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ABSTRACT: 

This study explores the determinants of Generation Z's (Gen-
Z) intention to download online loan applications in 
Indonesia, with a focus on the impact of online loan 
advertisements. The research aims to evaluate how 
elements such as informativeness, entertainment, irritation, 
and incentives within advertisements influence the 
perceived value of these ads and, consequently, the 
download intention. Utilizing Partial Least Squares-
Structural Equation Modeling (PLS-SEM), data was analyzed 
from respondents aged 18-27. The findings reveal that 
incentives are the most influential factor driving download 
intention, while perceived advertisement value, risk, and 
trust serve as pivotal mediators. The study suggests that 
online loan advertisers should highlight positive attributes of 
their ads and minimize irritation to improve engagement 
and build trust among Gen-Z consumers. These insights 
enhance the understanding of digital marketing strategies 
and consumer behavior in the financial technology sector. 
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1. INTRODUCTION 

The swift advancement of financial technology (fintech) is reshaping numerous societal 
dimensions, notably within emerging markets such as Indonesia. Among the most significant 
fintech innovations are online loans, which offer quick and convenient access to credit for 
individuals who may lack access to traditional banking services. This development has been 
facilitated by the increasing penetration of internet usage in Indonesia, which parallels the 
growth of the online loan industry. Nonetheless, this growth presents both opportunities and 
challenges, significantly influencing consumer behavior, particularly among younger 
demographics. 

As internet usage has surged in Indonesia, with 66.5% of the population now online, there 
has been a corresponding rise in the use of online loans. The Financial Services Authority (OJK) 
reports that the industry has experienced exponential growth, with loan disbursements 
reaching Rp 785.746 billion as of January 2023. This growth has been accompanied by a 
proliferation of licensed online loan companies. However, the expansion of the industry has 
also seen a worrying increase in illegal online lending entities, posing risks to consumers. 

The most notable demographic driving the growth of online loan usage is Generation Z 
(Gen-Z), individuals born after 1995. As the largest group of smartphone users in Indonesia, 
Gen-Z represents approximately 27.94% of the population, with a significant portion 
frequently engaging with online loan platforms. The widespread use of smartphones among 
Gen-Z, coupled with their dominance in internet usage, has made them a primary target for 
online loan advertisements. These ads are pervasive across social media platforms, apps, and 
online games, leveraging the high engagement levels of this demographic. 

Existing literature, including Ducoffe (1996) advertisement value model, has explored the 
factors that influence consumer responses to online advertisements. Ducoffe's model 
identifies key elements such as informativeness, entertainment, and irritation, which 
contribute to the perceived value of advertisements and subsequently influence consumer 
behavior. While this model has been widely applied across various platforms, including 
conventional and digital media, there is a noticeable gap in its application to ads targeting 
younger audiences, particularly in the context of online loans. 

This study seeks to address this gap by focusing on Gen-Z’s interaction with online loan 
advertisements, using a theoretical framework based on the S-O-R (Stimulus-Organism-
Response) model. The S-O-R model is relevant because it considers how external stimuli 
(online loan ads) affect internal states (perceived value, trust, and perceived risk), which then 
drive behavioral responses (intention to download and use online loan apps). By 
incorporating the mediating variables of perceived risk and trust, this study extends Ducoffe's 
model to better understand the factors that influence Gen-Zs inspire-to behavior—namely, 
their intention to engage with and use online loan applications after viewing ads. 

Research on perceived risk highlights its significant role in moderating consumer behavior 
in digital environments. Studies such as those by Shin (2009) and Peng (2017) emphasize that 
perceived security and risk are crucial factors that can either inhibit or encourage the 
adoption of fintech services. Similarly, trust plays a pivotal role in determining whether 
consumers are willing to engage in online transactions, particularly those involving sensitive 
personal and financial information. 

Given these considerations, this study aims to critically analyze how online loan 
advertisements impact Gen-Z’s behavior, particularly their decision to download and use 
these applications. By integrating insights from existing literature and applying them within 
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the S-O-R framework, the research seeks to contribute to a deeper understanding of the 
factors that drive Gen-Z’s engagement with online loan products. This analysis will provide 
valuable insights for marketers and policymakers aiming to develop strategies that effectively 
address the needs and concerns of this key demographic while mitigating the risks associated 
with online loans. 

