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Abstractꢀꢀ  
Thisꢀstudyꢀaimedꢀtoꢀinvestigateꢀtheꢀeffectꢀofꢀmessageꢀframingꢀonꢀprospectiveꢀstudents'ꢀattitudesꢀandꢀ  
theꢀimpactꢀonꢀtheirꢀintentionꢀtoꢀselectꢀaꢀcollege.ꢀMarketersꢀoftenꢀfaceꢀdifficultiesꢀexpressingꢀmessagesꢀ  
positivelyꢀorꢀnegatively.ꢀThisꢀstudyꢀwasꢀconductedꢀonꢀVocationalꢀandꢀHighꢀSchoolꢀstudentsꢀusingꢀanꢀ  
experimentalꢀ laboratoryꢀ designꢀ withꢀ positiveꢀ andꢀ negativeꢀ messageꢀ framingꢀ advertisements.ꢀ  
Manipulationꢀ checksꢀ wereꢀ conductedꢀ onꢀ 30ꢀ participantsꢀ toꢀ testꢀ whetherꢀ theyꢀ couldꢀ differentiateꢀ  
betweenꢀ theꢀ two.ꢀ Theꢀ resultsꢀ showedꢀ aꢀ significantꢀ differenceꢀ inꢀ beliefꢀ andꢀ evaluationꢀ ofꢀ  
advertisementsꢀ usingꢀ positiveꢀ andꢀ negativeꢀ messageꢀ framing,ꢀ indicatingꢀ bothꢀ canꢀ beꢀ differentiated.ꢀ  
Furthermore,ꢀ hypothesisꢀ testsꢀ usingꢀ Smartꢀ PLSꢀ showedꢀ noꢀ differenceꢀ inꢀ consumerꢀ attitudesꢀ inꢀ  
universityꢀ advertisementsꢀ usingꢀ positiveꢀ andꢀnegativeꢀmessageꢀ framing,ꢀ resultingꢀ toꢀ haveꢀ theꢀ sameꢀ  
attitude.ꢀTheꢀsecondꢀhypothesisꢀtestꢀshowedꢀthatꢀconsumerꢀattitudesꢀpositivelyꢀandꢀsignificantlyꢀaffectꢀ  
theꢀprospectiveꢀstudents’ꢀintentions.ꢀ  
ꢀ
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ꢀ
INTRODUCTIONꢀꢀ  
ꢀ

Manyꢀhighꢀschoolꢀgraduatesꢀwantꢀtoꢀproceedꢀtoꢀcollegeꢀeveryꢀyear.ꢀThisꢀrequiresꢀthemꢀtoꢀselectꢀ  
aꢀ collegeꢀ andꢀ provideꢀ informationꢀ aboutꢀ theꢀ graduate'sꢀ abilities,ꢀ universityꢀ quality,ꢀ andꢀ degreeꢀ  
obtainedꢀ (Horstschräer,ꢀ 2012).ꢀ Universitiesꢀ needꢀ toꢀ provideꢀ completeꢀ andꢀ interestingꢀ informationꢀ  
aboutꢀ theirꢀ qualitiesꢀ toꢀ getꢀ qualityꢀ prospectiveꢀ students.ꢀ Thisꢀ requiresꢀ universitiesꢀ toꢀ disseminateꢀ  
promotionalꢀ informationꢀ throughꢀ advertisements.ꢀ Fakhriꢀ etꢀ al.,ꢀ (2017)ꢀ identifiedꢀ fiveꢀ factorsꢀ thatꢀ  
shapeꢀtheꢀchoiceꢀofꢀprivateꢀuniversities,ꢀincludingꢀtheꢀcollege'sꢀimage,ꢀlocation,ꢀandꢀpromotion,ꢀasꢀwellꢀ  
asꢀtheꢀinfluenceꢀofꢀparentsꢀandꢀfriends.ꢀꢀ  

Zadehꢀ&ꢀMirzaei-Alamoutiꢀ (2017)ꢀ statedꢀ thatꢀ advertisingꢀ isꢀ aꢀmeansꢀofꢀ communicationꢀwithꢀ  
organizationalꢀ clientsꢀ toꢀ increaseꢀ customerꢀ impact.ꢀ Toꢀ achieveꢀ thisꢀ goal,ꢀ marketersꢀ mustꢀ designꢀ  
advertisingꢀcontentꢀproperlyꢀtoꢀensureꢀthatꢀconsumersꢀrespondꢀasꢀexpected.ꢀInꢀthisꢀcase,ꢀtheyꢀdesignꢀ  
advertisementsꢀbyꢀcreatingꢀproperꢀ framingꢀmessages.ꢀMessageꢀ framingꢀcouldꢀbeꢀdesignedꢀpositivelyꢀ  

111ꢀ  
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andꢀnegativelyꢀtoꢀinfluenceꢀbehaviorꢀ(Cesarioꢀetꢀal.,ꢀ2013).ꢀAccordingꢀtoꢀCesarioꢀetꢀal.,ꢀ(2013),ꢀframingꢀ  
positiveꢀ andꢀnegativeꢀmessagesꢀ helpsꢀmarketersꢀ predictꢀwhenꢀdifferentꢀ framesꢀ effectivelyꢀ influenceꢀ  
behavior.ꢀ  

Royꢀ &ꢀ Sharmaꢀ (2015)ꢀ statedꢀ thatꢀ messageꢀ framingꢀ conveysꢀ theꢀ positiveꢀ consequencesꢀ ofꢀ  
adoptingꢀaꢀbehaviorꢀ(aꢀgainꢀ frame).ꢀ Itꢀmayꢀalsoꢀconveyꢀtheꢀnegativeꢀconsequencesꢀofꢀnotꢀadoptingꢀaꢀ  
behaviorꢀ (aꢀ lossꢀ frame).ꢀ Theꢀ relativeꢀ effectivenessꢀ ofꢀ gain-orꢀ loss-framedꢀmessagesꢀ dependsꢀ onꢀ theꢀ  
messageꢀrecipient’sꢀdispositionꢀ(Covey,ꢀ2014).ꢀMarketersꢀoftenꢀfaceꢀdifficultyꢀexpressingꢀmessagesꢀinꢀ  
positiveꢀorꢀnegativeꢀframing.ꢀAdditionally,ꢀtheꢀeffectꢀofꢀmessagesꢀisꢀnotꢀtheꢀsameꢀunderꢀallꢀconditionsꢀ  
andꢀcouldꢀbeꢀmoderatedꢀbyꢀotherꢀfactors.ꢀꢀ  

Solihaꢀ&ꢀPurwantoꢀ(2012)ꢀshowedꢀsignificantꢀdifferencesꢀbetweenꢀconsumerꢀriskꢀperceptionsꢀ  
asꢀwellꢀasꢀpositiveꢀandꢀnegativeꢀmessagingꢀ framing.ꢀTheꢀmotivationꢀmoderatesꢀ theꢀeffectꢀofꢀ framingꢀ  
messagesꢀonꢀconsumerꢀriskꢀperceptions.ꢀInꢀthisꢀstudy,ꢀtheꢀadvertisingꢀisꢀcollegeꢀadvertising.ꢀSegevꢀetꢀ  
al.,ꢀ (2015)ꢀ foundꢀ thatꢀ Aꢀ gain-framedꢀ advertisementꢀ elicitsꢀ moreꢀ favorableꢀ attitudesꢀ towardꢀ  
advertisementsꢀ thanꢀ aꢀ loss-framedꢀ advertisement.ꢀ Moreover,ꢀ messageꢀ framingꢀ inꢀ functionalꢀ foodꢀ  
productsꢀ wasꢀ moreꢀ effectiveꢀ thanꢀ negativeꢀ messageꢀ framingꢀ (Solihaꢀ etꢀ al.,ꢀ 2014).ꢀ Fatmawatiꢀ etꢀ al.ꢀ  
(2018)ꢀfoundꢀnoꢀdifferenceꢀinꢀtheꢀattitudesꢀofꢀconsumersꢀthatꢀreceivedꢀpositiveꢀandꢀnegativeꢀmessageꢀ  
framing.ꢀꢀ  

