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Abstract: - This research analyses the impact of soft-sell advertising dimensions (image, feeling, and implicitness) 
on TikTok's viewers’ purchase intentions through a positive attitude toward the ads. While many studies about soft-
sell appeals, this research adds external validity to those studies by using the Stimulus-Organism-Response (SOR) 
framework in the context of soft-selling in TikTok short videos. Since TikTok is now used for selling, the short 
video advertisements may drive purchase intention. We used a quantitative survey method with social media users 
in Indonesia. Data were collected using non-probability sampling with a purposive sampling method. We collected 
209 usable responses and tested the hypothesis using partial least square structural equation modelling (PLS-SEM) 
using SmartPLS 4.0. Findings show that the data support all four hypotheses; the three soft-sell dimensions drive a 
positive attitude toward the ad and positively impact purchase intention. While all three soft-selling dimensions 
drive the positive attitude toward the ad, image plays the most crucial role. The study contributes to understanding 
advertising theory, especially theories about message appeal affecting viewers’ behaviour, offering practical 
implications for advertising content creators.  
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1   Introduction 
Due to the proliferation of digital marketing, customer 
interactions between firms and their clients have 
significantly changed. The interaction, availability of 
various content, and digital format enable smooth and 
personalized customer communication. Typically, 
consumers who use internet resources for shopping 
rely on social media, [1]. 

Millennials now frequently interact with 
influencer posts on social media, showing them the 
combination of commercial content and entertainment 
aspects in influencer video marketing, [2]. TikTok, a 
video-sharing social media app, has increased in 
popularity since its launch in 2016. While its 
popularity is unquestionable at first sight, it provides 
capabilities previously available on well-established 
platforms such as Instagram, YouTube, and Facebook, 
[3]. Unlike Facebook, a text-based social media 
platform, and Instagram, a picture-based platform, 
TikTok is a platform for short videos, [4]. Studying 
the marketing communication style used in quick 
video content on this platform is essential. Based on 
the messages in short marketing videos uploaded to 

TikTok, we can differentiate them into hard-selling 
(advertising the product and service in an obvious 
way) and soft-selling (non-obvious advertising).  

The impact of soft-sell advertising has been 
extensively studied in the past. However, few studies 
have examined the relationship between soft-sell 
advertising and purchase intention in high-context 
cultures. The majority of Asian languages, like the 
Indonesian language, are high context. In high-context 
culture, an indirect communication style is preferred; 
the words should not be too ‘forward,’ too ‘brash,’ or 
bold; it should be more visual and with much more 
non-verbal signs than in cultures with low-context 
communication, [5].  

However, globalization may shift this trend to 
more explicit communication, and people prefer direct 
verbal interaction. Due to this shift in the 
communication trend, the authors are drawn to 
investigate whether soft-selling approaches still form 
positive attitudes toward the message in high-context 
cultures. In the context of TikTok ads, it is essential to 
understand whether the impact of soft selling is still 
positive and, therefore, preferable. This study will 
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help marketers choose the right message strategy 
when advertising on TikTok in a high-context culture.  

 
 

2 Problem Formulation (Literature 

Review and Hypotheses 

Formulation) 
 

2.1 Stimulus-Organism-Response (SOR) 

 Theory 
The stimulus-organism-response (SOR) theory 
indicates that external stimuli affect an individual's 
affective (feeling) and cognitive (perception) 
reactions, which in turn shape individual behaviour. 
This study examined frameworks for online consumer 
behaviour using the SOR model, [5]. Customers are 
triggered by the stimulus, including situational or 
marketing stimuli, [6]. This study's stimulus comes 
from the three soft-sell message appeal dimensions 
(image, feeling, and explicitness). A person's affective 
and cognitive states represent their internal state, 
known as the organism [7]; it is also seen as a 
transition condition between the stimulus and the 
response, [8]. In this study, attitude towards the ad 
acts as the organism, as it results from the stimuli. 
Intention to purchase is a positive response resulting 
from the attitude towards the ad. 
 
2.2  Soft Sell Advertising 
Soft-sell advertising works on three components that 
evoke: (1) the degree of emotion, (2) the degree of 
implication, and (3) the degree to which the 
advertisement expresses the image, [9]. We propose 
and endorse the following changes to terminology to 
establish the specification of soft sell appeal 
dimensions: an emotional (feeling) that is a response 
from the audience. These appeals are often reserved 
and indirect; images or moods may be conveyed using 
beautiful scenes, emotionally charged narrative 
progression, or other indirect methods. Below are 
details of the three components used to implement 
soft-sell appeals. 
 
2.2.1  Feeling 

Soft-selling causes emotional reactions to the stimuli 
used in advertising. Soft-sell uses implicit and image-
focused communications to arouse feelings, [10]. This 
emotional connection can lead to stronger brand 
attachment and a willingness to pay higher prices for 
branded products or services, [11]. Several theories 

support the idea that both emotion and cognition 
influence persuasive communication. Many previous 
studies have investigated the extent to which ads are 
designed to evoke emotion rather than logical 
thinking. For example, the cognitive response 
hypothesis posits that thoughts and feelings, or 
“cognitive responses, " shape and change attitudes”,  
[12].  
 
2.2.2  Implicitness 

Implicitness refers to using subdued or indirect 
language, including storytelling or emotional appeals, 
to make a point without making it clear, [13]. Soft-sell 
appeals transform and can result in the semantic 
expansion or multiplication of meaning when utilized 
in delicate, indirect, and subtle communications, [10]. 
Soft-sell does not specifically underline a product's 
competitive advantage and could be more sales-
oriented, [10]. Subtle methods are used in implicit 
advertising to communicate a company's message, 
letting customers judge. 
 
2.2.3  Image 

Soft-selling attempts to evoke emotions by using 
implicit and image-focused messaging, [10]. A prior 
study found that non-textual information about 
products and brands, such as size, color, and brand 
logos, can significantly influence how well 
advertisement’s function and how consumers view the 
products, [14]. In advertising, "image" refers to the 
general opinion or impression that a customer gets of 
a product or brand from its advertising. It 
encompasses the emotional and visual connections 
made by advertising messages, including the 
messaging, imagery, and color choices, [15]. Products 
are endowed with unique properties through a 
symbolic relationship, [16]. When a product is 
“installed” in a symbolic environment, it acquires 
meaning beyond its functions and components. 
 