 
2. LITERATURE REVIEW 

This study employs the Stimulus-Organism-Response (SOR) theory, first developed by 

Russell & Mehrabian (1974) to explain how external stimuli affect internal processes and 

generate specific responses. This theory helps us understand how ads influence consumer 

perceptions and emotions, leading to specific behaviours. Additionally, Ducoffe (1996) mid-

range theory is adopted to measure advertising effectiveness based on perceived consumer 

value, including utility, pleasure, and informativeness. By integrating the SOR theory with 

Ducoffe's model, the research aims to offer a thorough understanding of the dynamics 

between advertising stimuli, consumer responses, and resultant behaviours in the context of 

digital advertising. 

Ducoffe's advertising model has been tested and applied across various platforms to 

evaluate the advertising value of ads, including traditional advertising (Logan, 2013) web-

based advertising (Lin & Hung, 2009), mobile advertising (M. Kim, 2020), social media 

advertising (Van-Tien Dao et al., 2014), smartphone advertising (Martins et al., 2019; Y. J. Kim 

& Han, 2014a), and pop-up ads in online video games (Abbasi et al., 2021, 2022). Despite its 

widespread application in different areas, its effectiveness in advertising directed at children 

has been largely overlooked, which is the focus of this study. 

In this study, the model was developed by integrating (Abbasi et al., 2021, 2022) 

framework, which examines young adult inspired-to behaviour, with Ducoffe (1996) 

advertising model, which includes factors like perceived informativeness, entertainment, 

irritation, and incentive to evaluate young adult overall perceived advertising value of online 

loan ads. The aim is to investigate the factors that influence the perceived advertising value 

of these ads and their impact on young adult behaviour. This research also includes perceived 

risk and trust (Xia & Hou, 2016), as a mediation variable because online load ads have more 

trust issues if compared with typical gaming ads. By examining these elements, the study aims 

to investigate the impact of trust issues on the effectiveness of online advertising. 

2.1 Perceived Informativeness of Ads 

Ducoffe (1996) defines informativeness as the valuable and rational information 
advertisers provide to audiences. Higher informativeness increases ad value (Arli, 2017; Lee 
& Hong, 2016). Accurate and useful information in online ads leads to positive consumer 
ratings and behaviour (Abbasi et al., 2021, 2022). Conversely, false information leads to 
negative impressions (Abbasi et al., 2021, 2022). Informative content is more significant than 
other influencing factors in consumer behaviour shaping ad value on social media (Aziza & 
Dewi, 2019). 

Thus, informativeness is strongly linked to perceived advertising value (Noguti & Waller, 
2020). Additionally, the informative aspect positively influences the flow of experience by 
capturing children's attention (Najiba et al., 2016). Consumers, particularly children, tend to 
focus on product information and pay closer attention to details rather than getting distracted 
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by irrelevant thoughts (Lee et al., 2016). Based on this literature review, the following 
hypothesis is proposed: 

H1: Informativeness has a positive influence on advertisement value. 
 

2.2 Perceived Entertainment of Ads 

The entertainment value in ads is measured by visual appeal, cathartic experience, 
escape, and distraction (Abbasi et al., 2021). The uses and gratifications theory (Yang et al., 
2020) states that individuals seek media content to fulfil specific needs, and entertaining ads 
evoke feelings of happiness and pleasure (Martins et al., 2019). Humorous marketing captures 
consumer interest, enhancing ad effectiveness (Rahayu & Satria, 2020). Entertainment is 
crucial in capturing consumer attention and influencing brand attitude on social media (Arli, 
2017), though its impact is limited in online textual ads (Kathiravan, 2019), Hsieh et al. (2021) 
also found that advertising can entertain and improve the consumer exchange experience. 
Previous studies on pop-up ads in games have shown that entertainment positively affects 
advertising value (Abbasi et al., 2021, 2022). However, the impact of online loan ads on 
perceived ad value among young adults has not yet been explored. Therefore, based on a 
review of the literature, the following hypothesis is proposed: 

H2: Entertainment has a positive influence on advertisement value. 
 
2.3 Perceived Irritation of Ads 

Perceived irritation refers to how consumers find ads annoying or frustrating, leading to 
negative sentiments (Martins et al., 2019). While entertainment and informativeness 
positively impact ad effectiveness, irritation has a negative influence (Tefertiller, 2020). 
Irritating ads divert attention and cause negative reactions (Edwards et al., 2008). Reducing 
irritation by allowing consumers to skip unwanted ads can mitigate its adverse effects (Aziza 
& Dewi, 2019) Research shows men are more irritated by advertised content than women 
(Firat, 2019). In online games, pop-up ads automatically appear without any option to skip, 
forcing gamers to encounter and watch the video (Jeon et al., 2024) Young adults, as 
consumers, may reject these ads if they feel angered or offended by their presence in online 
games (Giao & Bui, 2020). When a pop-up ad is perceived as intrusive, it can trigger negative 
attitudes by interrupting gameplay and distracting the player (De Pelsmacker et al., 2019). Le 
& Wang (2020) suggest that this can lead to confusion and negative reactions toward the ads. 

