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ABSTRAK 

Amelia, di bawah bimbingan Nufian Susanti Febriani, Departemen Ilmu Komunikasi. 

Fakultas Ilmu Sosial dan Ilmu Politik. Universitas Brawijaya. 

 

Elaboration likelihood model adalah salah satu teori yang digunakan untuk memahami 

proses yang mendasari efektivitas komunikasi persuasif seperti yang dinyatakan oleh 

pendiri Petty & Cacioppo (1983). ELM dapat menjelaskan bagaimana seseorang 

memproses informasi yang diterima dan memprediksi apakah pesan tersebut memiliki 

pengaruh pada perubahan sikap dan retensi pesan. Sebagaimana dijelaskan dalam 

ELM; ada dua rute persuasi yang utama yaitu rute sentral dan rute periferal. Dalam hal 

ini, webseries yang diberi judul ‘Jelang Buka’ oleh Unilever menggunakan isyarat 

periferal sebagai upaya komunikasi persuasif. Dengan demikian, ELM digunakan 

untuk menjelaskan pengaruh isyarat periferal yang ditemukan di situs web 'Jelang 

Buka' terhadap niat untuk membeli di antara audiens. Penelitian ini menggunakan 

paradigma positivistik dengan metode kuantitatif yaitu melalui kuesioner survei 

terhadap 100 responden dengan perhitungan menggunakan rumus Slovin dan 

menjadikan pemirsa webseries yang sudah menonton seluruh episode webseries Jelang 

Buka sebagai subjek. Hasil uji-t untuk variable isyarat periferal adalah 10,929 dan hasil 

koefisien determinasi menunjukkan adj. r-square adalah 0,545 - kedua hasil memberi 

makna bahwa isyarat periferal pada Jelang Buka ditemukan efektif terhadap minat 

pembelian. 

Kata kunci: Elaboration Likelihood Model, Isyarat Periferal, Rute Periferal 

Webseries, Iklan, Minat Beli 
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STUDY OF ELABORATION LIKELIHOOD MODEL UNDER PERIPHERAL 

ROUTES: EFFECTIVENESS OF BRANDED WEBSERIES 'UNILEVER: 

JELANG BUKA' TOWARDS PURCHASE INTENTION IN CONSUMERS 

(Study of the Effectiveness of Branded Webseries Unilever: Jelang Buka in 

Youtube based on Viewers’ Perspective) 

ABSTRACT 

Amelia, under the guidance of Nufian Susanti Febriani, Department of Communication 

Studies. Faculty of Social Science and Political Science. Brawijaya University. 

 

Elaboration likelihood model is one of the theories used to understand the processes 

that underlie the effectiveness of persuasive communication as stated by the founders 

Petty & Cacioppo (1983). Elaboration Likelihood able to explain how someone 

processes received information and predicts whether the message has an influence on 

changing of the attitudes and retention of the messages. Namely, as explained in 

Elaboration Likelihood Model; there are two routes of persuasion which is the central 

route and the peripheral route. In this case, the webseries titled as ‘Jelang Buka’ by 

Unilever uses peripheral cues as a persuasive communication effort. Thus, the 

elaboration likelihood model is used to explain the influence of peripheral cues found 

in 'Jelang Buka' webseries towards the intention to purchase among the audience. This 

study uses positivistic paradigm with quantitative methods namely through survey 

questionnaire towards 100 respondents according to Slovin Formula and the viewers 

who had watched the entire episodes of the webseries as the subject. The result of the 

t-test for variable peripheral cue is 10,929 and the coefficient determination result 

shown the adjusted r-square is 0.545 – both results gave meaning that the peripheral 

cues on Jelang Buka is found to be effective towards purchase intention. 

Keywords: Elaboration Likelihood Model, Peripheral Cue, Peripheral Route, 

Webseries, Advertising, Purchase Intention. 
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1 CHAPTER I 

PREFACE 

 

1.1 Background 

This study revolves around the Elaboration Likelihood Model or ‘ELM’ theory and 

it was pioneered by Petty & Cacciopo (1980). The ELM theory explains that 

individuals process messages through two routes; central route and peripheral route. 

The first is the central route; which means that the individual is processing the message 

through an in-depth consideration of the content, processing the arguments presented, 

and evaluating the messages conveyed. In the peripheral route; the individual is not 

focused on the message delivered but is influenced by other things such as; the model, 

the actor who gives the message, the situation, the shape and color of the product 

packaging, and the attractiveness of the message (Petty & Cacciopo, 1980). 

Solomon (2009) explained that in the ELM theory, high involvement and the 

strength of the arguments conveyed through messages can change and direct 

individuals to process messages through the central path; thus, attitudes and beliefs 

from the central route last longer than messages processed through the peripheral route. 

The research by Petty and Cacioppo (1979) also raised the idea that certain elements 

of a persuasive message have different levels of impact on each person with a high and 

low level of involvement. According to Petty et al., (1983), the ELM theory explains 

the interaction between involvement-level and message elements when the message is 

processed by individuals. Individuals with high-involvement process more information 



 

or arguments on a message, while individuals with low involvement process more 

peripheral information than the messages. Thus, message processing in high 

involvement conditions is called central processing, and low involvement conditions 

are called peripheral processing. In this study, ELM plays a big role as the main 

framework – mainly focused on peripheral route due to the object of this study natured 

on entertainment-based advertising that has been done by the company ‘UNILEVER’. 

It is prevalent among brands to improve their marketing performance, a company 

needs to build a good marketing strategy as good marketing communication will help 

the company achieve its goals – and this had been discussed through elaborate study 

of Integrated Marketing Communication or IMC. One way of having a good marketing 

strategy is by connecting to the consumers’ in hopes of a good feedback as this also 

had been explained by Don Schultz (1993) through Integrated Marketing 

Communication (IMC) as the process of developing and implementing various forms 

of persuasive communication programs with existing and potential customers from 

time to time. Based on the explanation, IMC is a combination of marketing and 

advertising tools used as the primary tool to build an effective marketing strategy. 

UNILEVER as a brand attempted to improve their brand and this can be seen through 

their effort on making an advertisement. Defined from Shimp and Andrews (2013) in 

Pancaningrum and Rahayu (2017) advertising is a type of paid communication 

mediated by certain sources and designed to influence people to do something now or 

in the future. 



 

UNILEVER made a marketing communication effort in a form of ‘webseries’ to 

persuade consumers into buying their products and increase their purchase intention. 

The idea of peripheral route is used in processing webseries came from the research by 

Kirby et al. (1998) which uses similar object which is drama-series enriched with 

promotional elements (i.e. product placement) and the research itself claims that 

peripheral route is most likely be used during process of elaborating the drama series 

because it was enriched with peripheral cues used inside. As an addition, Unilever 

promotes through a web series titled Jelang Buka with embedded peripheral cues that 

stimulates processing through peripheral route. Thus, author adapted the same concept 

which leads to this study chosing peripheral route as the main focus. The study by 

Kirby et al. (1998) with the title Peripheral Cues and Involvement Level: Influences on 

Acceptance of a Mammography Message which examined public service ad for 

mammography examination embedded as advertisements on television shows. The 

study concluded that "mammography promotion messages that include favorable 

peripheral cues may be more likely to impact mammography information seeking than 

argument-based-only messages" (Kirby et al., 1998). Thus, ELM application to the 

development of messages about mammography seems to have several benefits. The 

study showed that low involvement could be more positively affected by adding good 

peripheral cues to the message, compared to just stating the reason for getting a 

mammogram. The study concluded that good peripheral cue could help develop a more 

effective promotional message for individuals with low involvement. 



 

However, other studies proved the opposite; previous research with ELM as a 

theoretical basis included in the research by Astous & Seguin (1999). The research 

found evidence of hypothesis 1; the effects of sponsored television programs with PPL 

(product placement) depends on the type or format of the program; where consumer 

evaluation shows a negative attitude when product placement (all forms) appears in the 

format of miniseries or dramas, but the most negative consumer reactions are in the 

form of quiz programs or variety shows. The second hypothesis was proven in the study 

by Astous & Seguin (1999); when the ad format and sponsors match, it will produce a 

good evaluation of consumer reactions, with the exception of mini-series and drama. 

Thus, even though there is a match between the ad format and the sponsor, if the format 

is in the form of a mini-series or drama, the consumer response remains negative. 

On the other hand, Zhou & Xue (2018) examined the effect of color format as 

peripheral cue (text only, black and white text and photos, text and color photos, and 

text with color-focus on objects) and issue involvement (high or low involvement ) on 

individual psychological reactions (attitudes, feelings of empathy, and intention to 

help) to non-profit advertisements for disaster relief. They stated that, in ELM studies, 

color could function as a peripheral cue to symbolize elements (green for life, yellow 

for gold), space (light blue for sky), or time and eternity (black for night and white for 

daytime). The results show strong peripheral cues on advertisements with photos, 

primarily black and white photos, resulting in more positive attitudes, a greater sense 

of empathy, and a stronger intention to participate in charity activities than ads without 

a photo of peripheral signals (text only). 



 

Research by Phau & Lum (2000) identified that low-involvement product buyers 

are generally interested in peripheral cues such as endorsers, and colors of 

advertisements for purchase intentions. In addition, other findings provide a new 

perspective for marketing communication; where the 'unattractive' endorser can also 

influence purchase intentions for products with high involvement. Especially when the 

endorser is considered credible (source credibility). The objective of the research by 

Phau & Lum (2000) was to investigate the effect of endorsers' source of attraction in 

print advertisements towards the purchase intention of the consumer. Another study 

from Yuan (2015) investigated the effect of an ad model's physical appearance on the 

effectiveness of a video-based electric toothbrush advertising. The study revealed that 

source attractiveness had a significant effect towards the advertising effectiveness 

when participants watched advertisements emphasizing the teeth whitening images 

from the toothbrush, but insignificant effects were found when respondents watched 

advertisements emphasizing the argumentation of the utilitarian function (cleaning 

teeth) of the product. 

The previous studies have shown that peripheral cue can only influence attitudes or 

intentions if the peripheral cues have a good impact. Initially, research by Petty et al. 

(1981) through ELM found that the quality of arguments contained in the message had 

a more significant impact on persuasion in conditions of high involvement, whereas in 

conditions of low involvement, peripheral cues such as source attractiveness, 

credibility - have a more significant persuasive impact. The ELM study was then re-

developed by Petty et al. (1983) who found that the manipulation of the quality of 



 

arguments had a more significant impact on brand attitudes under high involvement 

than under low involvement - but manipulation as a division of peripheral cue had a 

greater impact under low than high involvement. In other words, advertising messages, 

celebrity endorsement, source credibility, or any object that creates positive feelings 

can be used as an example of peripheral cues. Cialdini (2012) marked seven signs of 

peripheral routes, namely: authority, commitment, contrast, liking, reciprocation, 

scarcity, and social proof. These seven signs of peripheral routes emphasized emotional 

response, and most do not create long-term changes. Thus, peripheral cues can be 

evaluated as positive, neutral, and negative. Overall, it came to conclusion that 

peripheral cues don’t always work in a good way, it depends on several different factors 

that had been discussed in each of the literature mentioned above. 

Moreover, the advertising media itself is very diverse as today’s technological 

advances have pushed new media forms that can be used as an alternative advertising 

media. According to Lister et al., (2003) companies in the United States of America 

generally spend hundreds of thousands of dollars to advertise their products in mass 

media. In Indonesia, the company expenditure on advertising in 2017 was 145 trillion 

Rupiah (Nielsen, 2018). These expenditures were made to attract the interest of existing 

and potential consumers, for the sake of brand awareness and customer engagement 

and eventually all leads to the main goal which is purchase. Certainly, with a large 

amount of advertising spending this created a high expectation for effective advertising 

to be implemented to ensure the budget spent is not wasted. Quoted from Hermawan 

(2014) according to Durianto et al., (2003) an advertisement will be considered 



 

effective if the advertisement can be embedded deeply in the minds of consumers, and 

consumers observe it with the right viewpoint.  

Wells (2007, pp. 109-204) stated advertising could be said to be effective if the 

advertisement succeeds in conveying the message intended by the advertiser and the 

consumer responds according to the advertiser's expectations. Therefore, measuring 

the effectiveness of advertising is crucial, as supported by the statement Belch & Belch 

(2003) that measuring the effectiveness of advertising before and after the final version 

is made and implemented can provide a number of advantages. These advantages 

include: avoiding costly mistake or avoiding wasting the excessive spending, 

evaluating alternative strategies; evaluating which medium should be used or 

determining which message is more effective than others, increasing the efficiency of 

advertising in general or increasing the efficiency of advertising as a whole, and 

determining whether the objectives are met or becoming a parameters to measure 

whether the objectives of an advertisement are met for future considerations moreover, 

if the form of the advertisement is fairly new and unique. With that being stated – it is 

known that marketing communication can be conducted in various ways but with every 

risk on each corner for failing or ineffectivity. To achieve its promotional target, 

UNILEVER as a brand opt to advertise their products on Youtube with webseries 

format of four episodes with the title Jelang Buka. As this medium is relatively new, 

the effectiveness of the advertisement in influencing purchase intentions needs to be 

identified. This study refers to the Elaboration Likelihood Model to identify the 



 

influence of peripheral routes on purchase intention; if the effect exists and is positive, 

then the ad is effective in carrying out its objectives. 

The Webseries from UNILEVER: Jelang Buka was aimed at brand promotion as it 

was packed with attractions such as humor, touching stories, and exciting casts like in 

a television series. However, it has many product placements. Thus, UNILEVER's 

webseries: Jelang Buka is included in the category of branded entertainment. The story 

presented in the UNILEVER Web series: Jelang Buka is about the life of a newly 

wedded bride who must live at home with her mother-in-law while going through funny 

and touching events. In the webseries, products from the UNILEVER brand is placed 

as a supplier of household needs without product information neither explicit 

persuasion messages. Thus, the form of persuasion pursued by UNILEVER in the 

webseries displays more peripheral cues than central cues as it does not involve high 

involvement from consumers whereas cognitive changes and attitudes tend to occur 

with a central process compared to peripherals (Petty & Cacciopo, 1983). This raises 

questions of whether peripheral cue on UNILEVER web series: Jelang Buka is 

effective in influencing purchase intention.  

 

Picture 1.1 Footage in the Unilever Web Series: Jelang Buka with product placements 

Source: ‘Jelang Buka’ Youtube Page, accessed on June 2019 



 

Additionally, UNILEVER’s deciding the internet as their main platform to promote 

their brand came with a rational premise – with the rapid development of the internet, 

many companies have made the internet as part of their advertising media to utilize 

online technology (Calisir, 2003). Many basic aspects of social life, such as the 

information to the entertainment sector have experienced significant improvements and 

changes, creating new patterns in society. The internet has increasingly opened the 

doors for information, shaping the preference of the majority to use the internet 

compared to other mass media such as television, radio, and newspapers. The 

increasingly fast internet connection, coupled with the creation of social media, has 

brought significant impacts to society's daily life. Social media such as Youtube, 

Facebook, Instagram, Twitter, and others have also contributed to the increasing 

number of internet users. Internet users have been easily attracted by social media's 

many features and facilities such as; video upload feature and access to video content 

on Youtube, social networking with user profiles on Facebook, and Instagram with 

personal gallery sharing features in the form of videos and photos of fellow users. 

These new media presence has also created many potential objects of research. The 

2017 survey results from the Association of Indonesian Internet Service Providers or 

APJII (2017) in 2017 indicated that internet users in Indonesia had reached 146.26 

million people, an increase from 2016's number of 132.7 million. The survey also 

established that Indonesians connected to the internet had exceeded 50% of the total 

population of Indonesia.  



 

 

Picture 1.2 Youtube users are ranked as the number 1 user in Indonesia 

Source: Getcraft (2018) 

GetCraft, a global agency company that provides social media marketing services 

and communication services, creates an annual report on international social media 

insights. The report shows that the most frequently used social media platform in 

Indonesia is Youtube, which consists of 49% of the number of internet users in 

Indonesia (GetCraft, 2018). 

Youtube offers a lot of information, entertainment, and other attractions in the form 

of videos. Youtube provides features from uploading videos to accessing video content 

with various interaction features, encouraging many users to create their own channels 

and content independently. Some adopt a more professional content production, while 

others adopt the approach of personal documentation. With these many features, the 

high number of users and unique facilities presented from Youtube pushes more forms 

and types of video content to be created; from podcasts, vlogs, and web series to new 

marketing strategies, such as endorsement, sponsorship and branded web series for 

advertising, promotion, and brand image building. Until now, advertisements are still 



 

dominated on the TV medium, but it has also ventured to the internet with one of them 

in the form of webseries – the form in which UNILEVER select to promote their brand. 

The webseries itself got history long before today’s social media appearance. 

According to Williams (2012) web series was initially referred to as web television and 

underwent a change of names over time as people started watching 'web television' on 

the computer and was considered a different experience than watching television. Then 

the term web TV series or simply webseries was coined for online serial videos. Web 

series is an episode or a serial of videos that use web-based media as its platform. A 

brand that uses this format as an advertising medium produces branded web series. 

Branded web series is the result of a combination of a variety of non-conventional ad 

formats that are typically found in special advertisements on television with 

communication strategies based on a combination of entertainment marketing and 

brand image projection (Segarra-Saavedra., et al., 2017) 

According to McNayr & Gustafson's observation on the Scriptmag (2010) website, 

web series had been around since 1990-2000, but at that time the internet modem was 

slow, and the cost of hosting sites was very expensive, so only a limited number of 

people accessed the internet and watched web series. The development of technology 

and internet pushed a breakthrough, emerging web series in 2005 and was consistent 

in using an independent website platform. Later that same year, Youtube appeared as 

a social networking site to share and upload videos. Early web series was dominated 

by serial show formats without advertisements or promotions in them, for example, the 

web series titled Lonely Island which appeared in 2005 which was pure comedy. 



 

However, among the dominated web series at that time, several brands made branded 

web series in 2006. One of them is Burger King, which sponsors Youtube channel 

singer Sean Combs on his personal vlog, which is also listed as one of the pioneers of 

branded web series (Weber, 2009).  

In Indonesia alone, web series began to excel and emerged in 2012 when the 

Indonesian Web series Community (KWSI) was formed by Dennis Adishwara (Alfajri. 

Et al., 2014). Quoted from Duniaku.net (2012), a site about the geek culture,  the 

Indonesian Cosplay web series: The Series became familiar to the public in 2011 and 

was listed as one of the pioneers of web series in Indonesia along with Tara Arts, Kool 

Koharo, and Weapon Men who were all released in 2012 on  Youtube. According to 

Romero & Cantellas (2008), web series is a separate genre in the world of internet 

entertainment, as genre are different categories that present its own identity and format. 

Peirce (2011) concluded that web series was created as entertainment content, but over 

time developed to have secondary objectives, some of which were for promotions, 

advertisements, and even campaigns. Until now, web series have often been used as 

entertainment media doubling as promotions. With the increasing number of 

Indonesian internet users every year, and Youtube as the most accessed social media 

by internet users in Indonesia, it is no surprise that web series on Youtube is promising 

as a marketing strategy. 

Some differences can be found between web series ads from advertisements on 

television: web series have a longer duration than television ads in general, more 

diverse formats of branded web series, the existence of interaction features for 



 

audiences on web series pages on Youtube, more open statistics for web series on 

Youtube (number of views and likes), and more accessibility for audiences to watch 

web series anytime, anywhere. Youtube features like Adsense enables video 

monetization that adds value for web series as an advertising medium. Plus the cost of 

producing web series advertisements is more economical than producing 

advertisements on television. This is evident in a study by Segarra-Saavedra et al. 

(2017) which concluded that the democratization of the internet and the changes in 

communication and advertising practices have enabled its expansion into the online 

world, social media and interactive platforms, with cheaper cost supporting a 

progressive increase in the number of advertisers using branded web series in their 

communication and commercial strategies. Thus, advertisements in the web series 

format require a different marketing strategy from television advertisements, as 

audiences (as potential consumers) independently choose the content. Therefore it is 

crucial to have an attractive marketing strategy to compete with other contents. 

This study will focus on the branded web series entitled Jelang Buka from Unilever. 

Unilever was chosen as its web series had a high number of viewers, resulting in the 

high number of accumulated views per episode in 2017. The table below summarizes 

web series based on the number of views per episodes from 2015 to 2017.  

Table 1.1 Data of popular branded webseries in Youtube 2015-2017 

Webseries Title Brand / Number 

of Episodes 

Date of Publication Average number 

of views per-

episode 



 

LINE Story: Nic 

& Mar 

 

LINE / Episode 

1-7 

 

12 Maret 2015 – 2 

April 2015 

1.039.929 views 

Molto Perfume 

Essence Presents 

“Impression of 

Your Fragrance” 

 

Molto / Episode 

1-5 

31 Maret 2015 – 28 

April 2015 

957.238 views 

Medok Pendekar 

Jari Sakti Season 

1 

 

BukaLapak / 

Episode  

17 Maret 2016 – 1 Juli 

2016 

773.779 views 

Axelerate The 

Series : The 

Untold Story 

 

AXE / Episode 1-

10 

8 Mei 2016 – 30 

November 2016 

1.739.553 views 

SORE - Istri dari 

Masa Depan 

 

Tropicana Slim: 

Stevia / Episode 

1-9 

31 Januari 2017 – 21 

Maret 2017 

1.013.028 views 

Axelerate The 

Documentary: 

Chicco Jericho, 

Jevin Julian, 

Agung Hapsah, 

Naufal Abshar. 

 

AXE / Episode 1-

7 

12 Mei 2017 – 17 

Oktober 2017 

1.011.576 views 

Semua Gara-Gara 

Saaih Halilintar 

SMARTFREN / 

Episode 1-3 

12 Juni 2017 – 16 Juni 

2017 

2.269.238 views 

Samsung 

Indonesia: Move 

On Trip 

 

Samsung 

Indonesia/ 

Episode 1-4 

2 Agustus 2017 – 6 

September 2017 

1.042.198 

views  

BAPR Balada Al 

Prilly 

VIVO Indonesia / 

Episode 1-3 

6 Agustus 2017 – 2 

September 2017 

2.410.162 views 

UNILEVER 1001 

Inspirasi 

Ramadhan - 

Jelang Buka 

 

Unilever / 

Episode 1-4 

2 Juni 2017 – 23 Juni 

2017 

 

3.440.082 

views 

 

Source: data gathered by the researcher 



 

The data above concluded that the web series of the Unilever brand, entitled Jelang 

Buka, was the most viewed with an average of 3.4 million views in each episode in 

2017. What distinguishes the Unilever web series with other web series is how Unilever 

presents its web series in 4 episodes, while other web series have more than four 

episodes. However, there is not a significant difference in views.  

