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Abstract

This study examines the role of advertising creativity, credibility, lack of irritation,
informativeness, and entertainment on consumer attitude toward the brand on Gojek X Ariel
NOAH #CepetanGoSendInstant on YouTube. This research was conducted using a quantitative
approach with a survey method. The data was obtained through an online survey using Google
Forms to 256 respondents who are YouTube social media users in Indonesia with a minimum
age of 18 years and have seen the Gojek advertisement "#CepetanGoSendInstant by Ariel
NOAH x GoSend" on YouTube. This research uses Structural Equation Model (SEM) analysis
technique with Partial Least Square (PLS) approach. Measured variables are advertising
creativity (24 indicators), credibility (3 indicators), lack of irritation (3 indicators),
informativeness (2 indicators), entertainment (3 indicators), attitude toward the
advertisement (3 indicators), and attitude toward the brand (3 indicators). The results showed
that advertising creativity and entertainment had a significant effect on attitude toward the
advertisement, while credibility, lack of irritation, and informativeness had no significant
effect on attitude toward the advertisement. The results of the study also found that the
attitude toward the advertisement had a significant effect on the attitude toward the brand.
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1. Introduction

In recent years, social media has become an integral part of daily life, alongside the continuous
growth of the internet. The We Are Social and Hootsuite survey on Digital 2022: Indonesia
stated that as of January 2022, approximately 73.7% of the Indonesian population was using
the internet, with an average usage of 8 hours and 36 minutes per day (Kemp, 2022). In this
context, online shopping activities through e-commerce have become popular in Indonesia.
The value of e-commerce in Indonesia reached $59 billion in 2022 and is projected to reach
$95 billion by 2025 (Annur, 2022).

The increased demand for online shopping has also triggered the growth of logistics services,
especially in fast delivery, such as instant delivery. The demand for instant delivery has rapidly
increased during the COVID-19 pandemic as consumers want to receive their purchased items
quickly (SurveySensum, 2022). Gojek is one of the largest logistics companies in Indonesia that
provides instant and same-day delivery services through GoSend.

Furthermore, the We Are Social and Hootsuite survey on Digital 2022: Indonesia also showed
a 12.6% increase in the number of social media users in Indonesia compared to the previous
year, with 191.4 million active users (Kemp, 2022). There has been a shift in marketing
strategies from traditional media to digital media, with marketers turning to mobile
advertising as a promotional tool (Belch & Belch, 2018). Mobile advertising expenditures have
even surpassed TV advertising expenditures in some countries (eMarketer, 2018). Social
media platforms such as Instagram, YouTube, Facebook, and TikTok are utilized by marketers
to promote products and services.

However, the increasing number of advertisements displayed on social media also has
negative effects, such as information overload. This makes it difficult for consumers to filter
and handle information, leading them to avoid or ignore ads (Belanche et al., 2020).
Consumers experience advertising blindness, where they become selective and reluctant to
receive ads (Chinchanachokchai & de Gregorio, 2020).

To overcome this, creative advertisements that provide added value to consumers can
influence consumer attitudes and actions. Creative ads that have elements of divergence and
relevance can capture consumer attention and shape positive attitudes toward the ads (Smith
et al., 2007). Additionally, the value of ads consisting of informativeness, entertainment, lack
of irritation, and credibility can also influence consumer attitudes toward ads (Brackett & Carr,
2001; Ducoffe, 1996).

This study aims to investigate the influence of advertising creativity, credibility, lack of
irritation, informativeness, and entertainment in the Gojek "#CepetanGoSendinstant by
GoSend x Ariel Noah" ad on consumer attitudes toward the ad and the brand. This ad was
chosen because it won an award at the YouTube Works Awards 2022 and has garnered over
6.5 million views. By understanding the influence of creative ads and the value of ads, this
research is expected to provide insights into how ads can influence consumer attitudes and
build a strong relationship between consumers and the brand.
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2. Literature Review and Hypothesis Development

Marketing

Marketing is a core activity of a company that involves the dissemination of information,
product distribution, and building good relationships with consumers. According to Boyd et
al. (2000), marketing is a social process that enables exchanges with others to strengthen
relationships. According to the AMA, marketing is an organizational function that
encompasses creating, communicating, and delivering value to customers, as well as
managing mutually beneficial relationships (Kotler and Keller, 2016). Marketing
communication integrates various communication mix elements, including advertising, sales
promotion, events, public relations, online marketing, mobile marketing, direct sales, and
personal selling. With a good understanding, companies can achieve long-term success
through effective marketing (Belch and Belch, 2018).