Toꢀ explainꢀ theꢀ attitudeꢀ andꢀ behaviorꢀmodel,ꢀ thisꢀ studyꢀ usesꢀ theꢀ theoryꢀ ofꢀ plannedꢀ behaviorꢀ  
(TPB)ꢀ fromꢀ Ajzenꢀ (2015).ꢀ TPBꢀ hasꢀ beenꢀ shownꢀ toꢀ provideꢀ consistentꢀ behavioralꢀ predictionsꢀ ofꢀ  
perceivedꢀbehavioralꢀ intentionꢀandꢀcontrol,ꢀandꢀthatꢀ largeꢀchangesꢀinꢀtheꢀintentionꢀareꢀfoundꢀtoꢀalsoꢀ  
resultꢀ inꢀ behavioralꢀ changesꢀ (Sniehottaꢀ etꢀ al.,ꢀ 2014).ꢀ Accordingꢀ toꢀ thisꢀ model,ꢀ attitudes,ꢀ subjectiveꢀ  
norms,ꢀ andꢀperceivedꢀbehavioralꢀ controlꢀ (PBC)ꢀ helpꢀ understandꢀ theꢀ reasonsꢀ orꢀ factorsꢀ thatꢀ explainꢀ  
individualꢀactionsꢀ(Putraꢀetꢀal.,ꢀ2022;ꢀChengꢀ&ꢀHuang,ꢀ2013).ꢀꢀ  

Putraꢀ etꢀ al.ꢀ (2022)ꢀ statedꢀ thatꢀ TPBꢀ explainsꢀ individualsꢀ intendꢀ toꢀ performꢀ aꢀ behaviorꢀwhenꢀ  
theyꢀ evaluateꢀ itꢀ positively,ꢀ believeꢀ thatꢀ othersꢀ supportꢀ it,ꢀ andꢀ perceiveꢀ itꢀ toꢀ beꢀ underꢀ theirꢀ control.ꢀ  
Attitudesꢀtowardꢀbehaviorꢀareꢀindividualꢀpositiveꢀorꢀnegativeꢀfeelingsꢀaboutꢀperformingꢀaꢀbehavior.ꢀInꢀ  
thisꢀcase,ꢀpeopleꢀhaveꢀaꢀmoreꢀpositiveꢀattitudeꢀtoꢀactꢀwhenꢀtheyꢀbelieveꢀtheꢀbehaviorꢀhasꢀmoreꢀpositiveꢀ  
consequencesꢀ(Ajzen,ꢀ2015).ꢀꢀ  

Anꢀ explicitꢀ experimentalꢀ frameworkꢀ aboutꢀ differentꢀ sensitivitiesꢀ toꢀ advantagesꢀ andꢀ  
disadvantagesꢀisꢀneededꢀtoꢀdetermineꢀtheꢀdifferencesꢀinꢀindividualꢀattitudes,ꢀbehavior,ꢀandꢀsituationalꢀ  
influenceꢀ(Cesarioꢀetꢀal.,ꢀ2013).ꢀStudiesꢀonꢀuniversityꢀadvertisementsꢀusedꢀtheꢀsurveyꢀmethod.ꢀ Janꢀ&  
Ammariꢀ (2016)ꢀ examinedꢀ theꢀ effectꢀ ofꢀ onlineꢀ advertisingꢀ onꢀ decision-makingꢀ andꢀ theirꢀ choiceꢀ ofꢀ  
higherꢀeducationꢀusingꢀaꢀsampleꢀofꢀ350ꢀstudents.ꢀNjomoꢀ(2014)ꢀalsoꢀexploredꢀtheꢀimpactꢀofꢀdeceptiveꢀ  
advertisingꢀ inꢀ Privateꢀ Higherꢀ Educationꢀ Institutionsꢀ inꢀ Cameroonꢀ usingꢀ aꢀ surveyꢀ methodꢀ withꢀ 201ꢀ  
students.ꢀ  

ThisꢀstudyꢀdiffersꢀfromꢀSolihaꢀetꢀal.,ꢀ(2014),ꢀwhichꢀexaminedꢀhigherꢀeducationꢀadvertisingꢀbyꢀ  
testingꢀtheꢀmessageꢀframingꢀeffectꢀonꢀconsumerꢀriskꢀperception.ꢀTheꢀstudyꢀfoundꢀthatꢀconsumersꢀfeelꢀaꢀ  
lowerꢀriskꢀperceptionꢀofꢀaꢀpositiveꢀmessageꢀframingꢀinꢀhigherꢀeducationꢀadvertising.ꢀInꢀcontrast,ꢀthisꢀ  
studyꢀaimsꢀ toꢀexamineꢀ theꢀeffectꢀofꢀmessageꢀ framingꢀonꢀattitudes.ꢀAccordingꢀ toꢀSolihaꢀetꢀal.,ꢀ (2014),ꢀ  
negativeꢀmessageꢀ framingꢀwasꢀmoreꢀ effectiveꢀ inꢀ functionalꢀ foodꢀ advertisements.ꢀ Thisꢀ currentꢀ studyꢀ  
alsoꢀdiffersꢀ fromꢀFatmawatiꢀetꢀal.,ꢀ (2018),ꢀwhichꢀ testedꢀ theꢀeffectsꢀofꢀmessageꢀ framingꢀ inꢀpromotingꢀ  
electricity-savingꢀ behavior.ꢀ Theꢀ resultsꢀ showedꢀ noꢀ differenceꢀ inꢀ attitudesꢀ betweenꢀ positiveꢀ andꢀ  
negativeꢀmessageꢀframing.ꢀꢀ  

ꢀTheꢀnoveltyꢀofꢀthisꢀstudyꢀaimedꢀtoꢀexamineꢀtheꢀeffectꢀofꢀmessageꢀframingꢀonꢀattitudesꢀandꢀtheꢀ  
intentionꢀ toꢀ selectꢀ higherꢀ educationꢀ forꢀ Highꢀ andꢀ Vocationalꢀ Highꢀ Schoolꢀ studentsꢀ usingꢀ collegeꢀ  
advertisements.ꢀ Messageꢀ framingꢀ affectsꢀ individualꢀ attitudesꢀ andꢀ intentionsꢀ comprehensively.ꢀ Anꢀ  
experimentalꢀ approachꢀ wasꢀ usedꢀ toꢀ understandꢀ theꢀ framingꢀ ofꢀ messagesꢀ andꢀ describeꢀ individualꢀ  
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intentions.ꢀ Theꢀ resultsꢀ wereꢀ confirmedꢀ byꢀ testingꢀ theꢀ modelꢀ usingꢀ structuralꢀ equationꢀ modelingꢀ  
analysis.ꢀꢀ  

