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ABSTRACT
The purposes of this thesis is to know how far Cinema 21’s public service advertising success level “Apapun Sampah Hidup Kita, Ayo Buang #PadaTempatnya” on their Instagram post based on Customer Response Index (CRI) calculation. This thesis is using quantitative approach in the type of survey research. The population in this research are 100 audience that already watched the public service ads, using the cluster random sampling technique. The data collection of this thesis is using questionnaire that shared through the internet (online). Validity of this thesis is using content validation, and CRI statistic percentage analysis as data analysis technique. The results of this thesis shows that 53% respondent make it through the action stage. In this case, the dominant factor that influencing the Cinema 21’s campaign lies on unaware and no intentions stage. The other results of this research also shows that the advertisement succeed more on males than females with 28 (52,83%) male respondents achieved the action stage and 25 (47,16%) female respondents achieved the action stage.
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1. INTRODUCTION
Today, marketers are facilitated to reach a wider audience at low prices through the internet. So, there is a shift from conventional marketing to digital marketing. Digital marketing can be done through various social media such as Instagram, which also can raise issues through viral content. The viral content can occur if the content gets a lot of interaction from other users that can be measured through the post’s likes, comments, and shares. In mid-2019, the trash issue in cinema became viral. This issue originated from cinemas that provide a special 24-hour screening schedule for the screening of the Avengers: End Game. These issue were posted on few official Instagram accounts like @drama.socialmedia, @webtvasia.id, @Cinema.21, and @info_surabaya, suggesting the cinema visitors to throw away any trash after watching movies. 
[bookmark: _GoBack]Issues about trash has received various argument. In responding the issue, Cinema 21 is the only cinema carried out a campaign dedicated to dispose trash in it’s place after movie screening through their public advertisement titled “Apapun Sampah Hidup Kita, Ayo Buang #PadaTempatnya.” ("Whatever is the Trash of Our Lives, Let's Dispose it #Initsplace). Public service advertisements are usually made by government, business, or organizations to criticize social issues and as a form of positive imaging to the public [1].  In addition, Cinema 21 also provides a special trash bin after the film has finished playing. This case has made the writer interested in taking the public service advertisement as the object of her research.
The public service advertisement tells the story of three people who are lazy, careless, and broken hearted until finally the three people realize that these qualities must be thrown away in order for life to be better. These characteristics are likened to rubbish which must also be disposed of in its place. This ad was uploaded to the Instagram Cinema 21 account and watched 13,079 times with 1492 likes and 29 comments on 30 January 2020. The Instagram account @ cinema.21 alone has 1 million followers so it has broad reach.
In support of the success rate of advertising, Cinema 21 also displays these ads at food counter and upload them on Youtube. But there are still people who don't throw trash in their place, so the cinema studios get dirty. Therefore, the first purpose of this study is to determine the level of success of public service ads from audience response by using the Customer Response Index as a measurement tool starting from the awareness, comprehend, interest, intentions, and action stages. Meanwhile, the second objective of this study was to determine the level of success of public service advertisements on gender groups, especially in the matter of environmental awareness.

2. RESEARCH METHOD
This research used  quantitative approach to the type of survey research. The population in this study are people who have given 'likes' to public service ads on Instagram @ Cinema.21 posts with a total of 1492 likes (seen on January 30, 2020). The sampling technique in this study uses cluster random sampling technique. In addition, to determine the number of samples using the Slovin formula [2], which determines the sample size of a population as follows: n = 1492/1492 (0.1) 2 + 1 = 93.71 (rounded to 100). Data collection techniques in this study used a semi-closed questionnaire. So the data collection process in this study uses a questionnaire created with Google Form and sent to respondents via Direct Message on Instagram.
The validity used in this study is the content validity. In this case. the expert that requested to measure the content validity is an expert in the field of communication science, namely Prof. Dr. Drs. Suranto, M.Pd., M.Sc. This study uses percentage statistical techniques and Customer Response Index (CRI) analysis to determine the level of success of public service announcements. Data is presented as a percentage by dividing a score by the total and multiplying by 100. Following are the stages of the Customer Response Index and how to obtain it. [3]:
a.	Unawaress 
b.	No Comprehend = Awareness X No Comprehend 
c.	No Interest = Awareness X Comprehend X No Interest 
d.	No Intentions = Awareness X Comprehend X Interest X No Intentions 
e.	No Action = Awareness X Comprehend X Interest X Intentions X No Action 
f.	Action = Awareness X Comprehend X Interest X Intentions X Action		 

