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Advertising is appealing to most organi sations since it provides information, entertains,
and communicates, especially on the radio. Advertising can boost sales, but it must be
carefully structured to be effec tive.

Radio advertisers must create engaging messaging to be effective. Selective attention,
Selective perception, and Selective retention are the three ways people pick mass media
content. Selective attention occurs when people focus on interesting messag es.
Selective perception means people interpret messages according to their ability.

Selective retention is when a person only remembers the message they want. Radio
advertising has several qualities and tools, which can be divided into Message Style,
Message Structure, and Presenter. Radio advertising messages are readily forgotten
since they function on the right side of the brain and excite more impulse nets, so they



must be repeated.

According to current studies, improving the Radio Advertising Componen ts (Message
delivery style, Message Structure, and Message Conveyor) by 0.125 times will enhance
audience attention. Under the same conditions, increasing radio ad frequency and
duration by 0.0512 times decreases audience interest. Increased radio advertis ing
intensity decreases audience interest.

Nonetheless, this may happen because field surveys suggest audiences are happier or
more interested in listening to high -quality radio ads by paying special attention to
radio ad aspects. Radio advertisement broadcasting is intense and plays low-quality ads,
which displeases audiences. Keywords: advertising elements, advertising intensity,
audience interest, terrestrial radio *) Corresponding Author The impact of elements and
advertising broadcasting intensity exposure in terrestrial radio - doi: 10.25139/jsk.v7il.
6144 Harliantara, H.

66 INTRODUCTION The struggle for radio audiences seems to be getting more exciting.
The demands of society are already at the level of understanding that broadcasting
practitioners are, at their core, professionals and skilled (Hendrarto & Ruliana, 2019;
Muela-Molina et al., 2016; Sugiyanto, 2015; Susilo, 2012).

It does not matter whether the broadcaster is a product of a university, academy, or
because of professional training. Today, the world of broadcasting is in dire need of
professional skills, intellectual capacities, moral obligations and professional
responsibilities. Broadcasters are part of the historical process of media broadcasting
and the world of thought in postmodern society.

Lyotard postmodern society as a ‘computerised society’. Martin has also
comprehensively discussed the Telematics Society. Thus, as a culture builder and shaper
of public opinion, radio can be described as everyone’s eyes and ears (Verweij, 2009;
Warner et al., 2012). The radio depends on the broadcasters’ knowledge of the world of
contemporary life. In the context of advertising, radio is referred to as intrusive media.

A radio is likened to a smuggler whose arrival is difficult to restrain, but suddenly his
voice echoes in the listening room. Furthermore, in intrusive theory research, it is stated
that the natural characteristics of radio are very effective in influencing passive
consumers (Critchlow et al., 2022; Misra & Dwivedi, 2022). The pattern of
communication via radio is the same as verbal information.

Once people hear the information, then its presence cannot be denied. Likewise, with



radio broadcasts, listeners have no choice but to listen. This condition makes radio
advertisements more likely to penetrate the defence of listeners’ information selection
patterns. Various radio broadcasts can penetrate all corners of Surabaya. All existing
radio broadcasts can be categorised into seven formats or positioning.

General broadcast formats are the most widely broadcast, followed by music and
information formats, dangdut music broadcasts, information, top 40, and special
formats such as spiritual and Javanese ethnic broadcasts. These various broadcast
formats psychographically reflect the intended target audience. This variety of broadcast
formats also provides opportunities for advertisers to penetrate all corners of the city.

Radio allows products that are marketed to carry out unexpected attacks (exposure)
from certain areas. By making optimal use of radio, product advertising campaigns
might be able to gain a foothold for Surabaya products. On the other hand, the cost of
advertising on the radio in Surabaya varies widely (Panuju et al., 2018; Susilo, 2012).

Even so, the cost of advertising on radio is relatively cheap, and the results are more
effective than the cost of television or print media. Three things must be considered in
order for communication via radio to produce effective results and be on target, namely:
the effect of advertising on changes in buying behaviour, the process of Jurnal Studi
Komunikasi, 7(1), 2023 ISSN: 2549-7294 (Print), 2549-7626 (Online) 67 communication
and decision-making that influences behaviour, and the target audience (De Leon et al.,
2020; Fitri, 2018; Michelle & Susilo, 2021; Prasetya & Susilo, 2022; Raditya et al., 2019;
Seo et al.,

2013; Tanner & Raymond, 2014; Thomson et al., 2007). Various things make radio media
advertising an attractive choice. Besides having a broad reach, radio advertising also has
an entertainment element that strongly supports the formation of consumer
perceptions of a product. Ultimately, it can lead to exchange actions to satisfy the
various parties involved in marketing activities. For most companies, advertising is an
attractive option.

Advertising can be a source of information, as well as an entertainment and effective
communication medium, especially when the advertisement is broadcasted on the radio
(Dodoo & Wu, 2019; Duffy & Cheng, 2020; Ikonen et al., 2017; Kusumasondjaja &
Tjiptono, 2019; Youn & Kim, 2019). The general implication is that producers’ attention
to markets and consumers is rapidly growing.

That is, advertising has become the spearhead of companies in penetrating an
increasingly tight market. However, although it is an attractive option for companies,



advertising is not the only determining factor that can increase sales. Therefore,
advertisements must be designed in such a way with careful consideration so that the
objectives can be achieved effectively (Susilo, 2022).

In order for the message in advertising to be effective, the process of sending the
message must be related to the process of receiving the recipient. For this reason, the
communicator must design messages that attract the target’s attention (H. Chen, 2018;
Spears & Singh, 2004). In its current developments in Indonesia and in line with the
development of the new media era (Broadband), radio broadcasting (Broadcasting)
must be more creative in producing advertisements in order to be able to attract
audiences.

Due to the various reasons above, the researchers want to study ontological phenomena
in the radio broadcasting industry, both in analogue and digital media (Panuju et al.,
2018). METHODOLOGY This study uses an explanatory research approach, namely a
quantitative data analysis method that explains general and specific knowledge
(Barnham, 2015; Creswell, 2013; Zyphur & Pierides, 2017).

In this case, the knowledge to be explained is about the influence of elements and
exposure to the intensity of advertising broadcasts on terrestrial radio on the public
interest. Because this research seeks to explain a phenomenon, the data collection
method is a survey aimed at many individuals or groups. As Leedy & Paul (1985) stated,
a survey is checking or looking at something done consciously and not by accident.

This study also considers Hillway's view that surveys contain scientific facts and
descriptions of a current situation (Hillway & Tyrus, 1956). Surveys can also help
descriptive research, normative research, The impact of elements and advertising
broadcasting intensity exposure in terrestrial radio - doi: 10.25139/jsk.v7i1. 6144
Harliantara, H. 68 or case studies that try to describe or study a situation.

If possible, obtain general conclusions that are correct/logical from the facts. The
population of this research is all radio listeners in Surabaya. In 2022, the total population
in Surabaya will be 2,972,801 people. From these data, the selection of research subjects
was determined randomly based on the area to be the research subject.

Samples were taken using the Cluster Random Sampling technique. Because this
technique requires groups within the population, the population is deliberately seen as a
group, and then the group is randomised and taken as a sample. This method may
make identifying individuals in a population difficult because they can only be identified
as clusters.



Thus, units in the population called units of analysis or population elements are groups.
Therefore, the population consists of groups. This study uses a sample of audiences in
Surabaya with five regions and is grouped into two groups based on the type of
government administration: districts and sub-districts. The total sample taken was 100
residents. Data collection techniques used in this study were questionnaires and
documentation.

The variable measurement scale in this research is the Likert scale. This scale is used to
measure the respondents’ attitudes, and the resulting data quantitatively is categorical.
Variable X (Ad Exposure) consists of X1 (Advertising Elements) and X2 (Advertising
Broadcasting Intensity) using four categories of measurement scales and carried out on
Confidence Level measurements, namely: Not Confident, Less Confident, Confident, and
Very Confident and Satisfaction, namely: None, Rarely, Some, and Many.