ꢀ
HYPOTHESISꢀDEVELOPMENTꢀ  
ꢀ
Theꢀrelationꢀbetweenꢀmessageꢀframingꢀandꢀconsumerꢀattitudeꢀꢀ  
ꢀ ꢀ Theꢀ prospectꢀ theoryꢀ statedꢀ thatꢀ framingꢀ influencesꢀ people’sꢀ decisions.ꢀ Rothmanꢀ &ꢀ Saloveyꢀ  
(1997)ꢀproposedꢀthatꢀdifferentꢀbehaviorsꢀhaveꢀdifferentꢀlevelsꢀofꢀrisk,ꢀmeaningꢀframingꢀeffectsꢀshouldꢀ  
differꢀ acrossꢀ behavioralꢀ classes.ꢀ Aꢀmessagingꢀ frameworkꢀ couldꢀ beꢀ designedꢀ byꢀmakingꢀpositiveꢀ andꢀ  
negativeꢀmessageꢀframingꢀ(Cesarioꢀetꢀal.,ꢀ2013).ꢀMoreover,ꢀtheꢀprospectꢀtheoryꢀstatedꢀthatꢀwhenꢀfacedꢀ  
withꢀoptionsꢀwithꢀcertainꢀandꢀuncertainꢀoutcomes,ꢀtheꢀframingꢀofꢀtheꢀuncertainꢀoutcomesꢀinfluencesꢀ  
people'sꢀ preferencesꢀ forꢀ eachꢀ optionꢀ (Rothmanꢀ &ꢀ Salovey,ꢀ 1997).ꢀ Peopleꢀ areꢀ risk-averseꢀ andꢀ risk-  
seekingꢀ whenꢀ theꢀ uncertainꢀ outcomeꢀ isꢀ framedꢀ basedꢀ onꢀ potentialꢀ gainsꢀ andꢀ losses,ꢀ respectivelyꢀ  
(Cesarioꢀetꢀal.,ꢀ2013).ꢀAccordingꢀ toꢀBartelsꢀetꢀal.,ꢀ (2010),ꢀpreventiveꢀbehaviorꢀ isꢀrisk-averseꢀorꢀmoreꢀ  
certainꢀandꢀisꢀbestꢀadvocatedꢀbyꢀaꢀbenefitsꢀframework.ꢀThisꢀmeansꢀthatꢀdetectionꢀbehaviorꢀisꢀriskyꢀorꢀ  
uncertainꢀ andꢀbestꢀ advocatedꢀbyꢀ theꢀ lossꢀ framework.ꢀ Segevꢀ etꢀ al.,ꢀ (2015)ꢀ foundꢀ thatꢀAꢀ gain-framedꢀ  
advertisementꢀ elicitsꢀ moreꢀ favorableꢀ attitudesꢀ towardꢀ advertisementsꢀ thanꢀ aꢀ loss-framedꢀ  
advertisement.ꢀ Inꢀ thisꢀcase,ꢀmessageꢀ framingꢀmustꢀbeꢀconsideredꢀwhenꢀmarketersꢀdeliverꢀmessages.ꢀ  
Theꢀ framingꢀ isꢀ likelyꢀ toꢀ affectꢀ consumerꢀ attitudesꢀ towardꢀ anꢀ advertisement.ꢀ Therefore,ꢀ theꢀ firstꢀ  
hypothesisꢀwasꢀformulatedꢀasꢀfollows:ꢀꢀ  
H1:ꢀConsumersꢀfeelꢀdifferentꢀattitudesꢀaboutꢀadvertisingꢀusingꢀpositiveꢀandꢀnegativeꢀmessageꢀframing.ꢀ  
ꢀ
Theꢀrelationꢀbetweenꢀconsumerꢀattitudeꢀandꢀintentionꢀꢀ  
ꢀ ꢀ Theꢀ intentionꢀ isꢀ closelyꢀ relatedꢀ toꢀ purchaseꢀ motivesꢀ (Julianaꢀ &ꢀ Sihombing,ꢀ 2019).ꢀ Itꢀ isꢀ theꢀ  
consumerꢀ tendsꢀ toꢀ buyꢀ aꢀ serviceꢀ orꢀ productꢀ influencedꢀ byꢀ theꢀ informationꢀ collectedꢀ (Banjarnahor,ꢀ  
2018).ꢀReferringꢀtoꢀtheꢀtheoryꢀofꢀplannedꢀbehavior,ꢀattitudeꢀisꢀoneꢀofꢀtheꢀantecedentsꢀthatꢀinfluenceꢀaꢀ  
person'sꢀintentionꢀtoꢀactꢀ(Putraꢀetꢀal.,ꢀ2022).ꢀAttitudeꢀexpressesꢀpeople’sꢀfeelingsꢀthatꢀreflectꢀtheirꢀlikesꢀ  
orꢀdislikesꢀtowardsꢀanꢀobject.ꢀInꢀlineꢀwithꢀthis,ꢀconsumers'ꢀattitudesꢀhadꢀsignificantꢀrelationshipsꢀwithꢀ  
purchaseꢀintentionsꢀofꢀhybridꢀcarsꢀinꢀMalaysiaꢀ(Teohꢀ&ꢀNoor,ꢀ2015).ꢀAdrinantoꢀ(2016)ꢀfoundꢀaꢀpositiveꢀ  
influenceꢀ ofꢀ attitudeꢀ onꢀ behavioralꢀ intentionꢀ toꢀ adoptꢀ m-banking.ꢀ Furthermore,ꢀ Putraꢀ etꢀ al.ꢀ (2022)ꢀ  
showedꢀ thatꢀ attitudeꢀ positivelyꢀ affectsꢀ theꢀ intentionꢀ toꢀ useꢀ freemium-paidꢀ versionsꢀ ofꢀ onlineꢀ  
applicationsꢀandꢀgames.ꢀTheꢀattitudeꢀtowardsꢀonlineꢀshoppingꢀpositivelyꢀaffectedꢀcustomers’ꢀintentionꢀ  
toꢀ purchaseꢀ onlineꢀ (Tranꢀ &ꢀ Nguyen,ꢀ 2022).ꢀ Abdullahꢀ &ꢀ Yuꢀ (2019)ꢀ foundꢀ aꢀ positiveꢀ andꢀ significantꢀ  
relationshipꢀbetweenꢀattitudesꢀ andꢀ consumerꢀ intentionꢀ toꢀpurchaseꢀ luxuriousꢀ counterfeitꢀ fashionꢀ inꢀ  
China.ꢀ Thereꢀ wasꢀ alsoꢀ aꢀ positiveꢀ correlationꢀ betweenꢀ attitudesꢀ andꢀ intentionꢀ toꢀ purchaseꢀ  
counterfeitingꢀluxuriousꢀfashionꢀproductsꢀinꢀVietnamꢀ(Haꢀ&ꢀTam,ꢀ2015).ꢀTheꢀpathꢀcoefficientꢀbetweenꢀ  
attitudesꢀtowardsꢀfashionꢀcounterfeitꢀandꢀpurchaseꢀintentionꢀisꢀpositiveꢀandꢀsignificantꢀ(Jaiyeobaꢀetꢀal.,ꢀ  
2015).ꢀ Inꢀ lineꢀ withꢀ this,ꢀ Pérez-ꢀ Villarrealꢀ etꢀ al.ꢀ (2020)ꢀ confirmedꢀ theꢀ importanceꢀ ofꢀ attitudesꢀ onꢀ  
intentions.ꢀꢀꢀTherefore,ꢀtheꢀsecondꢀhypothesisꢀwasꢀformulatedꢀasꢀfollows:ꢀꢀ  
H2:ꢀConsumerꢀattitudesꢀpositivelyꢀaffectꢀintention.ꢀ  
ꢀ
METHODꢀꢀ  
ꢀ

Thisꢀ studyꢀ usedꢀ anꢀ experimentalꢀmethodꢀ toꢀ identifyꢀ causalꢀ relationshipsꢀ betweenꢀ variables.ꢀ  
Theꢀ methodꢀ involvesꢀ interventionꢀ beyondꢀ measurementꢀ toꢀ manipulateꢀ variablesꢀ andꢀ observeꢀ theirꢀ  
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effectsꢀonꢀpeopleꢀorꢀphysicalꢀentitiesꢀ(Blumbergꢀetꢀal.,ꢀ2014).ꢀCommonꢀinterventionsꢀareꢀmanipulatingꢀ  
andꢀ observingꢀ theꢀ variables’ꢀ effectꢀ onꢀ theꢀ subjectsꢀ studied.ꢀ Thisꢀ studyꢀ manipulatedꢀ independentꢀ  
variablesꢀandꢀobservedꢀtheꢀeffectsꢀofꢀdependentꢀvariablesꢀ(Soliha,ꢀ2016).ꢀꢀ  

Thisꢀstudyꢀusedꢀanꢀexperimentalꢀapproach,ꢀwhichꢀmanipulatesꢀvariablesꢀexplicitlyꢀandꢀdividesꢀ  
theꢀ subjectꢀ intoꢀ experimentalꢀ andꢀ controlꢀ groupsꢀ (Blumbergꢀ etꢀ al.,ꢀ 2014).ꢀ Theꢀ messageꢀ framingꢀ  
variablesꢀ wereꢀ manipulatedꢀ intoꢀ positiveꢀ andꢀ negative,ꢀ andꢀ subjectsꢀ wereꢀ dividedꢀ intoꢀ theseꢀ twoꢀ  
groups,ꢀ butꢀ aꢀ controlꢀ groupꢀ wasꢀ notꢀ created.ꢀ Thisꢀ meansꢀ thatꢀ aꢀ laboratoryꢀ experiment,ꢀ asꢀ wellꢀ asꢀ  
measuredꢀattitudesꢀandꢀintentionsꢀusingꢀmeasurementsꢀadoptedꢀfromꢀSetiawanꢀ&ꢀSantosaꢀ(2020),ꢀwasꢀ  
conducted.ꢀ Theꢀ variableꢀ measurementꢀ usedꢀ aꢀ Likertꢀ scale,ꢀ rangingꢀ betweenꢀ stronglyꢀ disagreeꢀ andꢀ  
stronglyꢀagree,ꢀasꢀshownꢀinꢀTableꢀ1.ꢀꢀ  