In the context of online ads, people might respond negatively because these ads disrupt 
their experience, and the irritation caused by online loan ads can diminish the perceived value 
of the advertising. Based on the literature review, the following hypothesis is proposed: 

H3: Irritation harms advertisement value. 
 

2.4 Perceived Incentives of Ads 

Perceived incentives refer to benefits consumers gain from ads (Abbasi et al., 2021, 
2022). Incentives positively affect consumer perception by offering rewards (Tsang et al., 
2004). Ads with incentives generate better consumer reactions (Varnali et al., 2012), with 
financial benefits enhancing attention to ads (Y. J. Kim & Han, 2014b). Incentives lead to 
quicker consumer reactions compared to conventional ads (Unni & Harmon, 2007). Abbasi et 
al. (2021) found that the value of pop-up ads, such as those in video games, is positively 
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associated with incentives. Therefore, based on a review of the literature, it is suggested that 
the impact of incentives accompanying online loan ads on perceived ad value among young 
adults: 

H4: Incentives have a positive influence on advertisement value. 

2.5 Advertisement Value 

Past research introduced advertising value to assess online ad effectiveness, based on 
subjective evaluations of utility. The model considers informativeness, entertainment, and 
irritation as key factors (Ducoffe, 1996). Ducoffe’s model has been applied across various 
platforms, including traditional, web, mobile, social media, and pop-up ads (Logan, 2013; Lin 
& Hung, 2009; M. Kim, 2020; Van-Tien Dao et al., 2014; Martins et al., 2019; Abbasi et al., 
2021). Previous research has indicated that the perceived advertising value of pop-up video 
game ads is positively linked to gamers’ inspiration (Abbasi et al., 2021). Inspiration is 
described as a motivational state that assists individuals in turning ideas into reality (Oleynick 
et al., 2014). According to Thrash and Elliot (2003), inspiration is a core motivational factor as 
it is driven by external influences. However, the connection between the perceived 
advertisement value of online loan ads and inspire-to behaviour has not yet been explored, 
particularly in the context of young adults in Indonesia. Therefore, within the current study 
model, it can be hypothesized that: 

H5: Advertisement value has a positive influence on inspire-to behaviour. 
 

2.6 Perceived Risk 

Perceived risk refers to consumers' uncertainty and potential negative outcomes 
associated with new products (Xia & Hou, 2016). Higher perceived risk reduces the likelihood 
of online purchases (Forsythe & Shi, 2003). Studies show that perceived risk affects consumer 
adoption of innovative products and financial services, such as mobile wallets and online 
banking (Shin, 2009; Peng, 2017), just like mobile wallets an online loan product or any 
money-related app, has a higher perceived risk. This happens because users need to upload 
documents into the online loan app to use the online loan product, this kind of risk is what 
makes the difference between a typical online app and an online loan app.  In this study, 
perceived risk is defined as the security concerns consumers have when using online 
channels. Consequently, the following hypothesis is proposed: 

H6: Perceived risk has a negative influence on inspire-to behaviour. 
 

2.7 Perceived Trust 

Trust involves the willingness to be vulnerable to another party's actions, anticipating 
specific beneficial outcomes (Mayer et al., 1995). Trust is crucial in online transactions 
involving money and sensitive information. Research indicates trust significantly impacts the 
adoption of Internet banking and fintech services (Khedmatgozar & Shahnazi, 2018; 
Rotchanakitumnuai & Speece, 2004). Key barriers to adoption include security concerns and 
trust in service providers (Xia & Hou, 2016). Thus, the following hypothesis is proposed: 

H7a: Trust has a positive influence on inspire-to behaviour. 
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Trust is particularly important in transactions that involve unusual risks. Existing literature 
shows that trust significantly influences users' readiness to participate in online transactions 
involving money or sensitive personal data (Friedman, 2010; Lee et al., 2016) demonstrated 
that trust can indirectly affect consumers' intentions to use e-commerce by mitigating 
perceived risks and enhancing perceived benefits. In other words, trust can decrease users' 
negative perceptions and boost their positive perceptions. Therefore, the following 
hypotheses are proposed: 

H7b: Trust has a negative influence on perceived risk. 