3. RESULTS AND DISCUSSION
In this study of the 100 respondents studied, the majority of respondents aged 17-25 years were 77 (77%) with the most domicile coming from two provinces namely Yogyakarta as many as 20 (20%) and West Java as much as 20 (20%). In terms of the most recent education, the majority are high school students on total of 68 persons (68%) with the most occupations as school students or college students on total of 72 persons (72%). Meanwhile, the success rate of public service advertisement based on CRI calculations can be seen as follows:
1. Awareness Dimension
The Awareness dimension consists of two questions. The following  data were obtained in the awareness dimension. 
Tabel 2.  Awareness Dimension
	Awareness
	Respondents
	Percentage (%)

	Yes
	86
	86

	No
	14
	14

	Total
	100
	100



Tabel 3. Advertisement Media
	Seen the Ads at which platforms?
	Respondents
	Percentage (%)

	Bioskop
	61
	70,93

	Instagram
	16
	18,60

	Youtube
	8
	9,30

	Twitter
	1
	1,16

	Total
	86
	100



Table 3 has showed  86 respondents who remember the scene in the public service advertisement from Cinema 21, 61 (70.93%) of them saw the advertisement in the cinema, 16 (18.60%) respondents saw the ad on Instagram posts, 8 respondents (9.30%) saw the ad on Youtube, and 1 (1.16%) of respondents saw the ad on Twitter. It turns out that the most media to see advertisements is in the theaters. At this stage, it can be seen that the respondents who remembered the public service ads were 86 (86%), with the most media used were cinemas and 14 unaware respondents (14%). In the awareness dimension, the audience has lost 14 respondents. This can occur due to several factors. According to Durianto (2003), the contributing factors include the selection of inappropriate advertising media, the lacking frequency of the ad serving , and the lacking of creativity on the ad execution. [4].
2. Comprehend Dimension
In the comprehend dimension, there are two questions related to respondents' understanding of public service announcements from Cinema 21. Following are the data obtained in the comprehend dimension.
Tabel 4. Comprehend
	Comprehend
	Respondents
	Percentage (%)

	Yes
	78
	90,69

	No
	8
	9,30

	Total
	86
	100



Tabel 5. Comprehend (First Question)
	Comprehend
	Respondents
	Percentage (%)

	Yes
	83
	96,51

	No
	3
	3,48

	Total
	86
	100



Tabel 6. No Comprehend (First Question)
	Reason
	Jumlah
	Percentage (%)

	Public service ads from Cinema 21 are rarely aired
	3
	100

	Total
	3
	100



Tabel 7. Comprehend (Second Question)
	Comprehend (Hashtag)
	Respondents
	Percentage (%)

	Yes
	79
	91,86

	No
	7
	8,13

	Total
	86
	100



Tabel 8. No Comprehend (Second Question)
	Reason
	Respondents
	Percentage (%)

