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The branded web series is one of the latest innovations in the field of the online 

video advertisement. Unlike advertisements in general that offer products 

explicitly, branded web series is a form of branded entertainment in the form 

of a short film format which is packaged into several episodes in the duration 

of about 5-15 minutes and placed on YouTube. This research aims to know the 

influence of branded web series on the purchase intention of XL as a 

telecommunication provider after watching the branded web series Memilih 

Maju. 138 data were collected through an online questionnaire and analyzed 

using the PLS-SEM method to assess the relationship between entertainment, 

informativeness, irritation, advertising value, brand awareness, brand attitude, 

brand image, and flow toward purchase intention. The results show that 

entertainment and informativeness have a positive and significant correlation 

with advertising value, advertising value has a positive and significant 

correlation with brand attitude, brand awareness, and brand image, brand 

awareness has positive and significant result with brand image, brand attitude 

positively significant towards purchase intention, lastly brand image positively 

significant with brand attitude. Moreover, this research is expected to provide 

benefits for readers, PT. XL Axiata Tbk., and marketers to develop marketing 

communication in the form of branded web series. 
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Introduction 

Industrial era 4.0 marked the development of today's digital technology and leads to the 

increasing number of Indonesia internet usage, from 143.26 million people in 2017 to 171.17 

million people in 2018 (Asosiasi Penyelenggara Jasa Internet Indonesia, 2018). This situation 

has changed the Indonesian people lifestyle in obtaining information, communicating, 

shopping, and entertainment such as listening to music, watching movie, and gaming. The 

results of APJII survey in 2018 regarding the behavior of internet users in Indonesia (Figure 

1.1.) shows that 45.3 percent of Indonesian people visit entertainment internet content for 

watching movies or videos. 

 

 

Figure 1: Internet Content (Entertainment) Frequently Visited in Indonesia 2018 

Source: APJII2018 

The increase of internet usage also generating the development of digital marketing advertising 

and makes the internet as an essential tool for the company's marketing process to deliver 

messages and reach consumers. Because of it, majority of businesses in Indonesia are using 

digital marketing advertising for their business (Winarto, 2020). This combination between 

advertising and entertainment internet content into online video advertisements can break the 

clutter and create a new way to get more attention (Kotler & Armstrong, 2021).  

 

Kujur & Singh (2018) has found that online video advertisements that use characters and plots 

have element that can arouse emotional aspects and leads to high ad engagement rather than 

online video advertisements that only offers product information. This situation is supported 

by Net TV Project Manager, Kukuh Ari Wibowo statement’s that Indonesian market loves 

“drama” and the demand of drama content is really high. Furthermore, Hudson & Hudson 

(2006) stated, there is a need to integrate advertising into entertainment content, where brands 

are included in the storyline of a film, television program, or other entertainment media, which 

is called branded content or branded entertainment. It is supported by Dutta (2018) statement: 

“A brand that tries to make stories about its product or brand exclusively is called branded 

content”. In the current trend, the implementation of brand entertainment or branded content is 

applied in branded web series (Winarto, 2020). The branded web series is one of the latest 

innovations in the field of advertising in the form of a short film format from a brand 
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(Risangdaru, 2018) which is packaged into several episodes in the duration of about 5-15 

minutes and placed on a shareable platform such as YouTube.  

 

Most of branded web series in Indonesia are promote FMCG, automotive, or electronic 

products. However, XL Axiata, a telecommunications company based that provides cellular 

services also start to use branded web series to promote their product. According to the XL 

Axiata website, they have won many awards and nominations such as the 2018 Smarties 

Award, Top 50 Most Valuable Brands in Indonesia, Indonesia Content Marketing Awards 

(ICMA) 2018, and many more. PT XL Axiata Tbk, or XL for short, is a cellular 

telecommunications operator in Indonesia. XL started its commercial operations on October 8, 

1996 and is the third private company providing GSM cellular telephone services in Indonesia. 

XL has two GSM product lines, namely XL Prepaid and XL Prioritas (Postpaid). In addition, 

XL also provides corporate services including Internet Service Provider (ISP) and VoIP (XL 

Axiata, 2021). 

 

Since August 14th, 2020, XL in collaboration with Net TV has uploaded a new branded web 

series content: Memilih Maju (Choose to Go Forward). Through this branded web series, XL 

spread a campaign of  "Jaringan Internet Stabil” (Stable Internet Network) and fiberization of 

XL Axiata 4.5G. This series also awarded as THE INDONESIA YOUTUBE ADS 

LEADERBOARD: H2 2020 from Google Indonesia.  