3. METHODS 

This research builds upon two foundational studies: (Abbasi et al., 2021) on pop-up ads in 
online video games (O-VG) and (Xia & Hou, 2016) on the adoption of Yuebao, a fintech 
product. Abbasi et al. (2021, 2022) explored how informativeness, entertainment, irritation, 
and incentives affect advertisement value and inspire-to behavior in children under 14, with 
parents responding on their behalf. Their study, conducted in Pakistan with 196 respondents, 
revealed that informativeness and entertainment positively influenced advertisement value, 
which in turn affected inspire-to behavior. However, irritation and incentives did not 
significantly impact advertisement value. Abbasi et al. (2022) recommended future research 
to include alternative media such as YouTube ads and to focus on older adolescents (ages 16-
18) for more nuanced insights. In response, this study targets young adults, specifically 
Generation Z in Indonesia, who are active users of online loan services. 

Xia & Hou (2016) investigated young individuals' intentions to use online financial 
products through an online survey in China. Their findings indicated that compatibility and 
relative advantages significantly impacted usage intentions, while perceived risk had a 
diminished effect due to heightened consumer awareness of online financial security. Trust 
was found to indirectly influence usage intentions by enhancing perceived utility. 

 

 
Figure 1. The research conceptual model 
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3.1 Research Design 
This research design aims to test hypotheses to understand the impact of online loan 

advertisements (fintech) that offer easy access to loans for young adults. This study employs 
a quantitative descriptive approach and survey methods. According to Cooper & Schindler 
(2014), descriptive research is a formal study with a structured approach and clear 
hypotheses, encompassing the description of phenomena or characteristics related to the 
population of subjects, estimating the proportion of the population with certain 
characteristics, and exploring relationships between different variables within that 
population. 
 
3.2 Data Collection Methods 

Data for this research were collected from two sources: primary and secondary data. 
Primary data were obtained through questionnaires distributed to respondents, while 
secondary data were gathered from literature studies. The primary data collection was 
conducted using online questionnaires via Google Forms, with a specific link shared on social 
media platforms. The questionnaire targeted potential respondents who met certain criteria. 
 
3.3 Population and Sample 

According to Malhotra et al. (2017), the population refers to the entire group to be 
observed in the study. In this research, the population consists of Generation Z or young 
adults aged 18-27 years, as recommended in previous studies (Abbasi et al., 2022). The study 
utilized sampling techniques to facilitate data collection (Sekaran & Bougie, 2016). Sample 
selection was done through purposive sampling, where samples were chosen based on 
criteria set by the researcher. 

The screening process involved four stages to determine the most suitable criteria. First, 
respondents must be aged between 18-27 years. Second, they must have seen online loan 
advertisements within the last three months. Third, they must not have previously used 
online loan products. Considering the large and unlimited population, as per Hair et al. (2017), 
the minimum sample size for research using the Structural Equation Model (SEM) method can 
be calculated using at least 5 respondent samples per variable. With 32 operational variables 
in this study, at least 160 samples are required. 

 
3.4 Questionnaire Testing 

Before analyzing the pretest and main test data using the Structural Equation Model 
(SEM) software SmartPLS 3.2.9, a word test was conducted to ensure each question in the 
questionnaire was easily and clearly understood by respondents, especially regarding the 
understanding of each operational variable in Indonesian. 

In this study, multivariate analysis using structural equation modelling (SEM) with 
SmartPLS 3.2.9 was employed. SEM analysis involves two stages: the measurement model 
and the structural model. The measurement model is used to evaluate reliability, validity, and 
model fit, while the structural model reveals the influence or relationships between the 
proposed variables. 
 
3.5 Research Biases and Limitations 

Several potential biases and limitations should be considered. The reliance on self-
reported data from online questionnaires may introduce response biases, such as social 
desirability or misunderstanding of questions. The sample's focus on young adults who have 
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interacted with online loan ads might not fully represent those who have not encountered 
such ads. Additionally, the use of purposive sampling, while appropriate for targeting specific 
demographics, may limit the generalizability of the findings. Future research could address 
these limitations by incorporating a broader, more diverse sample and exploring additional 
variables that may influence the perceived value of online loan advertisements. 
 
