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Abstract

The pandemic of COVID-19 has had an impact on society and business. This includes the impact on
people's information, product, and service consumption patterns. People spend more time at home because of
social restrictions imposed to limit the spread of COVID-19. This is also gradually indicating opportunities
for industry participants to deliver advertisements for their products or services via online media. The
purpose of this study is to identify and analyze the determinants of attitudes toward advertising using ad
content and advertising value. As an analytical tool, this quantitative study employs Partial Least Squares
Structural Equation Modeling (PLS-SEM) with SMART PLS. This study included 150 millennial YouTube
users as participants. According to the findings of this study, ad content has a significant impact on
advertising value. Furthermore, this study explains how ad content influences consumer attitudes toward
advertising. The study's next finding explains that advertising value has no effect on attitudes toward
advertising. This study explains, on the indirect effect, that advertising value does not mediate the relationship
between ad content and attitude toward advertising. Other variables, such as advertising provider credibility
and public saturation of COVID-19, can be suggested for future research.
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Abstrak

Pandemi COVID-19 memberikan dampak bagi masyarakat dan pelaku bisnis. Hal ini juga termasuk
berdampak pada pola konsumsi masyarakat terhadap informasi, produk, dan jasa. Batasan sosial sebagai
kebijakan untuk membatasi penyebaran COVID-19 membuat masyarakat lebih banyak menghabiskan waktu
di rumah. Hal ini pula yang perlahan memberikan sinyal peluang kepada pelaku industry untuk
menyampaikan iklan produk ataupun jasanya melalui media online. Penelitian ini bertujuan untuk mengetahui
dan menganalisis determinan attitude toward advertising dengan menggunakan ad content dan advertising
value. Penelitian kuantitatif ini menggunakan Partial Least Square Structural Equation Modeling (PLS-SEM)
dengan menggunakan SMART PLS sebagai alat analisis. Para partisipan pada penelitian ini melibatkan 150
partisipan yang merupakan generasi millenial pengguna YouTube. Hasil penelitian ini menjelaskan bahwa ad
content secara signifikan berpengaruh terhadap advertising value. Selanjutnya penelitian ini menjelaskan
bahwa ad content secara signifikan berpengaruh terhadap attitude towards advertising. Hasil berikutnya pada
penelitian ini menjelaskan bahwa advertising value tidak berpengaruh terhadap attitude towards advertising.
Pada efek tidak langsung, penelitian ini menjelaskan bahwa advertising value tidak memediasi hubungan
antara ad content terhadap attitude towards advertising. Variabel lainnya seperti kredibilitas penyedia iklan
dan kejenuhan masyarakat terhadap COVID-19 dapat menjadi rekomendasi saran pada penelitian berikutnya.

Kata Kunci: sikap terhadap iklan, nilai iklan, isi iklan, iklan layanan masyarakat, iklan COVID-19

" Korespondensi Penulis:
E-mail: hyulita@bundamulia.ac.id

109


http://journal.ubm.ac.id/

Jurnal Pengabdian dan Kewirusahaan
Vol.6 (No. 2) : no. 109 - no 118 Th. 2022
p-ISSN: 2581-2718

e-ISSN: 2620-2480

Versi Online: http://journal.ubm.ac.id/
Hasil Penelitian

INTRODUCTION

The pandemic of COVID-19 has had an impact on society and business. This includes the
impact on people's information, product, and service consumption patterns. People spend more time
at home because of social restrictions imposed to limit the spread of COVID-19. This is also
gradually indicating opportunities for industry participants to deliver advertisements for their
products or services via online media. According to data from the Interactive Advertising Bureau
(1AB), digital advertising will grow by 12.2 percent year on year (yoy) in 2020. Furthermore, the
report explains that Facebook, Google, and Amazon are among the top earners from digital
advertising.

Youtube, a subsidiary of Google, has begun to shift the prominence of print and electronic
media. The general public now has a more appealing and convenient medium for viewing
advertisements. With the advancement of information and communication technology, several
names for print media, specifically newspapers in Indonesia, have been replaced by more interesting
media. The current COVID-19 pandemic has harmed almost every business sector in Indonesia,
including the online health sector (e-health). One of the issues confronting the government during
the COVID-19 pandemic is the rapid dissemination of accurate information about COVID-19 to the
public in order for the community to develop an awareness of knowledge and insight.

