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    ABSTRACT

    This study analyzes audience responses to the large outdoor billboard promotion of the film Aku Harus Mati, which triggered public discussion on Threads. Using qualitative content analysis with thematic coding, this study examines 98 public comments from two Threads posts by @dr.piprim and @dr.bobbyjantung. The findings indicate that audience responses were dominated by discomfort, perceptions of psychological triggering, ethical criticism, concern for children and vulnerable groups, negative virality, and calls for rejection. The study argues that high digital engagement does not always indicate promotional effectiveness, especially when public attention is accompanied by moral criticism and reputational risk. The findings contribute to discussions on shock advertising, advertising ethics, and audience reception in digital marketing communication.
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INTRODUCTION


The development of digital marketing
communication has changed the way creative industries design and distribute
promotional messages. Advertising no longer only serves as a medium for conveying
information, but also as a trigger for public conversation, participation, and
interpretation. In a highly competitive social media ecosystem, audience
attention is an important resource so brands often use emotional, surprising,
or controversial messages to reinforce the appeal of promotions.


One of the strategies that is widely
used in this context is shock advertising. This strategy utilizes elements of
surprise, discomfort, or violation of social expectations to grab the
audience's attention. On the one hand, this approach can strengthen message
recall and accelerate the spread of content. On the other hand, strategies that
overemphasize shock value can cause rejection if the message is considered
insensitive to social norms, public values, or the psychological condition of
vulnerable groups.


This phenomenon can be seen in the
promotion of the film Aku Harus Mati. The film's outdoor billboard material
sparked widespread discussion on the Threads platform after it was criticized
by several users, including the accounts @dr.piprim and @dr.bobbyheart. Diction
and visuals on billboards are considered sensitive because they are related to
issues of death and mental health. The audience's response then evolved into a
public discussion that included ethical criticism, concerns for children and
individuals with mental disorders, and calls to reject or boycott the film.


In the context of this study, the
promotional materials analyzed are understood as out-of-home advertising in the
form of large billboards placed on strategic street corners. Unlike social
media uploads that can be selected, skipped, or restricted by users, billboards
in public spaces present a more open and relatively difficult message exposure
and are relatively difficult to avoid. Therefore, such promotional messages not
only reach the target audience of horror films, but also heterogeneous general
audiences, including children, teenagers, road users, as well as individuals
who have no intention of accessing the message. The character of this public
space magnifies the ethical consequences of the use of diction and visuals
related to death, fear, and psychological disorders.
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Figure 1. Visual Example of A Billboard
Promoting the Movie Aku Harus MATI


Source: Promotional materials documented by the
author.


The Threads platform has the
characteristics of a microblog that allows users to express their opinions
quickly, spontaneously, and openly. In the context of marketing communication,
the platform is not only a space for message distribution, but also a space for
negotiating meaning between brands and audiences. Each comment, repost, and
quote can expand the reach of the message while shaping the public's perception
of the brand or product being promoted.


Based on this phenomenon, this study
aims to analyze the audience's response to the shock advertising strategy in
the promotion of the film Aku Harus Mati through comments that appear on
Threads. This research focuses on the theme of dominant responses, the meanings
that audiences construct, and the ethical and reputational implications of
negative virality in digital marketing communication.


 


LITERATURE
REVIEW


Digital
Marketing Communication


Digital marketing
communication is the process of delivering marketing messages through
digital-based media that allows direct interaction between brands and
audiences. The change from one-way communication to two-way communication makes
audiences no longer only act as message recipients, but also as active parties
responding, resharing content, and shaping social meaning to promotional
messages (Dwivedi et al., 2021; Appel et al., 2020).


From the perspective
of Integrated Marketing
Communication (IMC), various communication channels need to be
integrated so that the message received by the audience remains consistent.
Social media is an important part of IMC because it can bring together brand
messages with public responses in real time. Therefore, the success of digital
marketing communication is measured not only by reach, but also by the quality
of responses, perceptions, and engagement that emerge among audiences (Porcu et
al., 2012; Belch & Belch, 2021).


 


Outdoor Advertising
and Public Exposure


Outdoor advertising
has different characteristics from digital media because the message is placed
in the space that people physically pass through. Billboards at strategic
roadpoints can reach a wide audience, but such exposure is not always
voluntary. Audiences who traverse public spaces may be exposed to advertising
messages without actively choosing to view them (Belch & Belch, 2021). Due
to the broad and open nature of the exposure, outdoor advertising needs to
consider the diversity of the audience, the context of the location, the size
of the visuals, as well as the possible social impact of the message being displayed.
In the context of public spaces, promotional messages are judged not only on
visual appeal, but also on their suitability with social norms and the
sensitivities of diverse audience groups (Waller, 2004; Baker & Martinson,
2001).


 














Social Media and
Threads as a Public Response Space


Social media provides
a space for audiences to express their opinions on actual issues, including
marketing issues. Social media platforms allow audiences to not only receive
messages, but also respond, disseminate, criticize, and even form a collective
conversation against a communication campaign (Appel et al., 2020; Dwivedi et
al., 2021). Threads, as a text-based platform connected to the Instagram
ecosystem, has a microblog character that allows conversations to happen
quickly and openly. Meta (2023) introduced Threads as an app for sharing
text-based updates and following public conversations. This characteristic
makes the audience's response to an ad develop into a broader public discourse.
In the context of movie promotion, audience comments on Threads can be
understood as important data to see how the public receives, rejects, or negotiates
promotional messages displayed in public spaces.