4. RESULTS AND DISCUSSION 

4.1 Result 
The partial least squares structural equation modelling (PLS-SEM) approach was 

employed in this study, consisting two primary stages—assessment of measurement models 

and evaluation of structural models—as described by (Hair et al., 2017). PLS-SEM is a robust 

method widely adopted for analyzing quantitative data, especially beneficial for examining 

multiple relationships simultaneously. Its adaptability to handle non-normal data, facilitate 

theory development and extension, and accommodate small sample sizes makes it a 

preferred choice in research methodology (Hair et al., 2020). Given the exploratory nature of 

our study, we selected PLS-SEM to build on established methodologies in our field (Hair et al., 

2020). 

Table 1. Step One: Structural Model Assessment 
 

Particulars Frequency % 

Gender 
Male 169 55.2% 
Female 139 44.8% 

Education 

Doctoral degree 4 1.3% 
Master’s degree 20 6.5% 
Bachelor’s degree 194 63.4% 
Diploma degree 58 18.8% 
Highschool 28 9.2% 
Other 2 0.8% 

Occupation 

Student 122 39.9% 
Employee 91 29.7% 
Government employees 63 20.6% 
Entrepreneur 27 8.8% 
Other 3 1% 

Salary 

< Rp 2.500.000/month 71 23.2% 
Rp 2.500.000 - Rp 5.000.000/month 121 39.5% 
Rp 5.000.000 - Rp 10.000.000/ month 66 21.6% 
Rp 10.000.000 - Rp 20.000.000/ month 44 14.4% 
Rp 20.000.000/month 4 1.3% 

Frequency of 
viewing 

advertisements 

Everyday 66 21.6% 
Several times a week 196 56.5% 
Several times every month 82 21.9% 

 

This study included 306 Gen-Z individuals aged 18-27. Among them, 169 were male, and 
137 were female, showing a balanced gender distribution with a slight male majority. 
Regarding occupation, 122 respondents were students, 91 respondents worked in the private 
sector, 63 were public servants, 27 were entrepreneurs, and 3 had other jobs. Income levels 
varied, with most earning Rp 2,500,000 to Rp 5,000,000 monthly (121 respondents), followed 
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by those earning below Rp 2,500,000 (71 respondents), Rp 5,000,000 to Rp 10,000,000 (66 
respondents), Rp 10,000,000 to Rp 20,000,000 (44 respondents), and over Rp 20,000,000 (4 
respondents).  
 

Table 2. Step One: Validity and Reliability 

Study-constructs 
Construct-

items 
Item-

loadings 
Cronbach’s 

alpha 
Composite 
reliability 

Average 
variance 
extracted 

(AVE) 

Informativeness IF1 
IF2 
IF3 
IF4 

0.873 
0.912 
0.887 
0.856 

0.933 0.905 0.834 

Entertainment ET1 
ET2 
ET3 
ET4 

0.922 
0.951 
0.943 
0.937 

0.967 0.955 0.891 

Irritation IR1 
IR2 
IR3 
IR4 

0.913 
0.951 
0.940 
0.868 

0.956 0.939 0.835 

Incentive IC1 
IC2 
IC3 
IC4 

0.884 
0.915 
0.927 
0.887 

0.947 0.925 0.768 

Advertisement 
Value 

AV1 
AV2 
AV3 
AV4 

0.923 
0.935 
0.944 
0.914 

0.962 
 

0.947 0.900 

Trust TR1 
TR2 
TR3 
TR4 

0.885 
0.918 
0.907 
0.614 

0.904 0.857 0.856 

Perceived Risk PR1 
PR2 
PR3 
PR4 

0.870 
0.920 
0.935 
0.884 

0.946 0.925 0.790 

Inspire to 
behaviour 

ITB1 
ITB2 
ITB3 
ITB4 

0.936 
0.957 
0.951 
0.953 

0.973 0.963 0.719 

 

Table 3. Discriminant Validity - HTMT Criterion 

Construct AV ET IC IF ITB IR PR TR 

Advertisement Value 
        

Entertainment 0.841 
       

Incentive 0.935 0.847 
      

Informativeness 0.800 0.823 0.830 
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Table 4. F-Square 

 

Based on the f-square test results table in Table 4 above, it can be concluded that the 
variables in this research model are categorized into three levels of influence: 
Large influence: IC → AV 
Medium influence: ET → AV, IF → AV, IR → AV, AV → ITB, PR → ITB, TR → ITB, TR → PR 