 

Memilih Maju branded web series supports young visionaries who dare to face the pandemic 

by providing stable network services so they can make the right decisions. The story of this 

branded web series is about four people: Luvita, Dipta, Aska, and Dinda, who struggle with 

their life. Even though their life is tiring, they must be able to make decision, whether give up 

or move on. Each of this web series episode has different conflicts and resolutions with average 

duration time around 7-8 minutes. The first episode of Memilih Maju was published on August 

14th, 2021 and ends in 10th episode on October 11th, 2020. Through YouTube, Memilih Maju 

branded web series is broadcast every Friday on 7 pm. This web series was watched up to 5 

million times, 66% more than the KPI target (3 million viewers). This web series also received 

positive comments because the stories were considered relatable and interesting with a built-in 

promo that align with the story.  

 

Seeing this phenomenon, the research aims at analyzing the influence of Memilih Maju branded 

web series towards purchase intention of a telecommunication provider service XL. This 

research will analyze what factors affect the viewers to have an intention to purchase.  

 

Literature Review 

 

YouTube 

YouTube is a video-sharing website that allows users to watch content posted by other users 

as well as upload their own videos (Christensson, 2009). Also, YouTube has become the 

world's most popular online video site, with users watching 4 billion hours of video per month 

and there are around 72 hours of video uploaded every minute (YouTube, 2013). In this era, 

YouTube is a platform for information, learning support, and also for business. Data has shown 

that 62 percent of companies use YouTube as a platform to post their content (Buffer, 2019). 

 

 

 



 

 
Volume 3 Issue 9 (September 2021) PP. 313-333 

 DOI 10.35631/AIJBES.39021 

Copyright © GLOBAL ACADEMIC EXCELLENCE (M) SDN BHD - All rights reserved 

316 

 

Branded Web Series 

Segarra (2017) states that web series is a brand tool to connect different audiences. Meanwhile, 

Arjona (2012) argues that branded web series is an attractive entertainment advertisement for 

teenagers and there are activities that have good value among young internet users. Branded 

web series often arise from the need for advertisers to tell stories through various media and 

channels, turning into transmediatic narratives that differentiate stories into multimedia, multi-

way platforms, and hybrids (Simelio and Ruiz, 2013).  

 

Entertainment 

The ability of advertising to meet the audience's needs for feelings of escape, diversion, 

aesthetic pleasure, or emotional release is defined as entertainment (McQuail, 1983). 

Advertising entertainment refers to the love for an advertisement, pleasure, and enjoyment that 

consumers get from advertising (Zhou & Bao, 2002) to satisfy consumers' hedonic needs 

(Edwards et al., 2002). Muntinga et al., (2011) also argue that seeking pleasure, relaxation, and 

spending time are some of the main reasons consumers use social media. Alwitt et al. (1992) 

also claim that consumers prefer to see advertisements that include a variety of entertainment 

and pleasure elements.  

 

Informativeness 

Customers view information as a positive aspect of advertising because it allows them to learn 

about new products, their benefits, and comparative product information (Shavitt, Lowrey, & 

Haefner (1998). The extent to which information is helpful and useful to users is referred to as 

its informativeness. Clancey (1994) argued that as a primary reason for accepting 

advertisements, media users distinguish advertisements' ability to provide consumer 

information. On the other hand, Ducoffe (1995) defines informativeness as "Consensus exists 

concerning the ability of advertising to inform consumers about product alternatives." Erdem 

et al. (2006) found that customers are more likely to search for product information and obtain 

more information through an unconditional, interpersonal exchange (De Mooij & Hofstede, 

2010). 

 

Irritation 

Irritation is a measure of how messy and irritating the content is to surfers (Eighmey & 

McCord, 1998). According to Benway (1998) and Cho et al. (2004), because of the annoying 

aspects of internet advertising, people tend to avoid it. When advertising employs intrusive, 

offensive, or overly manipulative techniques, consumers are more likely to perceive it as 

unwanted and irritating penetration (Edwards et al., 2002; Pasadeos, 1990). 

 

Advertising Value  

Advertising value is a subjective assessment of the relative value or usefulness of advertising 

to consumers, and it is an important concept for several reasons (Edwards et al., 2002; Rao & 

Minakakis, 2003). When the advertised message is relevant to consumers’ needs, they find 

advertising is valuable. On the other hand, when advertising works effectively, the value of 

advertising exchanges between advertisers and consumers such as through content (Golding, 

2015). Therefore, advertising value as an assessment and a total representation of advertising 

value on social media. 

 

Brand Awareness 

Brand awareness is defined as brand recognition or memory (Huang & Sarigollü, 2012). 

Meanwhile, according to a study conducted by Bush et al. (2004), customers can present 
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purchase intentions as well as positive and negative behaviors to the brand or company. 

Another study by Khan (2016) shows customers’ intentions to purchase something depending 

on how much awareness the brand has. 

 

Brand Attitude 

Brand attitude as the foundation of consumer action (Keller, 1993) and is a consistent favorable 

or unfavorable reaction or a learned tendency to a specific object (Hill et al., 1977). According 

to Kotler et al. (1999), brand attitude is defined as favorable or unpleasant personal evaluations, 

emotional feelings, and long-term behavioral tendencies. According to Mitchell & Olson 

(2000) and Keller (2002), brand attitude is the total or total evaluation of consumers towards a 

product that has a brand.  

