video online via attitude for age less than or equal 25, while
only direct effect from presenter and content of ads to trend of watching TrueView in-stream ads
on video online via attitude for age more than 25. The impact of attitude to trend of age less than
or equal 25 was stronger than age more than 25.
Keywords:  TrueView in-stream ads video online, Skip/Non Skip ,ANOVA, Regression,
Multi-Group SEM
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(Factor Loading) %314 0.6 84 0.74 wagilan
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-Lewis Fit Index) = 0.949 , CFI (Comperative
Fit Index) = 0.966 , RMSEA (Root Mean Square
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