At the same time, Variable Y (Audience Interest) is: Not interested in the advertised
product, Less interested in the advertised product, Interested in the advertised product,
and Very interested in the advertised product. Descriptive analysis, validity and reliability
tests, and regression analysis are data analysis methods used to answer the problem
and test the research hypothesis, namely the impact of elements and advertisement
broadcasting intensity exposure in terrestrial radio on public interest.

From 100 respondents, three variables were used, in which there were two independent
variables, namely Advertising Elements (X1) and Advertising Broadcasting Intensity (X2),
as well as one dependent variable, namely Audience Interest (Y). RESULTS AND
DISCUSSION Research on radio advertisements provides a limited view of building a
good advertisement.

As is the case in most studies on TV, radio advertisements are very aware of the
importance of various product categorisations. Apart from being dominated by general
perception, some of them even provide a number of rules to be able to remember
better the message conveyed, such as using greetings, making advertisements as simple
as possible, selling/playing advertisements as Jurnal Studi Komunikasi, 7(1), 2023 ISSN:
2549-7294 (Print), 2549-7626 (Online) 69 often as possible, writing to be heard well, and
still often mentioning the client’'s name.

In a book entitled “How To Make Your Advertising Make Money,” John Caples states
that retail advertising, which is in written form read by broadcasters, is the best
advertisement. What makes it the best is that the advertisement is not entertaining,
does not play jingles, does not have a humour aspect, and is a 100% persuasive ad.



Meanwhile, in the book entitled “The Radio & Television Commercial,” Tannenbaum and
Stanley mention that advertising will filter their list by itself. Radio commercials are
written to be heard, so they must capture and shock the listener’s imagination. The
writer must stick to one strong idea, express prospects, keep the listener in the mood,
and memorise the message to be conveyed while quickly capturing the listener’s
attention. Ads must record the product’s name precisely and explain what needs to be
said.

If the ad is in the form of news, then what is important is how it looks or sounds. Writers
might as well use a TV soundtrack to keep things friendly. Writers must be careful about
the placement of their clever ads to keep them funny, making listeners do something
repeatedly (Book et al., 1995). However, it is clear that there is very little that we all know
about what actually works in radio advertising.

What we think we know may be of a very general nature without giving any
consideration to the product category that has often been and has been considered an
aspect of little value in constructing a radio advertisement. Developing Radio Messages:
A Situational Approach A framework that dares to consider product categories has been
found in research by Richard Petty and John Cacciopo related to consumers in the
concept of the Elaboration Likelihood Model (ELM).

Their ELM approach is advertising messages that must be adjusted according to
whether consumers have a low or high ability to process an advertisement that they see
or hear (Petty et al,, 1986). In situations where listeners have low motivation, they can
advertise packages of goods that must be purchased regularly. If the desire to buy is
also low, then what should be prioritised in such a situation is to focus on advertising
messages (Moradi & Zihagh, 2022; Susmann et al.,

2022). It may seem unnecessary or highly unwise to focus on the message of the
product itself. This is in stark contrast to new products or casual purchases, which always
have a higher motivation for consumers to process the ad they hear or see (Kolil et al.,
2020; Saputra et al., 2021).

When listeners have low levels of motivation, for example when they have to buy
toothpaste or some kind of soft drink, a peripheral message in an advertisement can
significantly impact consumers more than when they want to buy another product or a
much more important piece of equipment. Peripheral messages (C.-D. Chen et al., 2022;
El Hedhli & Zourrig, 2022) can be incorporated through music, humour, prompt The
impact of elements and advertising broadcasting intensity exposure in terrestrial radio -



doi: 10.25139/jsk.v7il. 6144 Harliantara, H. 70 messages, the announcer’s voice, and
many other elements that do not convey the message/advertisement directly.

However, they will attempt to capture the attention of listeners who lack the motivation
to start focusing on advertising which is only informational in nature. These elements
are secondary elements compared to the main messages, even though they can be
interrelated with one another. Central messages are some of the main selling points of
the product and are much more critical when the listener’s motivation is at a high level
to digest the messages in the advertisement. With the central processing aspect, the
quality of advertising messages becomes more important than the number or quantity
of messages delivered.

Petty and Cacciopo have shown that these central messages are elements that are much
more effective in situations where the consumer or listener has a low level of motivation.
So it is proven that central messages will be more effective when consumers have a high
level of motivation to process the advertising messages conveyed. The research for
radio advertisements and other types of advertising media shows that the advertising
team needs to know the different consumer desires for certain information in order to
develop advertising messages effectively.

It also shows how radio advertising can be arranged, which varies according to the type
of product and the consumer’s motivation for listening to radio advertisements. There
are, of course, a number of differences in the level of consumer motivation for the same
products. However, an approach that seeks to group products to share similar
motivations for digesting advertising messages will lead to the degree to which most
consumers are encouraged to engage and think about the product and advertising
message.

Associated with these additional results are much more accurate than considering all
products as the same elements when developing certain perceptions for the advertising
messages to be conveyed. What is clear is that, at first, the ELM model has to be
brought into equational form. While the results of previous research inform us regarding
aspects of style and form, as well as various other attributes that can also serve to
predict the success of an advertisement, additional work in radio is needed when it
comes to concentrating on the results of this research and applying it to a number of
products that tend to be similar. Weinberger, Campbell, and Brody in their book entitled
"Effective Radio Advertising,” stated that through Radio Recall Research, Inc.,

it was found that research on 2000 radio advertisements had identified various
characteristics and tools used in radio advertisements (Weinberger et al., 1994). More



characteristics were found and can be grouped into Message Style, Message Structure,
and Presenter. These commercial characteristics were distilled from a huge data source
developed over fifteen years that Radio Recall Research, Inc. continues to test.

Jurnal Studi Komunikasi, 7(1), 2023 ISSN: 2549-7294 (Print), 2549-7626 (Online) 71 How
Do We Know If a Radio Commercial is Working? To discuss whether a radio
advertisement is a good or bad advertisement will vary widely for advertising people for
a long time. To help round off the discussion and provide more general results, ARF
(Advertising Research Foundation) published a Copy of the Validity Research Project in
1982.

The project uncovered alternative measures of recall, communication, persuasion,
aesthetic aspects, as well as diagnostics to forecast product sales in the market. This
research framework conducted by Russel Haley explores the use of rhetoric and
irrefutable evidence. The results obtained are a crucial aspect because they can support
the use of advertisements that have not been tested in general with a variety of
dependent variables.

For each category of the dependent variable, there is a unique correlation with sales.
The most reliable approach is to mix or blend a number of different sizes. The results of
the ARF research are the results of very responsible research because this research is so
often carried out. Generally, previous criticisms of memory tests are always related to
the level of attention, communication and comprehension measures, which will later be
related to actual sales forecasts for goods.

Based on the ARF research conducted by Haley, persuasion is an aspect that is actually
less predictive when compared to other aspects. In fact, most offices/companies that
carry out ad tests only use one size. Thus the polemic regarding the aspect of memory
vs the aspect of persuasion has been completed. It is now becoming clear that very
careful measures must be used to test advertising. Memory is the first measure, which
has various meanings for other researchers.

Here are six different measures for this aspect of memory:a) Memories of Brands
without Instructions; b) Memorise the Category given the Instructions; ¢) Memories of
the Highlighted Brand; d) Proven memory; e) Memories of Messages; f) Memories of
Implementation/Actions. The six measures indicate a variety of memory activities that
are or are not related to the product, with or without cues.

In fact, related to research by ARF (Advertising Research Foundation), these six aspects
are referred to as memory measures mixed into one recall, one communication, and one



comprehension. The first three aspects relate to the three memory measures studied by
ARF. Of these three aspects, the first aspect can be used to predict 87% of advertising
time slot sales in ARF research.

Aspects 4, 5, and 6 are related to a number of measures labelled communication in ARF
research. Of these three aspects, Proven Memory and Action Memory work best. The
five aspects of memory above are the five aspects of memory measurement that are
most interrelated. When a composite index of these first five aspects was developed, the
individual item correlations varied from 0.86 to 0.93.