2.3  Attitude towards the Advertisement 
Attitude toward the ad is the audience’s affective 
reaction to the ad [17]. It is a good determinant of how 
effective the message is [18], [19], [20]. The 
consumer's attitude influences their behaviour, 
positively impacting their desire to purchase. 
Consumer attitudes in the online environment are 
influenced by various factors, including perceived 
benefits, perceived advertising value, customers’ 
delight, electronic word-of-mouth, and perceived 
social presence, [21]. Attitudes toward social media 
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advertising significantly impact millennial purchasing 
desire, and peer communication significantly affects 
purchase intention, [22]. 
 
2.4  Purchase Intention 
Purchase intention is customers' willingness and 
ability to acquire recommended things after using 
social media, [23]. One research study discovered that 
social media is a visible consumption channel that 
increases purchase intention and has a beneficial 
impact, [24]. In TikTok advertisements, purchase 
intention can be described as TikTok users' propensity 
or willingness to acquire a product or service 
promoted on the platform, [25]. Soft-sell advertising 
affects purchase intention more when using celebrity 
endorsements than social media influencers, [26]. 
 
2.5  Hypothesis Development 
Both positive and negative emotions are evoked by 
advertising, which impacts users' attitudes in general. 
A person's attitude is influenced by how they feel 
about the advertisement, which might affect whether 
they plan to purchase, [27]. The relationship between 
affect (emotional feelings) and attitude towards the ad 
has been extensively studied, and the evidence 
strongly supports a positive relationship between the 
constructs. This means that emotional feelings 
positively and significantly impact attitude towards 
the ad [28].  Therefore, it can be concluded that 
attitude toward the advertisement is positively 
influenced by feeling, as stated in the following 
hypotheses: 
H1: Feeling has a positive impact on attitude towards 

the ad. 

 

Implicit messages in advertising, such as those 
conveyed through visuals or music, can positively and 
significantly impact attitudes toward the ad and brand, 
[28]. In contrast to advertisements with literal 
messages, ads with metaphors increase cognitive 
elaboration and attitudes toward the ad, [29]. 
Incidental stimuli, such as the unpurposive display of 
an advertisement banner, can develop an implicit 
positive attitude toward the advertised brand, [30]. 
Therefore, we derive the following hypotheses:  

H2: Implicitness has a positive impact on attitude 

towards the ad. 

 

 Image significantly impacts attitudes towards 
advertising, [31]. When consumers can quickly and 
vividly imagine themselves in the advertisement's 

content, it enhances their engagement and connection 
with the ad, [32], [33]. find that the image used in the 
advertisement can impact attitudes toward the ad, 
[34]. From the above elaboration, we can hypothesize 
that: 

H3: Image has a positive impact on attitude 

towards the ad. 

 

A positive attitude toward full-length and 
skippable advertisements influences consumers' 
intentions to purchase, [27], [35]. It may be concluded 
that attitude toward the ad has a favourable and 
considerable impact on purchase intention, [36]. A 
study finds that attitude toward the ad positively and 
significantly impacts the intention to purchase, [37], 
[38]. Much research on attitudes agrees that attitudes 
are strong, direct, and positive predictors of intentions, 
[39]. Another study found that while consumers' 
attitudes toward advertising positively and 
significantly impacted brand attitudes and purchase 
intent, the soft-selling appeal led to stronger purchase 
intent, [40]. Thus, we propose the following 
hypothesis: 

H4: Attitude toward the ad positively impacts the 

customer's purchase intention.  

 
Referring to the derived hypothesis, a conceptual 

research framework is established by utilizing 
previously discussed theoretical concepts, as shown in 
Figure 1. 
 

Feeling

Implicitness

Image

Attitude toward
the ads

Purchase
Intention

H1

H2

H3

H4

 
Fig. 1: Conceptual Model, [9], [41] 
 
 
3   Method 

 

3.1  Data Collection 
This research uses a quantitative survey method with 
non-probability sampling (i.e., purposive sampling). 
Data was collected using an online survey via Google 
Forms, and distributed via social media (WhatsApp, 
Instagram, LinkedIn, Line). Respondents were filtered 
before filling out the questionnaire to ensure the 
responses came from a suitable target respondent. The 
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target population for this study was millennials and 
Gen Z in Jakarta. The unit of analysis in this study is 
TikTok users who have purchased products after 
watching short video advertisements on TikTok. 

The questionnaire was divided into several parts. 
The first part collects respondents’ demographic and 
psychographic profiles, while the second part collects 
responses for measurement items. The data collection 
period was two months, from August to October 2023. 
After filtering out those who did not align with this 
study's unit of analysis, we collected 209 usable 
respondents.  

 
Table 1. Respondent’s profile 

Gender Frequency  Percent 

Male 84 40.2% 
Female 125 59.8% 
Age Frequency  Percent 

18-27  71 34.0% 
28-37  52 24.9% 
38-47  61 29.2% 
48-57  25 12.0% 
Education Frequency  Percent 

Bachelor’s degree 127 60.8% 
Master’s degree 29 13.9% 
Postgraduate 23 11.0% 
Senior High School 30 14.4% 
Occupation Frequency Percent 

State employee 38 18.2% 
Private employee 61 29.2% 
Student 32 15.3% 
Entrepreneur 78 37.3% 

  
Source: Researcher’s collected data  

 
Table 1 shows that the majority of the respondents 

are Female (59.8%), and for the Age, most of them 
are in within 18-27 (34.0&), with educational 
background are in bachelor’s degree with the 
percentage of 60.8%. Lastly, the occupation is private 
employee (29.2%).  

The majority (34%) of our respondents are from 
Generation Z, which is the average age of TikTok 
viewers, followed by the older generation (Gen Y and 
Gen X). Females make up ~60% of respondents. 
Respondents are well educated (bachelor's degrees 
and above contribute to ~85% of the respondents), 
with most of the respondents being productive in their 
jobs (~85%) and the rest being students (~15%). 

Quantitative data is measured on a numerical scale 
(numbers). This research uses quantitative data from 
questionnaire responses on a Likert Scale of 1-5 (score 
5 = Very important, 4 = Important, 3 = Sufficient, 2 = 
Not important, and score 1 = Very Not Important). The 

Likert scale measures the attitudes, opinions, and 
perceptions of a person or group of people about social 
phenomena, [42]. 