Sosial Media

Social media has evolved into a primary marketing communication tool for businesses. Social
media advertising has become an integral part of company's marketing strategies (Belch and
Belch, 2018). Social media marketing involves utilizing social media platforms to create,
deliver, and exchange value with consumers (Tuten and Solomon, 2017). By leveraging these
digital channels, companies can build relevant, personal, and effective relationships with
consumers and enhance marketing expenditure efficiency (Satyo, 2009).

Advertising Creativity

Creativity in advertising refers to the ability to generate effective surprise through original and
relevant messages (Mercanti-guérin, 2008). Divergence and relevance are two important
characteristics of advertising creativity. Divergence refers to the uniqueness and
distinctiveness of the ad, while relevance is related to the importance of the ad to the
consumer (Smith et al., 2007). Research by Smith et al. (2007) and Yang and Smith (2009)
demonstrates that creative ads with high levels of divergence and relevance can influence
consumers' responses and positive attitudes towards the ad. Therefore, creativity in
advertising plays a crucial role in stimulating positive consumer responses.

Perceived Advertising Value

Advertising value in advertising refers to the overall assessment individuals make of what is
received and given in the context of an ad (Sharma et al., 2021). Perceived advertising value
is the subjective evaluation of the utility or worth of an ad for consumers (Ducoffe, 1995).
There are several key elements of advertising value, including informativeness, irritation,
entertainment (Ducoffe, 1996), and credibility (Brackett & Carr, 2001). This study measures
each dimension and their influence on consumers' attitudes towards the ad and brand.

Credibility

Advertising credibility encompasses the perceived belief, expertise, and reliability conveyed
through advertising messages (Billore et al., 2020). It involves consumers' trust in marketers
and the advertised content. The truthfulness of ads and the level of trust can influence how
consumers perceive the ad's credibility (Lin & Bautista, 2020). If an ad is deemed
untrustworthy, consumers may avoid, disregard, or even pay no attention to the ad's message
(Yang et al., 2013). Advertising credibility can also influence consumers' attitudes and
behaviors (Jin & Villegas, 2007).
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Lack of Irritation

Irritation is defined as the offensive, unpleasant, and disruptive feelings caused by
advertisements (Arora & Agarwal, 2019; Kim, 2019), leading to negative attitudes towards the
ads (Martins et al., 2019). On the other hand, lack of irritation refers to the absence or minimal
frustration or negative emotional reactions experienced by individuals when exposed to
advertising messages or campaigns (Gaber et al., 2019). Lack of irritation indicates that
individuals do not find the ads disruptive or annoying, and they are more likely to be receptive
to the advertising content.

Informativeness

Informativeness is an important characteristic in social media advertising, referring to the
ability of an advertisement to provide useful information to consumers (Ducoffe, 1996). The
information conveyed in an advertisement can influence consumers' attitudes and
perceptions towards the advertised product or service (Lee et al., 2017). Consumers view
information as a positive aspect of advertising, particularly when they can learn about new
products, product benefits, or product comparisons (Shavitt et al., 1998). Informativeness
plays a significant role in influencing consumer responses and purchase decisions.

Entertainment

Entertainment in advertising refers to consumers' perception of the enjoyment, positive
feelings, and pleasurable aspects presented by an advertisement (Ducoffe, 1995). Consumers
tend to favor entertaining content on social media because it provides natural enjoyment
(Ducoffe, 1996). The use of humor in advertising can effectively capture consumers' attention
(Keshtgary and Khajehpour, 2011). Entertainment plays a significant role in advertising as a
factor that influences consumers' attitudes towards the advertisement. The ability of an
advertisement to entertain also contributes to building an emotional connection between the
brand message and consumers (Wang and Sun, 2010). In the social media environment,
entertainment is generated by the advertisement's ability to fulfill consumers' needs for
diversion, release, and emotional enjoyment (Muntiga et al., 2011). Consumers use social
media as a source of entertainment, relaxation, and pleasure (Dao et al., 2014).

Attitude toward the Advertisement

Attitude in advertising refers to an individual's positive or negative evaluation of the
advertisement, reflecting their feelings and tendencies towards the advertisement
(MacKenzie and Lutz, 1989). Attitude towards the advertisement is influenced by factors such
as credibility, entertainment, information, and perceived irritation (Aydin and Karamehmet,
2017; Tsang et al., 2004). The formation of attitude towards the advertisement is crucial as it
can impact the effectiveness of advertising and consumer responses. Attitude towards the
advertisement also acts as a mediator in the relationship between the advertisement and
promotional success (MacKenzie and Lutz, 1989). In advertising strategies, creating a positive
attitude towards the advertisement can help enhance consumer awareness and influence.