Despite the stately findings on webseries, it all went back to the research objective 

– with another reason that prompted the researcher to choose the Unilever web series 

as the research object was the previous research by Hariningsih & Munarsih (2014) 

with the title Analisis Perilaku Penghindaran Iklan Internet oleh Konsumen 

(Consumers' Analysis of Internet Ad Avoidance Behavior). This study concluded that 

the perception of 'avoidance of goals' had a positive and significant influence on 

avoidance of internet advertising. Thus, advertisements on the Internet tend to be 

avoided by users as they are perceived to be obstructing the purpose of the user (the 

purpose of seeking information, entertainment, and other purposes). The study found 

that when advertisements on the internet become a significant source of disruption, 

hamper web access, distract internet users and disrupt information search, consumers 

tend to avoid these advertisements (Hariningsih & Munarsih, 2014). Another research 

by Pikas and Sorrentino (2012) supported this conclusion, with the title The 

Effectiveness of Online Advertising: Consumer Perceptions of Ads on Facebook, 

Twitter, and YouTube concluded that 81% of people agree that advertising on online 

media is very annoying. In the YouTube ad section, the study found that 88% of 

respondents were not interested in seeing advertisements on Youtube and passed the 



 

ad. In a scale range of 1 (disagree) - 5 (very much in agreement), it reached 4.44 as the 

mean, which means many people agree that ads on Youtube interfere.  

This then raises questions; how was Unilever able to attract the attention of millions 

of viewers through web series advertisements aired on online media? As previous 

research only concluded that advertising on the internet was not attractive and effective. 

Although there are counter-statements in previous paragraph, it was predicted by 

Plummer et al. (2007) which predicted that internet used as an advertising medium 

would continue to increase to the point where online media can "take over" the 

television in advertisements effectiveness. Another study in 2001 also supported this 

prediction, stating that the internet has great potential as an advertising medium with 

increasing use every year (Kaye & Medoff, 2001). The report by the Internet 

Advertising Bureau (IAB) in 2016 also stated that in the United States of America, 

advertising revenue on internet media outnumbered advertisements on the television 

medium, followed by an increase of 17% in 2017 (IAB, 2018). With this consideration 

in mind, the Unilever branded web series entitled Jelang Buka is the object of research. 

Unilver itself is a brand managed under the Indonesian Nutrifood company that offers 

a variety of household products. The Unilever brand is based in Rotterdam, the 

Netherland, and currently sells various products to 190 countries (Unilever.com, n.d.). 

In 2012, Unilever was ranked as the 3rd largest producer of household products in the 

world after P&G and Nestle (The Associated Press, 2009) making it the top notch 

known brand. 



 

To support the decision of purchase intention as the dependent variable, there is a 

survey in the United States of America states that advertising – even with a various 

approach – affects 90% of consumers to have purchase intentions (Herhold, 2017). 

Purchase intention, as quoted from Madiawati & Pradana (2016), according to Kinnear 

& Taylor (1995) is the tendency stage of consumers to act before the decision to buy 

is finally made. Generally, purchase intention is present when consumers assume that 

the desired product has value. Meanwhile, indicators that trigger the purchase intention 

are transactional interest, referential interest, preferential interest, and exploratory 

interest (Ferdinand, 2000). In detail; transactional interest means a person's tendency 

to buy a product, referential interest is a person's tendency to refer products to others, 

preferential interest is a person's tendency to choose the product compared to other 

brand products and this condition may change at any time when something happens to 

the product, and exploratory interest or attitude is the tendency to seek information 

about the product or find information to support the positive side of the product. The 

above points will be used as indicators of the dependent variable of purchase intention 

in this study. 

This study uses the positivistic paradigm as a research framework by examining 

the peripheral cues found and the feedback towards Unilever Web series: Jelang Buka 

through peripheral route processing of the consumers’. This is in line with one of the 

characteristics of the positivist paradigm, which, according to Neumann (2003), aimed 

to combine deductive logic with appropriate empirical observations of individual 

behavior. The application of a positivistic paradigm is supported by the use of 



 

quantitative data to test the hypothesis of this study. Departing from the background to 

determine the effectiveness of web series on consumer purchase interest, this research 

was made with the title "Elaboration Likelihood Model Study on Peripheral Routes: 

Effectiveness of Branded Webseries ‘Unilever: Jelang Buka’ towards Consumers' 

Purchase Interest ". 

1.2 Problem Formulation 

Based on the background of this research, the formulation of the problem in 

this study is: How is the effectiveness of the peripheral cues from the UNILEVER Web 

series: Jelang Buka as a promotional media in influencing consumer purchase interest?  

1.3 Research Objectives 

The purpose of this study is, among others: to determine the effect of peripheral 

cue effectiveness from the Unilever web series ad: Jelang Buka, as a promotional 

medium in influencing consumer purchasing interest. 

1.4 Research Benefit 

1.4.1 Theoretical Benefits 

1. Contribute to the development of studies in Communication Sciences, 

especially in the field of advertising and communication management. 

2. Be a reference for future research, especially in examining the effectiveness of 

advertising. 

3. Assist the author to master the ELM theory as the basis for the effectiveness of 

peripheral advertising cues on consumer purchasing interest. 



 

1.4.2 Practical Benefits 

1. This research can be used as a reference for companies that opt to use the 

internet, especially social media, as an advertising platform. 

2. This research can contribute innovations to companies or institutions, 

especially that opts to use web series as an alternative advertising media. 

 

  



 

 



 

1 CHAPTER II 

LITERATURE REVIEW 

2.1 Elaboration Likelihood Model  

Elaboration likelihood model (ELM) is a persuasion theory that is different from 

the social consideration theory. The social consideration theory states that someone 

makes a decision based on a reference or benchmark, whereas ELM explains that 

decisions are made depending on which path is taken in processing a message. ELM is 

one of the widely used theories in studies of cognitive processing of the 

communication. Cognitive processing of communications was established to explain 

the processes for a persuasive message to obtain a response from the target audience ( 

Belch & Belch, 2009). ELM is a theory of persuasion as it aims to predict when and 

how an individual will and will not be persuaded by a message (Littlejohn & Foss, 

2008). The ELM theory was originally presented by Petty & Cacioppo (1980). The 

underlying assumption of this theory states that individuals can process persuasive 

messages in different ways; Griffin (2012) stated that in a situation we could assess a 

message in depth and with critical thinking (high involvement), but in other situations 

we judge messages casually and without considering the arguments underlying the 

contents of the message (low involvement). ELM explains the differences in processes 

and responses that occur to consumers over the accepted persuasive message. 

Nam (2008) stated that the effectiveness of a persuasive message in the ELM 

depends on the elaboration likelihood of the message. Extensively elaborated messages 



 

will be more effective than low elaborated messages. In conclusion, ELM states that 

persuasion can occur through two routes, namely the central route and peripheral route 

(Petty & Cacioppo, 1986). The two routes of persuasion in the ELM can be seen in 

Picture 2.1 below.  

 

Picture 1.1 The Elaboration Likelihood Model 

Source: Petty & Cacioppo (cited in Duncan, 2005) 

The picture describes the two types of route identified according to ELM. The 

central route occurs through the upper route on the chart, and peripheral route occurs 

during low involvement process. 

In a study by Petty, et al. (1981), ELM found that the quality of arguments 

contained in the message had a more significant persuasive impact in conditions of 

high involvement, whereas in the low involvement conditions, peripherals cues such 

as source attractiveness and credibility have a more significant persuasive impact. The 

ELM study was developed again by Petty et al. (1983) who found that the quality 



 

manipulation of arguments had a more significant impact on brand attitudes under high 

involvement than low involvement - but manipulation of product endorsers has a more 

significant impact under low than high involvement. 

 

Picture 1.2 Elaboration Likelihood Model   

Source: Petty & Cacioppo (as cited in Wiafe, 2012) 

Extensions from the ELM study by Petty & Cacioppo, as described in Figure 2.2, 

and expert statements explained that ELM has two routes of thoughts, namely the 

central and peripheral route:  

2.1.1 Central Route 

Petty et al. (1983) stated that the information processing process at the central 

route was marked with high involvement caused by the ability and motivation to 

process messages. Two things influence the central route of persuasion in ELM studies; 

namely motivation and the ability to process the message delivered. Central route is 



 

considered to be able to create more permanent changes to the target audience as the 

target audience is considered more active in conducting the cognition process of the 

message. The number of applied critical thoughts depends on two factors; motivation 

and individual abilities. When individuals are highly motivated, they will tend to use 

central route processing. According to Littlejohn & Foss (2008), motivation consists 

of three things, namely involvement (personal relevance to the topic), differences of 

opinion, and personal tendencies towards critical thinking. 

The elaboration likelihood model explains that if someone processes a message 

focusing on its content, then the individual uses the central route information process 

(Petty & Cacioppo, 1990). According to Petty & Cacioppo (1986), the quality of 

messages in communication will affect the degree of informational influence under 

high involvement conditions. A similar result was found in the research of Petty & 

Cacioppo (1983) when testing the quality of advertising messages; messages with 

strong arguments will strongly influence the audience and vice versa.   

2.1.2 Peripheral Route 

The peripherals route is used when the central route does not happen. The three 

occasions when the peripheral routes occur are: (1) when the audience is not motivated 

to carry out the cognition process of the message, (2) when there is not enough ability 

to process the message, and (3) when the cognitive process raises neutral or even 

negative thoughts on the message. Peripheral routes can still influence the audience. 

However, the changes from the peripheral route are not permanent and can easily 

change (Petty & Cacioppo, 1983). 



 

Unlike the central route, peripheral routes rely on the emotional side of the 

target audience. Peripheral routes persuade the audience through the use of persuasive 

cues that can attract the emotional sides of the target audience, such as pleasure or 

empathy. Communication variables such as design, endorser, and message appeal can 

trigger this peripheral route. 

Petty et al. (1983) stated that when an individual is more concerned with the 

attractiveness of the messenger, they are processing the information through the 

peripheral route. Belch & Belch (2003) stated that the advertisement attractiveness 

refers to the approach used to obtain consumers' attention and influence their feelings 

of the products or services offered. In the study by Petty et al. (1983), the credibility of 

the message and the form of message delivery (format, image) were used as peripheral 

cues as independent variables. 

Peripheral cues were found at the Unilever web series: Jelang Buka, with some 

through the use of celebrity endorsers. Thus, the source credibility and source 

attractiveness are included in the peripheral cue variables in this study. Another 

example is the visual approach of the Jelang Buka web series content, which focuses 

on the aspects of the emotional story and presentation (title and video thumbnail). 

2.1.3 Peripheral Cue 

Peripheral cues can be found in various forms in previous studies. In a previous 

study by Petty & Cacioppo (1981), the peripheral cue found in the object of the research 

was source factors (source attractiveness, credibility), while Bhattacherjee & Sanford 

(2006) found it in the form of source credibility. Kim et al. (2012) found it in the form 



 

of affective elaboration of titles and visuals, whereas Huber's research et al. ., (2014) 

found the emotional value of the story as a peripheral cue. In this study, the peripheral 

cue was from the Unilever web series: Jelang Buka as the object of research.  

According to Dotson & Hyatt (2000), the peripheral cue can affect the audience 

depending on the level of meaning or lack of peripheral cue. In addition, if the 

peripheral cue is more in-depth (showing more profound effects on the target 

audience), then its use in low-involvement persuasive situations becomes more 

effective (Dotson & Hyatt, 2000). When people are not motivated to think of 

information (such as in situations with low involvement) acceptance or rejection of the 

source attractiveness is not consciously made, rather, changes in attitude are based on 

objects associated with positive or negative peripheral cues that have no relation to the 

product such as source attractiveness (Petty & Cacioppo, 1981), source credibility 

(Bhattacherjee & Sanford, 2006), effective elaboration (Kim, et al., 2012), and the 

emotional value of the story (Huber et al., 2014). The audience then draws simple 

conclusions based on these peripheral cues (in the context of persuasion), which 

ultimately affects their judgment about the core of the promotional message (Petty & 

Cacioppo, 1984). 

Considering that peripheral cues dominate the ads in the Jelang Buka web 

series, and there are no product/brand arguments in the form of text or audiovisual, 

audience involvement is assumed to be in the low-involvement. According to Batra & 

Stephens (1984), affective responses are more important determinants of attitudes in 

situations of low involvement compared to situations of high involvement.  



 

2.2 Intregrated Marketing Communication 

In this study, as we examine the efforts UNILEVER puts on their webseries 

promotion it resembles the IMC theory, in which Don Schultz (1993) explained that 

Integrated Marketing Communication (IMC) is the process of developing and 

implementing various forms of persuasive communication programs with existing and 

potential customers from time to time. Kitchen and Pelsmacker (2004) stated that the 

purpose of IMC is to mentally influence or directly influence the behavior of the chosen 

audience. IMC considers all source contacts of product or service as a potential 

delivery. 

This potential delivery cannot be separated from communication; 

communication is the basis of all human relations and involves the exchange of 

information, ideas, or feelings (Duncan, 2002). Thus, developing communication 

strategies requires extensive learning and coordination throughout the communication 

network (Gould, Lerman & Grein, 1999). Traditionally, the different tools from a 

marketing mix are advertising, public relations (PR), sales promotion, direct marketing, 

personal sales, and for the past few years, cyberspace marketing or the internet, and 

sponsors. Each component has a specific task, and the message is greatly enhanced 

when reinforced by other tools in the mixture (Yeshin, 1998). Based on the 

explanations above, IMC is a combination of marketing and advertising tools used as 

the primary tool to build an effective marketing strategy. In essence, IMC is not only 

focused on increasing sales or corporate image to the predetermined target market but 

they also simultaneously increase sales and corporate image. That way, the company 



 

can deliver the company's message while conducting marketing, which in turn will 

become an opportunity to get collaboration, connections, and good communication 

between the company and the community. (Kotler, Philip, & Gary, 2001. Page 138). 

Kitchen and Pelsmacker (2004, p. 9) further adds that IMC can be a process of 

developing and implementing various forms of persuasive communication programs 

with existing and potential customers from time to time. Furthermore, IMC uses all 

forms of relevant communication to existing and potential customers, and for whom 

they may be receptive. In short, the IMC process starts with existing or potential 

customers and then works again to determine and define the forms and methods 

through which persuasive communication methods must be developed. 

Schultz and Kitchen (2004) explained that IMC obtained a good position in 

strategic business processes used to plan, develop, implement, and evaluate 

coordinated, measurable, persuasive brand communication programs over time with 

existing and potential consumers, and other target individuals. At this stage, IMC has 

become a strategic business process; it is not just about promotion, but about 

communication. Strategic refers to the overall driving force of the organization. IMC 

has become part of the driving force in this definition, or in other words, has the 

potential to become a driving force if the company takes steps that lead to its 

implementation. Thus, IMC plays another string of important role in this study as it 

also contributes to the premise behind UNILEVER’s webseries as their main 

promotion idea. Although the promising premise, there is still objectivity that needs to 

be examine, which is the effectiveness of the advertisement. 



 

2.2.1 Advertisement Effectivity 

Quoted from Hermawan (2014) according to Durianto et al., (2003, p.10) an 

advertisement will be considered effective if it can be embedded in the minds of 

consumers, and consumers observe it with the right perspective. Doyle & Saunders 

(1990) stated that effective advertising is advertising that can help advertisers to 

achieve their goals. Wells (2007, pp. 109-204) stated that advertisements could be 

said to be effective if the advertisement succeeds in conveying the message 

intended by the advertiser and the consumer responds according to the advertiser's 

expectations. 

The effectiveness of advertising is critical, as stated by Belch & Belch (2003) 

that measuring the effectiveness of advertising, both before and after the 

implementation, can provide several advantages such as: "Avoiding costly 

mistake" or avoiding excessive spending. Evaluating alternative strategies; 

evaluate which media should be used or determine which messages are more 

effective. Increasing the efficiency of advertising in general. Determining if 

objectives are achieved or to be used as parameters in whether the objective of an 

advertisement is achieved to be used as further consideration. In his book, Du 

Plessis (2005) stated that "bad advertising is like not advertising at all; the 

difference only lies on the cost." That is why advertising needs to be effective to 

avoid the first point above, namely 'avoiding costly mistake' or avoid useless 

expenses. Where measurement of effectiveness can reduce and avoid wasting 

advertising costs. 



 

In the second point, measuring advertising effectiveness can lead to 'evaluating 

alternative strategies' which means that measuring effectiveness before and after 

publishing the advertisement can assist in evaluating the best media and other 

alternative strategies. As Du Plessis (2005) stated, "an effective media schedule can 

make an effective advertisement ineffective. However, media scheduling cannot 

make ineffective advertising effective." The quote concludes that the scheduling 

and the selection of wrong advertising media can render effective advertising to be 

less effective, but even the right schedule and media cannot make ineffective ads 

effective. Advertisers must be sure the ad has been made as effective as possible, 

then must ensure that the schedule and use of the media are also appropriate. This 

statement is also recognized by Nitisemito (1981), who stated the first important 

step for advertisers; every company or institution that wants to make an 

advertisement must first think about the chosen media. 

The benefits of the third point, "increasing the efficiency of advertising in 

general"; measuring the effectiveness of advertising can increase the overall 

efficiency of the ad. According to BusinessDictionary.com, efficient advertising is 

when "the ratio of advertising costs to the targeted audience is reached." 

In the last point, "determining if objectives are achieved," means that the 

measurement of advertising effectiveness can be used as a parameter whether the 

expected objectives or goal have been achieved. Thus advertisers can make this as 

an evaluation and measurement tool in the future. To determine whether the ad is 



 

considered to have good promotional attractiveness, measuring advertising 

effectiveness has to be done.  

2.3 Advertising Media 

According to Nitisemito (1981), every company or institution that wants to 

make an advertisement must first think about the media. This is an essential 

consideration for advertisers as the advertising media will affect the ad and its range to 

its target audience. Advertising media is usually grouped into two types, namely print 

and electronic media. The most common advertising media are radio, newspapers, 

television, and the internet. Every media was once considered a 'new media' in its time, 

until finally, a newer media emerged, becoming the option for advertisers in line with 

the times. However, conventional mass media remains an excellent advertising media 

option considering its vast audience. Croteau & Hoynes (2003) stated that the 

difference between new media and conventional media is in the medium. However, 

each media has its advantages and disadvantages. According to Moriarty et al. (2009), 

there are two types of advertising media, as shown in the table below: 

Table 1.1 Disadvantages and Advantages of Advertising Media(s) 

Media Advantages Disadvantages 

 

Print 

Media 

 

Print media can display images and 

information in more detail; ideal for 

showing products visually (packaging). 

(Madjadikara, 2005). Messages in print 

media can be seen or re-read for a longer 

time (Moriarty et al.,2009). 

 

Can not make the 

audience feel the 

moving visuals, like 

broadcast media, and 

audio, both of which 

plays a role in adding to 



 

the persuasion value on 

advertising (Moriarty et 

al., 2009). 

 

Electronic 

Media 

 

Broadcast media involves sound and 

visuals; according to Moriarty et al., 

(2009) broadcasts are more entertaining, 

can attract the attention and feelings of 

their audience through drama and 

emotional elements. Media planners use 

radio frequently to deliver advertisements 

via radio, specifically in the form of 

jingles because it contains repetitions. 

 

Broadcast media 

messages appear 

shorter, which means 

that viewers are 

affected briefly and 

then disappear 

(Moriarty, 2009). 

On the other hand, internet medium is flexible when it is used for advertising 

as it can broadcast media in the form of video, or online radio. It can also display 

images or infographics in the form of inserts on the site or panel on social media 

2.3.1 Internet Advertising 

The internet, as a new media, is quite promising as a forum for publishing 

advertisements, considering the number of users continues to increase. Hoffman & 

Novak (1995) stated that communication forms on the internet vary, and not all can be 

categorized as 'mass media.' According to the Interactive Advertising Bureau (2009) 

quoted from Payam (2012), there are three categories of media advertising media on 

the internet: 

Display Advertising; such as banner, hypertext, and digital video. Most of the 

advertising is in the form of display ad (publishing and broadcast). Networking and 



 

affiliation advertising: advertising in this category is in the form of hypertext or links 

that are installed in the contents of the site and will divert the user to the ad site upon 

clicking. Affiliate ads usually correspond to a central site that networks with relevant 

sites with listed advertisements, and then brings them to that particular site. 

Search-based advertising: there are two types of search engine optimization 

(SEO), namely 'organic' and paid. In organic SEO, when users search for something 

through search engines (Google, Bing, Yahoo Search, etc.), there are algorithms that 

show the most relevant sites. Paid SEO works through different mechanisms. 

The internet has the same advantages and disadvantages as other advertising 

media. Barker & Angelopulo (2005) views that the internet can specifically target 

several groups or certain segmentation, as most likely, the targeted segmentation is 

interested and by itself will look for it on the internet. Social media is part of that 

development of the internet, Magdalena (2010) also stated that social media has other 

benefits compared to conventional media; the audience can be a messenger of 

information, the audience can interact with each other, and the audience can directly 

communicate with news sources. Peterson et al. (1997) even stated that commercial 

sites could reduce marketing costs and increase relationships with customers. 

Currently, the most widely known social media is Facebook, Instagram, and Youtube. 

2.3.2 Youtube 

YouTube started making history since its establishment in 2005, and later in 

2006, YouTube was acquisitioned by Google (Rowell, 2011). Youtube is a social 

networking site that globally connects internet users to share videos and provides a 



 

forum for fellow users to interact. The 2017 We Are Social Report reported that 

Youtube is the second most widely accessed social media site in the world after 

Facebook. Since Google manages Youtube, Youtube offers an advertising system that 

is generally referred to as Google Adsense; this makes YouTube compatible to be used 

as advertising media. 