The emergence or creation of this ‘Communication Index’ is designed to provide a much
more convincing Indicator than the aspects of memory/communication/comprehension
can provide. The impact of elements and advertising broadcasting intensity exposure in
terrestrial radio - doi: 10.25139/jsk.v7il. 6144 Harliantara, H. 72 Persuasion is a variable
created in this research by reducing the level of pre-air radio advertisement purchases
shown by consumers.

This will be available from a number of respondents before they leave the store, where
the advertisement will be played. This persuasion aspect refers to changes in the level of
purchase expressed as a fraction from 0 to 100. The variation in this aspect of
persuasion for the entire sample is -65% to +62%, with a mean of 2.5%.

This means that the number of consumers’ desire to buy has actually increased, and for
some other consumers, it has actually decreased after they hear radio advertisements.
The combination of the Communication Index, Proven Memory, Action Memories, and
Persuasion aspects provides a network or convincing foundation related to a number of
ways to evaluate the success that can be achieved by around 2,000 radio advertisements
that were sampled for this ARF (Advertising Research Foundation) study.

Based on the description of the data analysis above, the impact of elements and
advertisement broadcasting intensity exposure in terrestrial radio on public interest in
Surabaya is a very interesting problem. A message contained in a radio advertisement
should pay attention to things called advertising elements and the intensity of the
advertisement.

The advertising elements, as described in the operational definition, include: Message
Style, message Structure, and Presenter (Dubber / Communicator / Announcer) What is
meant by the intensity of advertising broadcasting is the repetition of the delivery of an
advertisement broadcast on the radio. So, it is not enough for an advertisement to be
broadcasted once to attract the attention of the radio audience but must be repeated



several times with the aim that listeners are able to understand and remember the
message contained in the advertisement broadcasted.

The intensity of radio advertisement broadcasting also implies the duration or length of
time the advertisement is broadcasted. The too-long duration of an advertisement
broadcast can have a negative effect; it does not generate interest or is not heard by the
radio audience. Thus in designing a radio advertisement, a marketer must pay attention
to the Elements of the Ad and the Intensity of Broadcasting the Ad.

Those are done with the hope that radio audiences would still be interested in listening
to radio advertisements, try to listen to all advertisements, not transfer radio waves to
radio waves that do not play advertisements, provoke interest in the advertised product,
and perhaps the audience would purchase products after listening to radio
advertisements. Modern advertising states that the primary purpose of advertising
communication is to sell products.

Advertising is not just an art form of bidding so that the appearance of the
advertisement is good and attractive (Indrasari et al., 2019; Prabowo & Irwansyah, 2018;
Rafa'al, 2017). Nevertheless, far from that, advertising must also be able to influence the
consumer community toward a particular product offered (Andrianto, 2018; Khitam et
al.,

2020; Menayang & Marta, 2020; Musa et al.,, 2020). Meanwhile, Agus A. Yahya, a public
relations expert, said Jurnal Studi Komunikasi, 7(1), 2023 ISSN: 2549-7294 (Print),
2549-7626 (Online) 73 that since the first time advertising a product, radio had been
taken into account. In fact, radio was the first to build public awareness about the
product.

Product companies are well aware of the power of radio as an advertising medium, the
speed of information is an added value, and the flexibility of time is the strength of radio
- Radio can be heard anywhere, both in the old media and in the new media.
Broadcasting a good quality radio advertisement will attract the attention of the radio
audience and vice versa.

If the advertisement broadcast is not good, then the audience tends to leave or move
radio waves to hear other programs. So the key to the success of radio advertising is the
audience. The key element that influences the success of advertising is the target
audience because there are audiences who find it easy, and there are those who find it
difficult to accept advertising messages. Women are generally among the target
audiences who are more eager to receive messages than men.



The adult age group is easier than the youth. The basic rule that also supports the
success of advertising is the extent to which a product is familiar to the eyes or ears of
the target audience. Sometimes a product that is launched into a competition is not
known at all by the target audience.

Therefore, a product should not only act as an adjunct to advertising but is an organic
part of it. Audience interest in listening to radio advertisements To be able to attract the
attention of radio audiences, it is necessary to study radio listening habits. When you
want to go to work in the morning, in the midst of being busy preparing everything, the
radio is enjoyable to be used as a companion when driving, without the hassle of
tweaking the radio waves. The radio broadcast will feature music and information.

This is much more practical than if you have to sit watching television or reading
newspapers. It turns out that most workers have such a habit. In the morning, before
starting activities, more like listening to the radio than watching television or reading
newspapers and magazines. This is reflected in the results of research conducted by the
Potential Research Group (GRP).

Of all respondents, 53% listen to the radio, 38% watch television, 28% read newspapers,
and 12% read magazines. This percentage shows that there are workers who have a
habit of listening to the radio while watching television or reading newspapers in the
morning. This percentage does not change much while on the way to the office. New
changes occur when people get home from work.

While enjoying rest at home, there are far fewer people who listen to the radio than
those who watch television. In the survey, AC Nielsen also found the fact that the age
factor also determines how long someone listens to the radio. Therefore, in designing or
planning radio advertising broadcasts, an advertiser must be able to make
advertisements that are truly able to make the audience interested.

The results showed that the radio audience’s interest in listening to advertisements was
influenced by the components of the advertisement and the intensity of the
advertisement broadcast. The impact of elements and advertising broadcasting intensity
exposure in terrestrial radio - doi: 10.25139/jsk.v7i1. 6144 Harliantara, H.

74 Therefore, in making radio advertisements, advertising agencies or radio stations are
advised to pay attention to the components of the advertisement and the intensity of
the broadcast as described above. The radio audience, when listening to advertisements,
will certainly make a selection of the advertisements that are broadcasted, in the sense



that not all advertisements will be noticed by the listeners.

This is in accordance with the answers given by respondents in the research
questionnaire distributed by researchers, where the answers submitted basically provide
a criterion for quality or quality advertisements according to them as follows: a)
Advertisements in which the message styles have humorous dimensions, jingles, or
sound effects that are varied and related to the message, pleasant background music
that amplifies the message, and slogans that are conveyed that are appropriate or in
harmony with the product.

b) Advertisements with varied message structures: Testimonials, Interviews, Fragments
of life stories, Problems, and solutions, or delivered by broadcasters (Adlib). ¢) Ads that
are not too long or long (30-60 seconds are still ideal for audiences to hear). d) Ads that
use presenters/dubber or Commercial voiceovers can be male, female, male, and female
according to the product message and the age of the dubber: adults, teenagers,
children, etc.

The Results of Questionnaire- Instrument Validity Test After conducting a survey of 100
respondents, validity and reliability tests were then carried out on the respondent’s
perception data on 33 predetermined indicators. The intended perception data are
divided into two parts: the perception of confidence level in the indicators before
listening to radio advertisements and the respondents’ evaluation perceptions of
indicators after listening to radio advertisements.

The results of the validity test for the perception of confidence level in the independent
variable indicators are as follows in Table 1. As explained above, the validity test is seen
from the correlation value of each Indicator score with the Total Score Indicator. Based
on the Pearson product-moment correlation values in Table 1, where the data
processing was carried out with the help of the MS Excel computer and the SPSS 11.0
package, it can be seen that all critical values are less than = 5%.

These results indicate that the level of confidence in all Indicator independent variables
is significant, meaning that the level of confidence in the 33 Indicator independent
variables has measured or become a good indicator for independent variables. In the
same way, a validity test was then carried out for the respondent’s perception of the
evaluation of the independent variable indicator.