This research uses data analysis in the Partial 
Least Structural Equation Model (PLS-SEM) method, 
using Smart PLS 4 Version 4.0.9.5. The PLS-SEM 
method is widely used in social science research, as it 
enables the estimate of complex models with many 
constructs, indicator variables, and structural paths 
without a strict requirement on the normal distribution 
of the data, [43]. There are two broad approaches to 
executing SEM: covariance-based SEM and variance-
based SEM. Among variance-based SEM, PLS-SEM 
is considered to be fully developed and uses a general 
approach. PLS-SEM is also well-known as a causal-
predictive approach that emphasizes model prediction, 
which is aligned with the objective of this study, i.e. to 
predict the purchase intention of the viewers. 

PLS-SEM was used to analyze the data in two 
stages. The first stage tests the validity and reliability 
of the measurement items (called the measurement 
model), and the second stage tests the hypothesis 
(called the structural model), [44]. 

The 27 measurement items of soft-sell dimensions 
are taken from [41]; 5 items for attitude toward the ad 
are taken from [45] and  [37], and 5 items measuring 
purchase intention are taken from [44] and [40]. Using 
a back-to-back translation method, questionnaire 
items are translated into the local (Indonesian) 
language. A pilot test was conducted to ensure the 
questions would be well understood by the 
respondents. 

Figure 2 shows the structure of an SEM model in 
this study, comprised of a Measurement Model and a 
Structural Model. 

 

 
Fig. 2: SEM Model, [41], [42] 
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3.2  Measurement (Outer) Model Assessment 
Confirmatory factor analysis was conducted to assess 
the reliability and validity of the measures. Cronbach's 
Alpha (CA) and composite reliability (CR) values 
were calculated to determine whether the 
measurement items fulfil the reliability requirement. 
Since Cronbach’s Alpha is considered to give a less 
precise measure of reliability, the composite reliability 
and rho A value must also be considered when using 
PLS-SEM, [43]. Reliability values above 0.70 are 
considered good, with higher values in CA, rho A, and 
CR indicating higher levels of reliability.  

We tested the convergent validity by looking at 
AVE values that show 0.50 or higher, suggesting the 
construct accounts for 50 percent or greater of the 
variability in the items that constitute the construct. 
The construct validity of the measurement items is 
measured by factor loading, with a value > 0.708 
confirming validity. 

The PLS algorithm in the Smart PLS4 provides the 
statistical output of measurement model assessment. 
The results can be seen in Table 2. 

 
Table 2. Measurement items assessment 

Variables and Statement Items FL CA rho A CR AVE

1.    Without realizing it, I understood the message of this TikTok Ad. 0.714
2.    I feel this TikTok ad is creative 0.898
3.    I find this TikTok ad instinctively interesting 0.737
4.    I feel like this TikTok ad makes the audience feel something. 0.708
5.    I feel this TikTok ad triggers the audience's imagination. 0.703
6.    I feel like this TikTok ad is open to interpretation. 0.794
7.    I feel like this TikTok ad is not being honest enough. 0.726
8.    I feel like this TikTok ad doesn't show a clear picture. 0.803
9.    I feel this ad is Irrelevant to me 0.709

1.    This TikTok ad doesn't really stand out. 0.706
2.    This TikTok ad gives subtle advice 0.737
3.    This TikTok ad doesn't directly say what they are selling. 0.848
4.    This TikTok ad contains an implied message in it. 0.875
5.    This TikTok ad doesn't exactly say anything. 0.768
6.    This TikTok ad touches on something in a subtle way. 0.755
7.    This TikTok ad attracts attention. 0.758
8.    This TikTok ad builds closeness. 0.797
9.    This TikTok ad is expressive. 0.828

1.    This TikTok ad focuses on images and visuals. 0.74
2.    This TikTok ad is entertaining. 0.776
3.    This TikTok ad is full of interpretation. 0.721
4.    This TikTok ad uses symbols to convey meaning. 0.712
5.    This TikTok ad tends to touch the soul 0.753
6.    This TikTok ad does not show the appearance of the product. 0.774
7.    This TikTok ad focuses on Appearance. 0.723
8.    This TikTok ad is cheerful. 0.712
9.    This TikTok ad focuses on creating an impression. 0.793

1.    Overall, I consider this TikTok ad to be a good thing 0.812
2.    This TikTok ad makes me want to buy the advertised product. 0.862
3.    Overall, I like this TikTok ad. 0.717
4.    I consider this TikTok ad very important. 0.778
5.    Overall my impression of this TikTok ad is very good. 0.725

1.    I am interested in buying the product in this TikTok ad. 0.725
2.    I want to shop more often on TikTok ads. 0.919
3.    I would like to buy back on TikTok ads in the future. 0.733
4.    I am very interested in buying the product advertised on TikTok. 0.718
5.    most likely, I will buy the product advertised on this tiktok. 0.756

0.832 0.867 0.881 0.599

Purchase Intention (PI)

0.900 0.904 0.918 0.556

Image (IMG)

0.839 0.851 0.886 0.610

Attitude Towards The Ad (ATT)

0.907 0.919 0.923 0.573

Feeling (FL)

0.923 0.928 0.936 0.620

Implicitness (IMP)

 
Source: Researcher’s analysis – SmartPLS4 output 

As shown in Table 2, all variables offer good 
construct reliability, confirmed by Cronbach's Alpha 
and Composite Reliability values above 0.7. The 
factor loadings of all the items were > 0.70, 
confirming the construct validity, and the average 
variance extracted (AVE) of the latent variables was 
above 0.50 for all the study constructs, indicating 
good convergent validity.  

We tested discriminant validity by looking at 
Heterotrait-Monotrait (HTMT) values, which must be 
lower than 0.85 for conceptually different constructs 
and lower than 0.90 for conceptually similar constructs 
[43]. 

 
Table 3. Heterotrait-Monotrait Ratio (HTMT) 

Construc

Attitude 

toward the 

ad

Feeling Image Implicitness
Purchase 

Intention

Attitude toward the ad
Feeling 0.773
Image 0.840 0.739
Implicitness 0.830 0.784 0.795
Purchase Intention 0.803 0.737 0.724 0.703  
Source: Researchers’ analysis – SmartPLS4 output 

 
The results in Table 3 show that all values are less 

than 0.85, confirming the construct’s discriminant 
validity. Therefore, this research can use all 
measurement items to measure all the constructs in 
this study.  