The primary function of Google Adsense on Youtube is to monetize video 

content on Youtube; Google Adsense can also be found on sites outside of Youtube in 

the form of images and ad text alongside the content of the site (Lastufka & Dean, 

2008). YouTube regulations also support sponsored video content and the intention of 

promotion, thus opening the option for advertisers to choose Youtube as an advertising 

medium through their video content. Users who have become Youtube partners can 

choose the ad formats that appear on their videos and channels, but cannot choose ad 

content from specific brands or campaigns (Rich, 2013). 

2.4 Webseries 

According to Williams (2012), web series was initially referred to as web television 

and underwent a change of names over time as watching 'web television' on the 

computer was a different experience than watching television. Then the term web TV 

series or simply web series was coined for online serial videos. Web series is an episode 

or a serial of videos that use web-based media as its platform. A brand that uses this 

format as an advertising medium produces branded web series. Branded web series is 

the result of a combination of a variety of non-conventional ad formats that are 

typically found in special advertisements on television with communication strategies 



 

based on a combination of entertainment marketing and brand image projection 

(Segarra-Saavedra., Et al., P.885, 2017) 

According to McNayr & Gustafson's observation on the Scriptmag (2010) website, 

web series had been around since 1990-2000, but at that time the internet modem was 

slow, and the cost of hosting sites was very expensive, so only a limited number of 

people accessed the internet and watched web series. The development of technology 

and internet pushed a breakthrough, emerging web series in 2005 and was consistent 

in using an independent website platform. Later that same year, Youtube appeared as 

a social networking site to share and upload videos. Early web series was dominated 

by serial show formats without advertisements or promotions in them, for example, the 

web series titled Lonely Island which appeared in 2005 which was pure comedy.  

In Indonesia alone, web series began to excel and emerged in 2012 when the 

Indonesian Web series Community (KWSI) was formed by Dennis Adishwara (Alfajri. 

Et al., 2014). Quoted from Duniaku.net (2012), a site about the geek culture,  the 

Indonesian Cosplay web series: The Series became familiar to the public in 2011 and 

was listed as one of the pioneers of web series in Indonesia along with Tara Arts, Kool 

Koharo, and Weapon Men who were all released in 2012 on  Youtube. 

The format of web series also varied, some of which are packaged with short film 

formats, comedy sketches, and documentaries. Web series were created as 

entertainment content, but over time the development of the web series had a secondary 

goal, some of which were for promotions, advertisements, and even campaigns. Until 

now, web series have often been used as entertainment media doubling as promotions. 



 

The term used for web series with promotion as its primary objectve is branded web 

series.  

2.4.1 Branded Webseries 

Web series is a form of video entertainment content that is published on internet 

media on-site platforms or social media such as Youtube. Whereas branded web series 

include branded entertainment or branded content. According to Morrison on the site 

adweek.com (2016), "branded entertainment is a marketing practice through content 

creation that is funded or directly produced by advertisers." Unlike editorial content, 

branded content is generally financed by companies or brands. 

Whereas the definition of branded content according to Canter, CEO of Branded 

Content Association or BCMA (2018) is "a brand funding content, created to 

communicate with customers in an entertaining, engaging, and relevant way to any 

chosen media channel, achieving a brand marketing objectives." In the journal by 

Hudson & Hudson (2006) stated that branded entertainment is the convergence 

between advertising and entertainment as illustrated below: 



 

 

Picture 1.3 Branded Entertainment: The Convergence of Advertising and Entertainment 

Source: Hudson & Hudson (2006) 

The figure by Hudson & Hudson above concluded that branded entertainment is 

the integration of advertising and entertainment content, where brands are embedded 

in the storyline of films, television programs, or other entertainment media, which 

involves co-creation and collaboration between entertainment, media, and brands. As 

one variant of branded entertainment, branded web series or branded websisodes are 

web series content that has a promotional message inside.  

According to Atkinson (2008), a modern branded marketing strategy is aimed 

primarily at answering and counteracting market trends, such as a decrease in audience 

interest in traditional advertising. Among the dominance of entertainment web series, 

several brands have made branded web series in 2006, one of which is Burger King, 

which sponsors Youtube channel singer Sean Combs on his vlog which is also listed 

as one of the pioneers of branded web series (Weber, 2009). Before that, the Canadian 

Media Production Association observed that in 1990, the leading IT company, Intel, 

had made web series even though the internet at that time did not have many users, 



 

Intel broke the challenge with its campaign entitled Intel Inside. A decade later, Intel 

celebrated it by re-creating the web series content with the title The Power Inside, 

which recorded 75 million views of the total worldwide audience (CMPA, 2014). 

2.4.2 Webseries Unilever: Jelang Buka 

As the object of research, the web series of the Unilever brand entitled Jelang Buka 

has a total of 4 episodes. Arief Muhammad and Tika Pangestika play this web series 

as the main characters. The webseries aired from June 2, 2017, to June 23, 2017.  

Table 1.2 Details of webseries UNILEVER: Jelang Buka 

Title Episode Duration Date of 

Publication 

Number of 

Views 

1001 Inspirasi 

Ramadhan - Jelang 

Buka: Episode 1 - Aku 

Tinggal Sama Mama?  

Episode 1 03:53 minute 2 Juni 2017 4.380.160 

1001 Inspirasi 

Ramadhan - Jelang 

Buka: Episode 2 - 

Kangen 

Episode 2 04:13 minute 9 Juni 2017 3.985.910 

1001 Inspirasi 

Ramadhan - Jelang 

Buka: Episode 3 - 

Curhat 

Episode 3 07.03 minute 16 Juni 2017 3.090.533 

1001 Inspirasi 

Ramadhan - Jelang 

Buka: Episode 4 - Apa 

Sih Sebabnya? 

Episode 4 06.20 minute 23 Juni 2017 2.360.264 

3.460.329 average views in total 

Source: data collected by researcher (June, 2019). 

The number of views of the Jelang Buka web series ranged from 2,360,264 views 

to 4,380,160 views. The number of likes in each episode ranged from 13,000 likes and 



 

1,000 dislikes. This web series aired during the 2018 Ramadhan with the 

#1001InspirasiRamadhan hashtag campaign. This web series was filled with moral 

stories and elements of promotion. This form of promotion in web series is in the form 

of video frames that display Unilever products relating to the story of the webseries.  

 

Picture 1.4 Preview of the webseries Unilever: Jelang Buka 

Source: Youtube.com 

In the first episode was entitled "1001 Ramadhan Inspiration - Jelang: Episode 1 - 

Aku tinggal sama Mama? (I Live with Mama?)". The story begins with a young 

married couple; Arief and Tipang. Arief had to work outside the city, leaving  Tipang 

to live with her mother in-law. Tipang has various household chores that must be 

carried out, but Tipang is not familiar with housework, so funny events often occur at 

home. 

The second episode was titled "1001 Ramadhan Inspiration - Jelang Buka: Episode 

2 - Kangen (Missing You)" tells about Tipang and Arief whom both missed each other 



 

as they were far away. During sahoor, Tipang was a little confused in serving food and 

drinks, until finally, Tipang's mother-in-law helped in serving food and drinks. Tipang 

felt she had to be diligent before her mother-in-law because she did not want to burden 

her mother-in-law. Tipang did many things to meet the expectations of the mother in-

law, such as getting up early, cleaning the house, and cooking earlier. 

The third episode with the title "1001 Ramadhan Inspiration - Jelang Buka: Episode 

3 – Curhat (Confide)" tells the story of Tipang who confides her worries with some of 

her closest friends about taking care of the household, such as cooking, preparing 

sahoor and iftar, washing, and others. Tipang admires her mother-in-law who can do 

all her household duties and feels she is still a burden and has not been able to fulfill 

her parents-in-law's expectations. In the end, her mother-in-law always takes care of 

her work so that Tipang felt that she is just a burden. 

The last episode is titled "1001 Ramadhan Inspiration - Jelang Buka: Episode 2 - 

Apa sih sebabnya? (What Is the Cause?)" tells the story of Tipang discussing with her 

mother-in-law. Tipang finally conveyed her admiration to her mother-in-law and 

revealed that she does not think she can be as skilled nor as smart as her mother-in-law 

in taking care of the household. Then Tipang's mother-in-law conveyed the same thing. 

She is not that good either. Tipang's mother-in-law did not want to be called a 

traditional mother-in-law and did not want to burden Tipang who woke up early each 

morning, making Tipang's mother-in-law join her in the morning to help. During the 

discussion, Tipang and her mother-in-law finally understood each other, and both 

covered their shortcomings by not being themselves. The web series story ended with 



 

a moral lesson; sometimes, we are too prejudiced in guessing the thoughts of our loved 

ones. What is needed is a little discussion, and that the most important thing is not to 

hide ourself, but try to be a better version of ourselves. 

2.5 Purchase Intention 

According to Kotler and Armstrong (2006), consumer purchasing behavior 

refers to the purchasing behavior from the actual consumers, namely individuals and 

households who buy goods and services for personal consumption. Purchase intention, 

as quoted from Madiawati & Pradana (2016), according to Kinnear & Taylor (1995), 

is the tendency stage of respondents to take action before the purchasing decision is 

finalized. Dodds et al. (1991) stated that purchase intention could measure the 

possibility of consumers to buy products; the higher the purchase intention, the higher 

the consumer's desire to buy the product. There is a difference between actual 

purchases and purchase intention, where actual purchases are purchases that are carried 

out by consumers and purchase intention is the intention for future purchases. 

According to Keller (1993), purchase intention is how consumers tend to buy brands 

or how much consumers are likely to switch from one brand to another. Whereas 

according to Kotler, et al., (2005), purchasing intention is in the alternative evaluation 

phase in the buyer's decision-making process. In the phase between evaluating 

alternatives and purchasing decisions, consumers will form a 'purchase intention' to 

'make a purchase.' 

Teas & Agarwal (2000) state that purchasing interest is present when 

consumers assume that the desired product has a value greater than what was sacrificed 



 

(money, time). Purchasing motives are divided into two; rational motives and 

emotional motives; rational motive is when people buy with consideration of warranty, 

quality, and price. While emotional motives are purchases based on emotional aspects 

such as prestige, social status, and attachment of the brand to individuals (Nitisemito, 

1981), the combination of both of these motives can play a part in the purchasing 

process, only with different significance. 

According to Ferdinand (2002), indicators of purchasing, intentions are 

transactional interest, referential interest, preferential interest, and exploratory interest. 

‘Transactional interest’ is the tendency of someone to buy a product. ‘Referential 

interest’ is the tendency of someone to refer products to others. ‘Preferential interest’ 

is the tendency of someone to choose a product compared to other brand products, and 

this condition can change at any time when something happens to the product of 

preference. And lastly, ‘Exploratory interest’ or attitude to always seek information 

about the product or seek information to support the positive side of the product. 

Purchasing motives are divided into two, namely rational motives and 

emotional motives. Rational motives are when people buy with consideration of 

warranty, quality, price, etc. whereas emotional motives are purchases based on aspects 

of emotions such as prestige feelings, the influence of social status, attachment of the 

brand to individuals, etc. The combination of both of these motives can play a part in 

the purchasing process, only with different significance(Nitisemito, 1981). Whereas 

according to Kotler (2005), there are two factors of purchasing interest; namely the 

influence (attitude) of others and the unexpected situation. An unexpected situation is 



 

when consumers are faced with the conditions in which purchases must be made, and 

consumers choose one specific brand to be purchased. 

2.6 Research Model 

According to Sugiyono (2009, p.92), it is vital to provide a framework for 

researchers in the research process. The research framework can assist in a clear and 

acceptable research flow. With rapid technological advancements, developments in the 

field of advertising have also been positively affected, and this has led to new media 

that can be used as advertising media, such as web series. Of course, every company, 

institution, or organization that advertises products, programs, services, etc., want ads 

to be effective and fulfill the purpose of the ad. Especially if the media used for 

advertising - which in this research is  web series - are still relatively new and still not 

widely used as advertising media. However, advertising media on the internet has great 

potential considering internet users continue to grow every year, thus raising questions 

about the effectiveness of advertising on internet media. In this study, the author aims 

to determine the effectiveness of the Unilever web series titled Jelang Buka towards 

the viewer purchasing intentions. 

The Unilever web series is well known for its ad format of stories involving 

one's affective response (humor and emotional impressions). However, Unilever's web 

series often has product placements in several scenes but still focus on the story flow, 

and without product arguments, thus, peripheral cues are more dominant in Unilever's 

web series: Jelang Buka. According to the ELM study, individuals who follow 

peripheral routes cannot be motivated to process arguments in messages. Thus 



 

individuals are primarily affected by peripheral cues (Sussman & Siegal, 2003). In this 

study, the peripheral cue is an independent variable indicated by the emotions in the 

story, effective elaboration, source attractiveness, and source credibility, while the 

dependent variable is purchase intention. 

Thus this study has the concept of bivariate variables, namely independent 

variables, and dependent variables. Thus, in accordance with the aim of this research, 

the independent variable (X) in this study is Peripheral Cue (X), and the dependent 

variable (Y) is Purchase Interest. This study aims to analyze the effect of the 

effectiveness of peripheral cues on the Unilever web series towards the viewer's 

purchase intention. Purchase intention is indicated by transactional interest, referential 

interest, preferential interest, and exploratory interest (Ferdinand, 2002). This research 

model was made to facilitate the research framework, namely the effectiveness 

peripheral cues of the Unilever web series: Jelang Buka to the viewer's purchase 

intention. The following is an explanation of the correlation between the independent 

variables and the dependent variable in this study.  

2.6.1 Relations Between Research Variables 

1. Relations between the variables of Peripheral Cues and consumer 

purchase intention.  

Peripheral cues come in various forms. In particular, this research is adapted to 

the object of research, namely the Unilever web series: Jelang Buka - which is 

filled with peripheral cues such as emotional approaches to stories and celebrity 

endorsers. As quoted from Petty & Cacioppo (1986), peripheral cues can be 



 

shaped or implied in the source and message. Drossos et al. (2010) stated that 

sources (credibility and attractiveness) could influence purchase intention as 

the dependent variable. The sources used in the Unilever web series: Jelang 

Buka are celebrities Arief Muhammad and Tiara Pangestika. Petty and 

Cacioppo (1986, in Wegener & Claypool, 1999) found that attractive endorsers 

(attractiveness usually function as peripheral route/heuristic directions) from 

beauty products is proof that the product is effective. Petty et al. (1983) 

examined the effects of message involvement, argument quality, and endorser 

likeability in advertising messages. The results showed that endorser likeability 

was only effective in low involvement conditions. Petty and Cacioppo (in 

Chaiken & Trope, 1999) further argue that in conditions of low involvement, 

source attractiveness acts as peripheral cues. 

An example of source attractiveness as peripheral cues is found in Petty's 

(1983) study where the attraction of endorsers is manipulated in the razor 

advertisement. 'Attractive' endorsers were manifested in celebrity athletes, and 

'unattractive endorsers' were manifested by ordinary citizens who look 

mediocre. 'Attractive' endorsers significantly affect the attitude towards 

disposable razors. In other words, ‘celebrities are more persuasive than ordinary 

sources (ordinary citizens)’ (Petty, 1983). Previous research by Phau & Lum 

(2000) supported the previous findings which stated that the physical 

attractiveness of celebrity endorsers is effective, the findings also show that 

supporters who are not attractive "physically" can provide considerable 

persuasive influence on consumer purchase intentions as well. This is in line 



 

with the findings by Atkin & Block (1983), who stated that endorsers with 

celebrity status generate more positive responses to advertising and greater 

purchase intentions than non-celebrity supporters. In this Unilever web series, 

the endorsers used are Arief Muhammad and Tiara Pangestika who are 

celebrities. 

Besides being attractive, research has noted that source credibility influences 

the attitude of users through peripheral routes (Bhattacherjee & Sanford, 2006). 

When endorses act as a source, Goldberg and Hartwick (in Phau & Lum, 2000) 

found that when consumers believe that sources are reliable and credible, they 

are more likely to accept the claims of the advertised product and more likely 

to change their buying attitudes and behavior. Pradhan et al. (2016) also found 

that consumers' perceptions of celebrity attributes influence the effectiveness 

of advertising messages and their purchase intentions. Sternthal et al. (1978) 

have also shown that a credible source is more effective than less credible 

sources in obtaining attention. A similar finding is found in a study by Craig & 

McCann (1978) who stated that highly credible endorsers had been found to 

produce more positive attitude changes and encourage more behavioral changes 

than having less credible sources. 

Likewise, the message appeal; rational and emotional advertising have an 

influence on purchasing attitudes and intention (Drossos et al., 2010), however, 

the emotional advertising message approach, according to a study by Drossos 

et al. (2006),  showed a higher effect depending on the product category used 

as context research. Batra and Ray (1986) argued that affective elaboration is 



 

stronger than cognitive elaboration in determining attitudes in low involvement 

conditions. Given this research model, endorsers function as peripheral cues, 

not as central processing - as well as an effective message appeal and tend to 

require low-involvement, the research model is designed as follows:  

 

Picture 1.5 Research Model 

2.6.2 Research Hypothesis 

Quoted from Kriyantono (2010), hypothesis comes from the word hypo (less) 

and thesis (opinion) which is then interpreted to be a lack of opinion; meaning that the 

hypothesis is an opinion or statement that is still not necessarily the truth, must be 

tested, is temporary and is an initial guess. Based on the research model and review of 

previous studies, the hypothesis was obtained in the form of: 

1. H0: The Effectiveness of Unilever web series: Jelang Buka has no 

significant and positive effect on consumer purchase intentions. 

2. H1: Effectiveness of Unilever we series: Jelang Buka has a significant 

and positive effect on consumer buying interest. 



 

 



 

1 CHAPTER III 

RESEARCH METHODOLOGY 

3.1 Research Methodology 

This research uses the quantitative research approach. Quantitative research is 

a research which describes or explain a problem when outcome can be generalized 

(Kriyantono, 2010 ). This research is categorized under explanative research namely 

because it seeks the connection or seek an effect between two or more variable that will 

be examined (Kriyantono, 2010). Explanative research intended to explain causal 

relationships between variables through the testing of hypotheses (Prastowo, 2016). 

The objective of this explanative study according to Mr. Malhotra & Peterson (2006) 

is to explore a problem or situation and then produce result that can conclude a findings 

or understandings. The definition of explanative research by Singarimbun & Effendi 

(2001) is intended to find out whether there were any causal relationships between 

variables through the treatment with hypothesis testing.  

Based on the function, this study aims to to see the effectiveness of UNILEVER 

webseries advertisements through the study of Elaboration Likelihood Model mainly 

focused on the Peripheral Routes and the relation to purchase intention. The functions 

of this research is to evaluate the sense, where research with evaluative approach is 

mainly a research to study the effectiveness or success of a program (Kriyantono, 

2010). According to Yusuf (2016) evaluative research sense were directed at the 

judging of something that is on going. Bungin (2011) explained that people who do 

research that can function in evaluative sense and purpose shall be set to answer 



 

questions like; the extent to which the program has be achieved in accordance with the 

planning which had been done since the beginning of the project. Where is been 

disclosed in this research the program that was objectified was the Unilever webseries: 

Jelang Buka.  

3.2 Population and Sample 

3.2.1 Research Population  

Population is the whole subject or the totality of the subject of research which 

may be the thing or one that can be obtained, or in other words can inform us (data) 

research (Arifin, 2017). While a quotes from Sugiyono (2009) stated that population is 

generalization consisting of an object or subject to the quantity and certain 

characteristic set by the researcher for study to then got the conclusion. 

According to Nawawi (in Bungin, 2011) if seen from the determination of data 

sources, population can be divided into two: namely the limited population and infinite 

population. Based on complexity of the object population, this research using 

population heterogeneous, namely overall individual member of the population relative 

having the properties of individual, where the nature of the distinguish individual 

member of the population with one another (Bungin, 2011) . 

Population and objects on research is the number of internet users who had seen 

all (4 episodes) episodes of The Unilever webseries: Jelang Buka. As further 

qualification, the questionnaire was limited only for respondents between the age 18-

40 (adult) years. In this study population sizes taken of the total average viewers 

webseries UNILEVER: Jelang Buka which is 3,463,000 viewers. Before 



 

questionnaires were distributed, researchers advance to ensure respondents if they ever 

watch the entire episode webseries UNILEVER: Jelang Buka. When respondents have 

watched four episodes of the webseries the researchers then  proceed to ask the 

respondents to fill in the questionnaires. 

3.2.2 Sampling Technique 

  Quoted from the Arikunto (2010) sample is a representative of the entire 

population or as part of the population study, this is mainly because research population 

used as subject in total is much bigger and therefore uses of sample in research is 

needed. Sampling design used in this research is nonprobability sampling. Furtherly 

explained, nonprobability sampling means not all members of the sample population 

has the same opportunity (Kriyantono, 2010). Type of sampling in this research used 

intentional sampling type. Intentional sampling type is considered accidental by taking 

respondents that happens to be available somewhere and happens to be fit according to 

research (Notoatmodjo, 2010). In the making of intentional sampling techniques, 

researchers choose respondents who is in reach and are available for being the 

respondent and until it reached the desired quantity (Powell, 1997). 

The determination of the sampling techniques used on this research is a 

technique sampling of Slovin Formula. The use of Slovin Formula having the 

assumption that the population is at the normal distribution. The Slovin Formula is as 

follows (Ruslan, 2013) 



 

 

Annotation:   

n    : Sample Size  

N   : Size of the Population  

E   : Margin of Error (10%)  

     By using 10% margin of errors and through the formulation above, it is 

concluded that the sample size of this research is 99,6 and is rounded to 100 

respondents. 

3.3 Data Collection Techniques 

Survey is being used as the data collection technique in this research. The 

Instruments used for data collection is a questionnaire. The questionnaire is a list 

question that is to be filled by respondents (Kriyantono, 2011). While according to 

Umar (2002) the questionnaires was a privacy data collection that is going to be the 

main data and will be processed for certain kinds of information. Advantage of using 

questionnaire relies on the rigidity of the data and the low-cost in budget (Gulo, .n.d.). 