 
Table 5. Step Two: Structural Model Assessment 

Construct AV ET IC IF ITB IR PR TR 

Inspire to behaviour 0.863 0.819 0.865 0.746 
    

Irritation 0.517 0.464 0.483 0.427 0.467 
   

Perceived risk 0.405 0.386 0.343 0.249 0.509 0.667 
  

Trust 0.933 0.838 0.946 0.784 0.911 0.469 0.389 
 

Construct AV ET IC IF ITB IR PR TR 

Advertisement Value     0.152    
Entertainment 0.078        
Incentive 0.532        
Informativeness 0.013        
Inspire to behaviour         
Irritation 0.032        
Perceived risk     0.108    
Trust     0.271  0.172  

No Hypothesis 
Original 

Sample 

Sample 

Mean 

T 

Value 

P 

Value 
Conclusion 

H1 Informativeness has a 
positive influence on 
Advertisement Value 

0.085 0.086 1.797 0.000 Supported 

H2 Entertainment has a positive 
influence on Advertisement 
Value 

0.226 0.225 3.87 0.000 Supported 

H3 Irritations have a negative 
influence on Advertisement 
Value 

-0.091 -0.091 2.873 0.000 Supported 

H4 The incentive has a positive 
influence on Advertisement 
Value 

0.588 0.588 10.830 0.036 Supported 

H5 Advertisement Value has a 
positive influence on Inspire-
to behavior 

0.356 0.358 4.431 0,002 Supported 

H6 Perceived Risk has a negative 
influence on Inspire-to-
behavior 

-0.170 -0.170 4.201 0.000 Supported 

H7a Trust has a positive influence 
on Inspire-to behavior 

0.473 0.473 6.173 0.000 Supported 

H7B Trust has a negative influence 
on Perceived Risk 

-0.383 -0.387 5.930 0.000 Supported 
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The structural model with outcomes of the eight direct connecting hypotheses is 

exhibited in Figure 1. For the final findings, the bootstrap resampling method with 5,000 

samples is suggested (Hair et al., 2017), using the initial 306 sample sizes. Table 4 displays the 

path coefficient, standard deviation, T statistics, and p-value. The results established that: 

H1: Informativeness → Advertisement Value, Higher perceived informativeness positively 

correlates with advertisement value (T Value = 1.797, path coefficient = 0.085), aligning with 

previous research. This underscores the importance of informative content in enhancing 

advertisement effectiveness. 

H2: Entertainment → Advertisement Value, Increased perceived entertainment positively 

influences advertisement value (T Value = 3.870, path coefficient = 0.226), emphasizing its 

role in engaging users and promoting positive word-of-mouth. 

H3: Irritation → Advertisement Value, Higher levels of irritation negatively impact 

advertisement value (T Value = 2.873, path coefficient = -0.091). Minimizing irritation is crucial 

for maintaining advertisement effectiveness. 

H4: Incentive → Advertisement Value, strongly supported, incentives significantly enhance 

advertisement value (T Value = 10.830, path coefficient = 0.558), highlighting their pivotal role 

in motivating consumer engagement. 

H5: Advertisement Value → Inspire-to Behaviour, Higher advertisement value leads to 

increased inspire-to behaviour (T Value = 4.331, path coefficient = 0.356), indicating that well-

valued advertisements inspire user action. 

H6: Perceived Risk → Inspire-to Behaviour, Increased perceived risk reduces inspire-to 

behavior (T Value = 4.201, path coefficient = -0.170), aligning with research on consumer 

adoption behavior and perceived risk. 

H7a: Trust → Inspire-to Behaviour, Greater trust positively influences inspire-to behavior (T 

Value = 6.173, path coefficient = 0.473), reducing perceived risks and enhancing perceived 

benefits in adopting online loan applications. 

H7b: Trust → Perceived Risk, Higher trust levels decrease perceived risks (T Value = 5.930, path 

coefficient = -0.383), underscoring trust's role in alleviating consumer concerns and 

promoting adoption. 

In summary, these findings provide valuable insights into optimizing online loan 

advertisement strategies by focusing on informativeness, entertainment, incentives, trust, 

and managing perceived risk to enhance consumer engagement and adoption behaviors. 

4.2 Discussion and Implications 
Based on the implications discussed, this study significantly contributes to both 

managerial practices and theoretical advancements in the realm of digital marketing and 

consumer behavior, particularly within the burgeoning sector of online loan services in 

Indonesia. The findings underscore the critical role of factors like informativeness, 

entertainment, irritation, incentive, perceived risk, and trust in shaping advertisement value 

and consumer decisions. For managerial implications, businesses in the online loan industry 
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are advised to craft advertisements that not only provide clear and beneficial information but 

also engage and entertain consumers effectively. Incentives emerge as a potent tool for 

enhancing advertisement value, necessitating strategic offers that appeal directly to 

consumer motivations. Conversely, managing irritation levels is crucial to prevent consumer 

discomfort, highlighting the delicate balance required in advertisement strategies. 