 
3.3 Structural (Inner) Model Assessment /  

Hypothesis Testing 
After the measurements in this study met the 
standards, a hypothesis analysis was carried out using 
the PLS-SEM Software - Smart PLS4 Version 4. In 
this stage, the analysis focuses on testing the 
relationship between variables in the model, hence 
testing the hypothesis. In addition to checking the 
statistical significance (p < 0.05), we look at the R2 
and the path coefficient. Based on the views of [43], 
the significance value must be <0.05, with a weight 
close to 0 indicating a weak relationship, while a 
weight close to +1 (or -1) indicates a strong positive 
(or negative) relationship. Meanwhile, R2 ranges from 
0 to 1, with higher values indicating greater 
explanatory power and, therefore, favourable. R2 
values of 0.75, 0.50, and 0.25 can be classified as 
having strong, moderate, and low explanatory power, 
respectively. 

In this research, we deploy bootstrapping using 
5,000 sub-samples to test the hypothesis following the 
path model in Figure 3 and a two-tailed statistical test 
to confirm the hypothesis.  
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Fig. 3: PLS full model (path coefficient) 
Source: Researchers’ data – SmartPLS4 output 

 
The results of hypothesis testing showed that the 

feeling (ß = 0.232, p < 0.05), implicitness (ß = 0.309, 
p < 0.05), and image (ß = 0.359, p < 0.05) positively 
and significantly impact the attitude toward the ad. 
Likewise, the results revealed that attitude toward the 
ad positively impacts purchase intention (ß = 0.702, p 
< 0.05), as shown in Table 4. 

 
Table 4. Hypothesis Testing Results 

Hypothesis Path Coefficients T Statistics (|O/STDEV|) P Values
Feeling -> Attitude toward the ad 0.232 2.322 0.021
Implicitness -> Attitude toward the ad 0.309 2.952 0.003
Image -> Attitude toward the ad 0.359 3.333 0.001
Attitude toward the ad -> Purchase Intention 0.702 10.073 0.000  
Source: Researchers’ data – SmartPLS4 output 

 
Based on the above hypothesis testing result, the 

equation model in this study is as follows: 
Attitude = 0.232 Feeling  + 0.309 Implicitness + 

0.359 Image     

 (1) 
 

Purchase Intention = 0.702 Attitude toward the ad  

      (2) 
 
Based on Table 4, all four hypotheses proposed 

were accepted, with image playing the most crucial 
role in shaping a positive attitude toward the ad.  
Table 5 shows the R-square (R2) values, indicating a 
good fit for the model.  
 
 

Table 5. R-square values 
Variable R Square 

Attitude toward the ad 0.656 

Purchase Intention 0.493 
Source: Researchers’ data – SmartPLS4 output 

 
Data shows a 65.6% change in the respondent's 

attitude toward the ad, driven by the video content's 
soft-sell components (feeling, implicitness, and 
image). Meanwhile, the attitude toward the 
advertisement can predict 49.3% of the purchase 
intention.  
 
3.4  Discussion 
In the current study, three components of soft-sell 
advertising (feeling, implicitness, and image) were 
investigated to determine their role as predictors of 
attitude toward advertisement and further driving 
purchase intention for the promoted goods in the 
TikTok video.  

Advertising evokes positive and negative 
emotions, which impacts users' attitudes in general. 
This study confirmed that attitude toward advertising 
is positively influenced by feelings, which aligns with 
previous research findings, [34].  

Several previous journals state that image 
significantly impacts attitudes toward advertising; one 
of them is from, [32]. When consumers can quickly 
and vividly imagine themselves in the advertisement's 
content, it enhances their engagement and connection 
with the ad, [33]. A TikTok short video that is 
entertaining, focuses on appearance, and is cheerful 
will impress the viewers. This will create a 
willingness to watch longer, creating a positive 
attitude toward the ad. In this study, the image shows 
the highest impact on attitudes toward the ad.  

Implicit messages in advertising, such as those 
conveyed through visuals or music, can positively and 
significantly impact attitudes toward the ad and brand 
[29]. When TikTok videos do not directly say what 
they are selling and do not show the product they 
promote, it builds closeness and makes viewers better 
engaged and, therefore, willing to hear more. This 
creates a positive attitude toward the ads.  A study 
found that the experiment's findings demonstrated that 
incidental exposure to an ad banner allows for 
forming an implicit positive attitude towards the 
advertised brand, [31]. This study's soft-sell 
dimension has the second highest impact on attitudes 
toward the ad.  
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The intensity of emotions associated with 
emotional stimuli can positively influence consumers' 
attitudes toward advertising, [45]. When an ad can 
make the viewer feel something, it will drive them to 
have a positive attitude toward the ad and may affect 
their plan to purchase, [27], [40]. A touching ad can 
also trigger viewers’ imagination and create an effect 
on the ad. The relationship between affect (emotional 
feelings) and attitude towards the advertisement has 
been extensively studied, and our findings strongly 
support a positive relationship as previously studied 
[28], [44].  

Individuals' attitudes toward advertising 
significantly influence their intention to purchase 
online [35], which aligns with our findings in this 
study. In addition to that, a person's disposition 
toward an advertisement significantly impacts their 
desire to buy, as stated clearly in plenty of previous 
research, [36]. One's attitude toward the ad 
significantly and favourably influences their intention 
to buy [37], [38], [44]. According to those studies, 
intention is firmly, directly, and favorably predicted 
by attitude, which has been validated in several 
contexts, [39]. Another study found that while 
consumers' attitudes toward advertising positively and 
significantly impacted brand attitudes and purchase 
intentions, the soft-selling appeal led to stronger 
purchase intentions, [46]. The present study found that 
attitudes toward advertisements significantly affected 
both attitudes toward brand and purchase intention, 
[37], [45]. They discovered in their research that 
attitude toward the ad significantly affects purchase 
intention for well-known and unknown brands, which 
also happens in TikTok.  

This finding gives a new perspective on studying 
advertising message appeal and audiences’ culture, 
[9]. Okazaki, et al., suggest that soft-sell appeals are 
less effective in Japan, although Japanese culture is 
considered high-context, contrary to this study's 
findings, [9]. We also add the external validity of 
Mohammadi’s claim that soft-sell ads are preferred in 
hedonic and recreational products by looking into 
short video watching as entertainment, [47]. This 
study also adds an understanding of advertising 
theories that, in addition to message content, message 
appeals (i.e., soft-sell appeals) are important in 
shaping positive attitudes toward the ad,  [48]. 