The questionnaire on this research was deployed in the form of online form that can be 

filled without the direct presence of both the researcher and the respondents. 

The questionnaire on this research is closed-questionnaire in which respondents 

have been given an alternative form of an answer by researchers and the respondents 



 

had to chose between the provided answers (Kriyantono, 2011). This questionnaire is 

determined to be the source of the primary data for this research. The primary data was 

represented for data for which it had collected directly by researchers to answer to the 

matter or purpose of this study which then will be conducted and then disclosed in the 

research explorative section, descriptive of the data will be provided as well, which 

then the data collected will be used to determine causality between the variables 

(Hermawan, 2017). 

3.4 Conceptual Definition 

Conceptualization is the process of giving theoretical definition or conceptual 

definition of a concept; Conceptual definition is a definition in a form of an abstract 

that refers to other ideas and other concepts that could be used as the elaboration and 

explanation for the main concepts used in the research. (Prasetyo & Jannah, 2010). 

Analyzed variables in this research will be differentiated into two group; namely 

independent variable and dependent variable. 

3.4.1 Peripheral Cue 

Peripheral cue was identified as an independent variable in the research by Petty 

et al. (1983), which used printed advertising shaver brands, comparing ad formats with 

low involvement and high involvement. In that study, Petty & Cacioppo (1983), the ad 

formats intended for central groups which were given strong message arguments and 

reflected the quality of products, compared to the central format which argued weakly 

about the product quality. Meanwhile, the format of peripheral advertisements 

emphasized with peripheral cue had celebrities as endorsers compared with ads that 



 

use ordinary people as their endorsers. The results of the study stated that consumers 

prefer ads that use celebrities as endorsers. 

In his subsequent research, Petty & Cacioppo (1983, 1986) stated that if an 

individual cared more about the attractiveness of the message delivery, that meant he 

was processing information through the peripheral route. According to Belch & Belch 

(2003), the attractiveness of an advertisement refers to a variety of approaches used to 

obtain the consumers' attention and then influence their feelings about the products or 

services offered. In a further ELM study by Petty & Cacioppo (1986) concerning the 

study of several known sources and message cues, additional research has supported 

the view that simple cues are more critical judgment determinants in lower than high 

personal relevance. That study recorded several experiments with other variables that 

act as peripheral cues, which includes: affective cues under low knowledge conditions, 

source likability as a peripheral cue, source expertise, and visual salience.  Petty & 

Cacioppo (1986) argued that; in ELM, the source and message factors could function 

as peripheral cues. For comparison, when individuals lack motivation or ability to 

process messages, the elaboration level is low, and they will process information 

through peripheral routes (Petty & Cacioppo, 1986). Their decisions will be influenced 

by peripheral cues - such as source trust (Petty et al., 2007), And celebrity endorsement 

support (Biswas et al., 2009) and visual or graphic design (Lee & Ahn, 2012). 

3.4.1.1 Emotionality of the Story 

The emotionality of the story as an indication of the peripheral cue is adapted 

from research by Huber et al. (2014), where the indicator consists of three items, 



 

namely warmhearted, emotional, and moving. Previous research by Huber (2014) 

examined 5 (five) episodes of TV Spot advertisements from the T-Mobile brand that 

were aired randomly using the emotionality of the story indicator and three items 

adjusted for their research. Aaker & Williams (in Huber et al., 2014) stated that 

emotional attractiveness tends to be created to arouse emotional reactions in 

consumers, which then influence attitudes. Holbrook & Batra (1987) stated that; 

through peripheral feedback, emotional stimuli become feelings. Huber et al. (2014) 

developed this item based on previous research that examined the affective and 

emotional side of an advertisement. The items used by Huber et al. (2014) were then 

adapted into this study because there were similarities in characteristics of the objects 

studied in the previous study and this study, namely the emotional side of the story of 

Unilever Web series: Jelang Buka.  

 

Picture 1.1 Several scenes from Jelang Buka webseries depicts the theme of the story. 

Source: youtube.com 

The items adapted into this study are: warmhearted, emotional, and moving. 

Warmhearted or warmth according to Aaker, et al., (1986) is defined as positive, mild, 



 

and volatile emotions that involve physiological stimuli and are triggered by direct or 

indirect love, family or friendship experiences. According to Lazarus et al. (In Aaker 

et al., 1986) warmth as a mild and positive emotion, is qualitatively different from 

strong and negative emotions such as fear and anger that have become the object of 

most empirical work in emotional research. Whereas emotional as defined by Darwin 

(in Aaker et al., 1986) is a set of internal processes that mostly arise when a relevant 

event to an individual's concerns occurs. Whereas moving literally means emotionally 

touching and is defined as everything that makes an individual feel strong emotions, 

such as affection, sadness, pity, or sympathy and is often caused by something that is 

touching (story) (Reverso Dictionary, n.d.). 

3.4.1.2 Source Attractiveness 

When an individual processes information through the peripheral route, it is 

likely that the recipient uses peripheral cues to deal with the exposure the individual 

faces - such as source likeableness, source attractiveness, or even environmental 

variables such as room temperature (Anderson & Pryor, 1992). Peripheral cues, such 

as source attractiveness, likeability, and credibility have become the focus of many 

ELM studies (McGuire, 1989). The element of this source refers to the characteristics 

of the communicator; where messages are related to things like gender, age, ethnicity, 

celebrity status and socio-economic background of the source (McGuire, 1989). The 

use of source attractiveness as peripheral cues is found in Petty's (1983) study where 

the attraction of endorsers is manipulated in razor advertisements. 



 

In this study, the source referred to in the Unilever web series: Jelang Buka, are 

the celebrity endorsers: Arief Muhammad and Tiara Pangestika. According to 

Friedman & Friedman (1979), celebrity endorsers are defined as individuals known to 

the public for their achievements in fields other than their endorsed product class. 

Physical attraction is also considered a common characteristic found in celebrities 

(Chaiken, 1979). This is where appearance plays a vital role for individuals with limited 

knowledge of the advertised product, as something that is easily assessed during 

decision making. Superficial processing is an example of the ELM concept of 

peripheral route processing. 

According to Triandis (in Teng et al., 2014), source attractiveness includes 

similarity, familiarity, and likeability. Kiecker & Cowles (2001) stated the three 

characteristics of source attraction - similarity, familiarity, and likeability - have been 

studied to show their functional role in effective persuasive communication. Research 

by Liu et al. (2007) modified the source of attractiveness based on previous research 

and made the following items to measure source attractiveness: excited and happy, 

desire to be closer, and desire to know more. These items are then adapted into this 

research on the standard basis the endorser's status as a celebrity. 

3.4.1.3 Source Credibility 

Endorser credibility is tied to peripheral routes and the relationship to attitudes 

toward advertising (Goldsmith et al., 2000). The importance of using sources that can 

be trusted as spokespersons or endorsers in a company's marketing communication 

strategy has become a prominent research topic in the last several years. Till and Busler 



 

(1998) asserted that other characteristics of endorsers or models might be more 

appropriate than physical attraction - such as credibility and trustworthiness. Belch and 

Belch (1998) suggested that, in addition to physical attractiveness, source credibility 

can come from expertise, celebrity status, gender, and suitability with the audience. 

Petty et al. (1981) defined source credibility as the extent to which the source of 

information is considered reliable, competent, and credible by the recipient of 

information. Regardless of how source trustworthiness can be manipulated, sources 

with questionable background give rise to greater elaboration than sources that are 

considered trustworthy (Priester & Petty, 2003). According to Sallam & Wahid (2012, 

trust in communication is defined as the level of trust and support of listeners to the 

speaker and message. 

As quoted by Bhattacherjee & Sanford (2006), several studies have noted that 

source credibility (as well as reputation) affects the attitude of users through peripheral 

routes. Inoue et al. (2012) stated that source credibility is one aspect of the source 

message that affects persuasive communication. In this study, source credibility was 

measured by items adapted from previous studies by Zhi et al. (2016), which were 

developed from the research of Bhattacherjee & Sanford (2006). Zhi et al. (2016) 

referred source credibility as the credibility of people in advertisements regarding 

digital libraries. Whereas in this study, the endorser credibility of Arief Muhammad 

and Tiara Pangestika became the object. These items are trustworthiness, 

knowledgeable, and credible. Ohanian (1990) defines credible as "the extent to which 

the communicator is considered as a valid source statement" and trustworthiness as 



 

"the compliance of the communicator to communicate the statement that is considered 

the most valid." 

3.4.1.4 Affective Elaboration 

Quoted from Petty & Cacioppo (1986), affective cues are always associated 

with peripheral processing in ELM studies. When the peripheral route is selected, the 

possibility of low elaboration and the individual receiving the message will concentrate 

on the heuristic cues and affective processes compared to the content of the argument. 

Petty & Cacioppo (1986) mention peripheral routes as "affect-related" routes (related 

to affections). Emotions as a form of affective cues are associated with persuasive 

messages (advertisements) based on previous research by Huber et al. (2014). 

According to Batra & Ray (1986, in Kim et al., 2012), cognitive elaboration 

deepens content-related thinking in message processing, and also suggests that 

affective elaboration - which reflects 'feelings' related to content - can independently 

increase the persuasive effect of messages. Batra and Stephens (1994) suggest that the 

role of affective and cognitive responses in forming attitudes on brands can change 

depending on conditions of involvement; affective response significantly determines 

attitudes on brands in situations of low involvement than high involvement. MacKenzie 

et al. (1986) stated that customers process information with two main dimensions, 

affective and cognitive, which serve as the basis for forming attitudes. Petty et al. 

(2001) suggested that affect and cognition are understood as affective and cognitive 

elaborations that influence attitudes. Affective elaboration involves feelings related to 

induced messages, while cognitive elaboration reflects thoughts related to messages in 



 

the process (Petty & Cacioppo, 1986). This is in line with the statement by Batra and 

Ray (1986), affective elaboration is stronger than cognitive elaboration in determining 

attitudes under conditions of low involvement. 

This study adapted items from previous studies by Kim et al., (2012), namely 

‘Many feelings in response to the headline of the ad’ and ‘The headline of the ad 

elicited lots of feeling.’ The research by Kim et al. (2012) used metaphorical 

advertisements that contain visual and persuasive texts, while this study uses video ads 

with visuals and texts. Likewise, the research by Choi et al. (2011) also utilizes 

affective elaboration to find information processing from branded content on 

Facebook. This item is then adjusted to the object of this research, namely Unilever 

web series: Jelang Buka, which has a different element compared to previous research, 

namely: video title and video thumbnail. 

 

Picture 1.2 Thumbnail and title of every Episodes of Jelang Buka Webseries 



 

According to Kim et al., (2012), when affective elaboration exposure increases, 

it can lead consumers to view and assess the advertisement favorably. Which means 

that the increased amount of affective elaboration, therefore, could lead consumers to 

view the ad in a positive view.” 

3.4.2 Purchase Intention 

The dependent variable (Y) in this research is purchase intention. Purchase 

interest as quoted by Kotler et al. (2005) is considered in the evaluation phase in which 

the buyers' is on a decision-making process. In this phase between evaluating and 

purchasing decisions, consumers will form a 'intention' to 'make a purchase'. The 

dependent variable is the variable that is the center of research attention (Ferdinand, 

2006). Dependent variable is a variable whose value depends on other variables, where 

the value will change if the variables that influences it changed as well. 

The dependent variable is often called the response variable which is denoted 

as 'Y variable'. The dependent variable in this study is purchase interest (Y). Purchase 

interest is a consumer behavior where consumers have the desire to buy or choose a 

product, based on experience in comparing, using and consuming or wanting a product 

(Kotler & Keller, 2003). According to Ferdinand (2002), purchase interest has three 

indicators, namely: transactional interest, referential interest, preferential interest, and 

exploratory interest. Below are the indicators explained one by one:  

1. Transactional interest namely the tendency of someone to buy a product. 

2. Referential interest namely the tendency of someone to refer products to 

others. 



 

3. Preferential interest or the tendency of someone to choose the product 

compared to other brand products and this condition can change at any time 

when something happens to the product of preference.  

4. Exploratory interest or attitude to always seek information about the 

product or find information to support the positive side of the product. 

3.5 Variable Operasionalization 

Operasionalization of the variables is considered as a research procedure of which 

the items or units are put into categorization. On the other words operasionalization of 

the variables is a careful depiction of categorized items into variables and the 

definitions of it. Here are the operasionalization of the variable in this research:  

Variable Indikator Item Skala 

Peripheral Cue 

 

(Petty & 

Cacioppo, 

1983)  

Emotionality of the story  

(Huber, et al., 2014)  

 

1. The story is warm-hearted 

2. Tells a very emotional story 

3. The story is moving 

 

 

Likert 

(1-7) 

 Affective Elaboration 

(Kim, et al., 2012) 

1. I had many feelings in 

response to the headline of the 

ad I saw. 

2. The headline of the ad I 

saw elicited lots of feeling. 

 

 Source attractiveness 

 

(Liu, et al., 2007) 

1. I feel excited and happy 

when I see him. 

2. I want to be closer to him 

when he appears in front of 

me. 

Likert 

(1-7) 



 

3. I want to know more 

information about him 

 Source credibility 

 

(Zhi, et al., 2016) 

1. The person was 

knowledgeable on this topic. 

2. The person was 

trustworthy. 

3. The person was credible. 

Likert 

(1-7) 

Minat Beli (Y) Transactional interest  

 

(The tendency of 

someone to buy a 

product.) 

 

(Ferdinand, 2006) 

 

24. Primary choice 

25. Motivation 

Likert:  

(1-7) 

 Referential interest  

 

(A person's tendency to 

refer products to others.) 

 

(Ferdinand, 2006) 

26. Recommendation 

27. Advice / Suggestion 

 

Likert:  

(1-7) 

 Preferential interest 

 

(Choosing these products 

compared to other brand 

products and this 

condition may change at 

any time when something 

happens to the product of 

his preference.) 

 

(Ferdinand, 2006) 

28. Prefer / Like it more than 

the other 

29. Like it better 

30. More certainty 

Likert:  

(1-7) 

 Exploratory interest 31. Access the website Likert:  



 

 

(The attitude to always 

look for information 

about the product or find 

information to support the 

positive side of the 

product.) 

 

(Ferdinand, 2006) 

32. Access the channel 

33. Access through search 

engine 

 

(1-7) 

 

3.6 Research Instrument 

The tools used for testing the validity of this research instruments used is 

through the use of bivariate pearson and to test the reliability of the instruments in this 

research is through the use of alpha cronbach. Since this research uses closed-

questionnaire, thus the questionnaire provided will be designed by the researcher firstly 

for the available options for the respondents to chose. In this case researcher choses the 

likert scale as a measurements and options in the questionnaire.  

According to Hair, et al. (2003) cited from Simamora (2015) likert scale is also 

known as the sumated rating scale. Likert scale has been used in many research because 

it gave a chance to the respondents to express their values and their judgment in a form 

of an agreement towards a statement. Likert scale is widely used mainly to score 

attitude changes and reaction in an individual. 

Likert scale opens the probability of the respondents to express and score their 

level of judgment and level of agreement towards the questions or the statements. 

Normally, likert scales are ranged from five, seven, or nine scales of agreement 

(Damon, et al., 2011). Likert scale is used not only because it’s simply intuitive for the 



 

respondents to answer, but also this research is designed to measure the level of 

elaboration but not the depth and detail of their (respondents) elaboration. 

Table 1.1 Likert scale ranges used in this research 

VSD/STSS Very Strongly Disagree 

SD/STS Strongly Disagree 

D/TS Disagree 

E/C Enough 

A/S Agree 

SA/SS Strongly Agree 

VSA/SSS Very Strongly Agree 

This research used the 7 (seven) range of likert scales namely: very strongly 

disagree, strongly disagree, disagree, enough, agree, strongly agree, very strongly 

agree. Very strongly disagree will be chosen by the respondents if they value or judge 

the statement in full confidence that they are not in the same condition as the 

statements. The ‘strongly disagree’ scales for respondents that are confident enough 

that they did not find the statement in line with their condition, the disagree scales for 

responses that directs the respondent’s disagreement towards the statement. The 

‘enough’ scale stands for an option for the respondents to chose when they feel like the 

statements kind of true to their condition but not so much – meaning they denied the 

fact that they agreed to it, but neither disagree to the statement. The ‘agree’ option can 

be chosen to express that they agreed and found that the statement is corresponds to 

their condition. ‘Strongly agree’ stands for an option of strong approval to the statement 

corresponds to their condition. Lastly, the ‘very strongly agree’ indicates that the 

respondent very confident with their opinion towards the statement that they feel strong 



 

approval to the statement and that the conditions stated are believed by the respondent 

to reflect the condition of themselves. 

Annotation Score 

VSD/STSS Very Strongly Disagree 1 

SD/STS Strongly Disagree 2 

D/TS Disagree 3 

E/C Enough 4 

A/S Agree 5 

SA/SS Strongly Agree 6 

VSA/SSS Very Strongly Agree 7 

The questionnaire in this study has a pre-face questions that must be filled out 

by the respondent. These questions include: names (initials are allowed), age, and 

gender. Then the respondents were required to fill in 1 item of a statement to assure 

that the respondent had already watched the entire episode of Unilever webseries: 

Jelang Buka as a sign that the respondent had fulfilled the requirements to fill in all the 

items in the questionnaire. Due to the adaptation of English-language items, statement 

items are converted into Indonesian. 

3.7 Instrument Testing  

3.7.1 Validity Test 

Validity testing is the foremost step in the mind of the researcher as this 

is necessary to develop measures and to make sure the scientific measurement 

that they use is genuine. There are 3 types of validity testing according to 

Soegoto (2013) including: content validity, criterion validity, and construct 

validity. The type of validity test used in this study is construct validity; 



 

according to Suryabrata (2000) construct validity shows the extent to which the 

results of measurement scores within the instrument reflect the theoretical 

constructs underlying the instruments. In another words, construct validity 

verify that the item reflects the variable. Validity test is used to determine the 

feasibility of the items in a list (construct) question in defining a variable. 

Validity is defined as the extent to which the precision and accuracy of the 

instrument in performing its measuring function (Gumilar, 2007). According to 

Arikunto (1998) validity test shows the levels of validity of the instrument. The 

instrument is said to be valid if it is able to measure and give answer in 

accordance with the purpose of measurement. The need of validity testing as 

stated by Neuman (2006) is to assure that the measurements are precisely 

capture details of the empirical social world and express what we find in 

numbers; one of the steps is validity test. Neuman (2006) expresses that validity 

suggests truthfulness – meaning it addresses on how well an idea 'fits' with 

actual reality – the absence of validity means that the fit between the ideas we 

use to analyze the social world and what actually occurs in the lived social 

world is poor. In simple terms, validity addresses the question of how well we 

measure social reality using our constructs about it. The same indicator may be 

less valid or invalid if targetted on different purposes. Example, if the 

measurements of emotional and affective  are targetted towards adults netizen 

but not on children or non-internet use, then it might not be as valid as the latter 

two lacking the knowledge to comprehend the measuring questions. 



 

To test the validity of the instrument, the author uses SPSS program and 

the formula used in this study is the bivariate-Pearson formula / Pearson 

moment product. Testing using bivariate Pearson is useful to find out the 

relationship between two or more pairs of populations (Gani & Amalia, 2015). 

The testing of the Bivariate Pearson in this study aims to determine the effect 

between the effectiveness of peripheral cues in webseries Jelang Buka towards 

Purchase interest (Y).  

If significant r (rho) is smaller than alpha level 0.05 (sig r <α = 0.05 / 

2), then H0 is rejected or items in the questionnaire are not significantly and 

positively correlated with the total score (suggesting invalid questionnaire 

items). If significant r (rho) is greater than alpha level 0.05 (Sig r <α = 0.05 / 

2), then H0 is accepted or items in the questionnaire are significantly and 

positively correlated with total scores (valid questionnaire items) (Gani & 

Amalia , 2015). 

3.7.2 Reliability Test 

Questionnaires must meet the requirements of reliability and validity 

(Azwar, 1997). Reliability is the consistency of the results obtained, concerning 

the extent to which the instrument produces the same results in trials (Damon 

et al., 2011). Consistency is reflected trough repeat process that projects the 

same result, if the received results are the same throughout the repeated trial, 

this means the item used is reliable. Reliability testing of this study uses the 

formulation of alpha cronbach.  



 

Cronbach's alpha values range from 0 to 1, and in social sciences, values 

of 0.7 (greater than 0.6) or above 0.7 are considered reliable, but values above 

0.9 are considered unreliable because the scale tends to be too narrow (Nunnally 

& Bernstein, 1994, in Damon et al., 2011). 

3.8 Data Analysis Technique 

3.8.1 Descriptive Analysis 

Descriptive analysis according to Baroroh (2008) is an analytical method used 

to describe or explain the condition of things as they are. Whereas according to 

Sugiyono (2008) descriptive analysis is used to analyze the data that has been collected 

by depicting or describing objects studied through samples or populations with actual 

conditions without analyzing and making general conclusions. In this study the 

descriptive analysis presented is: analysis of the characteristics of the respondents 

consisting of gender, and age which is then process the frequency in a form of table 

percentage. 

3.8.2 Simple Tabulation Analysis 

Data tabulation is the compilation of data in the form of a Table (Budiarto, 2002). 

This study used a simple tabulation analysis and average score as a descriptive analysis. 

Durianto, et al., (2003) stated that in a simple tabulation analysis, the data obtained was 

processed into a percentage form. This study uses calculating tools such as SPSS to 

count the frequency of each instruments and mean score, for then the scoring is 

interpretated. 

 



 

3.8.3 Simple Regression Analysis 

The analytical method for testing the relationship between variables used in this 

study is a simple regression analysis. Sugiyono (2014) explains that simple linear 

regression analysis is an approach method for modeling relationships between one 

dependent variable and one independent variable. That is, regression analysis is an 

analysis that explains the magnitude of the consequences caused by one independent 

variable and one dependent variable. The condition of using a simple regression 

analysis is if the number of independent variable is one. The simple regression analysis 

formulations that have been adapted in this study are as follows: 

Y = a + bx + e 

According to Yudiaatmaja (2013) a simple regression model can be used to 

predict the value of Y. But before doing forecasting, a model or linear regression 

equation must first be made. When a fit model is formed, the model has the ability to 

predict Y values based on known Y variables. 

