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Abstract. Modernization has brought the global community more intertwined into the digital world. And this closure becomes far more intertwined during the 2020 COVID-19 pandemic. Now, large-scale consumption activities will primarily occur in the digital industry. This paper will analyze the #JalanBersama (lit. #WalkTogether) commercial advertisement discourse from Traveloka when responding to the COVID-19 pandemic in early 2020, and to understand the meaning of the ad. This research utilizes the critical discourse analysis method from Theo van Leeuwen's perspective with the theory of inclusion and exclusion through a qualitative approach to see implicit messages as an effort to raise awareness of the Indonesian people during the pandemic and to understand the existence of consumptive and sublimation messages in a Traveloka commercial ad titled #JalanBersama on the YouTube channel. The presence of new media must have a significant role in building healthy souls so that society can move to build the nation and always have a positive outlook on rising together during the pandemic situation.
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1   Introduction
Modernization has entered many sectors, including science and technology. The utilization of technology in marketing eases the activity of promoting or introducing a product to society through online commercials [1]. Nowadays, technology has affected our daily life activities [2]. In this disruption era, everything in conventional form is digitalized. Traveloka is of no exception as an online-based company with airplane ticket searching from the variety of fastest, cheapest, and most thorough and comprehensive list of airlines. [3]. Traveloka is a startup that sells tickets for airplanes, trains, hotels, connectivity products, and recreation activities. Known for its "Calm Booking, Happy Travelling" slogan, Traveloka now faces the COVID-19 pandemic situation with its novel discourse, i.e., #JalanBersama that broadcasted through an online commercial on YouTube.
1.1   Discourse of #JalanBersama Commercial


In his presentation, Eriyanto explained that discourse is understood as an action [4]. The discourse study often used to analyze a text as an effort to understand its message [5]. In early 2020, the world was astonished by the COVID-19 outbreak that affects almost all countries in the world [6]. The COVID-19 virus began to spread and became known throughout the world in late December 2019. Until the writing of this article, nearly 65 countries have been affected by COVID-19 [7]. History has stated that there have indeed been many recorded outbreaks of diseases such as Spanish flu, Hong Kong flu, SARS, H7N9, Ebola, and Zika. In every century since 1500, the influenza pandemic has hit the world three times. Pandemics can undoubtedly bear the potential to become epidemics that will spread more across the globe, and this is what humanity will face simultaneously [8]. On the other side, the COVID-19 pandemic opened a chance for brands to optimize their digital advertising through social media such as Instagram and YouTube as the new media. Many big, branded companies obtained profit during the pandemic, such as medical appliances, learning applications, online meetings, e-commerce, and many more [9]. 
YouTube itself is a sharing video portal or site owned by Google Inc. This site is the biggest platform in the world to upload videos on the internet, where millions of videos are available for free [10]. The Ministry of Communication and Information explained that Traveloka is the biggest online ticket booking platform with more than 15 million application downloads [11]. Many of its users performed many transactions to book tickets on Indonesian e-commerce. In 2015, total transactions from such service sector reached 35.3% from all service sectors on e-commerce. Although Traveloka is currently the most prominent online ticket booking platform, this online service provider is consistently executing marketing activities, one of which is through the YouTube commercial [11]. Traveloka commercial discourse started to introduce the #JalanBersama hashtag during the COVID-19 pandemic and broadcasted through its YouTube channel on May 23rd, 2020, and captured almost 25 million cyber society interests.
To stand in a critical paradigm where particular perspective on how the media produce the news should be understood in all production processes and social structures [12], society, as a pluralist, sees the media as a neutral free channel, when all parties may freely deliver their position and opinion through it [4]. The same thing applied to Traveloka's #JalanBersama commercial as an online ticket provider, consumerism persuasion to buy online tickets on the early COVID-19 era showed through an ad produced by Traveloka on its YouTube platform.
1.2   Sublimation in #JalanBersama Commercial’s Discourse


Desire is something that came from the unconscious mind, and it is different from the actual needs of humans. In desire, human life seems to get support to be a part of humans' effort to live because humans will die at the end [13]. The commercial of #JalanBersama produced by Traveloka leads the cyber society during the COVID-19 pandemic to fulfill the desire in the form of a persuasive message. It was meant to invite society to purchase the products or services offered by Traveloka, even at an impossible time. Tirto.id stated that the COVID-19 active cases in the world per May 23rd, 2020, based on Worldometers, reached 281,344 people [12]. 