Moreover, building and maintaining consumer trust is pivotal for reducing perceived risks 

associated with online financial services. Companies must prioritize transparency, data 

security, and reliable service provision to foster trust among consumers, especially in a market 

where skepticism toward digital financial services remains prevalent. This ethical 

responsibility extends to avoiding misleading practices and excessive incentives that could 

undermine consumer decision-making integrity. Adhering to ethical standards not only 

safeguards consumer welfare but also safeguards long-term brand reputation and consumer 

trust, crucial for sustainable business growth in the digital age. 

The theoretical implications of this study advance existing literature by empirically 

validating theories related to consumer behavior in digital marketing contexts. It expands 

understanding of how cultural and social factors unique to Indonesia may influence consumer 

responses to online loan advertisements. Future research could delve deeper into these 

cultural nuances to develop more comprehensive marketing models applicable across diverse 

geographical and cultural contexts. Ultimately, this study advocates for ethical marketing 

practices that prioritize consumer well-being, thereby contributing to the development of a 

more transparent and trustworthy digital financial landscape in Indonesia. 

The application of Partial Least Squares Structural Equation Modeling (PLS-SEM) in this 

study, as highlighted by Hair et al. (2020), underscores its utility in analyzing complex 

relationships among variables in quantitative research, particularly in handling non-normal 

data and extending theoretical frameworks. This methodological choice facilitated a 

comprehensive examination of how factors such as informativeness, entertainment, 

irritation, incentive, perceived risk, and trust influence advertisement value and consumer 

behavior in the context of online loan advertisements targeted at Gen-Z individuals (18-27 

years old). Confirming the findings, Abbasi et al. (2022) observed that "Incentive has proven 

to be a very strong factor in increasing ad value," aligning with our study's emphasis on the 

strategic role of incentives in enhancing advertisement effectiveness. The significant T-value 

of 10.83 for incentive underscores its potent influence, reflecting its direct and compelling 

effect in motivating consumer response to advertisements through attractive offers such as 

discounts, rewards, or special promotions (Hair et al., 2020).  

It supports the argument that perceived risk and trust play pivotal roles in shaping 

consumer decisions, echoing insights from prior literature (Malhotra et al., 2017). This 

underscores the importance of transparency and consumer-centric practices in online 

financial services, as emphasized. The findings also suggest avenues for future research into 

cultural and social factors unique to Indonesia, which may further elucidate their impact on 

consumer responses to online loan advertisements. 

In conclusion, this study not only offers practical implications for managerial strategies in 

the online loan industry but also enriches theoretical understanding of digital marketing and 

consumer behavior research. By advocating for ethical advertising practices and emphasizing 
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the strategic importance of factors like incentives, irritation management, and trust-building, 

it seeks to foster a sustainable and trustworthy digital financial ecosystem in Indonesia. 

5. LIMITATION AND FUTURE RESEARCH 

5.1 Limitation 
Despite the valuable findings of this study, several limitations should be considered. 

Firstly, the sample was confined to Gen-Z individuals aged 18-27 years old. This demographic 

focus, while providing targeted insights, restricts the generalizability of the results to other 

age groups. Future research should encompass a broader age range to ensure wider 

applicability across different consumer segments. Abbasi et al. (2022) highlighted that "the 

age and cognitive differences in the target audience" can significantly impact the outcomes, 

suggesting that younger audiences might not respond similarly to older ones. 

Additionally, the reliance on self-reported data introduces potential biases such as social 

desirability or recall errors. The cross-sectional design further limits the ability to establish 

causality between variables. Abbasi et al. (2022) acknowledged this issue, noting that "cross-

sectional data limit the ability to infer causal relationships," underscoring the need for 

longitudinal studies to confirm the causal links identified. 

The study's context is also geographically and culturally specific to Indonesia, which might 

influence the findings. As Abbasi et al. (2022) pointed out, cultural factors can "moderate the 

effectiveness of advertisement strategies," suggesting that results could vary significantly in 

different cultural settings. Replicating this study in various regions would enhance the 

robustness and generalizability of the findings. 