Attitude toward the Brand

The American Marketing Association (AMA) defines a brand as a name, symbol, or design used
to identify products or services from one seller or group of sellers and differentiate them from
competitors (Kotler and Keller, 2016). Attitude towards the brand refers to consumers'
evaluations of the brand and can influence purchase intentions (Hutter, 2015). Research by
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Kim and Kim (2021) indicates that attitude towards the advertisement has a direct relationship
with attitude towards the brand, as found in the study on golf product advertisements.

Hypothesis Formation

Consumers' perception of advertising creativity plays a role in determining whether an
advertisement is considered creative or not (White and Smith, 2001). Attitude toward the
advertisement can be formed through cognitive and emotional processes, where elements
within the advertisement can evoke emotions in consumers (Shimp, 1981). Creativity in
advertising helps capture consumers' attention, and creative messages can generate a positive
attitude toward the advertisement (Ang and Low, 2000). Consumers are more likely to accept
advertisements they perceive as useful, and creative advertisements can serve as engaging
and persuasive sources of information for consumers (Yang and Smith, 2009). Consumer
involvement with creativity in advertisements is considered enjoyable, and advertisements
that possess originality can enhance consumers' attitudes (Smith and Yang, 2004). The
combination of originality and familiarity in advertisements can increase attention and ease
of recall (Pieters et al., 2002).

H1: Advertising creativity has a positive effect on attitude toward the advertisement in the
Gojek #CepetanGoSendInstant advertisement on YouTube.

Advertising credibility refers to consumers' trust in the advertisement and the advertiser, as
well as their belief in the reliability and trustworthiness of the information presented in the
advertisement (Martins et al., 2019). Credibility influences consumers' decision-making and
their attitudes toward the advertisement. Consumers tend to avoid or ignore advertisements
they perceive as lacking credibility (Sigurdsson et al., 2018). Research by lzquierdo-Yusta et al.
(2015) demonstrates that consumers' trust in the advertiser and the perception of accurate
and trustworthy advertising credibility positively impact consumers' acceptance of the
advertisement. Therefore, a high level of perceived credibility associated with the value of the
advertisement directly relates to consumers' attitudes toward the advertisement.

H2: Credibility has a positive effect on attitude toward the advertisement in the Gojek
#CepetanGoSendInstant advertisement on YouTube.

Irritation in the context of advertising refers to conditions that disturb and annoy consumers
(Ducoffe, 1996). Lack of irritation refers to the absence of annoyance or disturbance
experienced by individuals when exposed to advertising messages or promotional content
(Geuens and Pelsmacker, 2001). Attitude toward the advertisement reflects individuals'
overall evaluation of the advertisement (MacKenzie and Lutz, 1989). Individuals who
experience minimal irritation toward the advertisement allocate more attention to processing
the advertisement content, leading to a more positive attitude and better understanding of
the advertisement (Hudders et al., 2017). This suggests that when people receive non-
irritating advertising messages, they are more receptive to the advertisement and develop a
better attitude toward it.

H3: Lack of irritation has a positive effect on attitude toward the advertisement in the Gojek
#CepetanGoSendInstant advertisement on YouTube.

Informativeness in advertising refers to the amount and quality of information conveyed in
the advertisement content (Ducoffe, 1996). It involves the ability of the advertising message
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to provide useful and satisfying information to consumers. The uses and gratification theory
emphasizes the importance of informative content in social media advertising to influence
consumers' attitudes (Gaber et al., 2019). Accurate and timely information can enhance
consumers' preferences, positive attitudes, and purchase intentions (Sharma et al., 2022).
Social media users tend to seek advertisements that provide valuable information (Ducoffe,
1996). The study by Taylor et al. (2011) also demonstrates a positive relationship between
informativeness and consumers' attitude toward the advertisement in social media.
Consumers desire informative advertisements to help them make satisfying product choices
(Ducoffe, 1996). Therefore, advertisements that provide relevant and valuable information
can influence consumers' attitudes.

H4: Informativeness has a positive effect on attitude toward the advertisement in the Gojek
#CepetanGoSendInstant advertisement on YouTube.

