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Invariably, startups encounter challenges when introducing 
their products to the market, particularly when featuring 
unprecedented innovations. Overcoming these hurdles 
necessitates a communication strategy and media approach 
that focuses on educating the intended audience. An explainer 
video is considered a viable media option to fulfill this need. 
This study aims to design an explainer video and analyze its 
significant influence in addressing the aforementioned 
challenges. The design process initiates with qualitative data 
research to formulate positioning and brand persona, serving 
as guidelines for the communication strategy, both verbally 
and visually. Subsequently, the explainer video is strategically 
produced, aligning with these guidelines to achieve an effective 
explainer video, complemented by supporting media. This 
objective is evaluated through a feasibility questionnaire, 
assessed by the startup's board of directors and media experts. 
Results indicate that incorporating explainer videos on the 
startup's landing page significantly enhances audience 
comprehension of the product in an accessible and engaging 
manner. The result indicates that utilizing explainer videos on 
the landing page not only facilitates audience understanding of 
the service but also positively influences the brand image, 
enhancing the customer's perception of the product's value. 
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1. Introduction 
The digital transformation in the era of Industry 4.0 has emerged as a phenomenon propelling digitization 

across various sectors of contemporary life. Rapid technological advancements have facilitated the emergence 

of diverse solutions that can be presented as options in addressing various life challenges. Typically, these 

solution options emerge through the efforts of pioneering companies, commonly known as startups. A startup 

not only develops products but also business models, making it a distinct entity from conventional companies. 

As innovative entities with new business models, startups require precise marketing strategies and media to 

gain acceptance in the market. 
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One such startup is Rakryan, operating in the field of educational technology (edutech). Through its service 

ecosystem, Rakryan VET, Rakryan aims to assist vocational high schools (SMK) in enhancing their learning 

systems and the quality of their graduates. This program provides an alternative for SMK to easily and 

practically implement the link-and-match concept. Rakryan VET consists of several products and services, 

including Rakryan Teacher, Rakryan Course, Rakryan Learning, Rakryan Development Week, Rakryan 

Assessment, Rakryan Passport, and Rakryan Hire. All these products and services essentially form an 

ecosystem that aids in improving the quality of vocational education from processes to outputs. 

Rakryan adopts a B2B (Business to Business) business model, with SMK as its target market. Institutions such 

as SMK demand accountability, transparency, and hierarchical decision-making processes. Therefore, 

formality, clear programs, data, and the company's credibility become crucial in designing marketing strategies 

and media. 

The landing page serves as an appropriate medium for marketing and promoting Rakryan VET. It can function 

as an informative, formal, professional, credible, and persuasive platform. However, the landing page has 

limitations in information capacity, particularly when explaining the new, innovative, and complex services of 

Rakryan VET. Hence, a medium capable of accommodating this complexity is needed, yet can also be integrated 

as a component of the landing page. 

Based on this requirement, the suitable medium is an explainer video. This medium is specifically designed to 

comprehensively and structurally explain the programs and service processes of Rakryan VET on the landing 

page. However, beyond this need, the explainer video can also stand alone as a versatile medium, making it 

flexible for use according to contextual requirements. 

1.1 Literature Review 
In the study by Rahmadianto and Andito (2018), the design of an explainer video for Ma Chung University is 

driven by an analysis of the university's promotional media issues, which predominantly focus on conventional 

and monotonous promotion activities. The absence of innovation in promotional activities is deemed to have 

implications for Ma Chung University's declining image. Hence, the designers emphasize the necessity of 

innovative media for more engaging, effective, and relevant promotions that leave a positive impression on 

consumers. The goal is to enhance brand awareness among the target market related to Ma Chung University. 

Data for this design are gathered through interviews, public relations efforts, and observations on the website, 

brochures, and identity guidelines. The Angus (2014) design method, covering discovery, script, storyboard, 

animation, and delivery, is employed to create an explainer video that critically evaluates and synthesizes 

previous work, providing a condensed and visually appealing representation. 

In Setiawan, Pujiyanto, and Pahlevi's (2021) research, the background of the explainer video design lies in the 

update of the performance management information system of PT Pembangkit Jawa Bali in the environmental 

sector, known as the SIPLAH 2.0 application. The launch of this application serves as evidence of PT PJB's 

commitment to decentralized and transparent reporting, addressing environmental concerns. The explainer 

video is designed as a means of socialization to the public regarding PT PJB's commitment to the environment. 

Similar to the ongoing design, the reference design uses video as a feature to explain complex processes in a 

simple manner. Data collection involves document studies and interviews, with a data analysis method 

combining quantitative analysis of application logbook data and qualitative analysis of interview results. The 

design method follows the typical video design stages of pre-production, production, and post-production. 

The third literature review explores the explainer video design for the Visual Communication Design Program 

at Budi Luhur University. Similar to the first reference, this design addresses the issue of monotonous 

promotional media for an educational institution, potentially weakening the university's image due to a lack of 

media innovation. The conclusion drawn by the designer is the need for an explainer video distributed through 

social media. Data collection includes interviews and observations of existing promotional media, such as 

brochures, websites, and identity guidelines. The design method employed aligns with the Angus (2014) 
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method, emphasizing the importance of critical analysis and synthesis in creating visually appealing 

promotional materials. 