 
 
 
 

4    Conclusion and Recommendation  
This study examined the relationship between online 
purchase intention and social media soft-sell 
advertising in Indonesia, using feeling, implicitness, 
and image as soft-sell dimensions and attitude toward 
the advertisement as a mediating factor. All three soft-
selling components (implicitness, image, feeling) 
positively impact the attitude toward the ad; the 
largest impact comes from the image. Meanwhile, 
customers with a positive attitude toward the ad will 
increase their purchase intention.  

This research contributes to the SOR theory by 
giving a well-structured perspective on understanding 
the effects of advertising message appeals as stimuli 
on the mental states of TikTok ad viewers and, 
subsequently, how they react toward purchase 
intention. 

 
4.1  Managerial Implications 
Marketers should use soft-sell advertising techniques 
to improve consumers' attitudes toward the 
advertisement and buying propensity. To make their 
advertising efforts more effective, marketers can 
create soft-sell messages that are implicit and subtle 
advertisements that elicit happy emotions, for 
example, using story-telling instead of other 
cognitive-based messages. The video ads should also 
contain positive images and not directly show the 
product they promote.  

Nevertheless, although this study confirms the 
positive impact of soft-selling appeals, generalization 
needs to be carefully applied. Indonesia is a large 
country that comprises many subcultures with 
different traits. Some subcultures lean toward high-
context communication, while others are toward low-
context. Therefore, customizing message appeals is 
essential when communicating value propositions to 
varying subcultures in Indonesia.  

The study examines the usage of soft-sell 
advertising on social media platforms, particularly 
TikTok short videos. The attention span of the 
audience of a short video on a smartphone is shorter 
than that of a TV. It confirms the importance of 
emotions in persuasive communication using short 
videos (less than one minute long). The more positive 
emotions can be induced by a soft-sell message, the 
longer the audience stays with the ad and the more 
impactful the message will be. Since short videos are 
considered to fit into viewers' busy lives, making one 
that engages the audience to the end will be the main 
challenge for TikTok marketers. 
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4.2 Limitations and Suggestions for Future 

Research  
This study's use of a comparatively small sample size 
(209) is one of its limitations. This suggests that it 
might not be possible to extrapolate the findings to the 
greater Indonesian consumer base. Furthermore, the 
study used self-reported data, which might contain 
bias. 

This study did not differentiate whether the 
response was toward a specific product type (e.g., low 
involvement vs. high involvement, goods vs. services, 
search goods vs. experience goods). Future research 
can consider this to understand whether the impact of 
soft-sell appeals is the same across different types of 
products.  

Future research can investigate the potential 
impact of other variables on the relationship between 
attitude toward the ad and purchase intention on 
TikTok. Some videos go viral; however, the 
conversion rate is low. What moderates the 
relationship between attitude toward the ad and 
purchase intention?  

Another suggestion for future research is to use a 
bigger sample size and cover different subcultures to 
improve the generalizability of the findings. Deeper 
analysis using a mixed method to uncover the subtle 
differences between respondent groups can enhance 
the understanding of the impact of soft-sell appeals.  
 

 
References: 

[1] Y. K. Dwivedi, E. Ismagilova, N. P. Rana, and 
R. Raman, “Social Media Adoption, Usage 
And Impact In Business-To-Business (B2B) 
Context: A State-Of-The-Art Literature 
Review,” Inf. Syst. Front., vol. 25, no. 3, pp. 
971–993, 2023, doi: 
https://doi.org/10.1007/s10796-021-10106-y. 

[2] B. Feijoo, L. Zozaya, and C. Sádaba, “Do I 
question what influencers sell me? Integration 
of critical thinking in the advertising literacy of 
Spanish adolescents,” Humanit. Soc. Sci. 

Commun., vol. 10, no. 1, p. 363, 2023, doi: 
https://doi.org/10.1057/s41599-023-01872-y. 

[3] A. Bhandari and S. Bimo, “Why’s Everyone 
on TikTok Now? The Algorithmized Self and 
the Future of Self-Making on Social Media,” 
Soc. Media + Soc., vol. 8, no. 1, p. 
20563051221086240, Jan. 2022, doi: 
https://doi.org/10.1177/20563051221086241. 

[4] R. Wahid, H. Karjaluoto, K. Taiminen, and D. 

I. Asiati, “Becoming TikTok Famous: 
Strategies for Global Brands to Engage 
Consumers in an Emerging Market,” J. Int. 

Mark., vol. 31, no. 1, pp. 106–123, Sep. 2022, 
doi: 
https://doi.org/10.1177/1069031X221129554. 

[5] S. Poggesi, M. Mari, A. Kamangar, and P. 
Schilleci, “The Role of Virtual Environment in 
Online Retailing: State of the Art and Research 
Challenges,” Sustainability, vol. 14, no. 7. 
2022. doi: https://doi.org/10.3390/su14074131. 

[6] C.-C. Chen and J.-Y. Yao, “What drives 
impulse buying behaviors in a mobile auction? 
The perspective of the Stimulus-Organism-
Response model,” Telemat. Informatics, vol. 
35, no. 5, pp. 1249–1262, 2018, doi: 
https://doi.org/10.1016/j.tele.2018.02.007. 

[7] N. Kamal Basha, E. C.-X. Aw, and S. H.-W. 
Chuah, “Are we so over smartwatches? Or can 
technology, fashion, and psychographic 
attributes sustain smartwatch usage?,” 
Technol. Soc., vol. 69, p. 101952, 2022, doi: 
https://doi.org/10.1016/j.techsoc.2022.101952. 

[8] X. Zheng, J. Men, F. Yang, and X. Gong, 
“Understanding impulse buying in mobile 
commerce: An investigation into hedonic and 
utilitarian browsing,” Int. J. Inf. Manage., vol. 
48, pp. 151–160, 2019, doi: 
https://doi.org/10.1016/j.ijinfomgt.2019.02.010 

[9] S. Okazaki, B. Mueller, and C. R. Taylor, 
“Measuring Soft-Sell Versus Hard-Sell 
Advertising Appeals,” J. Advert., vol. 39, no. 
2, pp. 5–20, Jul. 2010, doi: 
https://doi.org/10.2753/JOA0091-3367390201. 

[10] L. Hatzithomas, A. Manolopoulou, K. 
Margariti, C. Boutsouki, and D. Koumpis, 
“Metaphors and Body Copy in Online 
Advertising Effectiveness,” J. Promot. 

Manag., vol. 27, no. 5, pp. 642–672, Jul. 2021, 
doi: 
https://doi.org/10.1080/10496491.2021.188052
0. 