Entertainment in advertising refers to the ability of the advertisement to satisfy consumers'
aesthetic tastes and needs (Lin and Bautista, 2020). Entertaining advertisements can fulfill
audience needs through diversion, aesthetic value, and emotional impact (Ducoffe, 1996).
Previous studies have shown that entertaining advertisements have a positive effect on
enhancing consumers' advertising experience (Gaber et al., 2019). The uses and gratification
theory also indicates that social media users tend to seek enjoyable and entertaining content
(Ducoffe, 1996). The use of humor in advertisements can attract consumers' attention
(Keshtgary and Khajehpour, 2011). Consumers expect brand-related content that provides
experiences and entertainment on social media. Entertaining advertisements can also capture
consumers' attention and vyield positive outcomes (Arora and Agarwal, 2019). Previous
research has shown that the level of entertainment in advertisements can influence
consumers' attitudes toward the advertisement (Taylor et al., 2011). The higher the level of
entertainment in the advertisement, the more positive consumers' attitude toward it.

H5: Entertainment has a positive effect on attitude toward the advertisement in the Gojek
#CepetanGoSendInstant advertisement on YouTube.

Attitude toward the brand refers to consumers' overall positive or negative evaluation of a
brand. A positive attitude toward the brand can influence consumers' perceptions of product
quality, brand value, and their willingness to choose the brand consistently (Lee et al., 2016).
The positive relationship between attitude toward the advertisement and attitude toward the
brand has been demonstrated in various advertising contexts, including television
advertisements (Lee et al.,, 2016), website advertisements (Li et al., 2002), and mobile
advertisements (Lee et al., 2017). Gaber et al. (2019) also found that a positive attitude toward
the advertisement can effectively strengthen the consumer-brand relationship, particularly in
the context of social media. Research by Kim and Kim (2021) also found a significant
relationship between attitude toward the advertisement and attitude toward the brand in
specific advertisements. Therefore, understanding consumers' attitudes is important for
marketers as attitudes have a strong correlation with consumer behavior.

H6: Attitude toward the advertisement has a positive effect on attitude toward the brand in
the Gojek #CepetanGoSendInstant advertisement on YouTube.
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Figure 1. Research Framework
3. Data and Methodology

This study employs a quantitative approach, which is used to examine a specific population or
sample by collecting data through research instruments and conducting statistical data
analysis (Sugiyono, 2013). The survey method is used, in which questionnaires are distributed
to a predetermined sample. The instrument used is a questionnaire designed to collect data
from respondents. In this study, the questionnaire was distributed online using Google Forms
to 265 respondents who are YouTube social media users in Indonesia, aged 18 years and
above, have viewed the Gojek "#CepetanGoSendinstant by Ariel NOAH x GoSend"
advertisement, and have seen advertisements for delivery services from brands other than
GoSend. The collected data is processed using Structural Equation Modeling (SEM) with the
Partial Least Squares (PLS) approach.

4. Results

Respondent demographic profile

The data used in this study was collected through online questionnaire distribution, obtaining
265 respondents. Based on gender, the majority of respondents in this study were female,
with 164 respondents (64.06%), while male respondents were 92 (35.94%). In terms of age,
the majority of respondents in this study were in the 18-24 age group, with a total of 202
respondents (78.91%). In terms of occupation, the majority of respondents in this study
consisted of 130 respondents (50.78%) who were students.
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Table 1. Hypotheses Result Summary

. . . Path T
Relationship between Variables .. . P values
Coefficients  statistics

Advertising Creativity - Attitude toward the

H1 . 0,420 5575 0,000%*
Advertisement

o Credibility - Arqtude toward the 0,064 0,842 0,400
Advertisement

H3 Lack of Irritation 9.Att7tude toward the 0,071 1,410 0,159
Advertisement

Ha Informativeness - At‘htude toward the 0,139 1,788 0,074*
Advertisement

H5 Entertainment - Attitude toward the 0,241 3,008 0,003***

Advertisement

Attitude toward the Advertisement > .
He Attitude toward the Brand 0,655 14,677 0,000

Note: *** ** * denote 1%, 5%, 10% significant level
5. Conclusion

Based on the hypothesis testing using PLS-SEM, it was found that advertising creativity has a
significant positive effect on attitude toward the advertisement (original sample = 0.420; t-
statistics = 6.081; p-values = 0.000), thus H1 is accepted. This can be attributed to the fact that
the Gojek advertisement is creative and unique, unlike typical advertisements, which tend to
leave an impression on consumers' minds. An ad with a unique idea provides a fresh touch
that captures consumers' interest and shapes a positive attitude toward the advertisement
(Ang et al., 2007; Smith et al., 2007). The findings of this study are consistent with previous
research indicating that creative and unique advertisements have a positive influence on
consumers' attitudes toward advertisements. The Gojek "#CepetanGoSendInstant by Ariel
NOAH x GoSend" advertisement uses an engaging approach by depicting consumers' desire
for fast delivery services. It packages a relevant and original story, setting it apart from other
advertisements, which results in a positive impact on consumers' attitudes toward the
advertisement. This finding aligns with previous research that also revealed the influence of
advertising creativity on consumers' attitudes toward advertisements.