However, not all desires should be fulfilled because there is a system in a human's psychological life. Repressed desires then bring a human into a sublimation. The highest sublimation form is the artistic sublimation, an influence that positively affects human's advance and culture [13]. Advertising and promotion are inseparable, especially in the era of globalization like today. Advertising has become an essential communication, not only for producers of goods and services but also for consumers. Advertising and promotion have a duty in conveying messages to consumers so that advertising and promotion have an important role for the company or service seller. Advertising and promotion in the era of globalization are done not only in print and electronic media but also, in the age of globalization like this, more producers will choose to advertise and use promotional instruments in new media, one of which is YouTube [15]. 

A commercial is an artwork that can be seen and heard or commonly called an audiovisual [16]. In the explanation of Sasongko and Marta, product marketing through advertising can be done through various efforts to compete with other companies. Therefore, advertising creativity is demanded to accommodate the broader audience response and can provide a positive perception [17]. Through the #JalanBersama commercial, the discourse to fulfill the desire to have a traveling experience on Traveloka repressed into the unconscious mind. The public who watched or heard the commercial was brought into the unconscious realm to fulfill their traveling desires offered by Traveloka and brought them closer into the digital industrialization.
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Fig. 1. Traveloka ad #JalanBersama Indonesia Faces COVID-19
The sublimation of this discourse has entered the social cognition to keep consuming Traveloka's products despite the high risk of COVID-19 pandemic. The writer will analyze the discourse of Traveloka's commercial advertisement of #JalanBersama facing the COVID-19 pandemic through Theo van Leeuwen's critical perspective discourse analysis using exclusion and inclusion approaches as an effort to interrogate the Traveloka's #JalanBersama consumptive commercial sublimation message on YouTube.
2   Research Method
2.1   #JalanBersama Commercial Critical Discourse Analysis


The primary understanding of critical discourse analysis came from several intellectuals and thinkers such as Michel Foucault, Antonio Gramsci, Frankfurt School, and Louis Althusser. Gramsci plays a significant role, especially with his theory about hegemony. It gives a definite possibility of how a discourse development may affect the public, not in a harder way, but a softer approach and later accepted as a truth [4]. In this case, a critical discourse analysis aims to dismantle the power relation in linguistic practice and state that a critical discourse analysis considers discourse contexts such as background, condition, and situation because discourse might be seen, produced, understood, and analyzed under specific context [18]. 
According to Marta, van Leeuwen has a discourse analysis model used to detect and examine the process by which groups or individuals that are marginalized in the reporting or storyline of the next move. The dominant group has superior control in interpreting an event or meaning. In contrast, other groups are only objects of meaning and are always portrayed poorly or treated as subordinates, or even unimportant things [19].
According to van Leeuwen, a synoptic analysis explains that critical discourse is, or must be, related to these two aspects with discourse as an instrument of power and control and with discourse as an instrument of the social construction of reality [20]. Van Leeuwen also stated that it would show two complementary strategies first resting on the assumption that all representations ultimately represent social practice and sometimes in very abstract ways. Or, for example, mostly focused on the goals and effects of practice rather than on self-practice [21].