[11] D. Scarpi, “The importance of consumer 
engagement in brand heritage advertising: 
How feeling close to a brand can increase 
willingness to pay more,” J. Advert. Res., vol. 
61, no. 3, pp. 334–345, 2021, doi: 
https://doi.org/10.2501/JAR-2021-005. 

[12] R. E. Petty, J. T. Cacioppo, and M. Heesacker, 
“Effects of rhetorical questions on persuasion: 
A cognitive response analysis.,” J. Pers. Soc. 

WSEAS TRANSACTIONS on BUSINESS and ECONOMICS 
DOI: 10.37394/23207.2024.21.154 Flavegi Monesa, Evi Rinawati Simanjuntak

E-ISSN: 2224-2899 1897 Volume 21, 2024

https://doi.org/10.1007/s10796-021-10106-y
https://doi.org/10.1057/s41599-023-01872-y
https://doi.org/10.1177/20563051221086241
https://doi.org/10.1177/1069031X221129554
https://doi.org/10.3390/su14074131
https://doi.org/10.1016/j.tele.2018.02.007
https://doi.org/10.1016/j.techsoc.2022.101952
https://doi.org/10.1016/j.ijinfomgt.2019.02.010
https://doi.org/10.2753/JOA0091-3367390201
https://doi.org/10.1080/10496491.2021.1880520
https://doi.org/10.1080/10496491.2021.1880520
https://doi.org/10.2501/JAR-2021-005


Psychol., vol. 40, no. 3, pp. 432–440, 1981, 
doi: https://doi.org/10.1037/0022-
3514.40.3.432. 

[13] K. S. Campbell, J. S. Naidoo, and S. M. 
Campbell, “Hard or Soft Sell? Understanding 
White Papers as Content Marketing,” IEEE 

Trans. Prof. Commun., vol. 63, no. 1, pp. 21–
38, 2020, doi: 
https://doi.org/10.1109/TPC.2019.2961000. 

[14] K. Kim, S. Lee, and Y. K. Choi, “Image 
proximity in advertising appeals: Spatial 
distance and product types,” J. Bus. Res., vol. 
99, pp. 490–497, 2019, doi: 
https://doi.org/10.1016/j.jbusres.2017.08.031. 

[15] L. D. Lang, A. Behl, F. Guzmán, V. Pereira, 
and M. Del Giudice, “The role of advertising, 
distribution intensity and store image in 
achieving global brand loyalty in an emerging 
market,” Int. Mark. Rev., vol. 40, no. 1, pp. 
127–154, Jan. 2023, doi: 
https://doi.org/10.1108/IMR-06-2021-0200. 

[16] W. Leiss, S. Kline, S. Jhally, and J. Botterill, 
Social Communication in Advertising: 

Consumption in the Mediated Marketplace. 
Routledge, 2005. doi: 
https://doi.org/10.4324/9780203943014. 

[17] S. B. MacKenzie, R. J. Lutz, and G. E. Belch, 
“The role of attitude toward the ad as a 
mediator of advertising effectiveness: A test of 
competing explanations,” J. Mark. Res., vol. 
23, no. 2, pp. 130–143, 1986, doi: 
https://doi.org/10.1177/002224378602300205. 

[18] X. Zhang and S.-M. Yuan, “An Eye Tracking 
Analysis for Video Advertising: Relationship 
Between Advertisement Elements and 
Effectiveness,” IEEE Access, vol. 6, pp. 
10699–10707, 2018, doi: 
https://doi.org/10.1109/ACCESS.2018.280220
6. 

[19] C. Yu, Z. Zhang, C. Lin, and Y. J. Wu, “Can 
data-driven precision marketing promote user 
ad clicks? Evidence from advertising in 
WeChat moments,” Ind. Mark. Manag., vol. 
90, pp. 481–492, 2020, doi: 
https://doi.org/10.1016/j.indmarman.2019.05.0
01. 

[20] M. Hu and S. S. Chaudhry, “Enhancing 
consumer engagement in e-commerce live 
streaming via relational bonds,” Internet Res., 
vol. 30, no. 3, pp. 1019–1041, Jan. 2020, doi: 
https://doi.org/10.1108/INTR-03-2019-0082. 

[21] H. Pang, “Identifying associations between 
mobile social media users’ perceived values, 
attitude, satisfaction, and eWOM engagement: 
The moderating role of affective factors,” 
Telemat. Informatics, vol. 59, no. June, pp. 1–
10, 2021, doi: 
https://doi.org/10.1016/j.tele.2020.101561. 

[22] A. Pandey, R. Sahu, and M. K. Dash, “Social 
media marketing impact on the purchase 
intention of millennials,” Int. J. Bus. Inf. Syst., 
vol. 28, no. 2, pp. 147–162, Jan. 2018, doi: 
https://doi.org/10.1504/IJBIS.2018.091861. 

[23] M. Majeed, M. Owusu-Ansah, and A.-A. 
Ashmond, “The influence of social media on 
purchase intention: The mediating role of 
brand equity,” Cogent Bus. Manag., vol. 8, no. 
1, p. 1944008, Jan. 2021, doi: 
https://doi.org/10.1080/23311975.2021.194400
8. 

[24] İ. H. Efendioğlu, “The impact of conspicuous 
consumption in social media on purchasing 
intentions,” İşletme Araştırmaları Derg., vol. 
11, no. 3, pp. 2176–2190, 2019, doi: 
https://doi.org/10.20491/isarder.2019.732. 

[25] W. Zhang, W. Zhang, and T. U. Daim, 
“Investigating consumer purchase intention in 
online social media marketing: A case study of 
Tiktok,” Technol. Soc., vol. 74, p. 102289, 
2023, doi: 
https://doi.org/10.1016/j.techsoc.2023.102289. 

[26] H. Zhu, M. Kim, and Y. K. Choi, “Social 
media advertising endorsement: the role of 
endorser type, message appeal and brand 
familiarity,” Int. J. Advert., vol. 41, no. 5, pp. 
948–969, Jul. 2022, doi: 
https://doi.org/10.1080/02650487.2021.196696
3. 

[27] W. Aslam, K. Farhat, and I. Arif, “Skippable 
Advertisement versus Full-Length 
Advertisement: An Empirical Analysis in a 
Developing Economy,” J. Interact. Advert., 
vol. 21, no. 1, pp. 49–67, Jan. 2021, doi: 
https://doi.org/10.1080/15252019.2020.185263
4. 