 

Brand Image 

Brand image is a consumer's perception of a particular brand. Keller (2003) defines brand 

image as a set of associations that consumers perceive a certain brand as known as a brand 

association. Meanwhile, Temporar (2003) states that "brand image is how the brand is seen". 

 

Flow 

Csikszentmihalyi (1997) in Yang et al. (2017) defines flow as a holistic sensation that people 

feel when they are absorbed in their activities. This mode is characterized by a tightening of 

consciousness that filters out irrelevant perceptions and thoughts, a loss of self-awareness and 

responsiveness to clear goals and unambiguous feedback, and a sense of control over one's 

environment. In addition, Csikszentmihalyi (1997) characterizes online flow, which involves 

machine interactivity, enjoyment, loss of self-awareness, and self-reinforcement. Hoffman and 

Novak (1996) proposed that online flow is a cognitive state that occurs while browsing the 

internet. This cognitive state has been described as an optimal and intrinsically pleasurable 

experience. 

 

Purchase Intention 

Purchase intention is a sense of consumer interest so that it can drive the desire to buy and later 

can also move action in the future to purchase a brand or product that has been informed (Kotler 

& Keller, 2016). Purchase intention is the phase of a respondent's proclivity to act before 

making a purchase (Kinnear, 1995). On the other hand, consumers have a direct influence from 

online advertising on their purchase intentions. Therefore, the challenge in advertising is to 

create advertisements that bring value to customers to influence purchase behavior (Schrage, 

1994; Neuborne and Hof, 1998).  
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Conceptual Framework  

 
Figure 2: Conceptual Framework 

 

The following hypothesis for this study is as follows: 

H1: Entertainment positively affected branded web series advertising value. 

H2: Informativeness positively affected branded web series advertising value. 

H3: Irritation negatively affected branded web series advertising value. 

H4: Branded web series advertising value positively affected brand attitude. 

H5: Branded web series advertising value positively affected brand awareness. 

H6: Branded web series advertising value positively affected brand image. 

H7: Branded web series advertising value positively affected purchase intention. 

H8: Brand awareness positively affected brand attitude. 

H9: Brand awareness positively affected brand image. 

H10: Brand awareness positively affected and purchase intention. 

H11: Brand attitude positively affected purchase intention. 

H12: Brand image positively affected brand attitude. 

H13: Brand image positively affected purchase intention.   

H14: Flow positively affected purchase intention. 

 

Methodology 

 

Research Design  

The research process is entailing from conducting exploratory research into phenomena and 

issues relating to the Memilih Maju branded web series viewer's purchase intention. Followed 

by problem identification to identify problems occurring. Then comes a review of the literature 

on previous research findings and hypotheses that can help with this research and understand 

the concepts and theories. Moreover, a quantitative approach will be used for this study and 

the data was gathered using online questionnaire. The results of the questionnaire will be 

examined and evaluated in order to reach a conclusion. 
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Population and Sample  

For this research, the quantitative data will collect through online questionnaire and using 

judgment sampling because the researcher selects viewers who are watching the branded web 

series “Memilih Maju” minimal 5 episodes to analyze the influence of web series towards 

purchase intention of XL. Moreover, researcher will collect of 138 respondents employs from 

Israel's (1992) Evidence of Extension Program Impact sampling methodology. This method 

stated that the sample size should be determined by the population size and divided into four 

types of errors: 3%, 5%, 7%, and 10%, with a confidence level of 95% and a probability of 

margin of error=10. As a result, the following is the sample size is on Figure 3. Based on the 

sample size table below, the researcher needs to distribute a minimum of 100 valid 

questionnaires because the population of total views until episode 5 is 3,661,517. 

 

Figure 3: Sampling Size (Oakland, 1953) 

Data Analysis 

The collected data for this study will be processed using the Partial Least Squares (PLS) 

method. The SmartPLS will be used for the validity and reliability tests. The indicator 

reliability can be assessed by squaring each outer loading to determine the reliability value of 

an indicator, with a preferred minimum value of 0.7 (Wong, 2013), and the AVE must be at 

least 0.5 or higher for the validity test (Malhotra, 2007). Also, Wong (2013) claims that 

determining collinearity can be accomplished by calculating the Variance Inflation Factor 

(VIF). The preferred score is 5 or lower to avoid the collinearity problem. Next, bootstrapping 

procedure to generate a T-statistics value that can be used to test the significance (must be 

greater than 1.96). For the path coefficient to be considered significant by using a two-tailed-

t-test 5% of significant level. This research also tested the coefficient of determination (R²) and 

the Stone-Giesser test (Q²) to determine the proportion of variance explained by the 

independent variable in which the dependent variable is above average. The F square effect 

size is also tested by the researcher to determine the significance of the observed association 

between differences or correlations. To determine the independent variable's effect on the 
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dependent variable and mediation variable, total indirect, total effect, and mediation result will 

be tested. 