	Respondent did not remember the ads
	6
	85,71

	The hashtags that were used did not match the advertising message
	1
	14,28

	Total
	7
	100



In the tables above, we can obtained there were 78 person(90.69%) respondents who reached the comprehend stage and had lost an audience response or no comprehend of 8 person (9.30%). There were 3 (100%) respondents who did not understand the advertising message because the public service advertisement was rarely aired. Meanwhile, there are 6 (85.71%) respondents who did not understand the name of the campaign written with hashtag because they did not remember and 1 respondent (14.28%) stated that the hashtags used were not in accordance with the advertising message. Thus it can be seen that respondents who do not remember the hashtag or hashtag in advertisements are the main cause.
At this stage respondents' misunderstanding according to Durianto et al (2003) is called poor comprehension [4]. This phenomenon is usually caused by a marketing communication strategy error. The contributing factor are insufficient frequency of ad serving and poor ad copy. So, this also causes respondents to not remember the name of the hashtag that is displayed at the end of the ad.

3.  Interest Dimension
In this dimension there are three questions related to respondents 'interest in public service advertisements from Cinema 21. The following table  are the respondents' overall response data at the interest stage.


Table 9. Interest
	Interest
	Respondents
	Percentage (%)

	Yes
	76
	97,43

	No
	2
	2,56

	Total
	78
	100



Table 10. Interest (First Question)
	Interest
	Respondents
	Percentage (%)

	Ya
	75
	96,15

	Tidak
	3
	3,84

	Total
	78
	100



Table 11. No Interest (First Question)
	Alasan
	Respondents
	Percentage (%)

	The scenes on public service ads do not match the advertising message
	2
	66,66

	The scene on public service ads is not interesting
	1
	33,33

	Total
	3
	100



Tabel 12. Interest (Second Question)
	Interest
	Respondents
	Percentage (%)

	Yes
	73
	93,58

	No
	5
	6,41

	Total
	78
	100



Tabel 13. No Interest (Second Question)
	No Interest
	Respondents
	Percentage (%)

	Backsound used is not attractive
	1
	20

	The color used does not match the ad message
	4
	80

	Total
	5
	100



Tabel 14. Interest (Third Question)
	Interest
	Respondents
	Percentage (%)

	Yes
	76
	97,43

	No
	2
	2,56

	Total
	78
	100



Tabel 15. No Interest (Third Question)
	No Interest
	Respondents
	Percentage (%)

	Disposing of trash in its place has already become a habit
	2
	100

	Total
	2
	100



The stage of interest can be divided into three, first responders who are not interested in advertising scenes because the advertising scenes do not match the advertising message and the advertising scenes are not interesting. Second, the respondents who were not interested in the way their advertisements were delivered were because the backsound used was not attractive and the colors used did not match the advertising message. Third, respondents who were not interested in taking out the trash in their place after seeing this advertisement because throwing out the trash had already become a habit.
The number of respondents in the no interest stage were caused due to the lack of attractiveness of the public service advertisement from Cinema 21. According to Russell, the attractiveness of advertising refers to the approach used to attract the attention of consumers in influencing feelings. The elements included in the attractiveness of advertisements are music, storyboarding, copy or script, endorsers, signature slogans, and logos [5]. In addition, marketers must pay attention to 3 things, the communicator, namely the messenger or product endorser which is divided into expertise (expert), trustworthiness (trusted), and likebility (preferred). The message structures pay attention to conclusions, argumentation and climax, and finally, the message content, such as of the moral message for the public service ads [4].
4. Intentions Dimension
In the intentions dimension, there are two questions related to the respondent's intention to take out the trash and invite others. The following is the overall respondent's data that reaches the intentions stage.
Table 16. Intentions
	Intentions
	Respondents
	Percentage (%)

	Yes
	63
	82,89

	No
	13
	17,10

	Total
	76
	100



Table 17. Intentions (First Question)
	Intentions
	Respondents
	Percentage (%)

	Yes
	69
	90,78

	No
	7
	9,21

	Total
	76
	100



Tabel 18. No Intentions (First Question)
	No Intentions
	Respondents
	Percentage (%)

	Do not bring food or drinks into the cinema studio
	7
	100

	Total
	7
	100



Tabel 19. Intentions (Second Question)
	Intentions
	Respondents
	Percentage (%)