The results of the validity test for the respondent’s perception of the evaluation of the
independent variable indicator are as follows in Table 2. Jurnal Studi Komunikasi, 7(1),
2023 ISSN: 2549-7294 (Print), 2549-7626 (Online) 75 Table 1. The results of the



confidence-level validity test on independent variable Indicator Correlation Value Critical
Value X1 (1) * Total Score .432** .000 X1 (2) * Total Score .393** .000 X1 (3) * Total Score
.394** 000 X1 (4) * Total Score .347** .000 X1 (5) * Total Score .399** .000 X1 (6) * Total
Score .434** 000 X1 (7) * Total Score .368** .000 X1 (8) * Total Score .323** .001 X1 (9) *
Total Score .264** .008 X1 (10) * Total Score .380** .000 X1 (11) * Total Score .430** .000
X1 (12) * Total Score .493** .000 X1 (13) * Total Score .299** .002 X1 (14) * Total Score
A87** 000 X1 (15) * Total Score .403** .000 X1 (16) * Total Score .663** .000 X1 (17) *
Total Score 519** .000 X1 (18) * Total Score .530** .000 X1 (19) * Total Score .604** .000
X1 (20) * Total Score .392** .000 X1 (21) * Total Score .426** .000 X1 (22) * Total Score
.511** 000 X1 (23) * Total Score .476** .000 X1 (24) * Total Score .405** .000 X1 (25) *
Total Score .410** .000 X1 (26) * Total Score .548** .000 X1 (27) * Total Score .411** .000
X1 (28) * Total Score .445** 000 X1 (29) * Total Score .382** .000 X1 (30) * Total Score
.322** 001 X1 (31) * Total Score .469** .000 X2 (1) * Total Score .587** .000 X2 (2) * Total
Score .488** .000 ** Correlation value is significant at a = 5 % Source: Questionnaire
Processing Results (2022) Table 2 shows the Pearson product-moment correlation value
between the evaluation scores of each independent variable indicator to the Total Score.
Of the 33 Indicators, a critical value of 0.263 is produced, which is greater than = 5% in
the first Indicator variable Elements of Radio Advertising (X1(1)).

This shows that the respondent’s assessment of the indicator is not significant or can be
said to be invalid. Therefore, in multiple regression analysis, this indicator is no longer
used. The indicator is the respondent’s evaluation of the statement, “there are
inventions, uses, products, packages, and the development of new features in radio
advertising (X1(1)).” This statement is statistically invalid to be one of the Indicators.

Perhaps the invalid score is caused by the weakness of the radio medium, as expressed
by Syamsiar Alam, Jakarta Advertising Practitioner (1995): “the prominent weakness of
the radio medium is that it is difficult to show the actual products.” Advertising
messages on the radio are also easily forgotten The impact of elements and advertising
broadcasting intensity exposure in terrestrial radio - doi: 10.25139/jsk.v7il.

6144 Harliantara, H. 76 because they work on the right side of the brain, and they
stimulate more impulse nets. Therefore messages need to be repeated over and over
again. Table 2. The results of the evaluation validity test on independent variable
indicators Indicator Correlation Value Critical Value X1 (1) * Total Score .113 .263 X1 (2) *
Total Score .364** .000 X1 (3) * Total Score 423** .000 X1 (4) * Total Score .533** .000 X1
(5) * Total Score .501** .000 X1 (6) * Total Score .491** .000 X1 (7) * Total Score .408**
.000 X1 (8) * Total Score .330** .001 X1 (9) * Total Score .430** .000 X1 (10) * Total Score
.364** 000 X1 (11) * Total Score .369** .000 X1 (12) * Total Score .389** .000 X1 (13) *
Total Score .436** .000 X1 (14) * Total Score .417** .000 X1 (15) * Total Score .323** .001



X1 (16) * Total Score .562** .000 X1 (17) * Total Score .548** .000 X1 (18) * Total Score
A455** 000 X1 (20) * Total Score .412** .000 X1 (21) * Total Score .390** .000 X1 (22) *
Total Score .471** .000 X1 (23) * Total Score .304** .002 X1 (24) * Total Score .472** .000
X1 (25) * Total Score .466** .000 X1 (26) * Total Score .465** .000 X1 (27) * Total Score
A416** 000 X1 (28) * Total Score .383** .000 X1 (29) * Total Score .417** .000 X1 (30) *
Total Score .281** .005 X1 (31) * Total Score .391** .000 X2 (1) * Total Score .374** .000
X2 (2) * Total Score .544** .000 ** Correlation value is significant at a = 5 % Source:
Questionnaire Processing Results (2022) Meanwhile, according to the author, there are a
number of things that can still be analysed logically, namely because of the
characteristics of the respondents listening to the radio in this research: (1) because they
like songs for entertainment/refreshing; (2) Respondents with a low level of education
(65% have high school education / equivalent and below), (3) are included in the middle
and lower economic class (75% earn below IDR 1,000,000 per month), so when listening
Ads do not think there will be a discovery, usability, products, packages, and feature
development in radio ads.

Therefore, in making advertisements, it is necessary to pay attention to the quality of
good advertisements, concentrating on advertising elements: message style, message
structure, and the method of delivering messages to increase the attention of audiences
according to segments, of course, supported by Jurnal Studi Komunikasi, 7(1), 2023
ISSN: 2549-7294 (Print), 2549-7626 (Online) 77 high broadcasting intensity, as stated by
the advertising practitioner mentioned above.

In comparison, the other independent variable indicators show a significance level value
of less than = 5%. Therefore, it can be said that these Indicators are significant (valid), or
it can be said that they have measured the perceptions of the respondents’ evaluations
that they want to measure.

The results of the reliability test for the respondent’s Confidence Level and Evaluation of
the independent variable Indicator can be seen in the following table 3. Table 3.
Reliability test for confidence level and respondents ' evaluation of independent variable
indicators Part a -Cronbach Confidence Level 0.8685 Evaluation 0.8467 Source: Author
(2022) The MS Excel and SPSS 11.0 computer programs assisted in processing the data.
A Cronbach value of 0.8685 was obtained for the confidence level and 0.8467 for the
evaluation. Because the Cronbach value at the level of confidence and evaluation
obtained is above 0.6, the independent variable indicators compiled are reliable.

From the test steps above, it can be seen that the indicators at the confidence level and
evaluation are valid and reliable. Thus the questionnaire prepared is a consistent
measurement tool to use. Regression Model of Radio Advertising Exposure to Audience



Interest Before calculating the regression model, the independent variables are first
calculated.

The independent variables are described in the 33 indicators in the questionnaire and
described in the confidence level and evaluation of the respondents towards these
indicators because the attitude towards an object (O) depends on belief where the
object (O) has individual attributes (i), and in the evaluation (e) of product attributes (i)
the attitude towards the behaviour model explains a person’s attitude towards the
behaviour or action of an individual object.

It can be formulated in the following formula: Ao = S bi x ei Where (Ao), according to
Dharmmesta (1997: 94), is an attitude toward behaviour that is formed from beliefs and
evaluations of the consequences or consequences that arise from the behaviour that is
believed (bi.ei). (bi), is the level of belief in behaviour (i) will lead to a specific
consequence, and (ei) is the evaluation of the consequence.

The calculation of the independent variables begins by multiplying the level of
confidence and evaluation of each independent variable indicator by using the attitude
equation above. Furthermore, each variable is calculated from the average of the
Indicators in each independent variable. The impact of elements and advertising
broadcasting intensity exposure in terrestrial radio - doi: 10.25139/jsk.v7i1. 6144
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78 Radio Advertising Elements Variable (X1) is calculated based on the average of the
product of the level of confidence and evaluation for the second indicator, namely
“there is humour related - client requests that indicate a desire to sound/look funny with
certain functions in radio advertisements” up to indicator to -31, namely “presenters
vary in age (children, youth, adults).” The first indicator is not included because it is not
valid.

Meanwhile, the variable Intensity of Broadcasting of Radio Advertisements (X2) is
calculated based on the average of the product of the confidence and evaluation levels
for the 32nd indicator, namely “there are radio advertisements that are played
frequently in one day” and the 33rd indicator, namely “there are radio advertisements
played every day.” These independent variables were then analysed using regression
analysis, where the Interest of the Audience was the dependent variable (Y).

Regression analysis is an analysis technique used to determine the pattern or form of
the relationship between the dependent variable (Y) and the independent variable (X).
The regression model used is multiple linear regression. Moreover, the variables used in



this case are one independent variable (Y), namely the level of audience interest, and
two dependent variables (X), namely Radio Advertising Elements (X1) and Radio
Advertisement Broadcasting Intensity (X2).