 

Discussion and Analysis  

 

Descriptive Statistics 

Table 1: Descriptive Statistics 

No. Variables Label MEAN  
STD 

DEV 
MEDIAN MODE MIN MAX 

1 Entertainment 

ET1 4.08 0.83 4 4 1 5 

ET2 4.23 0.70 4 4 2 5 

ET3 4.09 0.69 4 4 2 5 

ET4 3.69 0.83 4 4 2 5 

ET5 4.24 0.76 4 4 2 5 

2 Informativeness 

IF1 3.91 0.79 4 4 1 5 

IF2 3.83 0.86 4 4 2 5 

IF3 3.93 0.80 4 4 2 5 

3 Irritation 

IR1 3.92 1.01 4 2 1 5 

IR2 3.98 1.11 4 1 1 5 

IR3 4.09 1.04 4 1 1 5 

IR4 3.57 1.14 1 2 1 5 

IR5 4.17 0.99 4 1 1 5 

4 
Advertising 

Value 

AV1 3.91 0.74 4 4 2 5 

AV2 3.54 0.89 4 4 1 5 

AV3 3.46 0.96 3 3 1 5 

5 
Brand 

Awareness 

BA1 4.13 0.75 4 4 2 5 

BA2 3.90 0.85 4 4 1 5 

BA3 4.08 0.83 4 4 2 5 

6 Brand Image 

BI1 4.07 0.74 4 4 2 5 

BI2 4.07 0.76 4 4 2 5 

BI3 3.78 0.83 4 4 2 5 

BI4 3.83 0.84 4 4 2 5 

7 Brand Attitude 

BAT1 3.72 0.86 4 4 1 5 

BAT2 3.80 0.89 4 4 1 5 

BAT3 3.74 0.99 4 4 1 5 

8 Flow 

FL1 3.68 0.94 4 4 1 5 

FL2 3.96 0.87 4 4 2 5 

FL3 4.02 0.76 4 4 2 5 

FL4 3.19 1.00 3 3 1 5 

FL5 3.43 0.96 3 4 1 5 

9 
Purchase 

Intention  

PI1 3.71 1.02 4 4 1 5 

PI2 3.62 1.07 4 4 1 5 

PI3 3.87 1.03 4 4 1 5 
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PLS-SEM Analysis Result 

Outer Model 

Table 2: Composite Reliability 

Variable 
Composite 

Reliability 
Reliability 

Advertising 

Value 
0.906 Reliablei 

Brand Attitude 0.903 Reliablei 

Brand 

Awareness 
0.803 Reliablei 

Brand Image 0.855 Reliablei 

Entertainment 0.816 Reliablei 

Flow 0.853 Reliablei 

Informativeness 0.881 Reliablei 

Irritation 0.914 Reliablei 

Purchase 

Intention 
0.922 Reliablei 

 

As shown in Table 2, the consistency reliability score for all variables is greater than 0.7, 

indicating that all variables are reliable and consistent in measuring what they are supposed to 

measure. 

 

Table 3: Convergent Validity 

 

 

 

 

 

 

 

 

 

 

 

 

Table 3 shows that all variable values exceed 0.5 which means they are identified as valid. 

 

 

 

 

 

 
 

 

Variable 
Average Variance 

Extracted (AVE) 
Validity 

Advertising Value 0.764 Valid 

Brand Attitude 0.757 Valid 

Brand Awareness 0.580 Valid 

Brand Image 0.596 Valid 

Entertainment 0.585 Valid 

Flow 0.539 Valid 

Informativeness 0.713 Valid 

Irritation 0.728 Valid 

Purchase 

Intention 
0.798 Valid 
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Table 4: Outer VIF Value 

  VIF   VIF   VIF 

AV1 1.727 ET1 1.438 IR1 3.618 

AV2 2.334 ET2 1.584 IR2 3.616 

AV3 2.364 ET3 1.427 IR3 2.147 

BA1 1.468 ET4 1.316 IR5 2.445 

BA2 1.101 ET5 1.270 PI1 1.839 

BA3 1.495 FL1 1.475 PI2 3.485 

BAT1 2.345 FL2 1.953 PI3 3.053 

BAT2 1.776 FL3 1.805   
BAT3 2.055 FL4 1.482   
BI1 1.614 FL5 1.877   
BI2 1.590 IF1 1.646   
BI3 1.772 IF2 1.848   
BI4 1.586 IF3 1.679   

 

From the result on Table 4, all VIF values of all indicators passed the preferred criteria. Hence, 

all indicators inferred from the independent variables, there are no multicollinearity problems.  

 

Inner Model 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4: Bootstrapping Result 

There are six path coefficients that are not significant since the T-statistics value is below 1.96. 