ꢀ
Tableꢀ1ꢀ  

Measurementꢀꢀ  

Researchersꢀ   Measurementꢀ  

1.ꢀ Iꢀ believeꢀ enrollingꢀ inꢀ aꢀ collegeꢀ wouldꢀ fulfillꢀ myꢀ  
desire.ꢀ  Consumer’sꢀAttitudeꢀ  

(Setiawanꢀ&ꢀSantosa,ꢀ  
2020)ꢀ  

Beliefꢀ   2.ꢀIꢀbelieveꢀenrollingꢀinꢀcollegeꢀwouldꢀmakeꢀmeꢀproud.ꢀ  
3.ꢀ Iꢀ believeꢀ enrollingꢀ inꢀ collegeꢀ wouldꢀ giveꢀ meꢀ  
satisfaction.ꢀ  

1.ꢀEnrollingꢀinꢀthisꢀcollegeꢀwouldꢀfulfillꢀmyꢀwishꢀꢀ  
Evaluationꢀ 2.ꢀEnrollingꢀinꢀthisꢀcollegeꢀwouldꢀmakeꢀmeꢀproudꢀꢀꢀ  

3.ꢀEnrollingꢀinꢀthisꢀcollegeꢀwouldꢀmakeꢀmeꢀsatisfied.ꢀꢀ  
ꢀ

ꢀ 1.ꢀIꢀwillꢀtryꢀtoꢀenrollꢀinꢀaꢀcollege.ꢀ  
2.ꢀIꢀplanꢀtoꢀenrollꢀinꢀcollege.ꢀ  Intentionꢀ  

(Setiawanꢀ&ꢀSantosa,ꢀ  
2020)ꢀ   3.ꢀIꢀintendꢀtoꢀenrollꢀonꢀtheꢀcampus.ꢀ  

4.ꢀIꢀintendꢀtoꢀexploreꢀthisꢀcampus.ꢀꢀ  
ꢀ

Theꢀstudyꢀparticipantsꢀcomprisedꢀ89ꢀHighꢀandꢀVocationalꢀHighꢀSchoolꢀstudentsꢀselectedꢀusingꢀ  
theꢀ randomizationꢀ method.ꢀ Theꢀ randomizationꢀ methodꢀ minimizesꢀ orꢀ eliminatesꢀ theꢀ influenceꢀ ofꢀ  
extraneousꢀvariables.ꢀItꢀinvolvesꢀrandomlyꢀselectingꢀstudyꢀsubjectsꢀandꢀtheirꢀpopulationꢀandꢀassigningꢀ  
themꢀtoꢀcertainꢀconditions.ꢀ  
ꢀ
Experimentalꢀgeneralꢀdesignꢀ  

Thisꢀ studyꢀ conductedꢀ aꢀ laboratoryꢀ experimentꢀ inꢀ anꢀ artificialꢀ orꢀ regulatedꢀ environmentꢀ  
(Sekaranꢀ &ꢀ Bougie,ꢀ 2016).ꢀ Itꢀ usedꢀ aꢀ factorialꢀ designꢀ byꢀ simultaneouslyꢀ consideringꢀ twoꢀ orꢀ moreꢀ  
variablesꢀ(Aakerꢀetꢀal.,ꢀ2004).ꢀTheꢀfactorialꢀdesignꢀwas:ꢀ2x1ꢀbetweenꢀsubjectsꢀwhenꢀtestingꢀhypothesisꢀ  
1.ꢀ Participantsꢀ wereꢀ randomlyꢀ assignedꢀ toꢀ twoꢀ groups,ꢀ eachꢀ treatedꢀ withꢀ advertisementsꢀ withꢀ aꢀ  
positiveꢀmessageꢀorꢀnegativeꢀmessageꢀframing,ꢀdenotedꢀasꢀfollows:ꢀꢀ  

1. EG1ꢀꢀRꢀꢀX1ꢀꢀO1ꢀ  
ꢀꢀꢀꢀꢀ-------------------ꢀ  
2. EG2ꢀꢀRꢀꢀX2ꢀꢀꢀO2ꢀ  

ꢀ
Aꢀsubjectꢀwithꢀanꢀadvertisementꢀwithꢀaꢀpositiveꢀmessageꢀcannotꢀbeꢀshownꢀaꢀnegativeꢀmessageꢀ  

framingꢀ becauseꢀ thisꢀ wouldꢀ biasꢀ theꢀ sequenceꢀ effectꢀ (Aakerꢀ &ꢀ Kumar,ꢀ 2004).ꢀ Therefore,ꢀ theꢀ studyꢀ  
designꢀisꢀdenotedꢀasꢀfollows:ꢀ  

1. EG1ꢀꢀRꢀꢀꢀꢀꢀ(X1ꢀꢀO1)ꢀ  
ꢀꢀꢀꢀꢀꢀ----------------------ꢀ  
2. EG2ꢀꢀRꢀꢀꢀꢀꢀ(X2ꢀꢀO2)ꢀ  
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Internalꢀvalidityꢀꢀꢀ  
Thisꢀ studyꢀ carriedꢀ outꢀ controlꢀ toꢀ maintainꢀ internalꢀ validity,ꢀ whereꢀ theꢀ observedꢀ effectꢀ wasꢀ  

causedꢀonlyꢀbyꢀtheꢀexperimentalꢀtreatment.ꢀVariablesꢀotherꢀthanꢀindependentꢀvariablesꢀaffectingꢀtheꢀ  
dependentꢀ variableꢀ mustꢀ beꢀ controlledꢀ toꢀ achieveꢀ internalꢀ validity.ꢀ Studentꢀ participantsꢀ wereꢀ  
controlledꢀbasedꢀonꢀtheirꢀbiological,ꢀpsychological,ꢀandꢀemotionalꢀconditions.ꢀAdditionally,ꢀthisꢀstudyꢀ  
controlledꢀ theꢀ independenceꢀ ofꢀ theꢀ participants'ꢀ answersꢀ byꢀ adjustingꢀ theꢀ situationꢀ toꢀ ensureꢀ noꢀ  
communicationꢀbetweenꢀparticipants.ꢀꢀ  
ꢀ
Manipulationꢀdesignꢀ(treatment)ꢀꢀ  

Theꢀtreatmentꢀinvolvedꢀadvertisementsꢀmanipulatedꢀfromꢀtheꢀframingꢀofꢀpositiveꢀandꢀnegativeꢀ  
messages.ꢀ  
1. Adsꢀwithꢀpositiveꢀmessageꢀframingꢀ(treatment/advertisementꢀversionꢀ1/AdsꢀA)ꢀ  
2. Adsꢀwithꢀnegativeꢀmessageꢀframingꢀ(treatment/advertisementꢀversionꢀ2/AdsꢀB)ꢀ  
ꢀ
Stimulusꢀdesignꢀꢀꢀ  