In summary, these literature reviews underscore the significance of explainer videos in addressing issues 

related to conventional and monotonous promotional media in various academic settings. The designers and 

researchers emphasize the importance of innovation, critical analysis, and effective synthesis in creating 

explainer videos that not only inform but also engage and positively influence the audience. 

2. Research Methods 

 

Fig. 1 Advertising Campign Design Method  

Outline design method of this study employs the Advertising Campaign Design method, referencing the course 

and ebook titled "Advertising: Selling in Today’s World" authored by Brian Sheehan and Edward Russel. This 

method represents a novel approach within the strategic marketing media design process. The Advertising 

Campaign Design method comprises nine primary stages, as outlined by Sheehan and Russel (2020): Define the 

problem, Research, Objective and Strategy Development, Communication Brief, Media Planning and Buying, 

Creative Development, Production, Testing, and Running the Advertising and Evaluating Effectiveness. This 

method provides a structured and comprehensive approach to designing advertising campaigns, ensuring that 

each stage is carefully considered to achieve the desired marketing outcomes. The utilization of this method 

aims to enhance the effectiveness and strategic alignment of the advertising efforts in the context of the studied 

project. 

2.1 Analysis 
The data analysis conducted in this design employs descriptive analysis, involving several key stages: 

• Metric Identification 

Referring to the issue of the need for media to explain the product ecosystem, the identified metric is 

related to the product. The scope of this metric includes the problems addressed by the product and 

how the product's mechanisms resolve these issues. 

• Identification of Required Data 

This process identifies the data needed for the product metric. Some of these data include information 

about the company, product description, target market conditions, and competitors. 

• Data Extraction 

The data extraction process focuses on mining data from each category in-depth to discover 

correlations between each set of data. For company data, the extraction emphasizes the company 

overview, vision, and mission. Product data extraction aims to comprehensively understand the 
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product description. Meanwhile, in target market data extraction, the goal is to identify issues and 

trends in the target market. Finally, competitor data extraction is carried out to find solutions 

presented by competitors, their positioning, and how they communicate them. 

• Data Analysis 

The data analysis process aims to find correlations among the extracted data categories. This includes 

the relationship between the company's identity and the value they offer through their products, 

correlated with the gap between target market problems and competitor solutions and positioning. 

The interrelation of these four data categories produces results related to how the company can best 

communicate their positioning and the value of the product by leveraging the gap between target 

market issues that remain unresolved by competitor products. 

2.2 Data Research 
• Interviews 

The interview conducted was related to data concerning the company and its products. The 

interviewees included Mr. Pamungkas Yoga Pudijanto BSEE, MS CompSci, acting as an investor and 

founder of Rakryan, Hudan Dardiri. S.Kom, serving as the COO of Rakryan, and Faisal Armas Fata 

S/Kom, serving as the CTO of Rakryan. 

• Observation 

Observation was carried out as a step in collecting external data about the company, such as the 

conditions of the target market and competitors. Observation of the target market aimed to discover 

problems, trends, and other psychographic aspects related to variables in the market choosing a 

product. Meanwhile, competitor observation was more focused on finding their differentiation and 

positioning. Therefore, the objects of competitor observation were more concentrated on how they 

communicate it to the market through platforms like websites, YouTube, social media such as 

Instagram, Twitter, LinkedIn, and others. 

• Document Study 

Document study is specifically aimed at understanding the product more deeply. This is done to 

discover the value proposition of the product related to the problems of the target market. Some 

documents studied include the Rakryan VET 2022 blueprint, product presentations, and marketing 

performance from August to December 2023. 

2.3 Objective and Strategy Development 
Based on the obtained and analyzed data, the positioning of Rakryan VET for two target markets has been 

designed. The positioning of the Rakryan VET brand that aligns with the conditions and competition in the IT 

vocational school market is defined as "A collaborative program ecosystem that assists SMK IT teachers in 

enhancing the relevance and efficiency of learning, as well as creating an enjoyable learning experience for 

students." Meanwhile, in the SME industry market, the positioning is described as "An inclusive and affordable 

talent scouting platform to discover potential IT talents from SMK." 

Subsequently, these two positioning statements serve as the foundation for determining the brand persona of 

Rakryan VET, outlined as follows: 

Table. 1 Brand Persona of Rakryan VET 

Aspect Value 
Brand Identity Visionary 

Brand Language Empowering 

Brand Tonal of Voice Emphatic 

Brand Personality Traits Transformative, Collaborative, Ecosystem 
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2.4 Communication Brief 
The positioning and brand persona developed in the preceding stages are further refined into a brand 

messaging framework, serving as the communication brief in this design. The following outlines the brand 

messaging framework that will serve as a reference in the design of the explainer video: 

Table. 2 Brand Messaging Framework 

Aspect Value 
Tagline "Reinvent Vocational Education in a Collaborative Way" 

Value Proposition Rakryan aims to realize an easy, sustainable, and mutually beneficial 

implementation of link and match for vocational schools (SMK) and 

companies. Rakryan believes that a maximal process will yield optimal 

results. Therefore, Rakryan strives to assist productive teachers in 

maximizing the learning process through a curriculum translated from 

industry needs, the enhancement of teacher competencies, simple, 

engaging, and easily understandable teaching materials, an enjoyable 

learning experience, personalized learning through technology and data, 

and objective assessment. With two years of objective learning process 

data, Rakryan VET also facilitates various companies in acquiring 

potential vocational school talents. 