The T-statistic of “Advertising Value → Purchase Intention” is 0.316, “Brand Awareness → 

Brand Attitude” is 0.368, “Brand Awareness → Purchase Intention” is 0.078, “Brand Image 

→ Purchase Intention” is 0.871, “Flow → Purchase Intention” is 0,437 and the last, “Irritation 

→ Advertising Value” is 0.053. Besides, the others path coefficients in this inner model are 

significant. 
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Table 5: Coefficient of Determination and Stone-Geisser 

  

Original 

Sample 

(O) 

Sample 

Mean 

(M) 

Standard 

Deviation 

(STDEV) 

T Statistics 

(|O/STDEV|) 

P 

Values 

Coefficients of 

Determination 

(R²) 

Cross-

validated 

Redundancy 

(Q²) 

Entertainment -

> Advertising 

Value 

0.362 0.374 0.073 4.989 0 

0.391 0.283 

Informativeness 

-> Advertising 

Value 

0.367 0.354 0.081 4.534 0 

Irritation -> 

Advertising 

Value 

-0.182 -0.178 0.087 2.092 0.037 

Advertising 

Value -> Brand 

Awareness 

0.335 0.345 0.095 3.543 0 0.112 0.060 

Advertising 

Value -> Brand 

Attitude 

0.369 0.363 0.067 5.498 0 

0.595 0.443 
Brand 

Awareness -> 

Brand Attitude 

0.063 0.068 0.072 0.874 0.382 

Brand Image -> 

Brand Attitude 
0.5 0.503 0.058 8.582 0 

Advertising 

Value -> Brand 

Image 

0.35 0.349 0.077 4.542 0 

0.360 0.208 
Brand 

Awareness -> 

Brand Image 

0.311 0.320 0.089 3.498 0.001 

Advertising 

Value -> 

Purchase 

Intention 

-0.089 -0.093 0.091 0.971 0.332 

0.484 0.363 

Brand Attitude 

-> Purchase 

Intention 

0.595 0.583 0.119 4.984 0 

Brand 

Awareness -> 

Purchase 

Intention 

0.173 0.166 0.100 1.731 0.084 

Brand Image -> 

Purchase 

Intention 

0.017 0.024 0.106 0.163 0.871 

Flow -> 

Purchase 

Intention 

0.084 0.105 0.107 0.783 0.434 
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According to Table 5, the R² (Coefficients of Determination) value of advertising value is 

0.391, indicating that the three latent variables (entertainment, informativeness, and irritation) 

account for 39.1 percent of the variance in customer advertising value. Second, the R² for brand 

awareness is 0.112, which means that one latent variable (advertising value) discusses 11.2% 

of the variance in brand awareness. Third, the R² of brand attitudes is 0.595, which means that 

three latent variables (advertising value, brand awareness, and brand image) account for 59.5 

percent of the variance in brand attitude. Fourth, the R² of brand image is 0.360, indicating that 

two latent variables (advertising value and brand awareness) account for 36 percent of the 

variance in brand image. Fifth, the R² of purchase intention is 0.484, indicating that five latent 

variables (advertising value, brand awareness, brand image, brand attitude, and flow) account 

for 48.4 percent of the variance in purchase intention. Besides that, Wong (2013) mentioned 

that an R² value of 0.75 is considered high, 0.50 is considered moderate, and 0.25 is considered 

low. 

 

The Q² values for advertising value, brand awareness, brand attitude, brand image, and 

purchase intention were 0.217, 0.120, 0.493, 2.98, and 0.381, respectively. A model is said to 

be flawless if the value of Q² equals one (it accurately reflects reality). 

 

Table 6: f square Effect Size Result 

 

 

 

 

 

 

 

 

 

 

 

The F Square Effect Size (f²) is a tool for determining the magnitude or strength of latent 

variables' relationships (Wong, 2013). The goal of this assessment is to determine how useful 

each concept is for model adjustment (Ringle et al., 2014). The value of f² greater than 0.35 

represents high effect size, 0.15 indicates medium effect size and less than 0.02 indicates small 

effect size.  

 

 

 

 

 

 

 

  AV BAT BA BI ET FL IF IR PI 

AV   0.240 0.126 0.244         0.008 

BAT                 0.267 

BA   0.008   0.134         0.045 

BI   0.361             0 

ET 0.176                 

FL                 0.007 

IF 0.180                 

IR 0.054                 

PI                   
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Total Indirect and Total Effect  

Table 7: Total Effect Result 

 Purchase Intention 

Advertising Value 0.359 

Brand Attitude 0.595 

Brand Awareness 0.305 

Brand Image  0.302 

Entertainment 0.130 

Flow 0.084 

Informativeness 0.132 

Irritation -0.065 

 

Hypothesis Test  

Table 8: Hypothesis Test Result 

Hypothesis Structural Path 

Original 

Sample 

(O) 