Theꢀstimulusꢀmaterialꢀdesignꢀaimedꢀtoꢀdevelopꢀconditionsꢀwhereꢀparticipantsꢀcouldꢀprovideꢀanꢀ  
objectiveꢀ assessment.ꢀ Advertisementsꢀ wereꢀ stimulatedꢀ byꢀ dividingꢀ theꢀ messageꢀ intoꢀ positiveꢀ andꢀ  
negativeꢀmessageꢀframes.ꢀꢀ  
ꢀ Theꢀ stimulusꢀ forꢀ framingꢀ messagesꢀ usedꢀ theꢀ "allꢀ programsꢀ areꢀ accredited,ꢀ theꢀ curriculumꢀ isꢀ  
alwaysꢀupdated,ꢀgraduatesꢀareꢀspreadꢀ inꢀvariousꢀ fields,ꢀuseꢀmodernꢀfacilitiesꢀandꢀ infrastructure,ꢀandꢀ  
affordableꢀ tuitionꢀ fees"ꢀ toꢀ frameꢀ positiveꢀ messages.ꢀ Theꢀ negativeꢀ messageꢀ frameꢀ wasꢀ "thereꢀ areꢀ noꢀ  
unaccreditedꢀprograms,ꢀtheꢀcurriculumꢀisꢀnotꢀoutdated,ꢀfewꢀgraduatesꢀareꢀunemployed,ꢀfacilitiesꢀandꢀ  
infrastructureꢀ areꢀ notꢀ outdated,ꢀ andꢀ tuitionꢀ feeꢀ isꢀ notꢀ expensive."ꢀ Anotherꢀ stimulusꢀ materialꢀ wasꢀ aꢀ  
questionnaireꢀ usedꢀ toꢀ determineꢀ consumers’ꢀ feelingsꢀ aboutꢀ advertisementsꢀ usingꢀ differentꢀ messageꢀ  
framingꢀandꢀtheirꢀimpactꢀonꢀintentions.ꢀ  
ꢀ
ManipulationꢀCheckꢀꢀ  

Messageꢀ framingꢀ manipulationꢀ checkꢀ usedꢀ 30ꢀ participants.ꢀ Theꢀ validityꢀ testꢀ ofꢀ theꢀ messageꢀ  
framingꢀmanipulationꢀshowedꢀthatꢀallꢀindicatorsꢀareꢀvalid,ꢀasꢀshownꢀinꢀTableꢀ2.ꢀ  
ꢀ

Tableꢀ2ꢀ  
ValidityꢀTestꢀResultꢀforꢀMessageꢀFramingꢀManipulationꢀCheckꢀ  

Indicatorꢀ  
Belief1ꢀꢀ  
Belief2ꢀ  

LoadingꢀFactorꢀꢀ  
0.920ꢀ  
0.899ꢀ  

Belief3ꢀ  
Evaluation1ꢀ  

0.878ꢀ  
0.926ꢀ  

Evaluation2ꢀ  
Evaluation3ꢀ  

0.901ꢀ  
0.920ꢀ  

ꢀꢀꢀꢀꢀꢀꢀꢀSource:ꢀDataꢀprocessedꢀ(2021)ꢀ  
ꢀ

Theꢀ manipulationꢀ checkꢀ showedꢀ thatꢀ allꢀ variablesꢀ fulfilledꢀ theꢀ reliability,ꢀ withꢀ aꢀ Cronbach'sꢀ  
Alphaꢀ valueꢀ ofꢀ 0.923.ꢀ Cronbach'sꢀ Alphaꢀ mustꢀ exceedꢀ 0.60,ꢀ andꢀ theꢀ Correctedꢀ item-totalꢀ Correlationꢀ  
shouldꢀbeꢀmoreꢀthanꢀ0.5ꢀ(Hairꢀ Jr.ꢀetꢀal.,ꢀ2019).ꢀThisꢀstudyꢀusedꢀt-testsꢀ forꢀexperimentalꢀdesignsꢀwithꢀ  
categoricalꢀ informationꢀ onꢀ theꢀ independentꢀ variableꢀ andꢀ continuousꢀ informationꢀ onꢀ theꢀ dependentꢀ  
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variableꢀ (Creswellꢀ &ꢀ Creswell,ꢀ 2018).ꢀ Statisticalꢀ significanceꢀ tests,ꢀ suchꢀ asꢀ theꢀ t-test,ꢀ wereꢀ usedꢀ toꢀ  
compareꢀ theꢀ pooledꢀ meanꢀ ofꢀ theꢀ baselineꢀ andꢀ treatmentꢀ phases.ꢀ Theꢀ highꢀ andꢀ lowꢀ averagesꢀ wereꢀ  
comparedꢀbetweenꢀpositiveꢀandꢀnegativeꢀmessageꢀframing.ꢀ  

Theꢀ manipulationꢀ checkꢀ showedꢀ thatꢀ theꢀ averageꢀ beliefꢀ inꢀ advertisementsꢀ withꢀ positiveꢀ andꢀ  
negativeꢀ messageꢀ framingꢀ isꢀ 4.3333ꢀ andꢀ 3.1190,ꢀ whileꢀ theꢀ averageꢀ evaluationꢀ valueꢀ isꢀ 2.8750ꢀ andꢀ  
1.9048,ꢀ respectively,ꢀ asꢀ shownꢀ inꢀ Tableꢀ 3.ꢀ Thisꢀ showsꢀ thatꢀ theꢀ participants'ꢀ perceivedꢀ beliefsꢀ andꢀ  
evaluationsꢀofꢀadvertisementsꢀwithꢀpositiveꢀmessageꢀframingꢀareꢀgreaterꢀthanꢀnegative.ꢀTheꢀdifferentꢀ  
t-testsꢀonꢀtheꢀaverageꢀconfidenceꢀshowedꢀthatꢀtheꢀcalculatedꢀFꢀ isꢀ11.567,ꢀwithꢀaꢀprobabilityꢀofꢀ0.002ꢀ  
<0.05,ꢀaꢀtꢀvalueꢀofꢀ9.428,ꢀandꢀaꢀsignificanceꢀofꢀ0.000.ꢀTherefore,ꢀthereꢀisꢀaꢀsignificantꢀdifferenceꢀinꢀbeliefꢀ  
inꢀpositiveꢀandꢀnegativeꢀmessageꢀframingꢀadvertisements.ꢀ  

Aꢀt-testꢀwasꢀperformedꢀtoꢀdetermineꢀtheꢀstatisticalꢀsignificanceꢀofꢀtheꢀdifferenceꢀinꢀtheꢀmeanꢀofꢀ  
theꢀvariablesꢀbetweenꢀtheꢀtwoꢀgroups.ꢀThisꢀisꢀaꢀconservativeꢀtestꢀbecauseꢀitꢀtreatsꢀaꢀfunction,ꢀsuchꢀasꢀ  
meanꢀorꢀdifferenceꢀ(Rutströmꢀ&ꢀWilcox,ꢀ2009).ꢀTheꢀt-testꢀonꢀtheꢀaverageꢀevaluationꢀshowedꢀthatꢀtheꢀ  
calculatedꢀFꢀisꢀ0.297,ꢀwithꢀaꢀprobabilityꢀofꢀ0.590ꢀ>ꢀ0.05,ꢀaꢀtꢀvalueꢀofꢀ10.327,ꢀandꢀaꢀsignificanceꢀofꢀ0.000,ꢀ  
asꢀshownꢀinꢀTableꢀ4.ꢀThisꢀimpliesꢀaꢀsignificantꢀdifferenceꢀinꢀevaluatingꢀadvertisementsꢀusingꢀpositiveꢀ  
andꢀnegativeꢀmessageꢀframing.ꢀTherefore,ꢀadvertisementsꢀwithꢀpositiveꢀandꢀnegativeꢀmessageꢀframingꢀ  
areꢀdifferentiable.ꢀ  

ꢀ
Tableꢀ3ꢀ  

AssessmentꢀofꢀFramingꢀPositiveꢀandꢀNegativeꢀMessagesꢀ  
Evaluation’sꢀ  

Adsꢀ   Belief’sꢀAverageꢀꢀ   Averageꢀꢀ  
2.8750ꢀ  
1.9048ꢀ  

PositiveꢀMessageꢀFramingꢀꢀ  
NegativeꢀMessageꢀFramingꢀ  

4.3333ꢀ  
3.1190ꢀ  

ꢀꢀꢀꢀꢀꢀꢀꢀꢀꢀꢀꢀꢀSource:ꢀDataꢀprocessedꢀ(2021)ꢀ  
ꢀ
ꢀ

Tableꢀ4ꢀꢀ  
ꢀT-testꢀDifferentꢀTestꢀResultsꢀ  

ꢀ Fꢀ   Sig.ꢀ   Tꢀ   Sig.ꢀ(2-tailed)ꢀ  
0.000ꢀ  
0.000ꢀ  

Belief’sꢀAverageꢀEqualꢀVariancesꢀAssumedꢀꢀ  
Evaluation’sꢀAverageꢀEqualꢀVariancesꢀAssumedꢀ  