3.9 Classic Assumption Test 

Classic assumption test is a statistical requirement that must be met in multiple 

linear regression based on ordinary least square (Ansofino et al., 2016). because this 

study is OLS based; hence the classic assumption test is needed with more detailed 

explanation as follows: 



 

3.9.1 Test for Normality Assumptions 

According to Ghozali (2012) a good regression model is one that has normal or 

near normal data distribution. The method used is the graphical method that is by 

looking at the spread of data on the diagonal source on the standard normal p-plot of 

regression graph. The basis to decide – according to Purnomo (2016) – is if the dots 

spread around the line and follow the diagonal line then the residual value is normal. 

Similar to the statement by Widiyanto (2013) testing with p-plot data is stated to be 

normally distributed if the data value points are located more or less in a straight line. 

3.9.2 Test for Multicollinearity Assumptions 

According to Ansofino, et al., (2016) a multicollinearity test is needed to see 

whether or not there is a high correlation between independent variables in a multiple 

linear regression model. If there is a high correlation between the independent 

variables, then the relationship between the independent variable and the dependent 

variable becomes disturbed. The multicollinearity assumption test in this study uses 

VIF tolerance (variante inflation factor) where if VIF is greater than 5, the variable has 

a multicollinearity problem with other independent variables (Santoso, 2003). 

3.9.3 Heteroscedastisity Test 

Quoted from Ghozali (2012) heteroscedastic test intends to find out or test 

whether in the regression model variance inequalities occur from residuals to one 

observation to another observation. In this study heteroscedasticity tests were carried 

out using the Glejser test. According to Ghozali (2012) through the glejser test it can 

be seen that absolute residual values are regression with independent variables. Then 



 

conclusions can be drawn if the statistically significant independent variables affect the 

dependent variable, then there are indications of heteroscedasity. 

3.10 Hipothesis Test 

3.10.1 Coefficient Determination (R2) 

The coefficient of determination (R2) aims to find out how well the independent 

variable (X) explains the dependent variable (Y). In regression analysis, the magnitude 

of the coefficient of determination (R2) is between zero (0) and one (1). The zero 

determination coefficient indicates that the independent variable has no effect on the 

dependent variable at all. If the coefficient of determination gets closer to one, then the 

independent variable has an influence on the dependent variable. In addition, the 

coefficient of determination is used to see the percentage change in the dependent 

variable (Y) caused by the independent variable (X) (Sugiyono, 2014). R-square test 

in this study is intended to determine the effect of peripherals cues, on the purchase 

interest of the audience from UNILEVER webseries: Jelang Buka.  

  



 

 



 

1 CHAPTER IV 

RESEARCH RESULT 

 

4.1 Overview of UNILEVER 

To fulfill the basic knowledge needed about UNILEVER, this section is filled 

with information regarding the known company, as this could lead to an understanding 

that UNILEVER – as a multinational company, feel the necessity to promote their 

brand. As the background, UNILEVER is originated from Rotterdam, Netherlands and 

later developed in London, England (USA Today, 2009). Unilever companies are 

known for producing food, beverages, cleaners and body care. Unilever is the third 

largest producer of household goods in the world. Based on the amount of revenue in 

2012, Unilever won third place behind P & G and Nestlé as competitors (USA Today, 

2009). Unilever is also the largest topical food producer in the world (Matthew & Paul, 

2014). 

As reported from the official website of Unilever.com, Unilever is one of the 

long-standing companies, and currently sells its products to more than 190 countries. 

Historically recorded, the beginning of the founding of UNILEVER began in the 

1890s, by William Hesketh Lever, the main founder of Lever Brothers, by writing his 

idea for Sunlight Soap - Unilever's first revolutionary product that helped popularize 

cleanliness in the 20th century in England. The idea evolved and became more 

developed in the current century where Unilever still adheres to the principle that aims 

to meet human’s general needs. 



 

Quoted from the unilever.com official website, for now, Unilever has more than 

400 trademarks, with 14 brands including having total sales of more than 1 billion 

pounds, namely: Ax, Dove, Omo, Becel, Heartbrand, Hellmann's, Knorr, Lipton, Lux, 

Magnum, Rama, Rexona, Sunsilk and Surf. Unilever N.V. and Unilever plc, operating 

under one name and led by the same board of directors. Unilever is divided into four 

main divisions, namely food, drinks, ice cream, household care, and body care. 

Unilever has research and development centers in the United Kingdom, the 

Netherlands, China, India and the United States. In Indonesia, the Unilever company 

is known as PT Unilever Indonesia Tbk, which is a subsidiary of Unilever UK and the 

Netherlands. Previously, on December 5, 1933, Unilever Indonesia was established 

under the name Lever Zeepfabrieken NV. Then on July 22, 1980, the company name 

was changed to PT Lever Brothers Indonesia and on June 30, 1997, the name of the 

company was changed once again to PT Unilever Indonesia Tbk until now. Unilever's 

brands that are widely known in Indonesia are: Surf, Rinso, Buavita, Sunsilk, Fair & 

Lovely, Pepsodent, Molto, Lifebuoy, Clear, Close Up, Citra, Ax, Royco, Kecap Bango, 

Sariwangi, Blue Band, Walls, Sunlight, Ponds, Lux, Rexona, Pure It, CIF, Vaseline, 

Dove, Domestos Nomos, Viso, Wipol, Vixal, Lipton, She, Molto, Sasebu, and 

Superbusa. 

4.2 Respondents Overview 

Respondents in this research were samples from the overall research 

population. The criteria required for this research are as follows: at least 18 years old 

and with an age limit of up to 65 years, and have watched all episodes (1-4) of 



 

Unilever's Jelang Buka Web series. The researcher determines the number of research 

samples which is equal to 100 respondents using Slovin formula with the average 

population of Unilever’s Jelang Buka web series viewers as much as 3,469,000. 

Researcher uses online deployment techniques with Google Form media. The Google 

Form questionnaire link can be accessed by eligible respondents to complete the 

questionnaire. The questionnaire contains 28 items in accordance with the operational 

definitions prepared by the researcher. Researcher distributed online questionnaires 

randomly to 100 respondents whom they met the criteria determined by the researcher. 

The following are the characteristics of 100 respondents based on age and gender: 

4.2.1 Characteristics of Respondents by Gender 

Table 1.1 Characteristics of Respondents by Gender 

Gender Number of Respondents Percentage (%) 

Male 56 56% 

Female 44 44% 

Total 100 100% 

Source: data acquired by research author 

Table 4.1 shows the frequency of respondents by gender. Most of the 

respondents who were in accordance with the requirements of the research and had 

filled out the questionnaire were male with a difference of 6 people from the number 

of female respondents. The percentage of female respondents is 44% and 56% for men. 

The majority of respondents using the online made questionnaire were male, as many 

as 56 male respondents out of a total of 100 respondents. While the female as many as 

44 respondents. This is in line with Jakpat's research stating that the majority of 



 

YouTube users in Indonesia are male and are only slightly different from the number 

of female users. 

 

Picture 1.1 Survey Report on Indonesian Youtube Usage Habit 2018 

Source: http://jajakpendapat.net 

This leads to another interesting finding, which can be concluded that 

the webseries titled ‘Jelang Buka’ viewers is male by majority compared to 

female with only a slight difference in percentage. This could be another rift 

that can be made as a premise of a new research.  

4.2.2 Characteristics of Respondents by Age 

 

Age Number of Respondents Percentage  (%) 

18-25 year 79 79% 

26-35 year 19 19% 

36-45 year 2 2% 

46-65 year 0 0% 

Total 100 100% 

Table 1.2 Characteristics of Respondents by Age 

Source: processed by researcher 



 

Table 4.2 shows the number of respondents by age group. Age grouping 

according to the Indonesian Ministry of Health (2009) are as follows: ages 18 to 25 is 

the final adolescent category, 26 to 35 is the early adult category, 36 to 45 is the final 

adult category, and 46 to 65 is the elderly category. The number of respondents was 

dominated by the age group of 18-25 (late adolescents) with a percentage of 79%. The 

second largest age group is early adult 26 to 35 years old category with a percentage 

of 19%. The age group of 36-45 with a percentage of 2% and the age group of 46-65 

at 0%. 

 

Picture 1.2 Internet User Composition based on Age 

Source: APJII (2018) 

This is in line with the results of the APJII survey (2018) regarding internet 

users in Indonesia during 2017. In the research, the number of compositions of internet 

users by age was dominated by the age group of 19-34 years with a percentage of 



 

49.52% and also age group of 35-54 year with a percentage of 29.55%. This leads to 

another finding that Jelang Buka is appealing to youth age group. 

4.3 Validity and Reliability Test Results 

4.3.1 Validity Test Results 

In this research the validity test was carried out using the SPSS Windows 

version 20.0. Validity test is done to get a reliable research instrument to measure the 

research object by correlating between the scores obtained in each question item with 

the individual total score. The number of respondents used in this research were 30 

people (n = 30). Decision-making validity test based on the rcount value (Corrected Item-

Total Correlation) which is greater than > rtable as much as 0.361 with a level of 

significance of 5%. 

Table 1.3 Validity Test Result 

Indicator Validity Annotation 

Rcount Rtable (5%, n=30) 

Peripheral Cue (X) 

Emotionality of the story 

X1.1 0.799 0.361 Valid 

X1.2 0.860 0.361 Valid 

X1.3 0.849 0.361 Valid 

X1.4 0.810 0.361 Valid 

X1.5 0.855 0.361 Valid 

X1.6 0.855 0.361 Valid 

X1.7 0.644 0.361 Valid 

X1.8 0.778 0.361 Valid 

Affective Elaboration 

X2.1 0.877 0.361 Valid 

X2.2 0.872 0.361 Valid 

X2.3 0.815 0.361 Valid 

X2.4 0.906 0.361 Valid 



 

Source Attractiveness 

X3.1 0.847 0.361 Valid 

X3.2 0.815 0.361 Valid 

X3.3 0.898 0.361 Valid 

Source Credibility 

X4.1 0.909 0.361 Valid 

X4.2 0.904 0.361 Valid 

X4.3 0.828 0.361 Valid 

Purchase Intention (Y) 

Transactional interest 

Transactional 1 0.901 0.361 Valid 

Transactional 2 0.911 0.361 Valid 

 Referential Interest  

Referential 1 0.901 0.361 Valid 

Referential 2 0.908 0.361 Valid 

 Preferential Interest  

Preferential 1 0.967 0.361 Valid 

Preferential 2 0.935 0.361 Valid 

Preferential 3 0.937 0.361 Valid 

 Exploratory Interest   

Exploratory 1 0.908 0.361 Valid 

Exploratory 2 0.873 0.361 Valid 

Exploratory 3 0.918 0.361 Valid 

Source: processed by researcher 

Based on the results of the validity test of 30 respondents, it was found that the 

value of Rcount > Rtable. This concluded that the 33 statements on the research instrument 

were valid. Thus, the item statement of this research is able to reflect the indicators and 

objectives of this research. Neuman (2003) stated that there are four types of validity 

measurements namely; face validity, content validity, criterion validity, and lastly the 

construct validity. Construct validity verifies consistent multiple indicator. The two 

types of construct validity are convergent and discriminant. Since multiple indicators 

are used in this study, thus construct validity fit the most as this type of measurement 

validity that uses multiple indicators and has two subtypes: how well the indicators of 



 

one construct converge or how well the indicators of different constructs diverge. As 

one construct ‘peripheral cues’ and multiple indicators (emotionality of the story, 

affective elaboration, source credibility, and source attractiveness) converge, this refers 

to the degree to which two measures of constructs that theoretically should be related, 

are in fact related. 

4.3.2 Reliability Test Result 

Table 1.4 Reliability Test Result 

Variable Cronbach’s 

Alpha 

RTable Annotation 

X1 0.789 0.361 Reliable 

X2 0.856 0.361 Reliable 

X3 0.844 0.361 Reliable 

X4 0.856 0.361 Reliable 

Y1 0.897 0.361 Reliable 

Y2 0.896 0.361 Reliable 

Y3 0.876 0.361 Reliable 

Y4 0.862 0.361 Reliable 

Source: processed by author (2019) 

The research instrument can be said to be reliable if the value of alpha cronbach 

is equal to or above 0.6. Table 4.4 shows the results of reliability test of research 

instruments. based on the result, the Cronbach alpha value on the independent and 

dependent variables is above the value of 0.6 so that the variable has been proven to be 

reliable. From table 4.4, it can be seen that the highest reliability value is 0.897 

(transactional interest statement) while the lowest reliability value is 0.789 

(Emotionality of the story).  

Measurement reliability means that the numerical results an indicator produces 

do not vary because of characteristics of the measurement process or measurement 



 

instrument itself. This study uses preliminary versions of a measure, thus according to 

Neuman (2003) this could improve the probability of reliability of the instruments since 

it was already been used before. 

4.4 Description of Research Variables 

Based on the results of data obtained from the questionnaire that has been 

distributed to 100 respondents, we can see responses regarding the effectiveness of 

Unilever’s Jelang Buka web series advertisement which is arranged in this section. The 

advertisement effectiveness is measured using the Peripheral Cue variable where the 

indicators used are Emotionality of the story, Affective Elaboration, Source 

attractiveness, and Source Credibility. The following will be described in depth 

regarding each variable and the results of the calculation:  

4.5.1 Peripheral Cue 

Peripheral Cue is a variable that can answer whether consumers like the 

promotion through peripheral cues such as: packaging of messages delivered, and 

sources within the advertisements; This Peripheral Cue provides information about 

how respondents react to peripheral cues in Unilever’s Jelang Buka web series ad. The 

Peripheral Cue has 4 indicators, namely: Emotionality of the story, Affective 

Elaboration, Source attractiveness, Source Credibility. In this research, the indicator 

was represented with a total of 18 items on the questionnaire with a choice of answers 

to the Likert scale from 1 to 7. The statement was that "I felt the story at Unilever’s 

Jelang Buka web series seems warm". Table 4.5 presents the frequency and 



 

percentage of respondents' responses to the value of Peripheral Cue displayed by 

Unilever’s Jelang Buka web series advertisement: 

Table 1.5 Responses to the statement ‘Saya merasa cerita pada webseries 

Unilever Jelang Buka terkesan hangat’ 

Score Attribute Frequency Percentage 

1 Very Strongly Disagree 0 0% 

2 Strongly Disagree 0 0% 

3 Disagree 16 16.0% 

4 Enough 35 35.0% 

5 Agree 33 33.0% 

6 Strongly Agree 13 13.0% 

7 Very Strongly Agree 3 3.0% 

Total 100 100.0%  

Source: data processing result, 2019 

Based Table 4.5 above, from 100 respondents, 16 respondents (16.0%) stated 

disagree, 35 respondents (35.0%) stated enough, 33 respondents (33.0%) stated agreed, 

13 respondents (13.0 %) stated strongly agree, and 3 respondents (3.0%) stated very 

strongly agree. In statement number 1 for the emotionality of the story indicator, it is 

known that the dominant answer lies in the response group which tends to be positive 

(agree and enough). Through the mean score it is known that 4,52 as a score is a sign 

that the majority of respondents agreed that Unilever’s Jelang Buka web series has 

managed to make positive impression of a warm and light story to listen to. 

Table 4.6 is the result of the frequency percentage of respondents to the 

Peripheral Cue variable statement number 2, namely “I feel the story at the Unilever’s 

Jelang Buka web series help improve my mood.”. The item coded as X1.2 is a 

statement that represents the Peripheral Cue 'Emotionality of the story' indicator.  



 

Table 1.6 Responses to the statement 'Saya merasa cerita pada webseries Unilever: 

Jelang Buka membuat mood saya membaik' 

Score Attribute Frequency Precentage 

1 Very Strongly Disagree 0 0% 

2 Strongly Disagree 3 3.0% 

3 Disagree 6 6.0% 

4 Enough 15 15.0% 

5 Agree 52 52.0% 

6 Strongly Agree 21 21.0% 

7 Very Strongly Agree 3 3.0% 

Total 100 100.0%  

Source: data processing result, 2019 

Based on Table 4.6 above, from a total of 100 respondents, 3 respondents 

(3.0%) stated strongly disagree, 6 respondents (6.0%) stated disagree, 15 respondents 

(15.0%) stated enough, 52 respondents ( 52.0%) agree, 21 respondents (21.0%) stated 

strongly agree, and 3 respondents (3.0%) stated very strongly agree with the statement. 

The most dominant answer group is the answer in the positive category (agree and 

strongly agree). The means score for this particular item is 3,94 indicates that the 

majority of respondents have enough acknowledgement that the Unilever’s Jelang 

Buka web series success to improve their mood. 

Table 4.7 is the result of the frequency percentage of respondents to the 

Peripheral Cue variable statement number 3, namely "The story of the Unilever’s 

Jelang Buka web series makes me smile". Item X1.3 is a statement that represents 

the Peripheral Cue 'Emotionality of the story' indicator.  

Table 1.7 Responses to the statement ‘Cerita pada webseries Unilever Jelang Buka 

membuat saya tersenyum.' 

Score Attribute Frequency Percentage 

1 Very Strongly Disagree 0 0% 



 

2 Strongly Disagree 3 3.0% 

3 Disagree 29 29.0% 

4 Enough 6 6.0% 

5 Agree 41 41.0% 

6 Strongly Agree 18 18.0% 

7 Very Strongly Agree 3 3.0% 

Total 100 100.0%  

Source: data acquired from research, 2019 

Based on Table 4.7 above, 100 respondents, a total of 3 respondents (3.0%) 

stated strongly disagree, 29 respondents (29.0%) stated disagree, 6 respondents (6.0%) 

stated enough, 41 respondents (41,0%) stated agree, 18 respondents (18.0%) stated 

strongly agree, and 3 respondents (3.0%) stated very strongly agree with the statement. 

This makes the third statement item has a group response ratio that tends to be positive 

(agree) but slightly balanced with a group of negative answers (disagree). Which 

means, not all respondents find a stimulus that is up to make a smiling gesture. If  

comparing both of them through thoughts, the positive response is more dominant than 

the negative. But through the mean score it is known that the score 3,54 indicates that 

the webseries is considered ‘enough’ to made a change of emotion. 

Table 4.8 is the result of the frequency percentage of respondents to the 

Peripheral Cue variable statement number 4, namely "I feel the story at the Unilever’s 

Jelang Buka web series seems cheerful". Item X1.4 is a statement that represents the 

Peripheral Cue 'Emotionality of the story' indicator. 

Table 1.8 Responses to the statement ‘Saya merasa cerita pada webseries Unilever: 

Jelang Buka terkesan ceria.’ 

Score Attribute Frequency Percentage 

1 Very Strongly Disagree 3 3.0% 

2 Strongly Disagree 9 9.0% 



 

3 Disagree 13 13.0% 

4 Enough 38 38.0% 

5 Agree 26 26.0% 

6 Strongly Agree 8 8.0% 

7 Very Strongly Agree 3 3.0% 

Total 100 100.0%  

source: data from researcher, 2019 

Based on Table 4.8 above, from 100 respondents, a total of 3 respondents 

(3.0%) stated very strongly disagree, 9 respondents (9.0%) stated strongly disagree, 13 

respondents (13.0%) stated disagree, 38 respondents (38.0%) stated enough, 26 

respondents (26.0%) stated agree, 8 respondents (8.0%) stated strongly agree, and 3 

respondents (3.0%) stated very strongly agree with the statement. Mean score 

generated for this question is 4,01 indicates that respondants agreed to a cheerful 

impression found on the webseries. Although responses were dominated by 'enough' 

answers, which meant that the cheerful impression of the Unilever’s Jelang Buka web 

series had little-to-none significant cheerful impression. The majority of respondents 

were found to rate the web series as something that did not seem cheerful but also did 

not seem sad (neutral). 

Table 4.9 is the result of the frequency percentage of respondents to the 

Peripheral Cue variable statement number 5, namely "I think the story at Unilever’s 

Jelang Buka web series is very emotional”. Item X1.5 is a statement that represents 

the Peripheral Cue ‘Emotionality of the story’ indicator‘. 

Table 1.9 Responses to the statement ‘Menurut saya cerita pada webseries Jelang Buka 

sangat emosional’ 

Score Attribute Frequency Percentage 

1 Very Strongly Disagree 6 6.0% 



 

2 Strongly Disagree 32 32.0% 

3 Disagree 27 27.0% 

4 Enough 14 14.0% 

5 Agree 10 10.0% 

6 Strongly Agree 8 8.0% 

7 Very Strongly Agree 3 3.0% 

Total 100 100.0%  

 

Source: data acquired through research, 2019 

Based on Table 4.9 above, from 100 respondents, a total of 6 respondents 

(6.0%) stated very strongly disagree, 32 respondents (32.0%) stated strongly disagree, 

27 respondents (27.0%) stated disagree, 14 respondents (14.0%) stated enough, 10 

respondents (10.0%) stated agree, 8 respondents (8.0%) stated strongly agree, and 3 

respondents (3.0%) stated very strongly agree with the statement. Item X1.5 statement 

is a statement item with the highest number of negative category answers compared to 

other statement items. Mean score for this statement is 3,26 and this indicates that the 

Unilever’s Jelang Buka web series is emotional enough. 

Table 4.10 is the result of the frequency percentage of respondents to the 

Peripheral Cue variable statement number 6, namely "I think the story at Unilever’s 

Jelang Buka web series is sentimental”. The item X1.6 is a statement that represents 

the Peripheral Cue ‘Emotionality of the story’ indicator. 

Table 1.10 Responses to ‘Saya merasa cerita pada webseries Jelang Buka terkesan 

sentimental.’ 