Moreover, while the PLS-SEM method is advantageous for handling complex models and 

non-normal data, it comes with inherent limitations. Abbasi et al. (2022) indicated that 

"model specification and interpretation of indirect effects can be challenging," suggesting 

that future research might benefit from incorporating alternative statistical methods or 

qualitative approaches to gain a deeper understanding of the mechanisms at play. 

In summary, addressing these limitations in future studies will help validate and extend 

the current findings, contributing to a more comprehensive understanding of online loan 

advertisement effectiveness across diverse contexts and populations. 

 

5.2 Future Research 
Future studies should expand on the current research to address its limitations and 

explore new dimensions of online loan advertisement effectiveness. To enhance 

generalizability, future research should include a more diverse age range and encompass 

different demographic groups beyond Gen-Z. Abbasi et al. (2022) emphasized the importance 

of including varied age groups, noting that "age and cognitive differences in the target 

audience" can influence responses to advertisements. Similarly, Waller & Fam (2000) pointed 

out that "advertising perceptions and responses can vary significantly across different age 

cohorts," suggesting the need for broader demographic sampling. 

Furthermore, employing longitudinal designs can help establish causal relationships 

more robustly, as Abbasi et al., (2022) suggested that "cross-sectional data limit the ability to 

infer causal relationships." Investigating the impact of cultural factors on advertisement 

effectiveness in different regions would provide a broader understanding of how cultural 
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contexts influence consumer behaviour. De Mooij, (2019) highlighted that "cultural values 

and communication styles significantly impact the effectiveness of advertising strategies," 

indicating the need for comparative studies across different cultural settings. 

Additionally, integrating qualitative methods could offer deeper insights into the 

underlying mechanisms of consumer responses to advertisements. Abbasi et al. (2022) 

acknowledged that "model specification and interpretation of indirect effects can be 

challenging," suggesting that mixed-method approaches might uncover nuances that 

quantitative data alone cannot capture. Denzin et al. (2023) also stressed the value of 

qualitative research in "providing rich, contextualized understandings of complex 

phenomena." 

Finally, exploring new variables such as emotional engagement or social influence could 

enrich the understanding of what drives advertisement value and consumer behaviour. (Batra 

& Ray, 1986) argued that "emotional responses to advertisements can significantly influence 

consumer attitudes and behaviours," emphasizing the potential for future research to 

investigate these dimensions. By addressing these areas, future research can build on the 

current findings and contribute to the development of more effective and culturally sensitive 

advertisement strategies.  
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Appendix 

Constructs Code Items 

Informativeness IF1 Online loan advertisements provide money loan information at the 
right time for me. 

IF2 Online loan advertisements provide money loan information that is 
relevant to me. 

IF3 Online loan advertisements are a good source of loan information. 

IF4 Online loan advertisements provide the latest product or service 
information about online loans. 

Entertainment ET1 Online loan advertisements provide entertainment for me. 

ET2 Online loan advertisements give me a pleasant impression. 

ET3 Online loan advertisements are interesting to me. 

ET4 I enjoy online loan advertisements. 

Irritation IR1 Online loan advertisements annoy me. 

IR2 Online loan advertisements interrupt me. 

IR3 Online loan advertisements make me uncomfortable. 

IR4 The frequency of online loan advertisements is excessive for me. 

Incentive IC1 Online loan advertisements that provide bonus money/points from 
loans give me satisfaction. 

IC2 I like online loan advertisements that offer large loan limits. 

IC3 I like the ease of loans offered by online loan advertisements. 

IC4 I like online loan advertisements that offer very low interest rates. 

Advertisement 
Value 

AV1 I find online loan advertisements valuable. 

AV2 I find online loan advertisements useful. 

AV3 I find online loan advertisements important. 

AV4 I find online loan advertisements useful. 

Perceived Risk PR1 I am worried that my personal information will be leaked or stolen 
when I use an online loan application 

PR2 I am worried that the online loan payment system is not secure 

PR3 I think borrowing money from online loans is risky. 

PR4 I don't trust online loans. 

 
Trust 

TR1 Online loans are reliable. 

TR2 Online loans are trustworthy. 

TR3 Online loans care about user benefits. 

TR4 Online loans are supervised by trusted third-party organizations 
such as OJK. 
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Inspire-to 
behavior 

ITB1 I am inspired to download online loan applications. 

ITB2 I feel the desire to download online loan applications 

ITB3 My interest in downloading online loan applications is increasing. 

ITB4 I am motivated to download online loan applications is increasing. 

 