According to Walpole (1995: 195), manual calculations to produce multiple regression
models can be done using Crammer’s method. However, due to the large amount of
data, the calculation of the multiple regression model was carried out with the help of
the MS Excel computer program and the SPSS 11.0 package (Table 4). To produce a
regression model is the same as calculating to produce the coefficients in the regression
model.

These coefficients include the constant value (bo), the regression coefficient for X1 (b1),
and the regression coefficient for X2 (b2) in the regression equation. The location of
these coefficients in order in the regression equationis: Y = bo + bl X1 + b2 X2 Table 4.
Regression Output Dependent Variable: The Level of Audience Interest Source: Author
(2022) Coyeyfyfyiycyiyeynytys a 1.956 .316 6.180 .000 .125 .049 .289 2.553 .012 .743
1.346 -5.12E-02 .022 -.262 -2.317 .023 .743 1.346 (Constant) Elemen Iklan Radio
Intensitas Penyiaran lklan Radio Model 1 B Std.

Error Unstandardized Coefficients Beta Standardized Coefficients t Sig. Tolerance VIF
Collinearity Statistics Dependent Variable: Tingkat Minat Khalayak a. Jurnal Studi
Komunikasi, 7(1), 2023 ISSN: 2549-7294 (Print), 2549-7626 (Online) 79 Peritoneal, with
the help of the MS Excel computer program and the SPSS 11.0 package, produces the
following equation or regression model: Y = 1.956 + 0.125 X1 - 0.0512 X2 Y: Audience
Interest X1: Radio Advertising Elements X2: Radio Ad Broadcasting Intensity.

Implications What do people look for and hear on the radio? The general answer is
music. In fact, it is not a single answer. The audience’s interests are very diverse.
According to nature, when the radio was born, people also wanted to get information
from the radio. In fact, while listening to music, suddenly interrupted by information
with advertising messages, this explains that radio is capable of doing many things for
its audience.

The design and implementation of a communication program, through the alignment of
the message to be conveyed with the strength of the type of radio medium, must refer
to the target audience to be achieved and be based on the purpose of communication,
which is a measure of the power of radio to persuade or influence audiences. Therefore,
it can be concluded that the planning of effective communication needs to consider the
needs and desires of the recipient of the message.



The communication should provide the recipient with a motive or incentive to act.
Besides, communication should accurately describe what series of actions are expected
to be followed by the audience receiving the message (Aji, 2019; Awalia, 2017; Rustan &
Hasriani, 2020; Suwito, 2019). That is why those who work in the promotion and
marketing fields should understand the concept of product, brand, and advertising.

Having this understanding, you will be able to make suggestions with added value for
certain products that are currently carrying out advertising campaigns. In the opinion of
John S. Coulson, an expert on research on advertising, there are several things that need
attention, namely: a) No single measurement tool is capable of providing a complete
evaluation of advertising because advertising is complex and has various goals and
objectives.

b) The key element that influences the success of advertising is the target audience. It is
because there are audiences who are easy, and there are those who are difficult to
accept advertising messages. In general, women are among the target audience who
more easily accept messages than men, the adult age group is easier than teenagers,
and children are more receptive than teenagers. c) The basic rule that supports the
success of advertising is the extent to which a product is familiar to the eyes or ears of
the target audience.

Sometimes a product that is launched into a competition is not known at all by the
target The impact of elements and advertising broadcasting intensity exposure in
terrestrial radio - doi: 10.25139/jsk.v7il. 6144 Harliantara, H. 80 audience. Therefore, a
product should act not only as an adjunct but as an organic part of it.

d) The ability of producers to remind their target audience of the advertised product is
of better value when compared to the sales figures it achieves because memory is an
efficient measure. This is very important to show the strength of the product and not
just highlight its effectiveness. d) Forms of effective advertising must provide relevant
and new information for the target audience.

Because if the public underestimates it, the advertisement will automatically fail. e)
Advertising should be easy and clear to the target audience. f) Do not make the mistake
of trying to come up with too many ideas. Conveying two ideas is clearly more
complicated than one idea, as well as for those who receive it.

If there are too many ideas, the target audience will be bothered, and they will forget
the message of the advertisement. g) Credible advertising is not very important to the
target audience. For them, the most important thing is the low price. Even so, the



possibility of demand for product quality standards still exists.

h) An attractive and popular advertising model can increase trust in the product, which
in turn is able to 'force’ the target audience to buy. i) The advertising model used must
match the advertised product. j) Adding a theme song or music to the ad can make the
ad easy to remember for the target audience. Even music can develop product attitudes,
in this case, the attitude of buyers.

CONCLUSION Based on the research results, the behaviour of audiences is increasingly
'SMART." Changes in living standards and lifestyles have given indications for the
occurrence of various shifts in consumption behaviour in metropolitan cities. Likewise,
from the results of this research, it can be seen that listening to the radio, the radio
audience’s interest in listening to advertisements will be significantly influenced by the
elements of the advertisement and the intensity of the advertisement broadcast.

The results of data analysis in this research indicate that the elements of the
advertisement and the intensity of the advertisement broadcast have a significant
influence on the interest in hearing about the advertised product. Advertising elements
have a stronger relationship to audience interest than the intensity of the
advertisements served.

This can be seen from the correlation value between X 1 (Advertising Elements) and Y
(Audience Interest), which is higher than X 2 (Ad broadcasting intensity) and Y (Audience
Interest). Statistically, for every improvement or increase in the quality of Radio
Advertising Elements (Message delivery style, Message Structure, and Message
Conveyor), audience Interest will increase 0.125 times, assuming other conditions are
constant or no changes are made.

With the same conditions, every increase in the Intensity of Radio Advertisement
Broadcasting (Frequency and Duration) will cause a decrease in Audience Interest by
0.0512 times. This seems contradictory because there is a decrease in Audience Interest
when the Radio Ad Jurnal Studi Komunikasi, 7(1), 2023 ISSN: 2549-7294 (Print),
2549-7626 (Online) 81 Broadcasting Intensity is increased.

However, this may happen because the survey in the field shows that audiences are
more happy or interested in listening to radio advertisements that have good quality.
Quiality radio advertisements are created if the elements of radio advertisements are
properly paid attention to when making them. On the other hand, the public or
audience tends to be displeased with the high intensity of radio advertising broadcasts,
especially if the advertisements shown are of low quality.



Suppose 61% of respondents are interested and try to listen to all the advertisements in
the middle of a radio program, then it can be concluded that the decrease in audience
interest may be due to an increase in the intensity of broadcast radio advertisements
cannot be justified unless the ads shown with increased broadcast intensity are ads that
are of less quality.

Therefore, in general it can be said that audience interest is actually greatly influenced
by radio advertisements that are of high quality and have high broadcast intensity
because people really like interesting advertisements. REFERENCES Aji, A. (2019). The
role of social media in shaping the animal protection movement in Indonesia. Jurnal
Studi Komunikasi (Indonesian Journal of Communications Studies).
https://doi.org/10.25139/jsk.v3i3.1666 Andrianto, N. (2018). Pesan Kreatif Iklan Televi si
Dalam Bulan Ramadan: Analisis Semiotika Iklan Bahagianya adalah Bahagiaku. Jurnal
Studi Komunikasi. https://doi.org/10.25139/jsk.v2i1.336 Awalia, H. (2017). Komodifikasi
Pariwisata Halal NTB dalam Promosi Destinasi Wisata Islami di Indonesia. Jurnal Studi
Komunikasi. https://doi.org/10.25139/jsk.v1i1.64 Barnham, C. (2015). Quantitative and
qualitative research: Perceptual foundations. International Journal of Market Research,
57(6), 837-854. C. Book, A., Cary, N.

D., & Tannenbaum, S. 1. (1995). The Radio & Television Commercial (Third Edition). NTC
Business Book. Chen, C.-D., Zhao, Q., & Wang, J.-L. (2022). How livestreaming increases
product sales: role of trust transfer and elaboration likelihood model. Behaviour &
Information Technology, 41(3), 558-573.
https://doi.org/10.1080/0144929X.2020.1827457 Chen, H. (2018). College-Aged Young
Consumers’ Perceptions of Social Media Marketing: The Story of Instagram.