Score Attribute Frequency Percentage 

1 Very Strongly Disagree 9 9.0% 

2 Strongly Disagree 32 32.0% 

3 Disagree 18 18.0% 

4 Enough 28 28.0% 

5 Agree 10 10.0% 



 

6 Strongly Agree 0 0% 

7 Very Strongly Agree 3 3.0% 

Total 100 100.0%  

Source: data from researcher, 2019 

Based on Table 4.10 above, out of a total of 100 respondents, 9 respondents 

(9.0%) stated very strongly disagree, 32 respondents (32.0%) stated strongly disagree, 

18 respondents (18.0%) stated disagree, 28 respondents (28.0%) stated enough, 10 

respondents (10.0%) stated agree, and 3 respondents (3.0%) stated very strongly agree. 

Based on these data, the majority of respondents did not feel sentimental. Mean score 

of this statement is 3,10 the lowest score out of all the statements for peripheral cue 

variable which means that the story presented at the web series either had enough-to-

little sentimental impression. 

Table 4.11 is the result of the frequency percentage of respondents to the 

Peripheral Cue variable statement number 7, namely "The story at Unilever’s Jelang 

Buka web series touches my heart”. Item X1.7 is a statement that represents the 

Peripheral Cue ‘Emotionality of the story’ indicator. 

Table 1.11 Responses to ‘Cerita pada webseries Jelang Buka menyentuh perasaan 

saya’ 

Score Attribute Frequency Percentage 

1 Very Strongly Disagree 0 0% 

2 Strongly Disagree 4 4.0% 

3 Disagree 35 35.0% 

4 Enough 44 44.0% 

5 Agree 14 14.0% 

6 Strongly Agree 0 0% 

7 Very Strongly Agree 3 3.0% 

Total 100 100.0%  

Source: data acquired through research, 2019 



 

Based on Table 4.11 above, out of a total of 100 respondents, 4 respondents 

(4.0%) stated strongly disagree, 35 respondents (35.0%) stated disagree, 4 respondents 

(4.0%) stated enough, 14 respondents (14.0%) stated agree, and 3 respondents (3.0%) 

stated very strongly agree with the statement. Mean score of this statement is 3,80 thus 

it is considered ‘enough’ which means that the story of the web series is quite adequate 

in giving a touching impression. 

Table 4.12 is the result of the frequency percentage of respondents to the 

Peripheral Cue variable statement number 8, namely "The story at Unilever’s Jelang 

Buka web series inspires me”. Item X1.8 is a statement that represents the Peripheral 

Cue ‘Emotionality of the story’ indicator. 

Table 1.12 Responses to statement ‘Cerita pada webseries Jelang Buka 

menginspirasi saya’ 

Score Attribute Frequency Percentage 

1 Very Strongly Disagree 3 3.0% 

2 Strongly Disagree 16 16.0% 

3 Disagree 22 22.0% 

4 Enough 39 39.0% 

5 Agree 17 17.0% 

6 Strongly Agree 0 0% 

7 Very Strongly Agree 3 3.0% 

 Total 100 100.0% 

Source: data acquired from research, 2019 

Based on Table 4.12 above, out of a total of 100 respondents, 3 respondents 

(3.0%) stated very strongly disagree, 16 respondents (16.0%) stated strongly disagree, 

22 respondents (22.0%) stated disagree, 39 respondents (39.0%) stated enough, 17 

respondents (14.0%) stated agree, and 3 respondents (3.0%) agreed very strongly agree 



 

with this statement. Mean score for this statement is 3,63 and is considered as ‘enough’ 

meaning that the Jelang Buka webseries is inspiring enough. 

Table below is the result of the frequency percentage of respondents to the 

Peripheral Cue variable statement number 9, namely ‘I respond with feeling to the 

title of the Unilever’s Jelang Buka web series video that I saw'. Item X2.1 is a 

statement that represents the Peripheral Cue ‘Affective elaboration’ indicator.   

Table 1.13 Responses to the statement ‘Saya merespon dengan perasaan terhadap 

judul video webseries Jelang Buka yang saya lihat.’ 

Score Attribute Frequency Percentage 

1 Very Strongly Disagree 3 3.0% 

2 Strongly Disagree 6 6.0% 

3 Disagree 9 9.0% 

4 Enough 52 52.0% 

5 Agree 27 27.0% 

6 Strongly Agree 0 0.0% 

7 Very Strongly Agree 3 3.0% 

Total 100 100.0%  

Source: data processed by author, 2019 

Based on Table 4.13 above, out of a total of 100 respondents, 3 respondents 

(3.0%) stated very strongly disagree, 6 respondents (6.0%) stated strongly disagree, 9 

respondents (9.0%) stated disagree, 52 respondents (52.0%) stated enough, 27 

respondents (27.0%) stated agree, and 3 respondents (3.0%) stated very strongly agree 

to the statement. The mean score of this statement is 4,06 meaning that the respondents 

mainly agreed that they react to the title of the webseries with their feelings. 

Table 4.14 is the result of the frequency percentage of respondents to the 

Peripheral Cue variable statement number 10, namely ‘I respond with feeling to the 



 

thumbnail of the Unilever’s Jelang Buka web series video that I saw'. Item X2.2 is 

a statement that represents the Peripheral Cue ‘Affective elaboration’ indicator.   

Table 1.14 Responses to the statement ‘Saya merespon dengan perasaan terhadap 

thumbnail video webseries Jelang Buka yang saya lihat.’ 

Score Attribute Frequency Percentage 

1 Very Strongly Disagree 3 3.0% 

2 Strongly Disagree 23 23.0% 

3 Disagree 6 6.0% 

4 Enough 41 41.0% 

5 Agree 24 24.0% 

6 Strongly Agree 0 0 % 

7 Very Strongly Agree 3 3.0% 

Total 100 100.0%  

Source: data processed by author, 2019 

Based on Table 4.14 above, out of a total of 100 respondents, a total of 3 

respondents (3.0%) stated very strongly disagree, 23 respondents (23.0%) stated 

strongly disagree, 6 respondents (6.0%) stated disagree,  41 respondents (41.0%) stated 

enough, 24 respondents (24.0%) stated agree, and 3 respondents (3.0%) stated very 

strongly agree with the statement. The mean score of this statement is 3,72 – through 

the mean score it is known that the majority of the respondents had enough feelings 

elicited for the thumbnails of the webseries; they responded to the thumbnail with 

adequate amount of feelings. 

Table 4.15 is the result of the frequency percentage of respondents to the 

Peripheral Cue variable statement number 11, namely ‘The title of the Unilever’s 

Jelang Buka web series ad that I saw caused me a lot of feelings. Item X2.3 is a 

statement that represents the Peripheral Cue ‘Affective elaboration’ indicator.   



 

Table 1.15 Responses to the statement ‘Judul iklan webseries Jelang Buka yang saya 

lihat menimbulkan banyak perasaan pada diri saya’ 

Score Attribute Frequency Percentage 

1 Very Strongly Disagree 3 3.0% 

2 Strongly Disagree 6 6.0% 

3 Disagree 13 13.0% 

4 Enough 45 45.0% 

5 Agree 22 22.0% 

6 Strongly Agree 8 8.0% 

7 Very Strongly Agree 3 3.0% 

Total 100 100.0%  

Source: data from researcher, 2019 

Based on Table 4.15 above, out of a total of 100 respondents, 3 respondents 

(3.0%) stated very strongly disagree, 6 respondents (6.0%) stated strongly disagree, 13 

respondents (13.0%) stated disagree, 45 respondents (45.0%) stated enough, 22 

respondents (24.0%) stated agree, 8 respondents (8.0%) stated strongly agree, and 3 

respondents (3.0%) stated very strongly agree towards the statement. Mean score of 

this statement is 4,13 and is considered a positive response. This indicates that the 

majority agreed that the title of Jelang Buka webseries elicited a lot of feelings withtin 

themselves when they reacted to the title. 

Table 4.16 is the result of the frequency percentage of respondents to the 

Peripheral Cue variable statement number 12, namely ‘The thumbnails of the 

Unilever’s Jelang Buka web series ad that I saw caused me a lot of feelings.’ Item 

X2.4 is a statement that represents the Peripheral Cue ‘Affective elaboration’ indicator.   

Table 1.16 Responses to the statement ‘Thumbnail iklan webseries Jelang Buka yang 

saya lihat menimbulkan banyak perasaan pada diri saya.’ 

Score Attribute Frequency Percentage 

1 Very Strongly Disagree 3 3.0% 



 

2 Strongly Disagree 28 28.0% 

3 Disagree 21 21.0% 

4 Enough 14 14.0% 

5 Agree 23 23.0% 

6 Strongly Agree 8 8.0% 

7 Very Strongly Agree 3 3.0% 

Total 100 100.0%  

Source: data from researcher, 2019 

Based on Table 4.16 above, out of a total of 100 respondents, 3 respondents 

(3.0%) stated very strongly disagree, 28 respondents (28.0%) stated strongly disagree, 

21 respondents (21.0%) stated disagree, 14 respondents (14.0%) stated enough, 23 

respondents (23.0%) stated agree, 8 respondents (8.0%) stated strongly agree, and 3 

respondents (3.0%) stated very strongly agree to the statement. Mean score is 3,32 

meaning that the majority felt enough compared to the responses towards the title of 

the webseries, thumbnails arent as affective.  

Table 4.17 is the result of the frequency percentage of respondents to the 

Peripheral Cue variable statement number 13, namely 'I feel happy when I see the 

actor of Unilever’s Jelang Buka web series’. Item X3.1 is a statement that represents 

the Peripheral Cue ‘Source attractiveness’ indicator. 

Table 1.17 Responses to the statement ‘Saya merasa senang ketika saya melihat 

pemeran webseries Jelang Buka’ 

Score Attribute Frequency Percentage 

1 Very Strongly Disagree 6 6.0% 

2 Strongly Disagree 19 19.0% 

3 Disagree 15 15.0% 

4 Enough 31 31.0% 

5 Agree 26 26.0% 

6 Strongly Agree 0 0 % 

7 Very Strongly Agree 3 3.0% 

Total 100 100.0%  



 

Source: data acquired through research, 2019 

Based on Table 4.17 above, out of a total of 100 respondents, a total of 6 

respondents (6.0%) stated very strongly disagree, 19 respondents (19.0%) stated 

strongly disagree, 15 respondents (15.0%) stated disagree, 31 respondents (31.0%) 

stated enough, 26 respondents (26.0%) stated agree, and 3 respondents (3.0%) stated 

very strongly agree with the statement. Mean score of this statement is 3,34 and is 

considered ‘enough’ this gave a sense that respondents felt adequate amount of 

happiness when they saw the actors in Jelang Buka. 

Table 4.18 is the result of the frequency percentage of respondents to the 

Peripheral Cue variable statement number 14, namely ‘I feel like I want to be closer 

to the Unilever’s Jelang Buka web series actor when he/she appears in front of 

me’. Item X3.2 is a statement that represents the Peripheral Cue ‘Source attractiveness’ 

indicator. 

Table 1.18 Responses to the statement ‘Saya merasa ingin lebih dekat dengan 

pemeran webseries Jelang Buka ketika dia muncul di depan saya’ 

Score Attribute Frequency Percentage 

1 Very Strongly Disagree 0 0% 

2 Strongly Disagree 4 4.0% 

3 Disagree 25 25.0% 

4 Enough 44 44.0% 

5 Agree 24 24.0% 

6 Strongly Agree 0 0% 

7 Very Strongly Agree 3 3.0% 

Total 100 100.0%  

Source: data processed from research, 2019 



 

Based on Table 4.18 above, out of a total of 100 respondents, 4 respondents 

(4.0%) stated strongly disagree, 25 respondents (25.0%) stated disagree, 44 

respondents (44.0%) stated enough, 24 respondents (24.0%) stated agree, and 3 

respondents (3.0%) stated very strongly agree with the statement. The mean score for 

item number 14 is 3,80 this gave a meaning that the actors gave enough considerate 

amount of positive value in the eyes of the respondents. 

Table 4.19 is the result of the frequency percentage of respondents to the 

Peripheral Cue variable statement number 15, namely ‘I feel like I want to get to know 

the Unilever’s Jelang Buka web series actor’. Item X3.3 is a statement that represents 

the Peripheral Cue ‘Source attractiveness’ indicator. 

Table 1.19 Responses to the statement ‘Saya merasa ingin lebih mengenal pemeran 

webseries Jelang Buka.’ 

Score Attribute Frequency Percentage 

1 Very Strongly Disagree 0 0% 

2 Strongly Disagree 10 10.0% 

3 Disagree 19 19.0% 

4 Enough 42 42.0% 

5 Agree 26 26.0% 

6 Strongly Agree 0 0% 

7 Very Strongly Agree 3 3.0% 

Total 100 100.0%  

Source: data from research, 2019 

Based on Table 4.19 above, out of a total of 100 respondents, 10 respondents 

(10.0%) stated strongly disagree, 19 respondents (19.0%) stated disagree, 42 

respondents (42.0%) stated enough, 26 respondents (26.0%) stated agree, and 3 

respondents (3.0%) very strongly agree with the statement. Generated mean score for 

this statement is 3,96 which falls to ‘enough’ category but leaning towards a more 



 

positive response. This can be summarized that the actors playing in Jelang Buka is 

likeable judging from gaining enough considerate positive responses. 

Table 4.20 is the result of the frequency percentage of respondents to the 

Peripheral Cue variable statement number 16, namely ‘I think the actor of Unilever’s 

Jelang Buka web series looks knowledgeable'. Item X4.1 is a statement that 

represents the Peripheral Cue ‘Source Credibility’ indicator. 

Table 1.20 Responses to the statement  ‘Menurut saya pemeran webseries Jelang 

Buka terlihat berpengetahuan luas.’ 

Score Attribute Frequency Percentage 

1 Very Strongly Disagree 0 0% 

2 Strongly Disagree 4 4.0% 

3 Disagree 14 14.0% 

4 Enough 53 53.0% 

5 Agree 21 21.0% 

6 Strongly Agree 0 0% 

7 Very Strongly Agree 3 3.0% 

Total 100 100.0%  

Source: data processed by author, 2019 

Based on Table 4.20 above, out of a total of 100 respondents, 4 respondents 

(4.0%) stated strongly disagree, 14 respondents (14.0%) stated disagree, 53 

respondents (53.0%) stated enough, 21 respondents (21.0%) stated agree, and 3 

respondents (3.0%) stated very strongly agree with the statement. The sum of mean 

score of this item is 3,98 and is classified ‘enough’ – considering that it lacks a little to 

be considered agreeable enough this concludes that people confirms that actors in 

Jelang Buka webseries gave enough knowledgeable impression. 



 

Table 4.21 is the result of the frequency percentage of respondents to the 

Peripheral Cue variable statement number 17, namely ‘I think the actor of Unilever’s 

Jelang Buka web series looks trusted'. Item X4.2 is a statement that represents the 

Peripheral Cue ‘Source Credibility’ indicator. 

Table 1.21 Responses to the statement ‘Menurut saya pemeran webseries Jelang 

Buka terlihat dapat dipercaya’ 

Score Attribute Frequency Percentage 

1 Very Strongly Disagree 0 0% 

2 Strongly Disagree 4 4.0% 

3 Disagree 24 24.0% 

4 Enough 31 31.0% 

5 Agree 34 34.0% 

6 Strongly Agree 4 4.0% 

7 Very Strongly Agree 3 3.0% 

Total 100 100.0%  

Source: data from research, 2019 

Based on Table 4.21 above, out of a total of 100 respondents, 4 respondents 

(4.0%) stated strongly disagree, 24 respondents (24.0%) stated disagree, 31 

respondents (31.0%) stated enough, 34 respondents (34.0%) agree, 4 respondents 

(4.0%) stated strongly agree and 3 respondents (3.0%) stated very strongly agree to the 

statement. Based on the mean score of 4,09 this concludes that the average respondents 

agreed that the actors of Jelang Buka webseries is considered trustworthy. 

Table 4.22 is the result of the frequency percentage of respondents to the 

Peripheral Cue variable statement number 18, namely ‘I think the actor of Unilever’s 

Jelang Buka web series looks credible’. Item X4.3 is a statement that represents the 

Peripheral Cue ‘Source Credibility’ indicator. 



 

Table 1.22 Responses to the statement ‘Menurut saya pemeran webseries Jelang 

Buka terlihat kredibel’ 

Score Attribute Frequency Percentage 

1 Very Strongly Disagree 0 0% 

2 Strongly Disagree 7 7.0% 

3 Disagree 14 14.0% 

4 Enough 54 54.0% 

5 Agree 16 16.0% 

6 Strongly Agree 6 6.0% 

7 Very Strongly Agree 3 3.0% 

Total 100 100.0%  

Source: data from research, 2019 

Based on Table 4.22 above, out of a total of 100 respondents, 7 respondents 

(7.0%) stated strongly disagree, 14 respondents (14.0%) stated disagree, 54 

respondents (54.0%) stated enough, 16 respondents (16.0%) stated agree, 6 

respondents (6.0%) stated strongly agree and 3 respondents (3.0%) stated very strongly 

agree with the statement. Mean score for this statement is the same as previous 

statement which is 4,09 – meaning that respondents agreed the actors on Jelang Buka 

webseries is considered credible. 

Table 4.23 shows the recapitulation results of the frequency for each item 

statement that represents the Peripheral Cue variable. The result is obtained from 

surveys to 100 respondents regarding 18 Peripheral Cue variable statements: 

Table 1.23 Data recapitulation of the Peripheral Cue variable 

Indicator Mean 

Emotionality of the story 3,73 

Affective Elaboration 3,81 

Source attractiveness 3,70 



 

source credibility 4,05 

Pheripheral cue (X) 3,82 

Source: data processed by author (2019) 

Based on the previous journal, after obtaining the results from 100 respondents 

for the Peripheral Cue variable, the next step is the calculation of the average score 

results as in Table 4.23. Conclusion that could be obtained from the sum of mean scores 

is that peripheral cues found on Jelang Buka is adequate enough on giving positive 

effect towards the respondents as the score reached 3,81 in numbers. 

4.5.2 Purchase Intention 

The Buying interest indicates how consumers tend to buy brands or switch from 

one brand to another (Keller, 1993). Indicators of buying interest are transactional 

interest, preferential interest, referential interest, and exploratory interest (Ferdinand, 

2006). Next is the respondent's frequency recapitulation on the Buying Interest variable 

(Y). 

Variables of Buying Interest (Y) in this research have 10 item statements that 

represent buying interest indicators, namely transactional, referential, preferential, and 

exploratory interest. Y1 and Y2 statement items represent transactional indicators, Y3 

and Y4 statement items represent referential indicators, statement items Y5, Y6 and 

Y7 represent preferential indicators, and statement items Y8, Y9 and Y10 represent 

exploratory interest indicators. 

Table 4.24 is the result of the frequency percentage of respondents to the 

Buying Interest variable statement number 19, namely ‘UNILEVER is my first choice 



 

when I want to buy household products’. Item Y1.1 is a statement that represents the 

Buying Interest ‘Transactional Interest” indicator.  

Table 1.24 Responses to the Statement: ‘UNILEVER menjadi pilihan utama saya 

ketika ingin membeli produk rumah tangga.’ 

Score Attribute Frequency Percentage 

1 Very Strongly Disagree 0 0.0% 

2 Strongly Disagree 9 9.0% 

3 Disagree 20 20.0% 

4 Enough 34 34.0% 

5 Agree 31 31.0% 

6 Strongly Agree 3 3.0% 

7 Very Strongly Agree 3 3.0% 

Total 100 100.0%  

Source: data processed from field, 2019 

Based on Table 4.24 above, out of a total of 100 respondents, 9 respondents 

(9.0%) stated strongly disagree, 20 respondents (20.0%) stated disagree, 34 

respondents (34.0%) stated enough, 31 respondents (31.0%) stated agree, 3 

respondents (3.0%) stated strongly agree and 3 respondents (3.0%) stated very strongly 

agree with the statement. Mean score for this statement is 4,08 and is considerably 

agreeable for the respondents, meaning that UNILEVER is fairly their primary choice 

of purchasing  

Table 4.25 is the result of the frequency percentage of respondents to the 

Buying Interest variable statement number 20, namely 'I have self-motivation to buy 

UNILEVER products'. Item Y1.2 is a statement that represents the Buying Interest 

‘Transactional Interest” indicator. 

Table 1.25 Responses to the statement: ‘Saya memiliki dorongan / motivasi dari diri 

sendiri untuk membeli produk UNILEVER’ 



 

Score Attribute Frequency Percentage 

1 Very Strongly Disagree 3 3.0% 

2 Strongly Disagree 12 12.0% 

3 Disagree 20 20.0% 

4 Enough 35 35.0% 

5 Agree 27 27.0% 

6 Strongly Agree 0 0.0% 

7 Very Strongly Agree 3 3.0% 

Total  100 100.0% 

Source: data from research, 2019 

Based on Table 4.25 above, from a total of 100 respondents, a total of 3 

respondents (3.0%) stated very strongly disagree, 12 respondents (12.0%) stated 

strongly disagree, 20 respondents (20.0%) stated disagree, 35 respondents (35.0%) 

stated enough, 27 respondents (27.0%) stated agree, and 3 respondents (3.0%) stated 

very strongly agree with the statement. Mean score for this particular item is 3,77 which 

means that respondents has enough consideration and motivation that came from 

themselves to purchase UNILEVER products. 

Table 4.26 is the result of the frequency percentage of respondents to the 

Buying Interest variable statement number 21, namely ‘I would recommend the 

UNILEVER brand to close relatives when buying household products.’ Item Y2.1 

is a statement that represents the Buying Interest ‘Referential Interest” indicator 

Table 4.26 Responses to the statement ‘Saya akan merekomendasikan merek 

UNILEVER pada kerabat dekat saat membeli produk rumah tangga.’ 