[28] C. J. Thompson and D. L. Haytko, “Speaking 
of Fashion: Consumers’ Uses of Fashion 
Discourses and the Appropriation of 
Countervailing Cultural Meanings,” J. 

Consum. Res., vol. 24, no. 1, pp. 15–42, Jun. 
1997, doi: https://doi.org/10.1086/209491. 

[29] S. Jeong, “Visual Metaphor in Advertising: Is 

WSEAS TRANSACTIONS on BUSINESS and ECONOMICS 
DOI: 10.37394/23207.2024.21.154 Flavegi Monesa, Evi Rinawati Simanjuntak

E-ISSN: 2224-2899 1898 Volume 21, 2024

https://doi.org/10.1037/0022-3514.40.3.432
https://doi.org/10.1037/0022-3514.40.3.432
https://doi.org/10.1109/TPC.2019.2961000
https://doi.org/10.1016/j.jbusres.2017.08.031
https://doi.org/10.1108/IMR-06-2021-0200
https://doi.org/10.4324/9780203943014
https://doi.org/10.1177/002224378602300205
https://doi.org/10.1109/ACCESS.2018.2802206
https://doi.org/10.1109/ACCESS.2018.2802206
https://doi.org/10.1016/j.indmarman.2019.05.001
https://doi.org/10.1016/j.indmarman.2019.05.001
https://doi.org/10.1108/INTR-03-2019-0082
https://doi.org/10.1016/j.tele.2020.101561
https://doi.org/10.1504/IJBIS.2018.091861
https://doi.org/10.1080/23311975.2021.1944008
https://doi.org/10.1080/23311975.2021.1944008
https://doi.org/10.20491/isarder.2019.732
https://doi.org/10.1016/j.techsoc.2023.102289
https://doi.org/10.1080/02650487.2021.1966963
https://doi.org/10.1080/02650487.2021.1966963
https://doi.org/10.1080/15252019.2020.1852634
https://doi.org/10.1080/15252019.2020.1852634
https://doi.org/10.1086/209491


the Persuasive Effect Attributable to Visual 
Argumentation or Metaphorical Rhetoric?,” J. 

Mark. Commun., vol. 14, no. 1, pp. 59–73, 
Feb. 2008, doi: 
https://doi.org/10.1080/14697010701717488. 

[30] H. Machouche, A. Gharbi, and C. Elfidha, 
“Implicit effects of online advertising on 
consumer cognitive processes,” Acad. Mark. 

Stud. J., vol. 21, no. 2, pp. 1–17, 2017, 
[Online]. 
https://www.abacademies.org/articles/implicit-
effects-of-online-advertising-on-consumer-
cognitive-processes-6677.html (Accessed 
Date: July 5, 2024). 

[31] J. Lee and W. Chu, “The role of imagery vs. 
analytical advertisement on new products 
evaluation,” Asia Mark. J., vol. 22, no. 2, p. 3, 
2020, doi: 
https://doi.org/10.15830/amj.2020.22.2.59. 

[32] R. Ferraro, J. R. Bettman, and T. L. Chartrand, 
“The role of sensory imagery in advertising: 
Conceptual framework and review of empirical 
evidence,” J. Consum. Psychol., vol. 30, no. 2, 
pp. 374–403, 2020. 

[33] N. Z. Aydınoğlu and L. Cian, “Show me the 
product, show me the model: Effect of picture 
type on attitudes toward advertising,” J. 

Consum. Psychol., vol. 24, no. 4, pp. 506–519, 
2014, doi: 
https://doi.org/10.1016/j.jcps.2014.04.002. 

[34] F. Ahn, T. W. Kim, and J. C. Hwang, “The 
persuasive effect of metaphors: A meta-
analysi,” Hum. Commun. Res., vol. 46, no. 3, 
pp. 221–241, 2020. 

[35] H. Ho Nguyen, B. Nguyen-Viet, Y. T. Hoang 
Nguyen, and T. Hoang Le, “Understanding 
online purchase intention: the mediating role 
of attitude towards advertising,” Cogent Bus. 

Manag., vol. 9, no. 1, p. 2095950, Dec. 2022, 
https://doi.org/10.1080/23311975.2022.209595
0. 

[36] M. Li, X. Bai, S. Xing, and X. Wang, “How 
the smart product attributes influence 
consumer adoption intention,” Front. Psychol., 
vol. 14, 2023, 
https://doi.org/10.3389/fpsyg.2023.1090200. 

[37] S. K. Kaushal and R. Kumar, “Influence of 
Attitude Towards Advertisement on Purchase 
Intention: Exploring the Mediating Role of 
Attitude Towards Brand Using SEM 
Approach.,” IUP J. Mark. Manag., vol. 15, no. 

4, p. 45, 2016, [Online]. 
https://openurl.ebsco.com/EPDB%3Agcd%3A
9%3A13381353/detailv2?bquery=IS 0972-
6845 AND VI 15 AND IP 4 AND DT 
2016&page=1 (Accessed Date: July 5, 2024). 

[38] J. Sun, C. Chen, and J. Lan, “Direct 
Expression or Indirect Transmission? An 
Empirical Research on the Impacts of Explicit 
and Implicit Appeals in Green Advertising,” 
Sustainability, vol. 14, no. 23, 2022, doi: 
https://doi.org/10.3390/su142316192. 

[39] R. P. Bagozzi, “Attitudes, intentions, and 
behavior: A test of some key hypotheses.,” J. 

Pers. Soc. Psychol., vol. 41, no. 4, pp. 607–
627, 1981, doi: https://doi.org/10.1037/0022-
3514.41.4.607. 

[40] M. A. Sallam and F. A. Algammash, “The 
effect of attitude toward advertisement on 
attitude toward brand and purchase intention,” 
Int. J. Econ. Commer. Manag., vol. 4, no. 2, 
pp. 509–520, 2016, [Online]. 
https://ijecm.co.uk/wp-
content/uploads/2016/02/4228.pdf (Accessed 
Date: July 5, 2024). 

[41] N. Spears and S. N. Singh, “Measuring 
Attitude Toward The Brand And Purchase 
Intentions,” J. Curr. issues Res. Advert., vol. 
26, no. 2, pp. 53–66, 2004, doi: 
https://doi.org/10.1080/10641734.2004.105051
64. 

[42] Sugiyono, Metode Penelitian Kuantitatif, 

Kualitatif, dan R&D. Bandung: Alfabeta, 
2017. 