Source:ꢀDataꢀprocessedꢀ(2021)ꢀ  
ꢀ

11.567ꢀ 0.002ꢀ 9.428ꢀ  
0.297ꢀ   0.590ꢀ 10.327ꢀ  

TheꢀparticipantsꢀcomprisedꢀHighꢀandꢀVocationalꢀHighꢀSchoolꢀstudentsꢀinꢀSalatiga,ꢀCentralꢀJava.ꢀ  
Tableꢀ5ꢀdescribesꢀtheꢀparticipants’ꢀprofilesꢀbasedꢀonꢀgender,ꢀage,ꢀandꢀtypeꢀofꢀadvertisement.ꢀ  
ꢀ

Tableꢀ5ꢀ  
DemographicꢀProfileꢀofꢀtheꢀSampleꢀ  

Descriptionꢀꢀ  
Maleꢀ  

Frequencyꢀ   Percentageꢀ(%)ꢀ  
30ꢀ  
59ꢀ  
6ꢀ  

33.7ꢀ  
66.3ꢀ  
6.7ꢀ  

Genderꢀ  
Femaleꢀ  

Aboveꢀ19ꢀy.ꢀoꢀ  
17-19ꢀy.ꢀoꢀ  
15-17ꢀy.ꢀoꢀ  

AdsꢀAꢀ  

Ageꢀ   61ꢀ  
22ꢀ  
48ꢀ  
41ꢀ  

68.5ꢀ  
24.7ꢀ  
53.9ꢀ  
46.1ꢀ  

TypeꢀofꢀAdsꢀ  
AdsꢀBꢀ  

ꢀꢀꢀꢀꢀꢀꢀꢀꢀSource:ꢀDataꢀprocessedꢀ(2021)ꢀ  



Theꢀadvertisingꢀeffectivenessꢀofꢀhigherꢀeducationꢀinstitutionsꢀreviewedꢀfromꢀꢀ  
messageꢀframingꢀꢀ   ꢀ ꢀ ꢀ ꢀ ꢀ ꢀ ꢀ ꢀ ꢀ ꢀꢀꢀꢀꢀꢀꢀꢀꢀꢀꢀꢀ117ꢀ  

Tableꢀ 5ꢀ showsꢀ thatꢀ 30ꢀ (33.7%)ꢀ andꢀ 59ꢀ (66.3%)ꢀ respondentsꢀ wereꢀ maleꢀ andꢀ female,ꢀ  
respectively.ꢀBasedꢀonꢀage,ꢀTableꢀ2ꢀshowsꢀthatꢀ6ꢀ(6.7%)ꢀandꢀ22ꢀ(24.7%)ꢀwereꢀ17ꢀandꢀbetweenꢀ15-17ꢀ  
yearsꢀold,ꢀrespectively.ꢀTheꢀresultsꢀalsoꢀshowꢀthatꢀ48ꢀ(53.9%)ꢀandꢀ41ꢀ(46.1%)ꢀrespondentsꢀreceivedꢀ  
advertisementsꢀtypeꢀAꢀwithꢀaꢀpositiveꢀmessageꢀframeꢀandꢀtypeꢀB,ꢀrespectively.ꢀ  

Theꢀ Attitudeꢀ (Y1)ꢀ andꢀ Intentionꢀ (Y2)ꢀ variablesꢀ wereꢀ usedꢀ inꢀ dataꢀ collection.ꢀ Consumer’sꢀ  
attitudeꢀvariableꢀdescriptionꢀ (Y1)ꢀwasꢀ formedꢀbasedꢀonꢀsixꢀ indicatorꢀ statements.ꢀTableꢀ6ꢀ showsꢀ theꢀ  
participants’ꢀresponsesꢀtoꢀconsumerꢀattitudes.ꢀ  

Tableꢀ6ꢀ  
Consumer’sꢀAttitudeꢀVariableꢀDescriptionꢀ  

Indicatorꢀ  
Y1.1ꢀ  
Y1.2ꢀ  

Meanꢀ  
3.74ꢀ  
4.10ꢀ  
3.91ꢀ  
3.65ꢀ  
4.10ꢀ  
3.82ꢀ  
3.89ꢀ  

Medianꢀ   Modeꢀ   Minimumꢀ Maximumꢀ  
4ꢀ  
4ꢀ  
4ꢀ  
4ꢀ  
4ꢀ  
4ꢀ  
ꢀ

4ꢀ  
4ꢀ  
4ꢀ  
4ꢀ  
4ꢀ  
4ꢀ  
ꢀ

2ꢀ  
2ꢀ  
3ꢀ  
2ꢀ  
2ꢀ  
2ꢀ  
ꢀ

5ꢀ  
5ꢀ  
5ꢀ  
5ꢀ  
5ꢀ  
5ꢀ  
ꢀ

Y1.3ꢀ  
Y1.4ꢀ  
Y1.5ꢀ  
Y1.6ꢀ  

Averageꢀ  
Source:ꢀDataꢀprocessedꢀ(2021)ꢀ  
ꢀ
Theꢀconsumer’sꢀattitudeꢀvariableꢀcomprisesꢀsixꢀindicatorsꢀwithꢀanꢀaverageꢀofꢀ3.89,ꢀaꢀmodeꢀofꢀ4,ꢀ  

andꢀaꢀmedianꢀofꢀ4.ꢀThisꢀshowsꢀthatꢀtheꢀrespondents'ꢀresponsesꢀagreeꢀonꢀallꢀindicatorsꢀofꢀtheꢀattitudeꢀ  
variable,ꢀ implyingꢀ aꢀ goodꢀ attitude.ꢀ Furthermore,ꢀ theꢀ intentionꢀ variableꢀ wasꢀ formedꢀ basedꢀ onꢀ fourꢀ  
statementꢀindicators.ꢀTableꢀ7ꢀshowsꢀtheꢀparticipants’ꢀresponses.ꢀ  
ꢀ

Tableꢀ7ꢀ  
IntentionꢀVariableꢀDescriptionꢀ  

Indicatorꢀ  
Y2.1ꢀ  
Y2.2ꢀ  

Meanꢀ  
3.2584ꢀ  
3.4494ꢀ  
3.2247ꢀ  
3.3258ꢀ  
3.3146ꢀ  

Medianꢀ   Modeꢀ   Minimumꢀ Maximumꢀ  
3ꢀ  
3ꢀ  
3ꢀ  
3ꢀ  
ꢀ

3ꢀ  
3ꢀ  
3ꢀ  
3ꢀ  
ꢀ

2ꢀ  
1ꢀ  
1ꢀ  
2ꢀ  
ꢀ

5ꢀ  
5ꢀ  
5ꢀ  
5ꢀ  
ꢀ

Y2.3ꢀ  
Y2.4ꢀ  

Averageꢀ  
Source:ꢀDataꢀprocessedꢀ(2021)ꢀ  
ꢀ
TheꢀintentionꢀvariableꢀinꢀTableꢀ7ꢀcomprisesꢀfourꢀindicatorsꢀwithꢀaꢀmean,ꢀmode,ꢀandꢀmedianꢀofꢀ  

3.ꢀThisꢀmeansꢀthatꢀallꢀindicatorsꢀofꢀtheꢀintentionꢀvariableꢀareꢀneutral.ꢀ  
ꢀ

ValidityꢀwasꢀtestedꢀusingꢀSmartꢀPLS.ꢀAllꢀindicatorsꢀwereꢀdeclaredꢀvalidꢀbecauseꢀtheꢀTꢀstatisticꢀ  
exceededꢀ1.96.ꢀTableꢀ8ꢀshowsꢀtheꢀvalidityꢀtestꢀresults.ꢀ  

ꢀ
Tableꢀ8ꢀ  

ValidityꢀTestꢀResultꢀ  
Constructꢀ  

Intentionꢀ-->ꢀIntention1ꢀ  
Intentionꢀ-->ꢀIntention2ꢀ  

T-Statisticꢀ  
42.893ꢀ  
3.869ꢀ  

P-Valueꢀ  
0.000ꢀ  
0.000ꢀ  
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Constructꢀ  
Intentionꢀ-->ꢀIntention3ꢀ  
Intentionꢀ-->ꢀIntention4ꢀ  