Credibility does not have a significant effect on attitude toward the advertisement (original
sample = 0.064; t-statistics = 0.842; p-values = 0.400), thus H2 is rejected. Consumers'
attitudes toward advertisements are not always influenced by the credibility of the
advertisements (Sebastian and Pandowo, 2016), especially when consumers already have
strong beliefs about the product and brand, or if the advertisement is not relevant to their
needs and interests. The Gojek "#CepetanGoSendinstant by Ariel NOAH x GoSend"
advertisement has been viewed over 6 million times, gaining extensive exposure through
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electronic word-of-mouth (eWOM) on social media, which can have a greater influence than
the credibility of the advertisement itself. In the information-rich and opinion-filled digital era,
individuals may struggle to comprehensively evaluate the credibility of sources, thus
credibility does not always impact attitudes toward advertisements.

Lack of irritation does not have a significant effect on attitude toward the advertisement
(original sample = 0.071; t-statistics = 1.410; p-values = 0.159), thus H3 is rejected. This study
aligns with the research by Lee et al. (2016), which found that lack of irritation does not have
a significant influence on attitudes toward golf advertisements. The frequency of ad exposure
can influence individuals' perceptions of it, and even advertisements considered non-irritating
may lose their impact due to bias and ad saturation. In the context of social media, which is
saturated with commercial advertisements, consumers become accustomed to ad exposure
and no longer perceive it as bothersome. Consumers accept ad exposure as something
unavoidable, therefore not forming specific attitudes toward the advertisement. Attitudes are
subjective, and some respondents may be more tolerant or less easily disturbed, leading to
the lack of irritation in advertisements not always influencing attitudes toward them (Wang,
2012).

Informativeness does not have a significant effect on attitude toward the advertisement
(original sample = 0.139; t-statistics = 1.788; p-values = 0.074), thus H4 is rejected. This finding
is consistent with the study by Butt et al. (2020), which stated that information does not have
a significant influence on shaping consumers' attitudes toward advertisements. According to
Lee and Johnson (2005), advertisements have purposes beyond conveying information,
namely persuading and reminding consumers. Excessive exposure to advertisements can also
lead to consumers experiencing information overload, which ultimately reduces attention and
acceptance of the information conveyed. Although advertisements contain information, in
the context of social media where consumers receive numerous ad exposures, the
information may get mixed with other advertisements and reduce its impact on consumers'
attitudes.

Entertainment has a significant effect on attitude toward the advertisement (original sample
= 0.241; t-statistics = 3.008; p-values = 0.003), thus H5 is accepted. This finding is consistent
with previous studies that have shown that entertainment significantly influences consumers'
attitudes toward advertisements (Gaber et al., 2019; Taylor et al., 2011). Entertaining ads that
are enjoyable tend to have a strong memorability and shape positive attitudes in consumers.
Consumers tend to like entertaining content, so ads with a high level of entertainment can
capture their attention and shape positive attitudes. The Gojek "#CepetanGoSendInstant by
Ariel NOAH x GoSend" advertisement incorporates storytelling elements, popular songs, and
humor such as wordplay, dad jokes, and trending memes. This connects entertainment with
positive consumer attitudes. Previous research also supports this finding, indicating that the
more entertaining the ad content, the more it influences positive consumer attitudes (Gaber
et al., 2019).

Attitude toward the advertisement has a significant effect on attitude toward the brand
(original sample = 0.655; t-statistics = 14.677; p-values = 0.000), thus H6 is accepted. This
finding is consistent with previous research that shows that attitude toward the
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advertisement influences attitude toward the brand (Gaber et al., 2019; Lee et al., 2017).
Gardner (1985) found that advertisements liked by consumers can shape more positive
attitudes toward the brand than disliked advertisements. Consumers' attitudes toward the
advertisement and brand are closely related, and both are important factors in the
effectiveness of advertisements. Advertisements that effectively convey interesting
information about products or services can enhance consumers' liking for the brand. Attitudes
toward the advertisement can also influence consumers' beliefs about brand quality, as liked
advertisements tend to make consumers perceive the brand as having high quality.