One effort that can be made is to measure people's behavior toward the avoidance of
COVID-19 advertisements issued by the government via the YouTube channel. This attitude can be
influenced by a variety of emotional change factors (Disastra et al., 2018; Lee et al., 2012). This is
the focus of this research problem. This study's sample is made up of millennials in Jakarta who use
YouTube. This generation is known as literate and connected to the internet and social media,
allowing it to act as an intermediary agent in conveying correct information about COVID-19 based
on absorbed advertising information. This brings the contribution of this research to an urgency of
research that must be carried out, given that COVID-19 cases are still fluctuating with various virus
variants that appear, making information in advertisements through channels with a broad reach
extremely important. Thus, the novel aspect of this study is the use of advertisements for COVID-
19, which is constantly adjusted based on conditions, number of cases, and government policies.
These advertisements are measured using aspects of ad content and advertising value, as well as
millennial attitudes, which are considered necessary to continue measuring perceptions to capture
the public response from the younger generation to COVID-19 advertisements.

This study raises several problem formulations, including whether ad content influences
advertising value and attitudes toward advertising. Furthermore, this study formulates the problem,
namely whether advertising value influences advertising attitudes. The following problem
formulation in this study is whether ad content influences attitudes toward advertising as mediated
by advertising value. As a result, the purpose of this research is to identify and analyze problem
formulations.

RESEARCH METHODS

Surveys are used to collect data for this quantitative study. The survey instrument was an
online questionnaire that was distributed at random in May-July 2022. The questionnaire included
17 items that were scored on a Likert scale from 1 (strongly disagree) to 5 (strongly agree). Table 1
shows the operational variables in this study. The millennial generation of YouTube users met the
inclusion criteria for this study. The participants were then asked to rate a public service
advertisement about COVID-19 released by the Ministry of Health of the Republic of Indonesia on
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the YouTube channel @Ministry of Health of the Republic of Indonesia with the title “Positif
COVID-19 Tidak Perlu Takut! Begini Penanganannya”. This is how it is dealt with. This
advertisement, which lasts 1 minute and 22 seconds, was first shown on February 16, 2022. To
ensure that all participants in this study rated the same advertisements, participants were asked to
view the advertisements in question via the links provided at the beginning of the questionnaire.
The questionnaire received responses from 150 participants, the size of which was determined by 30
participants in each area of Jakarta (North Jakarta, West Jakarta, Central Jakarta, East Jakarta, and
South Jakarta). When the population size is unknown, the sample size can be determined using an
approach by Benitez et al. (2020), Hair et al. (2021), Memon et al. (2020), Indriyarti et al. (2022),
Christian & Agung (2020), Christian (2019), and Christian et al. (2021) in which the number of
indicator items is multiplied by 5 (the sample size limit) up to 10. (The maximum sample size
limit). Several stages are used in data analysis. The outer loading (OL) and composite reliability
(CR) results are used in this study's reliability test, and both must be greater than 0.7. Furthermore,
the validity test employs Cronbach's Alpha (CA) values greater than 0.7, Average Variance
Extracted (AVE) values greater than 0.5, and Discriminant validity. This study employs P Value
(P<0.05) results in testing the hypothesis (Ali et al., 2020; Barati et al., 2019; Memon & Rahman,
2014). Furthermore, the coefficient of determination is used in this study to determine the effect of
exogenous variables on endogenous variables.

Table 1. Research operational variables

Variable Explanation Indicator — item Source Measuring scale

1. It's great to see the
advertisement on YouTube
(ENT_COTAL).

2. The advertisement offers
entertainment
(ENT_COTA2).

3. View COVID-19-related
ads on YouTube with ease
(ENT_COTAB3).

4. YouTube is the best place
to get information about
COVID-19 (INF_COTAL). o

5. Get the most up to date (Christianet
COVID-19 info  from al,2022;
YouTube (INF_COTA2). Disastra et

6. The  advertisement is al., 2018;

Aspects of likes or dislikes informative (INF_COTAZ3). Islametal.,
are contained in an 7. The advertisement is 2013; Liu et .
Ad content advertisement that is properly  displayed on al., 2012; Likert 1-5
displayed on YouTube. YouTube as a form of Murillo,
public service  2017: Unal
advertisement etal., 2011:
(INF_COTA4). Zabadi et al.,

8. YouTube has a large 2012)
audience for disseminating
COVID-19 information

(INF_COTAS).
9. Even though there are
several other

advertisements for COVID-
19, the ad still provides

important information
(INF_COTAB).
10. Considered the

advertisement to be a
nuisance (IRR_COTAL1).
11.The ads on the YouTube
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channel  have already
reached the annoying stage
(IRR_COTA2).

Advertising value

1. The YouTube channel
makes the advertisement
more useful (ADSVALL).

] 2. The YouTube channel
Aspects of the benefits of an increases the ad's value

ad impression on YouTube. (ADSVAL2).

3. The YouTube channel
emphasizes the importance
of watching the
advertisement ADSVALZ3).

Attitude toward
advertising

1. Use YouTube as a channel
to show COVID-19
advertisements

. (ATTADSL]).
A YouTube users response 2. YouTube tailors the ads it

to an advertisement that is serves based on  user

served. preferences (ATTADS?).