	Yes
	63
	82,89

	No
	13
	17,10

	Total
	76
	100



Tabel 20. No Intentions (Second Question)
	No Intentions
	Respondents
	Percentage (%)

	Disposing Trash is a form of self-awareness and obligation
	10
	76,92

	Have not thought of that yet
	1
	7,69

	Do not have the courage to invite others
	2
	15,38

	Total
	13
	100



At this stage there were 13 (17.10%) respondents who had no intentions. The factors that cause no intentions, are the respondent who did not intend to dispose of trash in its place because he was not carrying food or drinks in the cinema studio and the respondents who did not intend to invite others to dispose of their garbage in their place because disposing of trash is a form of self-awareness, have not been thought of, and do not have the courage to invite others.
Basically, the dimensions of intentions are included in the affective domain. This affective domain is related to valuation or the determination of attitude (valuing), namely the ability to give an assessment of something and carry oneself according to that assessment [6]. In this case, the respondent has taken the attitude not to buy or bring food into the cinema studio. In addition, respondents also considered the behavior of disposing of garbage in its place is a value or attitude that should already exist within oneself.

5.  Action Dimension
In the action dimension, there are two questions related to respondents who have taken out the trash in their place and have invited other people to dispose of garbage in their place. The following answers overall respondents on the action dimension.
Table 21. Action
	Action
	Respondents
	Percentage (%)

	Yes
	53
	84,12

	No
	10
	15,87

	Total
	63
	100



Table 22. Action (First Question)
	Action
	Respondents
	Percentage (%)

	Yes
	57
	90,47

	No
	5
	7,93

	Total
	63
	100



Tabel 23. No Action (First Question)
	No Action
	Respondents
	Percentage (%)

	Do not bring food into the cinema studio
	3
	60

	It has become a habit since childhood
	2
	40

	Total
	5
	100



Tabel 24. Action (Second Question)
	Action
	Respondents
	Persentase (%)

	Yes
	59
	93,65

	No
	4
	6,34

	Total
	63
	100



Tabel 25. No Action (Second Question)
	No Action
	Respondents
	Percentage (%)

	Watched alone
	1
	25

	Too shy to socializewith strangers
	1
	25

	Have not thought of that yet
	2
	50

	Total
	4
	100



Table 25 shows the most dominant reason is not yet thought to invite others to dispose of trash in its place. The reason has the highest number of respondents, 2 (50%) respondents from 4 respondents. While 1 (25%) of respondents reasoned because they watched the movie alone and 1 (25%) reasoned they were too shy to socialize with other people. So that there are 10 respondents with no action (15.87%).
The dimension of action according to psychology includes the psychomotoric domain. In psychomotoric, there is perception, which is related to the use of sense organs to capture the cues that guide the activity of motion [7]. In this case, the respondent is perceived as having the belief that the behavior of disposing of trash in its place becomes a value that should exist in the individual. Respondents also perceive the activity of watching movies in theaters can be done alone and can be used as a means of entertainment. So this perception makes the respondent not yet disposed of his trash and has not invited other people to dispose of waste.
After the exposure to the data above, the data is then calculated using the CRI formula to obtain the amount of the CRI value as follows:
Aware respondents 		= 86%
Unaware respondents 	= 14%
No comprehend respondents = aware x no comprehend = 86% x 9,30%
No interested respondents = aware x comprehend x no   interested = 86% x 90,69% x 2,56% = 2%	
No intentions respondents = aware x comprehend x interest x no intentions = 86% x 90,69% x 97,43% x 17,10% = 13%
no action respondents  = aware x comprehend x interest x intentions x no action = 86% x 90,69% x 97,43% x 82,89% x 15,87% = 10%
CRI amount = aware x comprehend x interest x intentions x action = 86% x 90,69% x 97,43% x 82,89% x 84,12% = 53%
In addition, in seeing the level of success of this public service advertisement in the gender group can be seen in the following table:
Tabel 26. Success rate based on gender
	No.
	Dimension / CRI level
	Male Respondents 
	Percentage (%)
	Female Respondents
	Percentage (%)