Limitations

The findings of this study demonstrate that in the Gojek advertisement
"#CepetanGoSendInstant by Ariel NOAH x GoSend", the variables of advertising creativity and
entertainment have a significant positive influence on attitude toward the advertisement, and
attitude toward the advertisement has a significant positive impact on attitude toward the
brand. These results can be used by academics as a reference and reinforcement for theory.
However, this study also found that credibility, lack of irritation, and informativeness do not
have an influence on attitude toward the advertisement. This can be a new topic of discussion
for academics in the field of marketing, particularly regarding the topic of perceived
advertising value.

Based on the findings of this study, practitioners are advised to consider the use of advertising
content that incorporates advertising creativity and entertainment to shape positive attitudes
of consumers toward the advertisement and brand, thus maximizing the effectiveness of
promotional activities. There are several implementation examples that marketers can
consider, such as using attractive ad thumbnails, packaging ideas in an interesting and unique
way, and maximizing the message and visuals in the first five seconds of the video. The use of
creative and entertaining advertisements can enhance consumer attention and interest,
leading to better reception of the intended message. Furthermore, positive attitudes toward
the advertisement and brand can also impact sales levels (Sharma et al., 2021).

References

Ang, S. H., & Low, S. Y. M. (2000). Exploring the dimensions of ad creativity. Psychology and
Marketing, 17(10), 835—-854. https://doi.org/10.1002/1520-
6793(200010)17:10<835:aid-mar1>3.0.co;2-%23

Annur, C. (2022). Google Prediksi E-commerce Indonesia Terus Menguat sampai 2025.
Databoks. https://databoks.katadata.co.id/datapublish/2022/10/28/google-
prediksi-e-commerce-indonesia-terus-menguat-sampai-2025

Arora, T., & Agarwal, B. (2019). Empirical Study on Perceived Value and Attitude of
Millennials Towards Social Media Advertising: A Structural Equation Modelling
Approach. Vision, 23(1), 56—69. https://doi.org/10.1177/0972262918821248

Aydin, G., & Karamehmet, B. (2017). A comparative study on attitudes towards SMS
advertising and mobile application advertising. International Journal of Mobile
Communications, 15(5).



29 | Southeast Asian Business Review | Volume 1, Issue 1, 2023 | Adzani & Premananto

https://www.researchgate.net/publication/310706537_A_Comparative_Study _on_
Attitudes_towards_SMS_Advertising_and_Mobile_Application_Advertising

Belanche, D., Flavidn, C., & Pérez-Rueda, A. (2020). Brand recall of skippable vs non-
skippable ads in YouTube: Readapting information and arousal to active audiences.
Online Information Review, 44(3), 545-562.
https://d1wqgtxtsixzle7.cloudfront.net/63909814/2020_OIR_B-F-
P_Brand_recall_of_skippable_vs_non-skippable_ads_in_YouTube20200713-23773-
13il8w1-libre.pdf?1594661995=&response-content-
disposition=inline%3B+filename%3DBrand_recall_of _skippable_vs_non_skippab.

Belch, G. E., & Belch, M. A. (2018). Advertising and Promotion: An Integrated Marketing
Communications Perspective (Eleventh e). McGraw-Hill Education.

Billore, A., Jayasimha, K. R., Sadh, A., & Nambudiri, R. (2020). Divergence or Relevance in
Advertisements: What Works in Emerging Markets? Evidence from Indian
Consumers. Journal of Global Marketing, 33(4), 225-241.
https://doi.org/10.1080/08911762.2020.1734135

Boyd, H. W., Walker, O. C., & Larrenche, J. C. (2000). Manajemen Pemasaran: Suatu
Pendekatan Strategis dengan Orientasi Global. Erlangga.