T-Statisticꢀ  
39.627ꢀ  
29.519ꢀ  
9.944ꢀ  

P-Valueꢀ  
0.000ꢀ  
0.000ꢀ  
0.000ꢀ  
0.000ꢀ  
0.000ꢀ  
0.000ꢀ  
0.000ꢀ  
0.000ꢀ  

ConsumerꢀAttitudeꢀ-->ꢀAttitude1ꢀ  
ConsumerꢀAttitudeꢀ-->ꢀAttitude2ꢀ  
ConsumerꢀAttitudeꢀ-->ꢀAttitude3ꢀ  
ConsumerꢀAttitudeꢀ-->ꢀAttitude4ꢀ  
ConsumerꢀAttitudeꢀ-->ꢀAttitude5ꢀ  
ConsumerꢀAttitudeꢀ-->ꢀAttitude6ꢀ  
Source:ꢀDataꢀprocessedꢀ(2021)ꢀ  

ꢀ

17.476ꢀ  
28.266ꢀ  
13.373ꢀ  
12.808ꢀ  
24.250ꢀ  

ꢀ Tableꢀ9ꢀshowsꢀtheꢀreliabilityꢀtestꢀresultsꢀusingꢀSmartꢀPLS.ꢀ  
ꢀ

Tableꢀ9ꢀ  
ReliabilityꢀTestꢀResultꢀ  

TꢀStatisticꢀ  Constructꢀ  
ꢀIntentionꢀ  

P-Valueꢀ  
37.050ꢀ  
58.840ꢀ  

0.000ꢀ  
0.000ꢀ  ConsumerꢀAttitudeꢀ  

Source:ꢀDataꢀprocessedꢀ(2021)ꢀ  
ꢀ
TheꢀresultsꢀinꢀTableꢀ9ꢀshowꢀthatꢀallꢀvariablesꢀhaveꢀaꢀTꢀstatisticꢀexceedingꢀ1.96.ꢀThisꢀmeansꢀthatꢀ  

allꢀvariablesꢀareꢀreliable.ꢀꢀ  
ꢀ
RESULTSꢀANDꢀDISCUSSIONꢀꢀ  
ꢀ
Resultꢀꢀ  
ꢀ

Tableꢀ10ꢀ  
ꢀHypothesisꢀTestꢀResultꢀ  

Hypothesesꢀ   TꢀStatisticꢀꢀ P-Valueꢀꢀ   Decisionꢀꢀ  
H1:ꢀ Thereꢀ areꢀ differencesꢀ inꢀ consumers’ꢀ attitudesꢀ  
towardꢀ advertisingꢀ usingꢀ positiveꢀ andꢀ negativeꢀ  
messageꢀframing.ꢀ  

3.8958ꢀ   .59313ꢀ   NotꢀSupportedꢀꢀ  

H2:ꢀConsumerꢀattitudesꢀpositivelyꢀaffectꢀtheꢀintentionꢀꢀ  
ꢀꢀSource:ꢀDataꢀprocessedꢀ(2021)ꢀ  

3.8780ꢀ   .64767ꢀ   Supportedꢀꢀ  

ꢀ
TheꢀresultsꢀofꢀhypothesisꢀtestingꢀusingꢀSmartꢀPLSꢀshowedꢀthatꢀhypothesisꢀ1ꢀwasꢀrejected,ꢀwhileꢀ  

hypothesisꢀ2ꢀwasꢀaccepted.ꢀTheꢀexperimentalꢀtestꢀshowedꢀaꢀsignificantꢀdifferenceꢀinꢀbeliefꢀinꢀpositiveꢀ  
andꢀnegativeꢀmessageꢀframingꢀadvertisements.ꢀ  
ꢀ
Discussionꢀꢀ  

ꢀ
Thisꢀ studyꢀ showedꢀ thatꢀ messageꢀ framesꢀ withꢀ differencesꢀ inꢀ positiveꢀ orꢀ negativeꢀ messagesꢀ  

createꢀ differentꢀ attitudesꢀ andꢀ behaviorsꢀ inꢀ recipients.ꢀ Theꢀ experimentalꢀ testꢀ showedꢀ thatꢀ positiveꢀ  
messagesꢀinfluenceꢀstudents’ꢀattitudesꢀandꢀintentionsꢀinꢀselectingꢀaꢀcampus.ꢀThisꢀsupportsꢀCesarioꢀetꢀ  
al.,ꢀ (2013)ꢀ andꢀBartelsꢀ etꢀ al.,ꢀ (2010),ꢀwhichꢀ foundꢀ thatꢀ someoneꢀwhoꢀhasꢀ experiencedꢀ aꢀ senseꢀofꢀ fitꢀ  
elicitsꢀbetterꢀresponsesꢀtoꢀtheꢀarticle.ꢀAccordingꢀtoꢀprospectꢀtheory,ꢀpeopleꢀavoidꢀriskꢀwhenꢀfacedꢀwithꢀ  
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aꢀdecision'sꢀpotentialꢀbenefitsꢀbutꢀareꢀmoreꢀwillingꢀtoꢀtakeꢀrisksꢀwhenꢀfacedꢀwithꢀtheꢀpotentialꢀcostsꢀ  
(Tverskyꢀ&ꢀKahneman,ꢀ1981).ꢀꢀ  

Hypothesisꢀ testsꢀ showedꢀ noꢀ differenceꢀ inꢀ consumerꢀ attitudesꢀ towardsꢀ universityꢀ  
advertisementsꢀusingꢀpositiveꢀ andꢀnegativeꢀmessageꢀ framing.ꢀThisꢀ findingꢀ isꢀ inconsistentꢀwithꢀmostꢀ  
opinionsꢀ inꢀ prospectꢀ theoryꢀ thatꢀ formꢀ theꢀ basisꢀ ofꢀ messageꢀ framingꢀ theory.ꢀ Theꢀ theoryꢀ statedꢀ thatꢀ  
individualsꢀ respondꢀ differentlyꢀ toꢀ essentiallyꢀ equalꢀ messages,ꢀ dependingꢀ onꢀ howꢀ theꢀ messageꢀ isꢀ  
framedꢀ(Tverskyꢀ&ꢀKahneman,ꢀ1981;ꢀFatmawatiꢀetꢀal.,ꢀ2018).ꢀLevinꢀ&ꢀGaethꢀ(1998)ꢀfoundꢀnoꢀframingꢀ  
effectꢀinꢀgoalꢀframing,ꢀandꢀenergy-savingꢀbehaviorꢀcouldꢀbeꢀcategorizedꢀinꢀgoalꢀframing.ꢀFurthermore,ꢀ  
Fatmawatiꢀ etꢀ al.,ꢀ (2018)ꢀ foundꢀ noꢀ differenceꢀ inꢀ attitudesꢀ betweenꢀ subjectsꢀ receivingꢀ positiveꢀ andꢀ  
negativeꢀmessageꢀframingꢀinꢀpromotingꢀelectricity-savingꢀbehaviorꢀamongꢀyoungꢀadults.ꢀꢀ  

ꢀTheꢀparticipantsꢀinꢀthisꢀstudyꢀhaveꢀtheꢀsameꢀattitudeꢀtowardsꢀadvertisingꢀbyꢀframingꢀpositiveꢀ  
andꢀ negativeꢀ messages.ꢀ Prospectiveꢀ studentsꢀ requireꢀ highꢀ involvementꢀ inꢀ choosingꢀ aꢀ collegeꢀ byꢀ  
focusingꢀonꢀtheꢀinformationꢀcenter.ꢀHowever,ꢀtheꢀdetailsꢀareꢀnotꢀaffectedꢀbyꢀtheꢀpositiveꢀandꢀnegativeꢀ  
messageꢀframingꢀused.ꢀ Inꢀhigh-involvementꢀproducts,ꢀconsumersꢀ lookꢀforꢀmoreꢀdetailedꢀ informationꢀ  
onꢀ theꢀ productsꢀ offered.ꢀ Decision-makingꢀ forꢀ high-involvementꢀ productsꢀ alsoꢀ followsꢀ aꢀ rationalꢀ  
processꢀthatꢀrequiresꢀtheꢀbuyer’sꢀtimeꢀandꢀeffortꢀ(Santandreuꢀ&ꢀShurden,ꢀ2017).ꢀ  