Score Attribute Frequency Percentage 

1 Very Strongly Disagree 3 3.0% 

2 Strongly Disagree 9 9.0% 

3 Disagree 20 20.0% 

4 Enough 38 38.0% 

5 Agree 21 21.0% 



 

6 Strongly Agree 6 6.0% 

7 Very Strongly Agree 3 3.0% 

Total 100 100%  

Source: data processing result, 2019 

 

Based on Table 4.26 above, out of a total of 100 respondents, 3 respondents 

(3.0%) stated very strongly disagree, 9 respondents (9.0%) stated strongly disagree, 20 

respondents (20.0%) stated disagree, 38 respondents (38.0%) stated enough, 21 

respondents (21.0%) stated agree, 6 respondents (6.0%) stated strongly agree and 3 

respondents (3.0%) stated very strongly agree with the statement. Mean score for this 

statement is 3,95 – meaning that respondents had enough consideration to refer 

UNILEVER to their close relatives.  

Table 4.27 is the result of the frequency percentage of respondents to the 

Buying Interest variable statement number 22, namely ‘UNILEVER is the 

recommended brand to me when I want to buy household products.’ Item Y2.2 is 

a statement that represents the Buying Interest ‘Referential Interest” indicator. 

Table 1.24 Responses to the statement: ‘UNILEVER adalah merek yang disarankan 

kepada saya ketika ingin membeli produk rumah tangga’ 

Score Attribute Frequency Percentage 

1 Very Strongly Disagree 3 3.0% 

2 Strongly Disagree 19 19.0% 

3 Disagree 38 38.0% 

4 Enough 17 17.0% 

5 Agree 17 17.0% 

6 Strongly Agree 3 3.0% 

7 Very Strongly Agree 3 3.0% 

Total 100 100.0%  

Source: data from research, 2019 



 

Based on Table 4.27 above, out of 100 respondents, a total of 3 respondents 

(3.0%) stated very strongly disagree, 19 respondents (19.0%) stated strongly disagree, 

38 respondents (38.0%) stated disagree, 17 respondents (17.0%) stated enough, 17 

respondents (17.0%) stated agree, 3 respondents (3.0%) stated strongly agree and 3 

respondents (3.0%) stated very strongly agree with the statement that is. Mean score is 

3,47 meaning that the average answers to this statement is ‘enough’ – respondents had 

enough consideration when they think that they had been introduced to UNILEVER in 

their lifetime.  

Table 4.28 is the result of the frequency percentage of respondents to the 

Buying Interest variable statement number 23, namely ‘I prefer to buy products from 

UNILEVER compared to competing brands.’ Item Y3.1 is a statement that 

represents the Buying Interest ‘Preferential Interest” indicator.   

Table 1.25 Responses to the statement: ‘Saya lebih senang membeli produk dari 

UNILEVER dibanding merek pesaing.’ 

Score Attribute Frequency Percentage 

1 Very Strongly Disagree 3 3.0% 

2 Strongly Disagree 14 14.0% 

3 Disagree 17 17.0% 

4 Enough 27 27.0% 

5 Agree 19 19.0% 

6 Strongly Agree 17 17.0% 

7 Very Strongly Agree 3 3.0% 

 Total 100 100.0% 

Source: data from research, 2019 

Based on Table 4.28 above, out of a total of 100 respondents, 3 respondents 

(3.0%) stated very strongly disagree, 14 respondents (14.0%) stated strongly disagree, 

17 respondents (17.0%) stated disagree, 27 respondents (27.0%) stated enough, 19 



 

respondents (19.0%) stated agree, 17 respondents (17.0%) stated strongly agree and 3 

respondents (3.0%) stated very strongly agree with the statement. Calculated mean 

score for this particular item of statement is 4,08 and is considered positive, meaning 

that respondents agreed that they prefer UNILEVER’s products compared to 

competitor’s products.  

  



 

Table 4.29 is the result of the frequency percentage of respondents to the 

Purchase Interest variable statement number 24, namely ‘I think UNILEVER 

products are better than another household products.’ Item Y3.2 is a statement that 

represents the Buying Interest ‘Preferential Interest” indicator.  

Table 1.26 Responses to the statement: ‘Menurut Saya produk UNILEVER lebih 

baik daripada produk rumah tangga lainnya.’ 

Score Attribute Frequency Percentage 

1 Very Strongly Disagree 3 3.0% 

2 Strongly Disagree 20 20.0% 

3 Disagree 13 13.0% 

4 Enough 37 37.0% 

5 Agree 13 13.0% 

6 Strongly Agree 11 11.0% 

7 Very Strongly Agree 3 3.0% 

Total 100 100.0%  

Source: data from research, 2019 

Based on Table 4.29 above, out of a total of 100 respondents, 3 respondents 

(3.0%) stated very strongly disagree, 20 respondents (20.0%) stated strongly disagree, 

13 respondents (13.0%) stated disagree, 37 respondents (37.0%) stated enough, 13 

respondents (13.0%) stated agree, 11 respondents (11.0%) stated strongly agree and 3 

respondents (3.0%) stated very strongly agree with the statement. Mean score of this 

item is 3,82 and is considered ‘enough’ but leaning towards a more positive result – 

meaning that respondents confirmed UNILEVER’s products is considered better than 

the other competing brands.  

Table 4.30 is the result of the frequency percentage of respondents to the 

Buying Interest variable statement number 25, namely ‘I believe The UNILEVER 



 

brand has good quality’. Item Y3.3 is a statement that represents the Buying Interest 

‘Preferential Interest” indicator. 

Table 1.27 Responses to the statement: ‘Merk UNILEVER saya yakini berkualitas 

bagus’ 

Score Attribute Frequency Percentage 

1 Very Strongly Disagree 0 0% 

2 Strongly Disagree 17 17.0% 

3 Disagree 10 10.0% 

4 Enough 40 40.0% 

5 Agree 23 23.0% 

6 Strongly Agree 7 7.0% 

7 Very Strongly Agree 3 3.0% 

Total 100 100.0%  

Source: data from research, 2019 

Based on Table 4.30 above, out of a total of 100 respondents, 17 respondents 

(17.0%) stated strongly disagree, 10 respondents (10.0%) stated disagree, 40 

respondents (40.0%) stated enough, 23 respondents (23.0%) stated agree, 7 

respondents (7.0%) stated strongly agree and 3 respondents (3.0%) stated very strongly 

agree with the statement. Mean score for this item is 4,02 this concludes that 

respondents agreed UNILEVER’s products is certainly good in terms of their quality. 

Table 4.31 is the result of the frequency percentage of respondents to the 

purchase interest variable statement number 26, namely ‘I was interested in accessing 

UNILEVER's 1001 Ramadhan Inspiration website’. Item Y4.1 is a statement that 

represents the Buying Interest ‘Exploratory Interest” indicator. 

Table 1.28 Responses to the statement: ‘Saya tertarik untuk mengakses website 1001 

Inspirasi Ramadhan milik UNILEVER’ 

Score Attribute Frequency Percentage 

1 Very Strongly Disagree 0 0 % 



 

2 Strongly Disagree 11 11.0% 

3 Disagree 23 23.0% 

4 Enough 33 33.0% 

5 Agree 30 30.0% 

6 Strongly Agree 0 0 % 

7 Very Strongly Agree 3 3.0% 

Total 100 100.0%  

Source: data from research, 2019 

Based on Table 4.31 above, out of a total of 100 respondents, 11 respondents 

(11.0%) stated strongly disagree, 23 respondents (23.0%) stated disagree, 33 

respondents (33.0%) stated enough, 30 respondents (30.0%) stated agree, and 3 

respondents (3.0%) stated very strongly agree with the statement. The accumulated 

mean score for this item is 3,94 and is considered ‘agreeable enough’ as the number 

almost reached 4,00 indicating a positive responses. Respondents had enough certainty 

that they are attracted to UNILEVER’s website. 

Table 4.32 is the result of the frequency percentage of respondents to the 

Buying Interest variable statement number 27, namely ‘I'm interested in accessing 

UNILEVER's 1001 Inspiration Ramadhan YouTube Channel’. Item Y4.2 is a 

statement that represents the Buying Interest ‘Exploratory Interest” indicator. 

Table 1.29 Responses to the statement: ‘Saya tertarik untuk mengakses channel 

Youtube 1001 Inspirasi Ramadhan milik UNILEVER’ 

Score Attribute Frequency Percentage 

1 Very Strongly Disagree 0 0 % 

2 Strongly Disagree 10 10.0% 

3 Disagree 24 24.0% 

4 Enough 33 33.0% 

5 Agree 17 17.0% 

6 Strongly Agree 13 13.0% 

7 Very Strongly Agree 3 3.0% 

Total 100 100.0%  

Source: data processed from research, 2019 



 

Based on Table 4.32 above, out of a total of 100 respondents, 10 respondents 

(10.0%) stated strongly disagree, 24 respondents (24.0%) stated disagree, 33 

respondents (33.0%) stated enough, 17 respondents (17.0%) stated agree, 13 

respondents (13.0%) stated strongly agree and 3 respondents (3.0%) stated very 

strongly agree with the statement. Mean score for this particular item is 4,08 which 

gave a confirmation that respondents are attracted to access UNILEVER’s Youtube 

channel. 

Table 4.33 is the result of the frequency percentage of respondents to the 

Buying Interest variable statement number 28, namely ‘I am interested in finding out 

about UNILEVER products through Search engines.’ Item Y4.3 is a statement that 

represents the Buying Interest ‘Exploratory Interest” indicator. 

Table 1.30 Responses to the statement: ‘Saya tertarik untuk mencari tahu tentang 

produk UNILEVER melalui Search engine’ 

Score Attribute Frequency Percentage 

1 Very Strongly Disagree 4 4.0% 

2 Strongly Disagree 7 7.0% 

3 Disagree 26 26.0% 

4 Enough 34 34.0% 

5 Agree 23 23.0% 

6 Strongly Agree 3 3.0% 

7 Very Strongly Agree 3 3.0% 

Total 100 100.0%  

Source: data from research, 2019 

Based on Table 4.33 above, out of a total of 100 respondents, 4 respondents 

(4.0%) stated very strongly disagree, 7 respondents (7.0%) stated strongly disagree, 26 

respondents (26.0%) stated disagree, 34 respondents (34.0%) stated enough, 23 

respondents (23.0%) stated agree, 3 respondents (13.0%) stated strongly agree and 3 



 

respondents (3.0%) stated very strongly agree with the statement. Mean score for the 

last item is 3,86 after being calculated which means respondents had adequate amounts 

of interest on finding out about UNILEVER’s through the search engine. 

4.4 Classical Assumption Test Results 

4.4.1 Multicollinearity Test Results 

Multi-collinearity test is a test for independent variables, where the correlation 

between independent variables is seen (Yudiaatmaja, 2013). Hair, et al. (1998) stated 

that if the VIF value (variance inflation factory) is less than 10, then multi-collinearity 

does not occur. Yudiaatmaja (2003) explains; if there are 2 (two) independent variables 

where the two variables are very strongly correlated, then the regression equation 

logically is simply represented by one of the variables. According to Ghozali (2005) a 

very strong correlation is as if the value of r> 0.90. So, if the correlation between 

independent variables is less than 0.9 then multi-collinearity does not occur. The 

following is a summary of VIF and tolerance results analyzed using the SPSS 20 for 

Windows: 

Table 1.34 Result of multicolinierity test 

Model 

Collinearity Statistics 

Tolerance VIF 

1 (Constant)   
x 1,000 1,000 

a. Dependent Variable: y minat beli 

The conclusion from the results above is that all independent variables have 

VIF values that are smaller than 10 and tolerance values exceed 0.1. Thus, the 

regression analysis in this study showed no symptoms of multi-collinearity. 



 

4.4.2 Normality Test Results 

The normality test is made to find out the distribution of data in the variables 

that will be used in the research and the data that is good and feasible to use in the 

research is data that has a normal distribution (Jubilee Enterprise, 2018). In this 

research, the results of the normality test can be seen through testing the P-plot graph 

and the kolmogorov-smirnov. A regression model is declared feasible if the residual 

value follows a normal distribution, if the location of the data distribution is around the 

diagonal line. The results of normality detection using a normal probability plot as the 

following figure: 

 

Picture 1.3 Result of Normality test 

Source: data processing result (2019) 

Based on the results of the normality test above, the line approaching the 

diagonal; which means the regression model is declared feasible, the residual is 

normally distributed and the assumption of normality is fulfilled.  



 

4.4.3 Heteroscedasticity Test Results 

Heteroscedasticity test is a test to find out whether in a regression model in this 

research, there is an inequality of variance from the observed residuals (Ismail, 2018). 

A good regression model if there is no indication of heteroscedasticity in the data. In 

this research, the method used to determine the indication of heteroscedasticity is by 

observing scatter plots. If the points form a regular pattern on the X and Y axes, then 

the data indicates heteroscedasticity. Conversely, if the scatter plot does not form a 

certain pattern, heteroscedasticity does not occur. 

 

Picture 1.4 Heteroscedasticity Test Results 

Source: data processing result (2019) 

The picture above is the result of a scatter plot of this research. There is no 

indication of scatter plots forming a pattern; hence it can be concluded that this research 

did not occur heteroscedasticity. 



 

4.6 Hypothesis Test 

4.6.1 Determination Coefficient Test (R2) 

Table 1.31 Coefficient Determination Result 

Model Summaryb 

Model R 

R 

Square 

Adjusted 

R Square 

Std. Error 

of the 

Estimate 

Change Statistics 

Durbin-

Watson 

R Square 

Change 

F 

Change df1 df2 

Sig. F 

Change 

1 ,741a ,549 ,545 6,375 ,549 119,447 1 98 ,000 1,809 

a. Predictors: (Constant), x peripheral cue 

b. Dependent Variable: y minat beli 

The R-square is 0.549 and the adjusted R-square is 0.545. To find out how much 

the variable X influence on Y uses the determinant coefficient r2 which expressed in 

the form of a percentage, it can be calculated from the adjusted r-square number of 

0.545 which means that the diversity of buying interest in Unilever products can be 

explained with Peripheral Cue by 54.5% or in other words the Peripheral Cue share of 

Unilever's product buying interest is 54.5% while the remaining 45.5% is a contribution 

from other variables which not discussed in this research. 

4.7 Simple Linear Regression Analysis 

Multiple linear regression analysis was conducted to estimate the magnitude of 

the influence between Peripheral Cue variables on consumer buying interest in 

Unilever’s Jelang Buka Web series. The regression equation is obtained from the 

calculation results as follows: 

Y= 8,142 + 0,446X 

From the regression equation above can be interpreted as follows: 



 

a. The regression constant value is 8.142, indicating that in Peripheral Cue with 

constant conditions (X = 0) or unchanging, the effectiveness of advertising in 

influencing consumer buying interest is 8.142. 

The Peripheral Cue (X) regression coefficient is 0.446. The Peripheral Cue variable is 

stated to have a positive influence on the dependent variable of buying interest. This 

means that if more positive Peripheral Cue is felt - assuming other variables are 

constant - then it can increase consumer buying interest in Unilever products by 

0.446.



 

 



 

1 CHAPTER V  

DISCUSSION 

To further discuss the outcome of this study, the conclusion will be provided in 

this chapter. In brief, this study founds that the webseries proven to be effective towards 

purchase intention. Below are essential background of the supporting information of 

this study. 

5.1 Overview of  the ‘Unilever: Jelang Buka’ Webseries 

The Unilever: Jelang Buka webseries published as an advertisement during 

Ramadhan month in 2017 precisely on May thru June and consist of four episodes. 

Products that are advertised in the webseries are Unilever products ranging from 

hygiene products to consumption, cooking products, and other utility products. The 

webseries was uploaded in Youtube under the official Youtube channel of Unilever 

named ‘1001 Inspirasi Ramadhan’ (1001 Ramadhan Inspiration). The format of the 

advertising chosen by Unilever was a webseries; where webseries itself was a 

convergence between entertainment and advertising (branded webseries). As defined 

by Perice (2011) before; webseries was firstly made purely for entertainment purposes 

but then when the form of entertainment itself was used as a promotion – thus it was 

titled as branded entertainment. Compared to other forms of advertisements found in 

Youtube, such as banner ads, pre-roll, and bumpers – this particular form of webseries 

acts like other video contents in Youtube where the audience get to chose to click as 

their own consent to watch it.  



 

With an average number of viewers of 3,490,000 per-episodes making Unilever 

webseries: Jelang Buka as the most popular and favorite webseries in 2017. The story 

told is oriented to a family theme featuring celebrity endorser Arief Muhammad and 

Tiara Pangestika as the cast (actor). Because the webseries are released during 

Ramadan, the story of Jelang Buka webseries also raises exemplary values such as 

prejudice and honesty with humorous inserts and is packed lightly and leaning towards 

sentimental approach. The promotion element lies in the product placement that often 

appears in every scene of the webseries in line with the act. 

5.2 Discussion of Research Results: The Effectiveness of Peripheral Cues found 

in Webseries: Jelang Buka towards Purchase Intention 

When an individual is in a low-elaboration condition or in a low-involvement 

state, then the peripheral cues will be the very primary thing processed in their thoughts 

compared to the arguments or central cues. Considering that the Unilever's branded 

webseries: Jelang Buka aims to promote its products and brands on Youtube social 

media with a mini-series format designed with sentimental values (such as family and 

affection) and by inserting product placement inside but not in explicit text or 

audiovisual sales regarding products or Unilever brand, making 'Jelang Buka' 

webseries tend to be processed by the audience based on their peripheral cues. In this 

context, the ‘Jelang Buka’ branded webseries main peripheral cues used are source 

factors (source attractiveness, and source credibility) derived from the celebrity 

endorser who came to be the actor of the webseries – and also the message factors, in 

this case the emotionality of the story and affective elaboration. Both coming from 

recitation of multiple earlier research that orientated on ELM. 



 

In this research it was also found that the peripheral cue(s) found on ‘Jelang 

Buka’ webseries had an influence towards purchase intention. This can be concluded 

from the regression result. Through the regression results found in this study, it was 

concluded that there was a significant influence between the peripheral cues variable 

on purchase interest which was 54.5%. This corresponds to Petty & Cacioppo (1981; 

1984) findings which explain that peripheral cue is more effective when in low-

involvement conditions.  

This is also consistent with the result and findings on another earlier researches 

which stated that peripheral cues are associated with the change of attitude and 

intention on a low-involvement condition (Bhattacherjee & Sanford, 2006). This 

research has provided support and encouraged the outlook that different advertising 

features may differ in their level of effectiveness (some of which are more or less 

effective) depending on the audiences' involvement with it – which under conditions 

of low involvement, peripheral cues are more important than arguments relevant to the 

problem, but under high involvement it is quite the opposite.  

Also, as a comparison to the earlier researches, one peripheral cues may differ 

from another. As in Huber, et al., (2014) the emotionality of the story found in T-mobile 

hotspot ads affect the changing of attitudes in the audiences’, whilst in Astous & Seguin 

(1999) the peripheral cues of minidrama in a television did not receive the same impact. 

The research conducted by Astous & Seguin (1999) has resulted that television show 

that ads a promotion value with a product placement on it tends to be disliked by the 

audience, moreover if the format of the television-show used to promote is a mini-



 

series or a drama. But there is a comparation to the object used in Astous & Seguin 

(1999) the ads in which this study used as an object despite being a mini-series and 

drama, there are emotional cues in ‘Jelang Buka’. The same findings similar to Astous 

& Seguin (1999) is found on research by Gobel (2017) that conclude findings with one 

of it was covert ads (ads that in a form of usual entertainment content) leans toward 

ineffective. However, findings in this study differs from former research that uses 

covert ads as the object of the study. This may be caused by the variance of different 

approach used in each ad, the media used, or even the message within the ad. 

In this research, one of the peripheral cue indicator is the emotionality of the 

story which consists of 8 items (or statements) that are modified from the original 3-

items of the same indicator in the earlier research by Huber, et. al., (2014) the items are 

modified to fit with the object of this research which is the webseries ‘Jelang Buka’.  

Through the frequency description tables it was shown that the majority of the 

respondents react to the statements with positive attitudes to the items that indicate the 

‘emotionality of the story’. The information processing in the context of emotional 

advertising as a peripheral cue was also found on Kirby, et, al., (1998) where the 

peripheral route usage in low-involvement ads works well if the cues received are 

favorable to the audience. Solomon (1992) also explained that emotional appeal creates 

more underlying effects on advertising attitudes based on product type. In this case, the 

webseries of Jelang Buka tends to promote their low-involvement products such as 

soap, home-cooking needs, and other low-cost products with low-involvement 

advertising format. Akbari (2015) also have found that emotional appeals have more 



 

signifcant positive effect on advertising attitudes than rational appeal of a low 

involvement product; this is acquired through the research of comparing sunscreen 

(low-involvement product, with low-involvement ad) with both rational and emotional 

appeal and a laptop ad (high-involvement product, high-involvement ad) with rational 

and emotional appeal. Thus, this research remains in the same line as former researches 

where the emotional appeals are effective under low-involvement ads. 

Another indicator of peripheral cues in this research is affective elaboration, 

which shows emotional context of the thumbnail and titles of the ad. Represented with 

4 item-statements in the questionnaire, 2 of which represents the affective elaboration 

of the titles and the remaining two represents the affective elaboration of the 

thumbnails. Items were adapted from Kim, et, al (2012) research with further 

manipulation to fit the ad used in this study, with the consideration of using the items 

as there are similarities between the ads used in Kim, et. al (2012) study and this study 

which is the visual points that stands out. From the descriptive frequency tables of 

‘affective elaboration’ items there are mixed reactions ranging from negative responses 

to positive, however the most chosen option was ‘enough’ and leaning towards the 

‘agree’ option. With the most favorable positive reaction towards the thumbnail of the 

video as opposed to the title of the video.  

Source factors found in ‘Jelang Buka’ webseries involve source attractiveness 

and source credibility. Cited from LaMarre (2009) in the low-elaboration condition, 

source is a peripheral cue used to give a quick and prompt judge and valuation. Another 

addition by LaMarre (2009) in a low-involvement condition, an individual is dependant 



 

to sources that are credible to improve the change of their attitude. In this research, it 

was found that source credibility and source attractiveness from the celebrity endorser 

as an actor ‘Arief Muhammad’ and Tiara has been given positive feedback by 

respondants – which means that Jelang Buka has succeeded on using peripheral cues 

as an effort of persuasion through communication. Similar results regarding source 

factors found in many previous studies which examined the endorsement effect 

including Petty & Cacioppo (1984) who met the results of celebrity endorsers were 

considered more effective than non-celebrities, also Yuan (2015) received similar 

results that celebrity endorsement was effective but only if the message delivered is not 

focused on product argument. In this case, Yuan's (2015) research is in line with this 

study where the celebrity endorser is optimally effective if the message delivered is not 

focused on product arguments - as Unilever Jelang Buka webseries is not focused on 

argument as well. 