Brackett, L, K., & Carr, B, N. (2001). Cyberspace advertising vs. other media: consumer vs.
mature student attitudes. Journal of Advertising Research, 41(5), 23—-32.
http://search.ebscohost.com/login.aspx?direct=true&db=epref&AN=JAR.DA.BC.BRA
CKETT.CAVOM&lang=fr&site=bsi-live

Chinchanachokchai, S., & de Gregorio, F. (2020). A consumer socialization approach to
understanding advertising avoidance on social media. Journal of Business Research,
110(January), 474—483. https://doi.org/10.1016/j.jbusres.2020.01.062

Ducoffe, R. H. (1995). How consumers assess the value of advertising. Journal of Current
Issues and Research in Advertising, 17(1), 1-18.
https://doi.org/10.1080/10641734.1995.10505022

Ducoffe, R. H. (1996). Advertising Value and Advertising The Web. Journal of Advertising
Research, October, 21-35.

eMarketer. (2018, April 19). eMarketer: Mobile Ad Spending to Surpass TV in 2018. Insider
Intelligence. https://www.insiderintelligence.com/content/mobile-advertising-is-
expected-to-surpass-tv-ad-spending

Izquierdo-Yusta, A., Olarte-Pascual, C., & Reinares-Lara, E. (2015). Attitudes toward mobile
advertising among users versus non-users of the mobile Internet. Telematics and
Informatics, 32(2), 355-366. https://doi.org/10.1016/j.tele.2014.10.001

Jin, C., & Villegas, J. (2007). The effect of the placement of the product in film: Consumers’
emotional responses to humorous stimuli and prior brand evaluation. Journal of
Targeting, Measurement and Analysis for Marketing, 15, 244—-255.

Kemp, S. (2022, February 15). DIGITAL 2022: INDONESIA. Datareportal.
https://datareportal.com/reports/digital-2022-indonesia



30 | Southeast Asian Business Review | Volume 1, Issue 1, 2023 | Adzani & Premananto

Keshtgary, M., & Khajehpour, S. (2011). Exploring and analysis of factors affecting mobile
advertising adoption: An empirical investigation among Iranian users. Canadian
Journal on Computing in Mathematics, Natural Sciences, Engineering and Medicine,
2(6), 144-151.

Kim, M. (2019). Determinants of Young Consumers ’ Attitude toward Mobile Advertising :
The Role of Regulatory Focus Determinants of Young Consumers ’ Attitude toward.
Journal of Promotion Management, 0(0), 1-21.
https://doi.org/10.1080/10496491.2019.1699623

Kim, S., & Kim, Y. (2021). Exploring the Impact of Athlete Endorser with Con-troversial
Images on Advertising Effectiveness: The Moderating Effect of Social Cause
Involvement. International Journal of Business in Sports, Tourism & Hospitality
Management, 2(2).

Kotler, P., & Keller, K. (2016). Marketing Management. In Pearson (Vol. 15).

Lee, E. B, Lee, S. G., & Yang, C. G. (2017). The influences of advertisement attitude and
brand attitude on purchase intention of smartphone advertising. Industrial
Management and Data Systems, 117(6), 1011-1036.
https://doi.org/10.1108/IMDS-06-2016-0229

Lee, Y., Byon, K. K., Ammon, R., & Park, S.-B. R. (2016). Golf product advertising value,
attitude toward advertising and brand, and purchase intention. Social Behavior and
Personality: An International Journal, 44(5), 785—-800.

Li, H., Edwards, S. M., & Lee, J. H. (2002). Measuring the intrusiveness of advertisements:
Scale development and validation. Journal of Advertising, 31(2), 37-47.
https://doi.org/10.1080/00913367.2002.10673665

Lin, T. T. C., & Bautista, J. R. (2020). Content-related factors influence perceived value of
location-based mobile advertising. Journal of Computer Information Systems, 60(2),
184-193. https://doi.org/10.1080/08874417.2018.1432995

MacKenzie, S. B., & Lutz, R. J. (1989). An Empirical Examination of the Structural Antecedents
of Attitude toward the Ad in an Advertising Pretesting Context. Journal of
Marketing, 53(2), 48. https://doi.org/10.2307/1251413

Martins, J., Costa, C., Oliveira, T., Gongalves, R., & Branco, F. (2019). How smartphone
advertising influences consumers’ purchase intention. Journal of Business Research,
94(August 2017), 378—387. https://doi.org/10.1016/j.jbusres.2017.12.047

Mercanti-guérin, M. (2008). Consumers ’ Perception of the Creativity of Advertisements :
Development of a Valid Measurement Scale Consumers ’ perception of the creativity
of advertisements : development of a valid measurement scale. June.
https://doi.org/10.1177/205157070802300405

Muntiga, D. G., Moorman, M., & Smit, E. G. (2011). Exploring motivations for brandrelated
social media use. International Journal of Advertising, 30(1), 13—46.