Journal of Current Issues and Research in Advertising, 39(1), 22-36.
https://doi.org/10.1080/10641734.2017.1372321 Creswell, J. (2013). Qualitative,
quantitative, and mixed methods approaches. In Research design. Critchlow, N., Hunt, K.,
Wardle, H., & Stead, M. (2022). Expenditure on Paid -for Gambling Advertising During
the National COVID -19 ‘Lockdowns’: An Observational Study of Media Monitoring Data
from the United Kingdom.

Journal of Gambling Studies. https://doi.org/10.1007/s10899-022-10153-3 De Leon, M.
V., Atienza, R. P., & Susilo, D. (2020). Influence of self -service technology (SST) service
quality dimensions as a second-order factor on perceived value and customer
satisfaction in a mobile banking applicatio n. Cogent Business & Management, 7(1).
https://doi.org/10.1080/23311975.2020.1794241 The impact of elements and advertising
broadcasting intensity exposure in terrestrial radio - doi: 10.25139/jsk.v7il. 6144



Harliantara, H. 82 Dodoo, N., & Wu, L.

(2019). Exploring the anteceding impact of personalised social media advertising on
online impulse buying tendency. International Journal of Internet Marketing and
Advertising, 13(1), 73-95. Duffy, A., & Cheng, L. (2020). “It's Complicated”: Cognitive
Dissonance and the Evolving Relationship Between Editorial and Advertising in US
Newsrooms. Journalism Practice, 1-16. El Hedhli, K.,

& Zourrig, H. (2022). Dual routes or a one-way to persuasion? The elaboration likelihood
model versus the unimodel. Journal of Marketing Communications, 1-22.
https://doi.org/10.1080/13527266.2022.2034033 Fitri, F. (2018). The influence of web
quality and sales promotion towar d impulse buying behaviour with openness
personality as moderating variable. Jurnal Akuntansi, Manajemen Dan Ekonomi , 20(1),
48-55. Hendrarto, D., & Ruliana, P. (2019).

Strategi Public Relations Radio Delta FM Dalam Mempertahankan Pendengar Melalui
Media S osial. Inter Komunika: Jurnal Komunikasi, 4(2), 166-178. Hillway, & Tyrus. (1956).
Introduction to Research. Houghton Mifflin Company. Ikonen, P., Luoma-Aho, V., &
Bowen, S. A. (2017). Transparency for sponsored content: Analysing codes of ethics in
public relations, marketing, advertising and journalism.

International Journal of Strategic Communication, 11(2), 165-178. Indrasari, M., Hapsari,
I, & Sukesi. (2019). Customer loyalty: effects of sales information system, marcommes,
and brand ambassadors. Jurnal Studi Komunikasi, 3(2), 182-198. Khitam, M. C., Suaedi,
F., & Asmorowati, S. (2020). Communicating the potency of tourism: Study case of
Wisata Bahari Lamongan. Jurnal Studi Komunikasi, 4(2), 326.
https://doi.org/10.25139/jsk.v4i2.2446 Kolil, M. T., Harliantara, H., & Susilo, D. (2020).
Kebijakan Siaran Lokal Televisi Berjaring Kompas TV. ETTISAL?y: Journal of
Communication. https://doi.org/10.21111/ejoc.v5i1.4353 Kusumasondjaja, S., &
Tjiptono, F. (2019). Endorsement and visual complexity in food advertising on Instagram.
Internet Research. https://doi.org/10.1108/IntR-11- 2017-0459 Leedy, & Paul D. (1985).
Practical Research Planning and Design (Third Edition). Macmillan Publishing Company.
Menayang, A. P., & Marta, R. F. (2020).

Branding of North Sulawesi tourism through the hexagon of competitive identity. Jurnal
Studi Komunikasi, 4(2), 410. https://doi.org/10.25139/jsk.v4i2.2474 Michelle, A., & Susilo,
D. (2021). The Effect of Instagram Social Media Exposure on Purchase Decision.
ETTISAL?y: Journal of Communication, 6(1), 36-50. Misra, V., & Dwivedi, S. (2022). The
influence of traditional advertising determinants on young consumers’ purchase
decision. Middle East J. of Management, 9(2), 146.



https://doi.org/10.1504/MEJM.2022.121394 Moradi, M., & Zihagh, F. (2022). A
<scp>meta - analysis</scp> of the elaboration likelihood model in the electronic
word-of-mouth literature.

International Journal of Consumer Studies, 46(5), 1900-1918.
https://doi.org/10.1111/ijcs.12814 Muela-Molina, C., Perell6-Oliver, S., & Hormigos-Ruiz,
J. (2016). Unidentified advertising: Separating contents and radio owner responsibility .
European Journal of Communication, 31(5), 519-535. Musa, H. G., Mulyana, D., Bajari, A.,
& Navarro, C. J. S. (2020). Promoting Indonesian tourism through Sudanese tourists
communication experiences in Bandung. Jurnal Studi Komunikasi, 4(1).

https://doi.org/10.25139/jsk.v4i1.2150 Panuju, R, Susilo, D., & Sugihartati, R. (2018). A
Strategy for Competitive Broadcasting - Radio Community Networking in Tulungagung,
Indonesia . https://doi.org/10.5220/0007331504670472 Petty, R., Cacioppo, J., &
Berkowitz, L. (1 986). The elaboration likelihood model of persuasion. Advances in
Experimental Social Psychology , 19, 123-205.

Jurnal Studi Komunikasi, 7(1), 2023 ISSN: 2549-7294 (Print), 2549-7626 (Online) 83
Prabowo, T. L., & Irwansyah, L. (2018). Media Komunikasi Digital PolisiKu: Pelayanan
Publik Polri kepada Masyarakat. Jurnal Studi Komunikasi, 2(3).
https://doi.org/10.25139/jsk.v2i3.1174 Prasetya, M., & Susilo, D. (2022). The effect of
content marketing on purchase intention through customer engagement as variable
mediation.

Jurnal Komunikasi Profesional, 6(5), 423-434. Raditya, B., Indrasari, M., Handini, S., &
Soekiman, S. (2019). The Effect of Quality of Products and Services on Trust and Decision
of Customers to Choose Banks. ACHITS 2019: Proceedings of the 1st Asian Conference
on Humanities, Industry, and Technology for Society, ACHITS 2019, 30-31 July 2019,
Surabaya, Indonesia, 414.

Rafa'al, M. (2017). Gaya Komunikasi Pemasaran di Pemerintah: Promotion Mix Destinasi
Tujuan Wisata Kabupaten Raja Ampat. Jurnal Studi Komunikasi.
https://doi.org/10.25139/jsk.v1i1.63 Rustan, E., & Hasriani, H. (2020). Communication
pattern between nurses and elderly patients through a neuro-linguistic programming
approach. Jurnal Studi Komunikasi, 4(1). https://doi.org/10.25139/jsk.v4i1.2180 Saputra,
A. A, Susilo, D., & Harliantara, H. (2021).

Virtual Ethnography on the Ngalah Islamic Boarding School Instagram Business Account.
Sahafa Journal of Islamic Communication, 3(2), 161-173. Seo, Y., Lee, K., & Lee, D. (2013).
The impact of ubiquitous decision support systems on decision quality through



individual absorptive capacity and perceived usefulness. Online Information Review.
Spears, N., & Singh, S. (2004). Measuring attitude toward the brand and purchase
intentions.

Journal of Current Issues & Research in Advertising , 26(2), 53-66. Sugiyanto, D. (2015).
Komodifikasi Berita Dibalik Ideologi Ekonomi Politik Media (Studi Pada Program
‘Polemik 'Di Radio Sindo Trijaya 104.6 Fm Jakarta). Jurnal Komunikasi, 7(1), 57-69. Susilo,
D. (2012). Preferensi Pendengar Pada Content Program Siaran Goyang Rekete Radio
Warna 93.6 Fm Pasuruan. UNIVERSITAS AIRLANGGA. Susilo, D. (2022).