3. YouTube allows users to
choose whether to watch or
avoid advertisements
(ATTADSS3.
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The conceptual framework of this research is shown in Figure 1 based on the explanations of the
methods used in this study, with the hypothesis of this research as follows:

Hypothesis 1
Hypothesis 2
Hypothesis 3
Hypothesis 4

Ad content has a significant impact on advertising value.

Ad content has a significant influence on consumer attitudes toward advertising.

Advertising value influences advertising attitudes.

Ad content has a significant influence on advertising attitudes, which is mediated

by advertising value.

ADSVAL1 ADSVAL2 ADSVAL3

ENT_COTA1 \ W /
F

ENT_COTA2
LS

ENT_COTA3
LN

Advertising value
INF_COTA1

INF_COTA2
INF_COTA3 ¢+———

INF_COTA4
Ad content

INF_COTAS
[
INF_COTAG
4
IRR_COTA1
4
IRR_COTAZ2

ATTADS1 ATTADS2

Figure 1. The Research Conceptual Framework

ttitude towar
advertising
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RESULTS AND DISCUSSION

Figure 2 depicts the item reliability test results from the research used to derive the outer
loading (OL) results. Because the specified OL result must be greater than 0.7, any OL item results
that are less than that humber must be eliminated and reprocessed. There are four items removed
from the ad content variable: INF_COTAL, INF_COTAZ2, IRR_COTAI, and IRR_COTAZ2.
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Figure 2. PLS Algorithm

ATTADS2 ATTADS3

The next reliability determination is based on the composite reliability (CR) results, and
validity can be determined using Cronbach's Alpha (CA), where the results of each determination
must be greater than 0.7. Furthermore, the validity seen from the results of Average Variance
Extracted (AVE) must be greater than 0.5, as well as Discriminant Validity, which must have a
construct correlation value greater than the correlation value with other constructs. Table 2's
reliability and validity results indicate that the variables and items are both reliable and valid.

Table 2. Reliability and validity testing

Discriminant Validity

Variable Item OL CA CR AVE Ad  Adwertising Awiude
Content value towa_r d_s
advertising
ENT COTAL 0.810
ENT COTA2 0.716
ENT COTA3  0.767
Ad content INF_ COTA3 0740 0.879 0.906 0579 0.761 ; -
INF_COTA4  0.818
INF_COTA5 _ 0.749
INF_COTA6 _ 0.720
ADSVALL _ 0.869
Advertising value ADSVAL?2 0.802 0.795 0.879 0.708 - 0.841 -
ADSVAL3 _ 0.851
_ ATTADSI 0878
’:J\tl';’g;;‘;""ards ATTADS2 0839 0763 0864 0681 - ; 0.825
ATTADS3 __ 0.753

*0L>0.7; CA>0.7; CR>0.7; AVE>0.5

Source: SMARTPLS 3.0
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Table 3 displays the model fit results as well as the coefficient of determination. The SRMR
value was 0.089 (<0.1), and the Chi? value was 251.927 (>0.05). These findings explain why the
model and data in this study are well-fitting. Furthermore, the R? on the advertising value of 0.479
indicates that the Ad content variable is used to explain 47.9 percent of the advertising value. These
findings demonstrate that the use of exogenous variables to explain endogenous variables is
inadequate. R? = 0.538 for the Attitude towards Advertising variable, indicating that the use of ad
content and advertising value variables in explaining the effect on attitude towards advertising is
53.8 percent. These findings explain why both exogenous and endogenous variables are used to
explain moderate endogenous variables.

Table 3. Model Fit and Coefficient of Determination

Description Saturated Model  Estimated Model R?
SRMR 0.089 0.089 -
Chi? 251.927 251.927 -
Advertising value - - 0.479
Attitude towards advertising - - 0.538

SRMR<0.1; Chi2>0.05
Source: SMARTPLS 3.0

Bootstrapping

The results of hypothesis testing in this study are shown in Table 4. As previously stated,
the hypothesis results are based on the P Value results. Thus, the P value on the path of ad content
-> advertising value is 0.000 (<0.05), indicating that ad content influences advertising value. As a
result of this, hypothesis 1 is accepted. Furthermore, the P result for the path of ad content -
attitude towards advertising is 0.000 (<0.05), indicating that ad content influences attitude toward
advertising. In other words, this finding explains why hypothesis 2 is correct. The result of P on
advertising value - attitude toward advertising, on the other hand, is 0.360 (>0.05). These findings
indicate that advertising value influences advertising attitudes, implying that hypothesis 3 is
rejected.