31 | Southeast Asian Business Review | Volume 1, Issue 1, 2023 | Adzani & Premananto

Pieters, R., Warlop, L., & Wedel, M. (2002). Breaking Benefits and of Through for the Brand
Clutter : Attention Advertisement Originality and Memory Familiarity. Management
Science, 48(6), 765-781.

Satyo, F. (2009). Intellectual Capital. Gramedia Pustaka Utama.

Sharma, A., Dwivedi, Y. K., Arya, V., & Siddiqui, M. Q. (2021). Does SMS advertising still have
relevance to increase consumer purchase intention? A hybrid PLS-SEM-neural
network modelling approach. Computers in Human Behavior, 124(January), 106919.
https://doi.org/10.1016/j.chb.2021.106919

Shavitt, S., Lowrey, P., & Haefner, J. (1998). Public attitudes toward advertising: More
favorable than you might think. Journal of Advertising Research, 38(4), 7-22.

Shimp, T. A. (1981). Attitude toward the AD as a Mediator of Consumer Brand Choice.
Journal of Advertising, 10(2), 9-48.
https://doi.org/10.1080/00913367.1981.10672756

Sigurdsson, V., Menon, R. G. V., Hallgrimsson, A. G., Larsen, N. M., & Fagerstrgm, A. (2018).
Factors Affecting Attitudes and Behavioral Intentions Toward In-app Mobile
Advertisements. Journal of Promotion Management, 24(5), 694-714.
https://doi.org/10.1080/10496491.2018.1405523

Smith, R. E., Mackenzie, S. B., Yang, X., Buchholz, L. M., & Darley, W. K. (2007). Modeling the
determinants and effects of creativity in advertising. Marketing Science, 26(6), 819—
833. https://doi.org/10.1287/mksc.1070.0272

Smith, R. E., Mackenzie, S. B., Yang, X., Buchholz, L. M., Darley, W. K., Smith, R. E., Mackenzie,
S. B., Yang, X., Buchholz, L. M., Darley, W. K., Determinants, M., Smith, R. E.,
Mackenzie, S. B., Buchholz, L. M., & Darley, W. K. (2007). Advertising Modeling the
Determinants and Effects of Creativity in Advertising. January 2019.
https://doi.org/10.1287/mksc.1070.0272

Smith, R. E., & Yang, X. (2004). Toward a general theory of creativity in advertising:
Examining the role of divergence. Marketing Theory, 4(1-2), 31-58.
https://doi.org/10.1177/1470593104044086

Sugiyono, D. (2013). Metode penelitian pendidikan pendekatan kuantitatif, kualitatif dan
R&D.

SurveySensum. (2022). E Commerce Trends Indonesia 2022.

Taylor, D. G., Lewin, J. E., & Strutton, D. (2011). Friends, fans, and followers: do ads work on
social networks?: how gender and age shape receptivity. Journal of Advertising
Research, 51(1), 258-275.

Tsang, M., Ho, S.-C., & Liang, T.-P. (2004). Consumer Attitudes Toward Mobile Advertising: An
Empirical Study. International Journal of Electronic Commerce, 8(3), 65—78.
https://www.researchgate.net/publication/228819052 Consumer_Attitudes_Towar
d_Mobile_Advertising_An_Empirical_Study



32 | Southeast Asian Business Review | Volume 1, Issue 1, 2023 | Adzani & Premananto

Tuten, T. L., & Solomon, M. R. (2017). Social Media Marketing (3rd Editio). SAGE Publications
Limited.

Van-Tien Dao, W., Nhat Hanh Le, A., Ming-Sung Cheng, J., & Chao Chen, D. (2014). Social
media advertising value: The case of transitional economies in Southeast Asia.
International Journal of Advertising, 33(2), 271-294.

Wang, Y., & Sun, S. (2010). Examining the role of beliefs and attitudes in online advertising: A
comparison between the USA and Romania. International Marketing Review.

White, A., & Smith, B. L. (2001). Assessing advertising creativity using the creative product
semantic scale. Journal of Advertising Research, 41(6), 27-34.

Yang, B., Kim, Y., & Yoo, C. (2013). The integrated mobile advertising model: The effects of
technology- and emotion-based evaluations. Journal of Business Research, 66(9),
1345-1352. https://doi.org/10.1016/j.jbusres.2012.02.035

Yang, X., & Smith, R. E. (2009). Beyond Attention Effects : Modeling the Persuasive and
Emotional Effects of Advertising Creativity Beyond Attention Effects : Modeling the
Persuasive and Emotional Effects of Advertising Creativity. May 2015.
https://doi.org/10.1287/mksc.1080.0460