Another analysis of van Leeuwen generally delivers on how parties and actors (a group or a single person) showed on the news [18]. The power aspect is present in the discourse that marginalized or dissed several groups [22]. Therefore, this theory aims to detect, and later research, the marginalization form of a group's or a person's position in the discourse. Van Leeuwen created an analysis model to see how the event and actors were illustrated in the media [18]. Based on the presentation, this study aimed to analyze the Traveloka's #JalanBersama commercial discourse by describing the point of view from the commercial shared on YouTube and reviewed by Theo van Leeuwen‘s theory. The writer will conclude the analysis result and interpret the data to obtain the image of exclusion (actors expelled) and inclusion (actors showed) strategies on the #JalanBersama commercial discourse. 
3   Result and Discussion 
3.1   #JalanBersama Commercial Critical Discourse Analysis


There are 17 global agenda objectives for sustainable development, namely ending poverty, protecting the planet, ensuring prosperity, and ensuring health for humanity. One of them also provides the physical and psychological well-being of the global community [23]. According to Guégan et al., human physical well-being is highly dependent on the health of the surrounding environment, a satisfaction of the body's primary needs, and psychological well-being. For this reason, physical health and psychological well-being are considered factors and assets that originate from the goals of the SDGs [23]. 
On the other side, psychological well-being is greatly influenced by new media, which are very identical to digital content and can be distributed massively through the internet. Digital content itself can be in the form of images, sound, or video. Supported by interactive capabilities, the difference in the content on a digital platform is undoubtedly different from conventional media [24]. According to Pilliang and Jaelani, popular culture has made people who use it have split souls because they are accustomed to thinking to follow the wishes of others [25]. The presence of new media in the 21st century, one of them is YouTube, should be used as a source of information to provide enlightenment to the public, but the role of new media now often obscures important contextual issues in society. Just like YouTube as a product of popular culture, in this context, YouTube's function is used by Traveloka to achieve a commercial gain during the COVID-19 pandemic.
3.2   Exclusion


Several strategies show how actors (a single person or a group) expelled from the mass media [4]. Three stages of strategy are (1) passivation, (2) nominalization, and (3) clause substitution.

Passivation in an exclusion process is a central issue in discourse analysis. This process illustrates how a group or particular actor is not included in the talking or discourse. The absence of these social actors aims to protect themselves [18]. Here is a quote from the #JalanBersama commercial on Traveloka's YouTube:

Table 1. Exclusion and Inclusion Discourse Strategies
	Strategies
	Findings

	First

Proposition
	The whole world must agree, 2020 is full of "first" word.

First-time airports closed due to COVID-19. 

For the first time, we take care of each other from a distance, 

and millions of plans have to be postponed. For the first time,

we realized it is never late to be better and support each other 

from afar.

	Second

Proposition
	We still can #WalkTogether to face everything. 

Walk together first. Traveloka next.


Adverse effects from such sentences are (1) first proposition sweep out actors from the news because public and journalists pay more attention to Traveloka‘s discourse as an online ticket service rather than the global urgency of COVID-19 pandemic, and (2) the passive sentence form in the second proposition about health urgency of COVID-19 news caused uncritical readers that only focus on Traveloka's presence.
Other strategies in the discourse are to sweep out a particular group or social factor through nominalization. Nominalization is associated with changing verbs into nouns [4]. Nominalization does not need an actor or subject because of changing verbs that represent actions or activities into nouns that represent events. The actor's presence might be cut off. Hence, nominalization may cut off subjects or actors [18]. 
In the second proposition, the nominalization sentence only focuses on the advertisement‘s statement with message sublimation to consume Traveloka's products during the pandemic, instead of on the first proposition or the verb that explain the decrease of everyday activities resulted from COVID-19 pandemic. Subject alteration can also be done by using a clause that also functions as actors' substitute [4]
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3.3   Inclusion