[43] J. F. Hair, J. J. Risher, M. Sarstedt, and C. M. 
Ringle, “When to use and how to report the 
results of PLS-SEM,” Eur. Bus. Rev., vol. 31, 
no. 1, pp. 2–24, Jan. 2019, doi: 
https://doi.org/10.1108/EBR-11-2018-0203. 

[44] E.-B. Lee, S.-G. Lee, and C.-G. Yang, “The 
influences of advertisement attitude and brand 
attitude on purchase intention of smartphone 
advertising,” Ind. Manag. Data Syst., vol. 117, 
no. 6, pp. 1011–1036, Jan. 2017, doi: 
https://doi.org/10.1108/IMDS-06-2016-0229. 

[45] J. E. Phelps and M. G. Hoy, “The Aad-Ab-PI 
relationship in children: The impact of brand 
familiarity and measurement timing,” Psychol. 

Mark., vol. 13, no. 1, pp. 77–105, Jan. 1996, 
doi: https://doi.org/10.1002/(SICI)1520-
6793(199601)13:1<77::AID-
MAR5>3.0.CO;2-M. 

WSEAS TRANSACTIONS on BUSINESS and ECONOMICS 
DOI: 10.37394/23207.2024.21.154 Flavegi Monesa, Evi Rinawati Simanjuntak

E-ISSN: 2224-2899 1899 Volume 21, 2024

https://doi.org/10.1080/14697010701717488
https://www.abacademies.org/articles/implicit-effects-of-online-advertising-on-consumer-cognitive-processes-6677.html
https://www.abacademies.org/articles/implicit-effects-of-online-advertising-on-consumer-cognitive-processes-6677.html
https://www.abacademies.org/articles/implicit-effects-of-online-advertising-on-consumer-cognitive-processes-6677.html
https://doi.org/10.15830/amj.2020.22.2.59
https://doi.org/10.1016/j.jcps.2014.04.002
https://doi.org/10.1080/23311975.2022.2095950
https://doi.org/10.1080/23311975.2022.2095950
https://doi.org/10.3389/fpsyg.2023.1090200
https://openurl.ebsco.com/EPDB%3Agcd%3A9%3A13381353/detailv2?bquery=IS%200972-6845%20AND%20VI%2015%20AND%20IP%204%20AND%20DT%202016&page=1
https://openurl.ebsco.com/EPDB%3Agcd%3A9%3A13381353/detailv2?bquery=IS%200972-6845%20AND%20VI%2015%20AND%20IP%204%20AND%20DT%202016&page=1
https://openurl.ebsco.com/EPDB%3Agcd%3A9%3A13381353/detailv2?bquery=IS%200972-6845%20AND%20VI%2015%20AND%20IP%204%20AND%20DT%202016&page=1
https://openurl.ebsco.com/EPDB%3Agcd%3A9%3A13381353/detailv2?bquery=IS%200972-6845%20AND%20VI%2015%20AND%20IP%204%20AND%20DT%202016&page=1
https://doi.org/10.3390/su142316192
https://doi.org/10.1037/0022-3514.41.4.607
https://doi.org/10.1037/0022-3514.41.4.607
https://ijecm.co.uk/wp-content/uploads/2016/02/4228.pdf
https://ijecm.co.uk/wp-content/uploads/2016/02/4228.pdf
https://doi.org/10.1080/10641734.2004.10505164
https://doi.org/10.1080/10641734.2004.10505164
https://doi.org/10.1108/EBR-11-2018-0203
https://doi.org/10.1108/IMDS-06-2016-0229
https://doi.org/10.1002/(SICI)1520-6793(199601)13:1%3c77::AID-MAR5%3e3.0.CO;2-M
https://doi.org/10.1002/(SICI)1520-6793(199601)13:1%3c77::AID-MAR5%3e3.0.CO;2-M
https://doi.org/10.1002/(SICI)1520-6793(199601)13:1%3c77::AID-MAR5%3e3.0.CO;2-M


[46] M. A. Sallam, “The effects of brand image and 
brand identification on brand love and 
purchase decision making: the role of WOM,” 
Int. Bus. Res., vol. 7, no. 10, p. 187, 2014. 

[47] S. Mohammadi, M. Ghasemi, and A. jahan T. 
Nejad, “The consumer’s response of the 
utilitarian and hedonic sports products to sell-
hard and soft-hard,” Sport Manag. Stud., vol. 
13, no. 65, pp. 251–277, 2021, doi: 
https://doi.org/10.22089/smrj.2019.6999.2469. 

[48] D. Mukhlisoh, N. C. Selena, M. M. Sigar, and 
E. R. Simanjuntak, “The Influence of Trust, 
Message Content, and Recommendation on e-
WOM Credibility and Its Impact on Purchase 
Intentions in e-Marketplace,” in Proceedings 

of the 3rd Asia Pacific International 

Conference on Industrial Engineering and 

Operations Management, Johor Bahru, 

Malaysia, September 13-15, 2022, 2022, pp. 
4383–4395. doi: 
https://doi.org/10.46254/AP03.20220728. 

  
 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Contribution of Individual Authors to the Creation 

of a Scientific Article (Ghostwriting Policy) 

- Flavegi Monesa carried out the writing, original 
draft, visualization, reviewing, investigation, 
conducting formal analysis, and draft editing. 

- Evi Rinawati Simanjuntak is responsible for 
conceptualizing and supervising the research 
process, including critical review, methodology, 
and final revision, including pre- or post-
publication stages.  
 

Sources of Funding for Research Presented in a 

Scientific Article or Scientific Article Itself 

No funding was received to conduct this study. 
 

Conflict of Interest 

The authors have no conflicts of interest to declare. 
 
Creative Commons Attribution License 4.0 

(Attribution 4.0 International, CC BY 4.0) 
This article is published under the terms of the 
Creative Commons Attribution License 4.0 
https://creativecommons.org/licenses/by/4.0/deed.en_
US 
 
 

WSEAS TRANSACTIONS on BUSINESS and ECONOMICS 
DOI: 10.37394/23207.2024.21.154 Flavegi Monesa, Evi Rinawati Simanjuntak

E-ISSN: 2224-2899 1900 Volume 21, 2024

https://doi.org/10.22089/smrj.2019.6999.2469
https://doi.org/10.46254/AP03.20220728
https://creativecommons.org/licenses/by/4.0/deed.en_US
https://creativecommons.org/licenses/by/4.0/deed.en_US