Brand Communication Pillars • Innovation to enhance the quality of the learning process 

• Data-driven approach 

• Collaborative ecosystem 

2.4 Design Process 

Media Planning 

The design of the media flow, also known as the media pipeline, is conducted to determine other media formats 

besides the explainer video that can complement the primary media. The following presents an overview of the 

designed media pipeline: 

 

Fig. 2 Media Pipeline  
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Creative Development 

The Creative Development process commences with the development of the brand storytelling framework as 

the foundation for script composition. The following outlines the design of the brand storytelling framework: 

 

Fig. 3 Brand Storytelling Framework 

This brand storytelling framework is subsequently evolved into the script for the explainer video as follows: 

 

Fig. 4 Snippet of Video Explainer’s Script 

In addition to creative development in terms of media messaging, there is also a concurrent creative 

development process on the visual aspect of the media. The visual design process commences with a mind-

mapping procedure to identify keywords aligned with the brand persona and brand messaging framework. 

Referring to the keywords generated during the mind-mapping process, a suitable visual concept is then 

formulated. The visual concept successfully developed through this process is the "simple adventure game 

concept with appealing visuals using soft colors, geometric shapes, and hexagonal key visuals." The visual 

representation of this concept can be observed as follows: 

 

Fig. 5 Moodboard as Visual Representation of the Concept 
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The visual concept and moodboard above serve as the primary reference in the subsequent process, namely 

the brainstorming of explainer video characters. This process aims to explore visual possibilities for explainer 

video characters that synchronize with the visual concept. The following presents the results of the conducted 

brainstorming: 

 

Fig. 6 Character Exploration for The Video Explainer 

Based on the design options obtained during the brainstorming stage, one design is selected for its 

attractiveness and representation of the visual concept. This design is then finalized as follows: 

 

Fig. 7 Character Design of Video Explainer 

The last pre-production process involves creating a storyboard, illustrating a sequence of scenes from the video 

production plan. The following presents the created storyboard: 

 

Fig. 8 Snippet of Video Explainer’s Storyboard 
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3. Result and Discussion 
The primary media resulting from this design is an explainer video that elucidates the Rakryan VET program. 

This video has a duration of 1 minute with a resolution of 1080p (1920x1080 pixels) and is published on the 

social media platform YouTube. The following is the YouTube link to the primary media: 

https://youtu.be/uXiFL06TrUY 

A depiction of the explainer video is outlined as follows; 

 
Fig. 9 Snippet of Video Explainer 

In addition to the explainer video, several supporting media were employed, including a landing page, poster, 
banner, mini zine, and others. 

 
Fig. 10 Supporting Media 
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The trial of the explainer video was conducted using a validation method. There were three validators involved: 

Pamungkas Yoga Pudijanto, BSEE, MS CompSci, as an investor of Rakryan; Hudan Dardiri, S.Kom, as the Chief 

Operational Officer of Rakryan; and Faisal Armas Fatah, S.Kom, as the Chief Technology Officer of Rakryan. 

Referring to the trial results, it can be concluded that the use of the explainer video on Rakryan's landing page 

is capable of enhancing the audience's understanding of the Rakryan VET service ecosystem. The explainer 

video is both captivating and easily comprehensible. Lastly, the explainer video also has a positive impact on 

Rakryan's image 

4. Conclusions 
The design of the Rakryan VET explainer video resulted in the creation of a primary medium, the explainer 

video, along with several supporting media capable of providing a comprehensive understanding of the 

Rakryan VET program. Additionally, this design encompassed various branding aspects such as positioning, 

brand persona, brand messaging framework, visual concept, and character design. These elements can be 

further developed to meet Rakryan's future needs. Some key considerations include: 

• Utilization of Brand Persona and Brand Messaging Framework: 

Brand persona and brand messaging framework serve as foundational elements in the development 

of the brand communication strategy. These elements guide the creation of a cohesive and effective 

communication plan for Rakryan VET. 

• Incorporation of Design Aspects in UI/UX Development: 

Design elements, including shape, color, typography, and character design, were applied in the 

development of the User Interface/User Experience (UI/UX) for the Rakryan VET learning 

management system. These aspects were strategically considered to enhance the visual appeal, 

usability, and overall user experience of the platform. 

• Application of Design Aspects in Communication Media: 

The design elements, such as shape, color, typography, and character design, were integrated into the 

development of communication media for various platforms, including social media. This ensures a 

consistent and visually appealing brand representation across different communication channels. 
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