T-

Values 

P 

Values 
Result 

H1 
Entertainment -> Advertising 

Value 
0.362 4.989 0 Accepted 

H2 
Informativeness -> 

Advertising Value 
0.367 4.534 0 Accepted 

H3 
Irritation -> Advertising 

Value 
-0.182 2.092 0.037 Accepted 

H4 
Advertising Value -> Brand 

Attitude 
0.369 5.498 0 Accepted 

H5 
Advertising Value -> Brand 

Awareness 
0.335 3.543 0 Accepted 

H6 
Advertising Value -> Brand 

Image 
0.420 5.010 0 Accepted 

H7 
Advertising Value -> 

Purchase Intention 
-0.089 0.971 0.332 Rejected 

H8 
Brand Awareness -> Brand 

Attitude 
0.063 0.874 0.382 Rejected 

H9 
Brand Awareness -> Brand 

Image 
0.311 3.498 0.001 Accepted 

H10 
Brand Awareness -> Purchase 

Intention 
0.173 1.731 0.084 Rejected 

H11 
Brand Attitude -> Purchase 

Intention 
0.595 4.984 0 Accepted 

H12 
Brand Image -> Brand 

Attitude 
0.478 7.660 0 Accepted 

H13 
Brand Image -> Purchase 

Intention 
0.017 0.163 0.871 Rejected 

H14 Flow -> Purchase Intention 0.084 0.783 0.434 Rejected 
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H1: Entertainment Positively Affected Branded Web Series Advertising Value. 

Hypothesis 1 assumed that entertainment has a positive effect on branded web series 

advertising value. As the original sample is 0.362 and T-value scored 4.989 which is greater 

than 1.96 at a significant point of 0.05 (5%). Therefore, the hypothesis is accepted. It indicates 

that entertainment has a positive and significant influence on advertising value.   

 

H2: Informativeness Positively Affected Branded Web Series Advertising Value. 

Hypothesis 2 assumed that informativeness has a positive effect on branded web series 

advertising value. As the original sample is 0.367 and T-value scored 4.534 which is greater 

than 1.96 at a significant point of 0.05 (5%). Therefore, the hypothesis is accepted. It indicates 

that informativeness has a positive and significant influence on advertising value. 

 

H3: Irritation Negatively Affected Branded Web Series Advertising Value. 

Hypothesis 3 assumed that irritation has a negative effect on branded web series advertising 

value. As the original sample is -0.068 and T-value scored 2.092 which is greater than 1.96 at 

a significant point of 0.05 (5%). As a consequences, this hypothesis is accepted. This clarifies 

that there is negative effect and significant correlation between irritation and advertising value. 

 

H4: Branded Web Series Advertising Value Positively Affected Brand Attitude. 

Hypothesis 4 assumed that advertising value has a positive effect on brand attitude. As the 

original sample is 0.369 and T-value scored 5.498 which is greater than 1.96 at a significant 

point of 0.05 (5%). Therefore, the hypothesis is accepted. It indicates that advertising value has 

a positive and significant influence on brand attitude. 

 

H5: Branded Web Series Advertising Value Positively Affected Brand Awareness. 

Hypothesis 5 assumed that advertising value has a positive effect on brand awareness. As the 

original sample is 0.325 and T-value scored 3.543 which is greater than 1.96 at a significant 

point of 0.05 (5%). Therefore, the hypothesis is accepted. It indicates that advertising value has 

a positive and significant influence on brand awareness. 

 

H6: Branded Web Series Advertising Value Positively Affected Brand Image. 

Hypothesis 6 assumed that advertising value has a positive effect on brand image. As the 

original sample is 0.420 and T-value scored 5.010 which is greater than 1.96 at a significant 

point of 0.05 (5%). Therefore, the hypothesis is accepted. It indicates that advertising value has 

a positive and significant influence on brand image. 

 

H7: Branded Web Series Advertising Value Positively Affected Purchase Intention. 

Hypothesis 7 assumed that branded web series advertising has a positive effect on purchase 

intention. As the original sample is -0.089 and T-value scored 0.971 which is lower than 1.96 

at a significant point of 0.05 (5%). As a consequence, this hypothesis is rejected. This clarifies 

that advertising value effect negative effect and has no significant correlation between 

YouTube branded web series and purchase intention. 

 

H8: Brand Awareness Positively Affected Brand Attitude.  

Hypothesis 8 assumed brand awareness has a positive effect on brand attitude. As the original 

sample is 0.063 and T-value scored 0.874 which is lower than 1.96 at a significant point of 0.05 
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(5%). As a consequence, this hypothesis is rejected. This clarifies that even though it has a 

positive effect, there is no significant correlation between brand awareness and brand attitude.  

 

H9: Brand Awareness Positively Affected Brand Image. 

Hypothesis 9 assumed that brand awareness has a positive effect on brand image. As the 

original sample is 0.311 and T-value scored 3.498 which is greater than 1.96 at a significant 

point of 0.05 (5%). Therefore, the hypothesis is accepted. It indicates that brand awareness has 

a positive and significant influence on brand image. 

 

H10: Brand Awareness Positively Affected And Purchase Intention. 