Teori Komunikasi: Kajian Interdispliner dalam Kajian Publik dan Kajian Media. Indomedia
Pustaka. Susmann, M. W., Xu, M., Clark, J. K., Wallace, L. E., Blankenship, K. L., Philipp
-Muller, A. Z., Luttrell, A., Wegener, D. T., & Petty, R. E. (2022). Persuasion amidst a
pandemic: Insights from the Elaboration Likelihood Model. European Review of Social
Psychology, 33(2), 323-359. https://doi.org/10.1080/10463283.2021.1964744 Suwito, K.
A. (2019). Reproduksi pengetahuan atas eksotisme tubuh perempuan: identitas oriental
dalam grup facebook ‘indonesia tempo dulu.’

Jurnal Studi Komunikasi (Indonesian Journal of Comm unications Studies).
https://doi.org/10.25139/jsk.v3i2.1601 Tanner, J., & Raymond, M. A. (2014). Chapter 3
Consumer Behavior?y: How People Make Buying Decisions. Creative Commons
Attribution 3.0 Unported License . https://doi.org/10.2307/1245988 Thomson, E., Laing,
A., & McKee, L. (2007). Family purchase decision making: Exploring child influence
behaviour.

Journal of Consumer Behaviour: An International Research Review, 6(4), 182-202.
Verweij, P. (2009). Making convergence work in the newsroom: A case study of
convergence of print, radio, television and online newsrooms at the African media
matrix in South Africa during the National Arts Festival. Convergence, 15(1), 75— 87.
Warner, B. R., McGowen, S. T., & Hawthorne, J. (2012).

Limbaugh s Social Media Nightmare: Facebook and Twitter as Spaces for Political
Action. Journal of Radio and Audio Media, 19(2), 257-275.
https://doi.org/10.1080/19376529.2012.722479 Weinberger, M. G., Campbell, L., &
Brody, B. (1994). Effective Radio Advertising. Lexington Books. The impact of elements
and advertising broadcasting intensity exposure in terrestrial radio - doi:
10.25139/jsk.v7il. 6144 Harliantara, H. 84 Youn, S., & Kim, S.

(2019). Newsfeed native advertising on Facebook: young millennials’ knowledge, pet
peeves, reactance and ad avoidance. International Journal of Advertising.



https://doi.org/10.1080/02650487.2019.1575109 Zyphur, M., & Pierides, D. (2017). Is
quantitative research ethical? Tools for ethically practicing, evaluating, and using
quantitative research. Journal of Business Ethics, 143(1), 1-16.

INTERNET SOURCES:

<1% -
http://karyailmiah.uho.ac.id/karya_ilmiah/Adrian_Tawai/9.Indonesian_Covid_19.pdf

<1% -
https://www.coursehero.com/tutors-problems/Marketing/49992541--Marketers-must-d
eal-with-selective-exposure-selective-attention/

<1% -
https://www.researchgate.net/profile/Clara-Muela-Molina/publication/353547171_The_R
ole_of_Radio_Personalities_as_Endorsers_of_Food_Supplements_An_Analysis_of_Health-R
elated_Claims_H-_RCs_on_Spanish_Radio_Mentions/links/61024f8c169a1a0103c3bdel/T
he-Role-of-Radio-Personalities-as-Endorsers-of-Food-Supplements-An-Analysis-of-Heal
th-Related-Claims-H-RCs-on-Spanish-Radio-Mentions.pdf

<1% -
https://www.researchgate.net/profile/Firdaus-Dharta/publication/357419372_Influence_
of_attitude_on_online_impulse_buying_perspective_on_marketing_communication/links/
61cd646ada5d105e5507fab6/Influence-of-attitude-on-online-impulse-buying-perspecti
ve-on-marketing-communication.pdf

<1% -
https://www.ukessays.com/essays/english-language/the-process-of-sending-and-receivi
ng-messages-english-language-essay.php

<1% -
https://study.com/learn/lesson/research-types-examples-exploratory-descriptive-explan
atory.html

<1% -
https://www.healthknowledge.org.uk/public-health-textbook/research-methods/1a-epid
emiology/methods-of-sampling-population

<1% - https://testbook.com/learn/maths-population-and-sample/

<1% - https://quizlet.com/328062714/mktg-351-test-answers-flash-cards/

<1% -
https://www.scribd.com/book/486583392/How-to-Make-Your-Advertising-Make-Money
<1% -
https://ebooks.ibsindia.org/consumer-behavior/chapter/elaboration-likelihood-model-e
Im/



<1% - https://dictionary.cambridge.org/example/english/stark-contrast

<1% - https://ijfis.petra.ac.id/index.php/ijfis/article/download/82/62/

<1% -
https://www.researchgate.net/publication/346703527_Eksistensi_Radio_Saat_Ini_Studi_Pr
eferensi_Motivasi_Khalayak_Dalam_Mendengarkan_Radio/fulltext/5fcf07a0299bf188d40
015f2/Eksistensi-Radio-Saat-Ini-Studi-Preferensi-Motivasi-Khalayak-Dalam-Mendengark
an-Radio.pdf

<1% - https://www.userlike.com/en/blog/customer-motivation

<1% -
https://www.businessmanagementideas.com/marketing-management/advertising-medi
a-types-10-main-types-of-advertising-media/7066

<1% -
https://www.researchgate.net/profile/Marc-Weinberger/publication/303484577_The_Us
e_and_Impact_Of_Humor_in_Radio_Advertising/links/5744ba8c08ae298602f75ad7/The-
Use-and-Impact-Of-Humor-in-Radio-Advertising.pdf

<1% -
https://repository.dinamika.ac.id/id/eprint/6443/1/1.%20Artikel%20Jurnal%20Studi%20K
omunikasi%20Vol%206.pdf

<1% -
https://www.researchgate.net/publication/303686141_ON_THE_CONSTRUCTION_OF_CO
MPOSITE_INDICES_BY_PRINCIPAL_COMPONENTS_ANALYSIS

<1% -
https://www.driveresearch.com/market-research-company-blog/in-store-surveys-definiti
on-benefits-and-example-questions/

<1% - https://www.adjust.com/glossary/advertisement/

<1% - https://quizlet.com/116043098/chapter-7-flash-cards/

<1% -
https://homework.study.com/explanation/radio-s-power-as-an-advertising-medium-co
mes-from-a-the-high-production-qualities-available-to-the-advertiser-b-the-long-life-o
f-its-ads-c-its-nearly-universal-presence-in-society-d-the-powerful-graphic-abilities-of-t
he-medium.html

<1% - https://wellsaidlabs.com/blog/radio-advertising/

<1% - https://www.collinsdictionary.com/dictionary/english/in-the-midst-of

<1% - https://langcorrect.com/journal/radio-and-television-audiences/

<1% - https://textranch.com/340364/research-conducted/or/research-carried-out/

<1% -
https://www.chegg.com/homework-help/questions-and-answers/according-media-rese
arch-77-canadian-adults-use-internet-70-watch-tv-71-listen-radio-80-us-q78565470
<1% - https://corporatefinanceinstitute.com/resources/excel/pearson-function/

<1% - https://link.springer.com/chapter/10.1007/978-3-030-50123-5_32



<1% -
https://www.researchgate.net/publication/349362621_Information_and_source_credibilit
y_towards_information_adoption_amongst_upper_secondary_school_students/fulltext/60
2c79b992851c4ed5790c22/Information-and-source-credibility-towards-information-ado
ption-amongst-upper-secondary-school-students.pdf

<1% -
https://www.researchgate.net/publication/277324930_Pearson's_Product-Moment_Corre
lation_Sample_Analysis

<1% - https://www.asha.org/public/speech/disorders/Right-Hemisphere-Brain-Damage/
<1% - https://www.alert-software.com/blog/repetition-in-communication

<1% -
https://fortune.com/2022/02/03/melinda-french-gates-and-mackenzie-scott-know-that-
philanthropy-has-its-limits-thats-why-they-want-to-measure-generosity-by-more-than-
money/