Ardiansyahꢀ &ꢀ Sarwokoꢀ (2020)ꢀ showedꢀ thatꢀ consumersꢀ areꢀ rationalꢀ inꢀ theꢀ caseꢀ ofꢀ high-  
involvementꢀproducts.ꢀTheyꢀrequireꢀmoreꢀ timeꢀandꢀeffortꢀ toꢀevaluateꢀspecificꢀproductꢀperformancesꢀ  
andꢀcharacteristics.ꢀNayeemꢀ&ꢀCasidyꢀ(2013)ꢀfoundꢀthatꢀsomeꢀbuyersꢀspendꢀaꢀsubstantialꢀamountꢀofꢀ  
timeꢀresearchingꢀcars,ꢀinteractingꢀwithꢀdealers,ꢀandꢀconsultingꢀwithꢀfamilyꢀorꢀfriends,ꢀevenꢀwhenꢀtheyꢀ  
areꢀ conservativeꢀ inꢀ theirꢀ brandꢀ selection.ꢀ Thisꢀ isꢀ becauseꢀ theyꢀ wantꢀ toꢀ makeꢀ theꢀ perfectꢀ choiceꢀ  
regardingꢀhigh-involvementꢀpurchases,ꢀsuchꢀasꢀautomobiles.ꢀꢀ  

TheꢀsecondꢀhypothesisꢀstatedꢀthatꢀConsumerꢀAttitudeꢀpositivelyꢀaffectsꢀIntention.ꢀTheꢀresultsꢀ  
showedꢀ aꢀ positiveꢀ andꢀ significantꢀ influenceꢀ ofꢀ Consumerꢀ Attitudesꢀ onꢀ Intention.ꢀ Thisꢀ supportsꢀ theꢀ  
secondꢀhypothesis,ꢀmeaningꢀthatꢀaꢀbetterꢀattitudeꢀ increasesꢀ intention.ꢀTheꢀ findingꢀ isꢀconsistentꢀwithꢀ  
previousꢀ studies,ꢀwhichꢀ showedꢀ thatꢀ attitudeꢀpositivelyꢀ andꢀ significantlyꢀ affectsꢀ purchaseꢀ intention.ꢀ  
AccordingꢀtoꢀTeohꢀ&ꢀNoorꢀ(2015),ꢀattitudeꢀsignificantlyꢀaffectedꢀtheꢀpurchaseꢀintentionꢀofꢀhybridꢀcarsꢀ  
inꢀMalaysia.ꢀMoreover,ꢀthereꢀwasꢀaꢀpositiveꢀinfluenceꢀonꢀattitudeꢀtowardꢀbehavioralꢀintentionꢀtoꢀadoptꢀ  
m-bankingꢀ (Adrinanto,ꢀ 2016).ꢀ Putraꢀ etꢀ al.,ꢀ (2022)ꢀ showedꢀ thatꢀ attitudeꢀ positivelyꢀ affectedꢀ theꢀ  
intentionꢀ toꢀ useꢀ freemium-paidꢀ versionsꢀ ofꢀ onlineꢀ applicationsꢀ andꢀ games.ꢀ Also,ꢀ consumerꢀ attitudeꢀ  
towardꢀonlineꢀshoppingꢀwasꢀpositivelyꢀaffectedꢀbyꢀtheirꢀintentionꢀtoꢀpurchaseꢀonlineꢀ(Tranꢀ&ꢀNguyen,ꢀ  
2022).ꢀAbdullahꢀ&ꢀYuꢀ(2019),ꢀ Jaiyeobaꢀetꢀal.ꢀ (2015),ꢀandꢀHaꢀ&ꢀTamꢀ(2015)ꢀexaminedꢀcounterfeitingꢀ  
luxuriousꢀfashionꢀproductsꢀamongꢀYemeniꢀStudentsꢀinꢀChina,ꢀBatswanaꢀCollegeꢀStudents,ꢀandꢀVietnamꢀ  
respectively.ꢀTheꢀresultsꢀshowedꢀthatꢀattitudeꢀpositivelyꢀandꢀsignificantlyꢀaffectsꢀpurchaseꢀ intention.ꢀ  
Additionally,ꢀPérez-Villarrealꢀetꢀal.,ꢀ (2020)ꢀconfirmedꢀtheꢀeffectꢀofꢀattitudeꢀonꢀpurchaseꢀ intentionsꢀatꢀ  
FastꢀFoodꢀHamburgerꢀRestaurants.ꢀ  

ꢀ
CONCLUSIONꢀꢀ  
ꢀ

Anꢀ experimentalꢀ approachꢀ isꢀ usedꢀ toꢀ demonstrateꢀ theꢀ usefulnessꢀ ofꢀ theꢀ frameworkꢀ inꢀ  
predictingꢀ theꢀ framingꢀ effect,ꢀ andꢀ theꢀ resultsꢀ areꢀ furtherꢀ testedꢀ usingꢀ aꢀ statisticalꢀ approachꢀ toꢀ theꢀ  
effect-testingꢀ thatꢀ isꢀ appliedꢀ inꢀ thisꢀ situation.ꢀ Hypothesisꢀ testsꢀ showedꢀ noꢀ differenceꢀ inꢀ consumerꢀ  
attitudesꢀtowardsꢀuniversityꢀadvertisementsꢀusingꢀpositiveꢀandꢀnegativeꢀmessageꢀframing.ꢀConsumersꢀ  
haveꢀtheꢀsameꢀattitudeꢀtowardsꢀadvertisingꢀbyꢀpositiveꢀandꢀnegativeꢀmessageꢀframing.ꢀTheꢀchoiceꢀofꢀaꢀ  
collegeꢀ forꢀprospectiveꢀ studentsꢀ requiresꢀhighꢀ involvement.ꢀAlthoughꢀprospectiveꢀ studentsꢀ focusꢀonꢀ  
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theꢀ informationꢀ center,ꢀ theꢀ positiveꢀ andꢀ negativeꢀ framingꢀ doesꢀ notꢀ affectꢀ theꢀ details.ꢀ Furthermore,ꢀ  
studentꢀattitudesꢀpositivelyꢀaffectꢀ intentionꢀ inꢀapplyingꢀ toꢀ theꢀ targetedꢀuniversity.ꢀThisꢀshowsꢀthatꢀaꢀ  
betterꢀattitudeꢀaffectsꢀaꢀperson'sꢀintention.ꢀ  

Thisꢀ studyꢀ hasꢀ severalꢀ limitations,ꢀ first,ꢀ theꢀ experimentalꢀ laboratoryꢀ designꢀ usedꢀmayꢀ causeꢀ  
weakꢀnaturality.ꢀAlthoughꢀtheꢀdesignꢀcouldꢀachieveꢀhighꢀinternalꢀvalidity,ꢀitꢀshouldꢀbeꢀcomplementedꢀ  
byꢀfutureꢀstudiesꢀwithꢀaꢀsurveyꢀdesign.ꢀSecond,ꢀtheꢀparticipantsꢀcomprisingꢀHighꢀandꢀVocationalꢀHighꢀ  
Schoolꢀstudentsꢀpreferredꢀcertainꢀuniversities,ꢀmakingꢀthemꢀlessꢀthanꢀoptimalꢀ inꢀparticipatingꢀ inꢀtheꢀ  
experiment.ꢀForꢀfutureꢀresearch,ꢀsurveyꢀmethodsꢀcanꢀbeꢀdevelopedꢀandꢀalsoꢀbyꢀaddingꢀaꢀmoderatingꢀ  
variable,ꢀmotivation,ꢀorꢀlevelꢀofꢀconsumerꢀknowledgeꢀ(Solihaꢀ&ꢀPurwanto,ꢀ2012;ꢀSoliha,ꢀet.al.,ꢀ2014).ꢀ  
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