It is believed through consideration of previous research and this study that the 

level of effectiveness of peripheral cues varies - depending on factors such as message 

format, source appeal, message appeal, and visual approach. Dotson & Hyatt (2000) 

study on religious symbol used as the main peripheral cues in advertising has found 

that low-involvement subjects who were high in religious dogmatism were found to 

have a less favorable attitude toward the brand and a lower purchase intention when 

exposed to ads containing the cross. Whereas highly dogmatic subjects who manifest 

interest in the product have their positive feelings toward the product marginally 

enhanced by the presence of the cross. Another form of peripheral cues found on 



 

advertising – colors, was studied in Zhou & Xue (2018) and the result of their study 

stated that colors gave different effect on advertising despite a slight difference (black 

white or color). Specifically, there seems to be a boundary condition existing for the 

ELM with regard to the type of peripheral cue used as stated by Monroe (1992) there 

is some uncertainty as to what exact characteristics of and relationships between the 

variables constitute a boundary condition. This study represents a partial replication of 

peripheral cues. Stated by Dotson & Hyatt (1992) there has been little variety in the 

nature of peripheral cues used in research to test the robustness of the ELM and the 

future research efforts must be directed at gaining an understanding of the exact nature 

of peripheral cues and their effects. This will serve to define further the boundaries of 

this important theoretical model. In this study Unilever webseries used peripheral cues 

in a form of emotionality or affection and were found to have an influence on buying 

interest, as well as source factors that have successfully influenced purchase interest. 

This study is meant to try fulfill the early study limitation and gaps. In Astous & 

Seguin’s research (1999) the result of the research concludes that minidrama aired on 

television does not end in effective result on affecting viewer’s attitude and behaviour. 

On the other hand, webseries such as Jelang Buka which belongs to the same category 

and type of series did have an effective impact – the same goes to Kirby et al (1998) 

research towards mammography advertising, which leads to an effective finding.  

ELM involves thinking of the human mind through the peripheral and central 

route of processing – as an addition, in this study it has been mentioned time and time 



 

again regarding emotional and affective responses, this brings to mind the study of 

communications biology or ‘communibiology’ as stated in another word. 

5.3 Communibiology Implication in Peripheral Cues of Jelang Buka Webseries 

Since the indicators of peripheral cues in Jelang Buka involves affective 

responses and emotional cues, these opens further discussion regarding communication 

biology. Which mention study on human brains and system works on or during 

communication exchange or act. Based on biological studies, communication biology 

can be said as a communication model that analyzes the problem of individual biology 

behavior internally, because it studies the origins of behavior based on the study and 

understanding of the source of controlling behavior, namely the brain.  

Hickson & Stacks (2010) explained the understanding of communications 

biology through reviews of earlier studies, including an overlook of Plato and 

Aristotle’s idea of separate entities in living being, including humans, which are the 

mody and the mind, viewed that both entities body and mind cannot intervene with one 

another as they process, but as studies advances there is another view through 

substantial neuroscience that there is mutual influence between body and mind. With 

this held as the basic, the communication biology discussed as interactions between the 

brain and talking. Including Gray & Wise (1959, as cited in Hickson & Stacks, 2010) 

that four chapters of the bases of speech are physical, physiological, neurological and 

genetic, meaning that both body and mind played a role in speeches. Aside from the 

basic of both mind and boy, Hickson & Stacks (2010) reviewed the idea that emotions 

are considered as nonverbal communication based on literature ‘the silent language’ 



 

by Hall (1959, as cited in Hickson and Stacks, 2010). As a form of nonverbal 

communication, emotions generally are classified into 6 expressions by Ekman & 

Friesen (1975) namely happiness, sadness, surprise, anger, fear, and disgust. Furtherly 

added, Ekman & Friesen stated that these 6 expressions of emotions are redeemed to 

be universal meaning its ‘by nature’ not something nurtured or learned. Emotions has 

been mentioned several times in the study of communication biology, including this 

study that used the term emotions as a part of the instrument used. Instrument item 

number 3 uses the term ‘smiling’ as a universal expression of happiness; indicating 

positive reaction towards Jelang Buka webseries. Emotion was another part of 

communication biology among others aspects of biology discussion in communication 

study, as part of ‘nature theory of nonverbal communication’ alongside the aspect of 

physical appearance, which included as well in the instruments of this study. Other than 

the nature studies in communication, there is also elaboration on how brain ‘works’. 

Through communications biology the idea of how the brain works is connected 

with how communication exchanges are going; this was included in discoveries from 

Jaynes’ (1976) literature as cited in Hickson & Stacks (2010) that the “The mind was 

now being closely associated with the brain”. Earlier literature focusing on the brain 

and the communication discipline was Andersen, et al (1979) according to Hicks & 

Stacks (2010). Following the earlier study of neurophysiological view of Andersen et 

al (1979), Stacks (1991) incorporated 'biosocial' approach to communication, Hickson 

(1981) published the brain-hemisphere theory, Aitken & Shedletsky (1995) published 

Intrapersonal communication processes; all in all, biological component of 



 

communication was involved in mentioned literatures. Following this, Fix (2008) 

contributes on this matter, namely how the brain works, it all began with the same 

'tunnel' of the human brain that connects to other parts of the brain which is parasagital. 

Fix (2008) explained parasagital is a specific part of the human brain in charge of 

connecting the left and right hemispheres of the brain. Messages received, processed, 

and transformed by other specific parts of the brain such as the frontal, temporal, 

parietal, and occipital must first pass through this parasagital part. Fix (2008) furtherly 

added, parasagital is located between the left and right hemispheres of the brain 

stretching from the back to the front of the human brain. Information received and 

received in the form of visual, audio, and kinesthetic, translation and transformation 

are greatly influenced by parasagital conditions.  

Darmawan (2009) explained, In the context of communication, this section 

largely determines the smoothness of the communication process which is circular in 

nature. Information sent from the left hemisphere to the right hemisphere or vice versa 

will be returned to the sending cerebral hemisphere and then will be converted into a 

decision about the actions to be taken by individuals in learning. This process is carried 

out so that there is a balance of decisions, and this balance is very determining whether 

or not the action or decision making.  

The communication biology approach on brain had been studied out both in 

earlier and recent researches. Its almost unavoidable that the process of communication 

requires the human mind, which is a product of both the system of the human biology, 

this includes brain. The basic idea revolve around the neural systems that acts like 



 

‘nodes’ or network that connects to one another. Weber et al (2008) on the study of 

neurophysiological perspective in communication mentioned that there are relationship 

between neural study found in communication, one of it was through elaboration 

likelihood model that defined the process of consideration of persuasive messages 

namely the peripheral route processing or central processing – furtherly added Weber 

et al (2008) explained that these relationship occur because of neural structures, 

neurochemicals (neurotransmitter), and hormones inside our body, and these evolved 

over millions of years in response to environmental pressures. This study on the 

overview of our brain is defined as neuroscience. According to Weber et. al (2008) 

neuroscience is too general and has several ‘focuses’, one of it that was found in 

communication studies is cognitive neuroscience which is the study of language, 

semantic memory, visual recognition, working memory, episodic memory, and 

attention (Cabeza & Kingstone, 2001 as cited in Weber et. al., 2008). The basic 

knowledge about brain itself is according to Brodmann (as cited in Weber et al., 2008) 

is a distributed network of a large number of sub-organs having dynamical interaction 

to complete a task – meaning that we should view our brain as a distributed network 

with massively interconnected neurons that process information dynamically. This 

‘dynamic information processing’ in this study’s neurophysiological perspective 

includes media experiences such as watching movie, playing video game, and 

experience watching webseries as part of it. 

According to Weber et al. (2008) the ‘hardware’ of our mind consist of neurons 

embedded in a matrix called ‘glial cells’ – during the process of processing 



 

information, the neurons create electrical actions transmitted to the entire cell body or 

‘axon’ – and this axon connect to numbers of synapses of other neurons and this 

connection are chemical by nature. The human brain have a folded outside layer called 

as the cerebral cortex, higher cognitive processing tasks are processed through this 

layer including visual recognition activities and emotional structures (Weber et al., 

2008). Furtherly added Weber et al (2008) explained that the visual system or the visual 

cortex is located in the calcarine sulcus – the hierarchy of visual processing starts from 

the eye’s retina through ‘midbrain structures’ and goes to auditory cortices – and 

directly influences affective processing in emotional areas precisely in the amygdala – 

thus it became the reason why subconscious visual stimulus in media messages cannot 

be consciously perceived because of their short presentation time but are able to affect 

emotions and emotional learning (Morris et al. 1998 as cited in Weber et al 2008). This 

is parallel to the principle of elaboration likelihood model of Petty & Cacciopo (1980) 

that the peripheral cues are processed ‘in a flash’ and incline to be temporary in effect. 

The limbic (emotional) brain is not specifically defined in what part of the 

brain, but there are areas that pragmatically considered as its central elements which is 

the lower part of prefrontal cortex called as the orbitofrontal cortex as well as the 

amygdala, and the entorhinal cortex (Weber et al, 2008). The amygdala is the key part 

of the brain for processing emotions expecially fear (implicit memory), love, 

excitement, frustration and aggression, hence clinical patient that had damage in this 

particular area of the brain have difficulty on social decision making and emotional 

instability (Zeidner, et. al. 2011). This study despite it being an ad, leans toward a more 



 

entertaining drama format with persuasive intention, thus it involves the orbitofrontal 

cortex part of the brain which according to Weber et al., (2008) is important for more 

complex emotional and social behavior. Aside of the orbitofrontal cortex, the anterior 

cingulate cortex or the ‘ACC’ also played a role considering that the instrument involve 

emotional and affective questions. According to Weber et, al. (2008) the anterior 

cingulate cortex (ACC) located in the lower brain area to the mid-temporal or limbic 

areas, mostly represent affective processing – the dorsal ACC is related to rational 

thinking, while the rostral ACC is more related to emotional cognition – therefore the 

ACC (anterior cingulate cortex) is considered as an interface between cognitive an 

affective processing (Bush, et al as cited in Weber, et. al., 2008). These are ‘regions’ 

of brain that contribute to the limbic system, Weber et al (2008) classified that the 

neurophysiological perspective found in mass communication especially on 

entertainment implicate the motivation and reward system linked to the mesolimbic 

pathway which is one of the four major dopamine’s pathway. This is encouraged in the 

preliminary research that revealed systematic activity patterns in the brain during the 

exposure to dramatic narrative. Along with this noted, Weber et al (2008) suggested 

that brain regions that are involved in the motivational and reward systems of the 

human brain are the ACC (anterior cingulate cortex), the amygdala, and the  pre- and 

orbitofrontal cortex. 

With Jelang Buka having the nature of entertaining in mind, it also acts as 

persuasive messages and how it took effect on shaping behavior; purchase intention to 

be exact. Persuasion and neuroscience had been linked in amounts of researches, one 



 

of which is by Petty, et. al., (2018) which stated that when people are asked to rate a 

question on how persuasive the ad is, they are in fact being asked reports on how much 

would a stimulus change their attitude or behavior. The correlation between ELM and 

neuroscience had been mentioned through as well on Petty, et. al (2018) namely the 

message and source factors and their correlation to neural system. Klucharev, et. al. 

(2008) conducted research regarding source factors and measuring participants' 

behavioral intention toward each object, recognition memory pairings, and familiarity 

and attractiveness of the celebrities, with result of the whole brain analysis of the 

participants and it has been found indication that the effect of expertise on purchase 

intentions was mirrored by differences in activation in an array of regions in the 

prefrontal cortex as well as the precuneus, anterior cingulate cortex (ACC), superior 

temporal gyrus (STG), and medial dorsal thalamus. Klucharev et. al (2008) added, the 

whole-brain analysis of the “interaction” between celebrity expertise and subsequent 

attitude effect indicated that celebrities subsequently rated as high in expertise evoked 

particularly larger increases in activity in the right and left caudate nuclei and right and 

left superior frontal gyrus (SFG) within the medial prefrontal cortex (MPFC) to objects 

that participants subsequently evaluated positively. Klucharev et. al. (2008) also 

interpret the caudate nucleus patterns results – giving meaning that recipient's trust in 

the quality of the product is increased due to source expertise. In other words, the 

activation in the caudate nucleus region in the brain reflects ‘trust’ emerging after 

exposed to celebrity expertise.  



 

Reasearch by Stallen et al. (2010) compared both celebrity and non-celebrity 

source with a shoe product and the research result suggests that the effectiveness of 

celebrities stems from a transfer of positive affect from celebrity to the product. Petty 

et al. (2018) tied together the findings that the measurement of attitudes or intentions 

at the explicit level in prior persuasion research has shown that experimental 

manipulations of celebrity status can produce more positive attitudes and intentions. 

Behavioral measures that might shed light on the cognitive and affective processes 

elicited by the persuasive appeal expecially through message factors are also 

mentioned. Through researches of Chua et al. (2009) as well as Kato et al. (2009) have 

found that persuasive message appeals involve activities in the brain area particularly 

within the MPFC (medial prefrontal cortex). The research by Chua et al. (2009) added 

that high activities in rostral MPFC and precuneus/posterior cingulate exposed to 

messages with high-tailored messages (message arguments that were tailored to each 

individual's behavior; similarities in self) were more self-relevant and evoked more 

personal and episodic memories, and self-relevant message processing.  

Now that the ‘rational’ sides of persuasion being processed in the brain, the 

connection to emotional processing is being discussed. The connection is explained 

through the result of MRI in the research by Etkin et al. (2011) that positive emotion, 

which can serve to regulate and diminish negative emotion, has been associated with 

activation in the brain areas namely sgACC (subgenual anterior cingulate cortex), 

MPFC (medial prefrontal cortex), and pgACC (perigenual anterior cingulate cortex). 

Rushworth et al. as cited in Etkin et al. (2011) stated that the processes carried out by 



 

the adACC are mirrored by similar contributions to reinforcement-guided decision-

making from the orbitofrontal cortex, with the distinction that the adACC is concerned 

with computing reinforcement value of actions whereas the orbitofrontal cortex is 

concerned with gauging the reinforcement values of stimuli. 

In today’s era, all comes together into four leading major framework of 

communication biology namely: the biosocial approach (Hickson & Stacks), 

communibiological approach (McCroskey & Beatty, 2001), communication gene 

approach (Buck, 2003), and endocrine approach of Floyd (1989). While the first two 

leading framework out of four is similar, both encourages the fact that brain and body 

interacts and resulting in the production of ‘mind’ as well as the universal nonverbal 

communication of facial expression, though McCroskey & Beatty (2001) added 

another aspect of personality traits that give contribution on the intake of 

communication biology. Both ideas were implied in this study, finding out that emotion 

shown through as a form of universal communication and that physical appearances 

plays a role – on the ‘source attractiveness’ it was included such statements. Floyd 

(2010) fits the idea of endocrine approach – hormones as a factor behind human’s 

behaviour. 

In another literature by Condit (2000) matters of nature or nurture in 

contributing human communication behaviors was also discussed. Condit (2000) 

expressed that both nurture and nature in communication are incomparable in terms of 

which one is more influencing and important; meaning that both nurture and nature 

'works' together creating behaviors. Condit (1999) in previous research stated that our 



 

biology matters to our comunication characteristics. Condit (2000) explained that on 

biological aspects of nature and nurture - there are three major ways that contributes to 

it namely: the strength of environment's influence, meaning that When environments 

do not vary much or are quite permissive, individual biological proclivities may have 

greater room for manifestation, second is the strength of biological traits influence, 

meaning the characteristic of each physiological 'shape' in each human contributes on 

how they speech or communicate, the third is the traits withing their biological features 

itself, or in other words the biochemical inside differs and that contributes on how we 

communicate.  

Condit (2000) classifies nature as unitary biology, and nurture as unitary culture 

or environment. There are several of literature that points genetic inheritance or 

heritability contributes to communication apprehension (the introversion or 

neuroticism) including Beatty et al (1998) and Buck (2003) found trough the study on 

twins. Though, Condit (2000) pointed out that these samples are conducted on twins 

on upper class and middle class, uni-cultural, and highly restricted environment and 

further 'criticize' that traits heritability (neuroticism, extroversion, or communication 

apprehension) is 80% and 20% is in environment is wrong – Weber et. al. (2008) also 

stated in similar way. In fact, Condit (2000) explained that it is possible that heritability 

is influenced by environment thus decreases its percentage.  

The role of genes in communication behavior according to Condit (2000) for 

almost all the time we have sought that there is a single gene that causes a certain 

behavior of human - turned out it was more to seek than it, although there are examples 



 

of diseases that affect single gene, not all conditions affect single gene. These are 

components that become the key of human behaviors affected by genes: genes, gene 

products, physiological environmental inputs, developmental processes, established 

biological structures, cognitive processes and inputs, cultural, social structural, and 

codes (Condit, 2000). This emphasized the idea that genes are defined in two ways: 

functionally and biochemically - physiological inputs are important to genetic 

processes (Condit, 2000). this could gave meaning to findings of this study, that 

emotionality expressed by respondents are likely influenced substantially by learning 

and memory processes stored trough language or code systems. Condit (2000) stated 

that most human individuals learn at least one code structure, we think of learning that 

code structure as a 'mental' event, but it is actually laid down in the biological structure 

of the brain - incorrelation with this study, that one code structure was presented in 

Jelang Buka trough the role of ‘mother-in-law’ and the ethics to be daughter-in-law 

specifically in cultural environment of Indonesia. Kenneth Burke as cited in Condit 

(2000) stated that these code structures are a key part of the cognitive developmental 

processes that accrete over time in our bodies to give us a specific personality structure. 

Hence the emotionality of the story and affective elaborations were put as peripheral 

cues of Jelang Buka since the codes of “in-laws” in family matters are considered 

giving us Indonesians specific personality structure – that we majority of Indonesians 

consider in-laws as respected figure equally as our own parents (Mulyadi, 2010) – and 

in accordance as Condit (2000) explained, code inputs throughout the life course shape 

biological structures and code systems are developed within cultures and those cultures 

specify what communication behaviors are expected and appropriate for different 



 

members. The input on this study is that, since this code systems are imprinted in our 

mind, it is processed peripherally, thus identified as peripheral cues embedded in Jelang 

Buka. Weber et. al. (2008) added, these social constructions are a function or product 

of neural structures us adapting to environment over the time. As communication 

biology keeps advancing, this hopefully contributes to ideas for future application in 

the study of communication. 

  



 

 



 

1 CHAPTER VI 

CLOSURE 

6.1 Conclusion 

Based on the results of this study entitled ‘Elaboration Likelihood Model Study 

on Peripheral Routes: Effectiveness of Branded Webseries ‘Unilever: Jelang Buka’ 

towards Consumers' Purchase Intention, here are conclusions from the results of this 

study: 

1. The results of this study indicate that peripheral cue can affect the intention 

of purchasing of the consumers'. This is evidenced by measuring the 

hypothesis test which shows a significant influence between variables 

namely the regression coefficient shows that the peripheral cue variable has 

an effect of 54.5% on purchase interest. 

2. The results of this study found that peripheral cues – some are effective 

whilst some are not. This differentiate between what format of the ads are 

used, in what media, and the level of involvement of the audiences’. These 

were also concluded from comparison of earlier researches. 

3. Based on the elaboration likelihood model, the processing of individual 

messages in peripheral routes is based on credible and interesting sources, 

as well as affective factors that increase individual positive feelings (Lyttle, 

2001). This is a factor that has resulted in this Jelang Buka webseries as an 

influence on purchase interest. 



 

6.2 Research Limitation 

The limitation in this study lies in the central variable as described in the 

Elaboration Likelihood Model, which includes the quality argument, because the object 

studied tends to be dominant in the peripheral cues used. 

Another limitation is the method of collecting data with a questionnaire. This is due 

to the difficulty of the webseries ad format when applied in experimental research, 

considering that the accumulated duration of each episode of the webseries is quite 

long. In addition, the questionnaire method was chosen because to get more valid 

answers about the opinions and experiences of respondents when watching webseries 

Jelang Buka adverts.  

Moreover, due to some limitations encountered, further discussion regarding 

communication biology is only briefly discussed in this study. However, this study 

opens a nudge regarding communication biology study, further research that covers 

these matters are encouraged. 

6.3 Suggestions 

6.3.1 Academic Suggestions 

1. It can be seen from the results of R-adj which are included in the Chapter IV 

and it is considered in middle category, meaning that there are indications of other 

variables affecting the interest in buying interest. for this reason, there is a need for 

research by testing other independent variables that are more influential. 



 

2. Webseries format ads are still relatively new in Indonesia. So that research 

examining advertisements in the form of webseries is expected to find new conclusions. 

3. The use of the ELM model to measure advertising effectiveness has proven 

to be a good parameter. This is evident in the previous literature and in this study. So 

that it is expected that ELM will be applied to research on the effectiveness of 

advertising in the future. 

6.3.2 Practical Suggestions 

1. From the results of this study the advertising effectiveness variable 

measured using ELM has an influence on buying interest. As a follow-up 

of several research findings, the researcher recommends that companies, 

especially Unilever companies, pay close attention to the importance of 

advertising effectiveness. Especially to pay attention to ad formats that are 

considered high-involvement so that the audience will process messages 

with a central route by adding arguments in the advertisement because 

according to previous research central processing has a significant influence 

in the buying interest process. Considering the regression score is only 

54.5% in this study. 

2. The using of Peripheral Cues in advertising has shown significance for its 

effectiveness towards the changing of attitudes and intention found in most 

audience – if only the cues chosen was favorable to the audience. 



 

Improve the appearance of the webseries advertisement in terms of humor, title, 

thumbnails, and the concept of the story presented. Because according to the results 

of a questionnaire of 100 respondents, there are still negative answers to the creative 

aspects of the webseries in Jelang Buka. 
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