<1% -
https://www.researchgate.net/publication/346703527_Eksistensi_Radio_Saat_Ini_Studi_Pr
eferensi_Motivasi_Khalayak_Dalam_Mendengarkan_Radio

<1% - https://www.indeed.com/career-advice/career-development/regression-analysis
<1% - https://www.scribbr.com/statistics/simple-linear-regression/

<1% -
https://www.researchgate.net/post/Statistical_analysis_for_1_independent_variable_and_
2_dependent_variables

<1% - https://www.stat.berkeley.edu/~brill/Stat131a/29_multi.pdf

<1% -
https://stats.oarc.ucla.edu/spss/seminars/introduction-to-regression-with-spss/introreg-
lessonl/

<1% -
https://towardsdatascience.com/ridge-regression-a-graphical-tale-of-two-concepts-8fac
90e6f8el

<1% - https://www3.nd.edu/~rwilliam/stats1/OLS-SPSS.pdf

<1% - https://unstop.com/blog/how-to-stay-focused-when-you-have-too-many-ideas
<1% -
https://www.huffpost.com/entry/yes-there-are-too-many-ads-online-yes-you-can-stop_
b_589b888de4b02bbb1816c297

<1% -
https://www.researchgate.net/publication/349895312_CHAPTER_FIVE_SUMMARY_OF_FI
NDINGS_CONCLUSIONS_AND_RECOMMENDATIONS

<1% - https://study.com/learn/lesson/advertising-vs-public-relations.html

<1% -
https://www.researchgate.net/publication/337112657_The_role_of_social_media_in_shapi



ng_the_animal_protection_movement_in_indonesia

<1% - https://journal.uniga.ac.id/index.php/JK/article/view/483

<1% - http://shirkah.or.id/new-ojs/index.php/home/article/view/277

<1% - https://studycorgi.com/nursing-quantitative-qualitative-and-mixed-research/
<1% - http://jonuns.com/index.php/journal/article/view/1020

<1% - https://link.springer.com/chapter/10.1007/978-3-030-95809-1_9

<1% -
https://www.researchgate.net/profile/Huan-Chen-46/publication/320177400_College-Ag
ed_Young_Consumers'_Perceptions_of_Social_Media_Marketing_The_Story_of_Instagram
/links/602d18604585158939ae74bb/College-Aged-Young-Consumers-Perceptions-of-S
ocial-Media-Marketing-The-Story-of-Instagram.pdf

<1% -
https://www.researchgate.net/publication/336223127_Research_Design_Qualitative_Qua
ntitative_and_Mixed_Methods_Approaches_by_John_Creswell_and_J_David_Creswell_Tho
usand_Oaks_CA_Sage_Publication_Inc_275_pages_6700_Paperback

<1% - https://dspace.stir.ac.uk/handle/1893/34562

<1% -
https://www.econbiz.de/Record/exploring-the-anteceding-impact-of-personalised-socia
I-media-advertising-on-online-impulse-buying-tendency-dodoo-naa-amponsah/100121
05502

<1% - https://journals.sagepub.com/doi/10.1177/2319714519843689

<1% -
https://www.researchgate.net/publication/343662253_It's_Complicated_Cognitive_Disso
nance_and_the_Evolving_Relationship_Between_Editorial_and_Advertising_in_US_Newsro
oms

<1% -
https://repofeb.undip.ac.id/9884/5/12.%205%20-%20Daftar%20Pustaka%20-%20120101
14120108.pdf

<1% - https://jurnal.ulb.ac.id/index.php/JUMSI/article/view/4025

<1% - https://scholar.google.com/citations?user=mgMfIVEAAAAJ

<1% - https://annas-archive.org/md5/ee2b643a58a70d2bfb5ccdec26a1b882

<1% - https://scholar.google.com/citations?user=mnlOtrgAAAA)J

<1% -
https://www.researchgate.net/publication/334189015_Customer_loyalty_effects_of_sales
_information_system_marcomm_and_brand_ambassadors/fulltext/5d1c1d1492851cf4406
022c7/Customer-loyalty-effects-of-sales-information-system-marcomm-and-brand-amb
assadors.pdf

<1% -
https://scholar.unair.ac.id/en/publications/endorsement-and-visual-complexity-in-food-
advertising-on-instagra



<1% -
https://www.scirp.org/(S(351jmbntvnsjtlaadkposzje))/reference/ReferencesPapers.aspx?
ReferencelD=1794202

<1% - https://jurnal.umt.ac.id/index.php/nyimak/article/view/4806

<1% - https://journals.sagepub.com/doi/full/10.1177/0267323115586722

<1% -
https://www.researchgate.net/profile/Daniel-Susilo/publication/329517370_A_Strategy_f
or_Competitive_Broadcasting_-_Radio_Community_Networking_in_Tulungagung_Indone
sia/links/5c2c3b22299bf12be3a72deb/A-Strategy-for-Competitive-Broadcasting-Radio-
Community-Networking-in-Tulungagung-Indonesia.pdf

<1% -
https://www.researchgate.net/publication/331936911_Website_pada_Industri_Penyiaran_
Radio_di_Indonesia_Live_Streaming_dan_Podcasting/fulltext/5c93c919a6fdccd4603104b
8/Website-pada-Industri-Penyiaran-Radio-di-Indonesia-Live-Streaming-dan-Podcasting.
pdf

<1% - https://journal.budiluhur.ac.id/index.php/comm/article/view/1008

<1% -
https://www.researchgate.net/publication/336339428_The_Effect_of_Quality_of_Products
_and_Services_on_Trust_and_Decision_of_Customers_to_Choose_Banks_Study_at_Sampa
ng_Bank_Rakyat_Indonesia_Branch

<1% -
https://play.google.com/store/books/details/ACHITS_2019_Proceedings_of_the_1st_Asia
n_Conferenc?id=Rj8IEAAAQBAJ&gl=US

<1% - http://jurnal.ampta.ac.id/index.php/MWS/article/view/104

<1% - https://sinta.kemdikbud.go.id/authors/profile/6712691/?view=googlescholar
<1% - https://www.tandfonline.com/toc/ujci20/current

<1% - https://www.onesearch.id/Record/I0S1654.article-2547?widget=1

<1% -
https://text-id.123dok.com/document/z3e7rwdqg-pengaruh-komunikasi-interpersonal-d
an-komunikasi-kelompok-terhadap-kohesivitas-kelompok-pada-supporter-persebaya-k
orwil-suramadu.html

<1% -
https://elibrary.nusamandiri.ac.id/readbook/220498/teori-komunikasi-kajian-interdisplin
er-dalam-kajian-publik-dan-kajian-media.html

<1% -
https://www.researchgate.net/publication/354084235_Persuasion_amidst_a_pandemic_In
sights_from_the_Elaboration_Likelihood_Model

<1% -
https://www.onesearch.id/Record/I0S4024.article-1601?widget=1&Iibrary_id=1588

<1% -



https://www.researchgate.net/publication/359363324_Communication_practice_in_villag
e_data_collection

<1% - https://miar.ub.edu/issn/1472-0817

<1% -
http://repository.umy.ac.id/bitstream/handle/123456789/35684/9.%20DAFTAR%20PUST
AKA.pdf?sequence=9

<1% -
https://www.researchgate.net/publication/322535413_Revolutionary_Trends_at_the_Nati
onal_Arts_Festival 2017 _an_overview

<1% -
https://pci.missouri.edu/assets/doc/research/warner-turner-mcgowen-and-hawthorne-2
012.pdf

<1% -
https://www.researchgate.net/publication/331109755_Newsfeed_native_advertising_on_
Facebook_young_millennials'_knowledge_pet_peeves_reactance_and_ad_avoidance

<1% - https://www.stir.ac.uk/research/hub/publication/926095

<1% -
https://dspace.stir.ac.uk/retrieve/a99d0fd2-7e29-4cb4-99db-be5234760c0f/Zyphur%20
M%20Pierides%20D.%20%282017%29.%20Is%20quantitative%20research%20ethical.%2
0JBE.pdf