Hypothesis 10 assumed brand awareness has a positive effect on purchase intention. As the 

original sample is 0.173 and T-value scored 1.731 which is lower than 1.96 at a significant 

point of 0.05 (5%). As a consequence, this hypothesis is rejected. This clarifies that even though 

it has a positive effect, there is no significant correlation between brand awareness and purchase 

intention. 

 

H11: Brand Attitude Positively Affected Purchase Intention. 

Hypothesis 11 assumed that brand attitude has a positive effect on purchase intention. As the 

original sample is 0.595 and T-value scored 4.984 which is greater than 1.96 at a significant 

point of 0.05 (5%). Therefore, the hypothesis is accepted. It indicates that brand attitude has a 

positive and significant influence on purchase intention. 

 

H12: Brand Image Positively Affected Brand Attitude. 

Hypothesis 12 assumed that brand image has a positive effect on brand attitude. As the original 

sample is 0.478 and T-value scored 7.660 which is greater than 1.96 at a significant point of 

0.05 (5%). Therefore, the hypothesis is accepted. It indicates that brand image has a positive 

and significant influence on brand attitude. 

 

H13: Brand Image Positively Affected Purchase Intention.   

Hypothesis 13 assumed brand image has a positive effect on purchase intention. As the original 

sample is 0.017 and T-value scored 0.163 which is lower than 1.96 at a significant point of 0.05 

(5%). As a consequence, this hypothesis is rejected. This clarifies that even though it has a 

positive effect, there is no significant correlation between brand image and purchase intention. 

 

H14: Flow Positively Affected Purchase Intention. 

Hypothesis 14 assumed flow has a positive effect on purchase intention. As the original sample 

is 0.084 and T-value scored 0.783 which is lower than 1.96 at a significant point of 0.05 (5%). 

Consequently, this hypothesis is rejected. This clarifies that even though it has a positive effect, 

there is no significant correlation between flow and purchase intention. 
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Mediating Test  

Brand Attitude as Mediating Variable 

Table 9: Total Effect Result of Independent Variable on Dependent Variable 

 

 

 

 

 

 

 

According to the results of the Bootstrapping calculation, only two the independent variables 

(brand awareness and brand image) have a significant effect on the dependent variable. As a 

result, the first criterion is met. 

 

Table 10: Total Effect Result of Independent Variable on Hypothesized Mediating 

Variable 

  
T Statistics 

(|O/STDEV|) 
P Valuesi 

Brand Awareness -> Purchase 

Intention 
1.362 0.174 

Brand Image -> Purchase 

Intention 
9.524 0 

 

According to Table 10, only brand image shows significant effect on hypothesized mediating 

variable. Thus, the second criterion is met.  

 

Table 11: Total Effect Result of Independent Variable and Hypothesized Mediating 

Variable on Dependent Variable 

  
T Statistics 

(|O/STDEV|) 
P Valuesi 

Brand Attitude -> Purchase 

Intention 
11.535 0 

Brand Image -> Brand Attitude 16.252 0 

 

Brand image as independent variable has significant relationships with mediating variable 

(brand attitude) as partial meditation. Hence, the third criterion is met. 

 

 

 

 

  
T Statistics 

(|O/STDEV|) 
P Valuesi 

Advertising Value -> Purchase 

Intention 
1.931 0.054 

Brand Awareness -> Purchase 

Intention 
2.260 0.024 

Brand Image -> Purchase 

Intention 
3.803 0 
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Brand Awareness as Mediating Variable  

Table 12: Total Effect Result of Independent Variable on Dependent Variable 

  
T Statistics 

(|O/STDEV|) 
P Valuesi 

Advertising Value -> Brand 

Attitude 
12.324 0 

Advertising Value -> Brand 

Image 
7.764 0 

Advertising Value -> Purchase 

Intention 
5.872 0 

 

According to the Bootstrapping calculation, the independent variable has a significant effect 

on the dependent variables. As a direct consequence, the first criterion is met. 

 

Table 13: Total Effect Result of Independent Variable on Hypothesized Mediating 

Variable 

  
T Statistics 

(|O/STDEV|) 
P Valuesi 

Advertising Value -> Brand 

Awareness 
3.905 0 

 

Based on the calculation using Bootstrapping, advertising value shows significant effect on 

hypothesized mediating variable. Thus, the second criterion is met. 
 

Table 14: Total Effect Result of Independent Variable and Hypothesized Mediating 

Variable on Dependent Variable 

  
T Statistics 

(|O/STDEV|) 
P Valuesi 

Advertising Value -> Brand 

Awareness 
4.130 0 

Brand Awareness -> Brand 

Attitude 
5.058 0 

Brand Awareness -> Brand Image 5.447 0 

Brand Awareness -> Purchase 

Intention 
6.300 0 

 

The effect of mediating variable (brand awareness) towards dependent variables (brand 

attitude, brand image, purchase intention) show significant results. Moreover, there are three 

independent variables (advertising value and brand image) that have a significant relationship 

with mediating variables (brand awareness) as partial meditation. Hence, the third criterion is 

met. 
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Brand Image as Mediating Variable  

 

Table 15: Total Effect Result of Independent Variable on Dependent Variable 

  
T Statistics 

(|O/STDEV|) 
P Valuesi 

Advertising Value -> Brand 

Attitude 
8.002 0 

Advertising Value -> Purchase 

Intention 
3.513 0 

Brand Awareness -> Brand 

Attitude 
2.901 0 

Brand Awareness -> Purchase 

Intention 
3.947 0 

 

According to the Bootstrapping calculation, the independent variables have a significant effect 

on the dependent variables. As a result, the first criterion is met. 