The inclusion process has several discourse strategies when something, someone, or a group is presented in a text. Theo van Leeuwen illustrated seven inclusion discourse strategies: (1) Differentiation – Indifferentiation, (2) Objectivation – Abstraction, (3) Nomination – Categorization, (4) Nomination – Identification, (5) Determination – Indetermination, (6) Assimilation – Individualization, and (7) Association – Dissociation. 
How an event or social actors individually displayed on a text as a unique and distinct event but also contrasted by displaying other events or actors on a text [4]. According to Leeuwen, the inclusion process presence of events or groups other than the presented ones can be a good sign of how a group or event presented in a text [18]. 
The first disposition emphasized it because all public places such as airports as transportation hubs are closed due to the COVID-19 pandemic. Then, the following disposition stated: "For the first time, by keeping distance, we take care of each other, and millions of plans should be postponed. For the first time, we realize it is never too late to be better, and by supporting each other from afar, we still can #WalkTogether to face everything. Traveloka next", this proposition seemed to minimize offline activities and maximize online activities by accessing Traveloka digital platform, which is the answer to all problems in facing COVID-19.
This discourse element is associated with whether events and social actors are presented by giving a concrete clue or abstraction [4]. "The whole world must understand that 2020 will start with the word 'first'; the first time of minimalizing and even closing offline activities". The first objectification stated clearly about how COVID-19 limits all physical activities, while the second proposition created an abstract sentence like "we still can #JalanBersama." According to van Leeuwen, this abstraction is often not caused by the innocence of the Traveloka's commercial narrator, but rather as the narrator's discourse strategy to present something, i.e., attack the public to use the Traveloka application loyally.
According to van Leeuwen, news about actors or problems often includes choice whether to present the actor as it is or as a social actor. The category presented in the news is often valuable information to discover deeper from the associated media discourse ideology. This category shows vital characteristics such as religion, status, physical form, and many more [18]. Although not mentioned clearly, Traveloka turns out to be delivering persuasive discourse to consume its service products in the first proposition. However, the second proposition enhances the commercial narrator's partiality to deliver the Traveloka product consumption discourse rather than the open delivery of the real COVID-19 pandemic situation.
This strategy discourse resembles the categorization in which how a particular event or activity is defined. The difference is, the defining process is conducted by giving clause as an explanation [4]. It is visible that the first proposition of Traveloka's commercial narrator explains the COVID-19 situation that reduces offline activities. The second proposition emphasizes the result of the COVID-19 pandemic that cancels all offline activities, so the public has to join Traveloka to #JalanBersama in an online manner.
In the commercial discourse as a news form, actors or events are often mentioned equally clearly and anonymous. The first proposition in the inclusion discourse strategy table emphasizes on the COVID-19 distance limitation. Meanwhile, the second proposition slips the "We still can #JalanBersama" sentence, where this anonymous sentence creates a different image on the public and a non-specific generalization.
This discourse strategy is associated with whether social actors presented told about their category. Then the assimilation happened on the commercial discourse and showed that not the specific social actor category mentioned, and only about the group or community where the actor joined instead [4]. The first proposition on the Traveloka's #JalanBersama commercial is a form of individualization because the category of offline activities like airports and such places was mentioned clearly. It is different from the second proposition that did not mention anything about the world, but about "us" instead. "Us" refers to the public watching Traveloka's #JalanBersama commercial. The public watching the Traveloka's commercial is indeed a part of the world, but arranging this assimilation sentence gives a different impression and uncritical sentence captured by the public.
This discourse strategy is related to the question of whether an actor or a party individually presented or connected to a bigger group. It is a typical process that we do not realize [18]. The social group here refers to the actor but not explicitly in the text. Association inclusion process in the text refers to the understanding that social actors connected to a bigger party. The second proposition clearly shows that the Traveloka's #JalanBersama commercial narrator presented an inexplicit image that the narrator is a social actor, where we unconsciously develop a tight relationship with the online ticket provider, i.e., Traveloka.
5   Conclusion
Considering physical and psychological well-being as one of the SGDs' goals out of the 17 existing global agendas, Traveloka has implied the meaning in its advertising message so that the global community continues to satisfy the illusion of consumptive culture. By giving a message always to satisfy the desire to travel, Traveloka managed to share the consumptive desire through the YouTube channel. In contrast, as we know, with the presence of new media, it should be able to use its function in building a healthy soul, so that it can move to build the nation, and the global community has a positive outlook and optimistic about rising together during a pandemic. 
Based on the critical discourse analysis, it is concluded that the presence of discourse or sublimed text in the commercial has a persuasive power to the public and using COVID-19 pandemic status to attract them to transform, adapt, and fulfill a desire by maximizing the consumption of Traveloka service on the digital platform.
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