	1
	Awareness
	47
	54,65
	39
	45,34

	2
	Comprehend
	42
	53,84
	36
	46,15

	3
	Interest
	42
	55,26
	34
	44,73

	4
	Intentions
	35
	55,55
	28
	44,44

	5
	Action
	28
	52,83
	25
	47,16



Firstly, on the dimension of awareness the number of male respondents are 47 (54.65%) and the number of female respondents are 39 (45.34%). Secondly, on the dimensions of comprehend, the number of male respondents are 42 (53.84%) and the number of female respondents are 36 (46.15%). The third stage of interest was the number of male respondents are 42 (55.26%) respondents and female respondents as many as 34 (44.73%) person. The fourth stage or the dimensions of intentions, the number of male respondents are 35 (55.55%) and the number of female respondents are 28 (44.44%). The fifth stage is the action dimension, which consist of 28 male respondents (52.83%) and 25 female respondents (47.16%). This data has showed that from the level of awareness, comprehend, interest, intentions, and action, the number of male respondents is greater than the number of female respondents.
Basically, the CRI level refers to human psychology, namely cognitive and affective. Cognitive psychology focuses its studies on how human thought processes information to become knowledge stored in memory, then uses that knowledge in carrying out its tasks or activities (Baihaqi, 2016: 5). 
At the awareness and comprehend stages, the total of female respondents are fewer. This can occur because both stages include cognitive psychology, where it only focuses on human thought related to public service advertisements. Other findings in the respondents' interest section are only asked for responses regarding the attractiveness of advertisements which is not related to littering behavior.
In the dimensions of intentions and actions related to the behavior of disposing of waste, especially when in the cinema among men and women shows the most are male respondents. The results of this study are not the same as the studies of Lee, Park, & Han (2013) [8], Tikka, Kuitunen, and Tynys (2000) [9], Torgler et al (2008) [10], and Widiantoro, Amin & Mirino (2020) [11], which shows that women have a higher pro-environment attitude than men. However, this study is the same as Mostafa's (2007) research in which women are less aware of environmental problems compared to men [12]. In this case the authors do not examine more deeply the reasons of respondents related to environmental care but only see which of the male respondents with women is the highest at each level of CRI.

4. CONCLUSIONS
Based on the results of the study in the previous chapter, it can be concluded that the success rate of public service advertisements in the version of "Apapun Sampah Hidup Kita, Ayo Buang #PadaTempatnya" in Cinema 21's Instagram Official Account (@cinema.21) post based on the calculation of the Customer Response Index at each stage as follows: First, the stage of awareness , respondents who were aware as many as 86 (86%) person and respondents who were unaware as many as 14 (14%) person. The second stage is comprehend, respondents who understand advertising are 78 (90.69%) person and respondents who are not comprehend are 8 (9.30%)person. The third stage of interest, respondents who are interested in advertising as many as 76 (97.43%) person and respondents who are no interest as much as 2 (2.56%) person. The fourth stage of intentions, respondents who had intentions were 69 (90.78%) person and respondents with no intentions were 7 (9.21%) person. The fifth stage of action, respondents who acted as many as 53 (84.12%) person and respondents who no action as many as 10 (15.87%) person. Meanwhile the CRI value obtained was 53%. The dominant factor related to the campaign to dispose of waste in its place by Cinema 21 lies in the unaware and no intentions stages.
While the success rate of public service advertisements in the gender group shows that men who reached the action stage were 28 (52.83%) out of 50 respondents and women who reached the action stage were 25 (47.16%) out of 50 respondents. Based on the data above, public service announcements from Cinema 21 are more successful in the male gender group than in women.
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