 

Table 16: Total Effect Result of Independent Variable on Hypothesized Mediating 

Variable 

  
T Statistics 

(|O/STDEV|) 
P Valuesi 

Advertising Value -> Brand 

Image 
4.873 0 

Brand Awareness -> Brand 

Image 
3.692 0 

 

Based on the calculation using Bootstrapping, advertising value and brand awareness show 

significant effect on hypothesized mediating variable (brand image). Thus, the second criterion 

is met. 
 

Table 17: Total Effect Result of Independent Variable and Hypothesized Mediating 

Variable on Dependent Variable 

  
T Statistics 

(|O/STDEV|) 
P Valuesi 

Advertising Value -> Brand 

Image 
5.143 0 

Brand Awareness -> Brand 

Image 
3.689 0 

Brand Image -> Brand Attitude 16.102 0 

Brand Image -> Purchase 

Intention 
7.445 0 

 

The effect of mediating variable (brand image) towards dependent variables (brand attitude, 

purchase intention) shows significant results. Moreover, there are two independent variables 

(advertising value and brand attitude) that have significant relationships with mediating 

variables (brand image) as partial meditation. Hence, the third criterion is met. 
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Advertising Value as Mediating Variable  

 

Table 18: Total Effect Result of Independent Variable on Dependent Variable 

  
T Statistics 

(|O/STDEV|) 
P Valuesi 

Entertainment -> Brand Attitude 3.111 0 

Entertainment -> Brand 

Awareness 
2.614 0 

Entertainment -> Brand Image 4.483 0 

Entertainment -> Purchase 

Intention 
2.050 0.041 

Informativeness -> Brand 

Attitude 
6.148 0 

Informativeness -> Brand 

Awareness 
3.011 0.003 

Informativeness -> Brand Image 5.155 0 

Informativeness -> Purchase 

Intention 
3.477 0.001 

Irritation -> Brand Attitude 0.135 0.893 

Irritation -> Brand Awareness 0.086 0.932 

Irritation -> Brand Image 0.548 0.584 

Irritation -> Purchase Intention 0.543 0.588 

 

Based on the calculation using Bootstrapping, only two independent variables (entertainment, 

informativeness) show significant effect on the dependent variables. Thus, the first criterion is 

met. 

 

Table 19: Total Effect Result of  Independent Variable on Hypothesized Mediating 

Variable 

  
T Statistics 

(|O/STDEV|) 
P Valuesi 

Entertainment -> Advertising 

Value 
4.961 0 

Informativeness -> Advertising 

Value 
4.495 0 

 

Based on the calculation using Bootstrapping, entertainment and informativeness show 

significant effect on hypothesized mediating variables (advertising value). Thus, the second 

criterion is met. 

 

  
T Statistics 

(|O/STDEV|) 
P Valuesi 

Advertising Value -> Brand 

Attitude 
12.960 0 

Advertising Value -> Brand 

Awareness 
3.582 0 
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Advertising Value -> Brand 

Image 
7.769 0 

Advertising Value -> Purchase 

Intention 
5.797 0 

Entertainment -> Advertising 

Value 
5.153 0 

Informativeness -> Advertising 

Value 
4.569 0 

 

The effect of mediating variable (advertising value) towards dependent variables (brand 

attitude, brand awareness, brand image, purchase intention) show significant results. Moreover 

there are two independent variables (entertainment, informativeness) that have significant 

relationships with mediating variables (advertising value). For this case, two out of three 

independent variables have a significant relationship with the mediating variable as partial 

mediating. Hence, the third criterion is met. 

 

Conclusion 

This research objectives are to identify the factors of online video advertisement branded web 

series influence purchase intention of. The data for this study was gathered through online 

surveys distributed to viewers of the branded web series Memilih Maju. For quantitative data, 

the researcher uses PLS analysis. The findings of this study identify factors that influence the 

purchase intention of viewers of the branded web series Memilih Maju for the PT XL Axiata 

Tbk. to create marketing communication in the form of branded web series. 

 

Based on the result of PLS analysis, XL purchase intention is influenced by entertainment and 

informativeness through advertising value. Advertising value and brand attitude also have 

influence on the XL purchase intention through brand image. Besides that, advertising value 

and brand image also have influence on purchase intention through brand attitude. Also flow 

influences purchase intention. 
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