Table 4. Hypotheses Testing

Standard T- P

Path Deviation Statistic ~ Values Remark
Ad content > Advertising value 0.044 15.628 0.000 H1 accepted
Ad content - Attitude towards advertising 0.066 10.322 0.000 H2 accepted
Advertising value >  Attitude towards .
advertising 0.082 0.916 0.360 H3 rejected
Mediation: Ad content - Advertising value >

Attitude towards advertising 0.057 0.900 0.368 H4 rejected

Source: SMART PLS 3.0
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Discussion

According to the findings of this study, ad content has a significant impact on advertising
value. This study's findings are consistent with research findings (Christian et al., 2022; Liu et al.,
2012). Among the other pathways, this effect is also the most dominant. The most significant
forming item is a form of public service advertisement. The ad's right to appear on YouTube
(INF_COTAA4) is the most important factor in determining the ad content variable. The next
dominant ad content variable is the feeling of pleasure when viewing the ad on YouTube
(ENT_COTAL). The two dominant forming items in the ad content variable explain why
participants in this study from the millennial generation believe that advertisements about COVID-
19, such as those from the Ministry of Health of the Republic of Indonesia, are appropriate to be
broadcast on the YouTube channel. This is also supported by a positive response from the younger
generation participants in this study, who were pleased to see the public service advertisement for
COVID-19 on YouTube. YouTube media, as it is known, is now not only a medium for displaying
videos, but it has also been transformed into a medium for interacting between YouTube users via
the comment feature. This section can be used by a ministry or a company institution to determine
the reaction of YouTube users to video shows other than the "like" or "disklike" feature. Ad
providers can track the rate at which ads are accepted by YouTube users. This has a positive impact
on the company and points in the right direction for the future. Companies can learn what YouTube
users like by distributing advertisements.

According to the findings of this study, ad content has a significant impact on people's
attitudes toward advertising. The findings of this study back up the findings of previous research
(Aslam et al., 2016; Christian et al., 2022; Pappu & Cornwell, 2014). The largest forming item in
the ad value variable, namely the YouTube channel, makes the ad more useful (ADSVALL). The
YouTube channel is the next most influential item, making the advertisement worth watching
(ADSVALS3). This strengthens YouTube's position as a medium for advertising distribution,
including public service announcements about COVID-19. As a global issue and a long-term
pandemic, the most recent information about COVID-19 must be communicated and disseminated
to the wider community, including the millennial generation. In this case, YouTube media is one of
the best ways to reach people from the millennial generation who are also YouTube users.
Furthermore, when these public service advertisements are broadcast on YouTube, they become
important information to watch for millennials. If the millennial generation is the intended audience
for an advertisement, YouTube may be an appropriate medium for delivering information through
advertisements.

The next finding in this study explains why advertising value has no effect on people's
attitudes toward advertising. This is supported by the mediation effect results, which show that
advertising value does not act as a mediating variable for the influence of ad content on attitude
toward advertising. The findings of this study contradict the findings of previous studies (Abbasi et
al., 2021; Christian et al., 2022; Liu et al., 2012). According to this study, participants from the
millennial generation prefer public service advertisements about COVID-19 that can be broadcast
on YouTube (ATTADS1). Even though this public service advertisement is a socialization of
COVID-19 information, YouTube media can precisely filter the audience criteria for YouTube
users. This means that YouTube media can be used as one of the appropriate media in determining
the audience direction for an advertisement. Choosing a specific criterion is not difficult given the
sophistication and breadth of the YouTube user market. This is very likely to occur to maintain the
consistency of reaching specific ad audiences. This can assist agencies, ministries, or businesses in
achieving their objectives or reaching the target audience for a specific advertisement.

115


http://journal.ubm.ac.id/

Jurnal Pengabdian dan Kewirusahaan
Vol.6 (No. 2) : no. 109 - no 118 Th. 2022
p-ISSN: 2581-2718

e-ISSN: 2620-2480

Versi Online: http://journal.ubm.ac.id/
Hasil Penelitian

CONCLUSION

According to this study, ad content has a significant impact on advertising value. The item's
most significant influencer is as a form of public service advertisement. The advertisement is
appropriate for YouTube. Furthermore, this study explains how ad content influences consumer
attitudes toward advertising. The largest forming item in the ad value variable, namely the YouTube
channel, makes the ad more useful. According to the next finding in this study, advertising value
has no effect on attitudes toward advertising. This finding reinforces the findings on the indirect
effect, in which ad value does not mediate the relationship between ad content and attitude toward
advertising. The study's findings imply that there is a type of positive response in which younger
generation participants are pleased to be able to see public service advertisements about COVID-19
on YouTube. Ad providers can track the rate at which ads are accepted by YouTube users.
Companies can learn what YouTube users like by distributing advertisements. Another implication
lies in the explanation on how YouTube media can be used as one of the right media in determining
the audience direction for an advertisement. This study has limitations in that it only uses one public
service advertisement about COVID-19, so other public service advertisements about COVID-19
must still be measured. Furthermore, other variables such as the credibility of advertising providers
and public saturation of COVID-19 can be suggested for future research.
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