 


Shock Ads in
Marketing Communication


Shock advertising is
an advertising strategy that uses messages that are shocking, controversial,
uncomfortable, or violate social expectations to grab the audience's attention.
This strategy is commonly used to penetrate the density of advertising
messages, improve recall, and spark public conversations (Dahl et al., 2003;
Waller, 2004). While it can increase attention, shock ads are at high risk
because messages that are considered too sensitive can generate discomfort,
anger, or rejection from the audience. In campaigns that touch on sensitive
issues such as death and mental health, shock ads have the potential to have a
double effect. On the one hand, a message can go viral because it triggers
strong emotions; on the other hand, a message can be perceived as unethical if
the audience considers the advertisement to be disruptive or harmful to a
particular group (Dahl et al., 2003; Waller, 2004).


 


Negative Virality in
Marketing Communication


Virality refers to
the rapid and widespread spread of messages through digital networks. In
marketing communication, virality is often seen as an indicator of success
because it shows that the message is successfully capturing the public's
attention. However, virality is not always synonymous with reputational
success. Content that is widely talked about does not necessarily result in a
positive perception of the brand or product (Berger & Milkman, 2012; Tellis
et al., 2019). Negative virality occurs when content spreads widely because it
triggers criticism, anger, or rejection. In this situation, high engagement can
turn into a risk for the brand because the conversations that are formed
actually reinforce negative perceptions. Therefore, it is important to analyze
the sentiment, meaning, and direction of comments before concluding that a
campaign is successful (Berger & Milkman, 2012; Tellis et al., 2019).


 














Audience Response and
Message Reception


Audience response is
a reaction that arises after the audience receives a communication message.
These responses can be cognitive, affective, or behavioral responses. In this
study, comments on Threads were understood as a form of audience response that
shows how the public interprets billboard messages, not just as digital
engagement numbers (Brodie et al., 2013). The audience reception approach views
that the meaning of the message is not entirely determined by the advertiser.
Audiences can accept, negotiate, or reject messages based on personal
experiences, social values, and cultural contexts they have (Hall, 1980).
Therefore, reception theory is relevant for this study because the focus of the
analysis is on the meaning that the audience builds through comments, rather
than on measuring the effects of persuasion individually. In the context of the
billboard of the film Aku
Harus Mati, the audience not only reads the message as a promotion
of the film, but also interprets it through issues of mental health,
psychological safety, and the appropriateness of the message in public spaces.
Thus, audience comments can be understood as a form of negotiation and
rejection of the meaning of the promotion offered by the advertiser.


 


Advertising Ethics in
Public Spaces


Advertising ethics is
related to moral responsibility in delivering messages to the public. Ads
placed in public spaces have heterogeneous audiences, including children,
adolescents, and vulnerable groups. Therefore, advertising messages need to
consider psychological safety, social sensitivity, and conformity with public
norms. In the Indonesian context, Indonesian Advertising Ethics places ethics
as a guideline for advertising behavior and contains principles so that
advertising does not cause or play with fear (Indonesian Advertising Council,
2020; Baker & Martinson, 2001; Waller, 2004).


In digital marketing
communication, ethical issues are becoming increasingly important because
negative responses can spread quickly and generate reputational pressure.
Campaigns that do not consider ethics risk backlash, even if they manage to
generate attention in terms of reach. Therefore, the effectiveness of
advertising needs to be seen not only from the level of virality, but also from
social acceptance and its impact on brand reputation (Indonesian Advertising
Council, 2020; Baker & Martinson, 2001; Tellis et al., 2019).


 














METHODOLOGY


Research Approach


This study uses a
qualitative approach with a thematic content analysis method. The qualitative
approach was chosen because this study focuses on the meaning, interpretation,
and pattern of audience response to the billboard promoting the film Aku Harus Mati which
has become a topic of conversation on social media. According to Creswell and
Poth (2018), qualitative research allows researchers to understand the meaning
that individuals or groups build on a social phenomenon. In the context of this
study, audience comments are not treated as statistical numbers, but rather as
social texts that contain perceptions, emotions, criticism, and negotiation of
meaning. The thematic analysis method is used to identify patterns of meaning
that appear repeatedly in audience comments. Braun and Clarke (2006) explain
that thematic analysis is a flexible method of finding, analyzing, and
reporting themes in qualitative data. Therefore, this method is considered
relevant to read the public's response to the billboard controversy, especially
in seeing how audiences interpret visual messages, mental health issues, and
promotional strategies used.


 


Data Source


The main source of
data in this study is public comments on Threads uploads that discuss the
billboard promoting the film Aku Harus Mati. The raw data consisted of 98
comments, namely 49 comments from the @dr.piprim account and 49 comments from
the @dr.bobbyheart account uploads. The two accounts were chosen because their
uploads sparked a fairly broad public conversation about the relationship between
promotional materials, mental health issues, and communication responsibilities
in public spaces. In addition to audience comments, billboard visual
documentation is used as contextual data to understand the character of the
promotional message that triggers the conversation. The billboards are
installed in large sizes on strategic street corners so that they have a high
level of public exposure. In the context of marketing communication, outdoor
media such as billboards not only serve as promotional tools, but also as
visual messages that are present in public spaces and can elicit social
responses from diverse audiences. The use of social media data in this study
refers to the idea of Kozinets (2019) regarding the importance of seeing
digital conversations as a cultural space where audiences express opinions,
experiences, criticism, and negotiation of meaning. Thus, audience comments on
Threads are understood as a form of social response to promotional messages
circulating in the digital space.


 














Data Collection
Techniques


The data collection
technique is carried out through digital documentation. The researcher
identified relevant uploads, then collected public comments that directly
responded to the billboard promoting the film Aku Harus Mati. The selected comments are
comments that are related to promotional issues, billboard visuals, audience
perception, mental health issues, and assessments of the film's communication
strategy. To maintain digital research ethics, the analyzed comments are
anonymized using data codes, such as B01, B02, P01, and P02. User identities
are not included in the analysis to protect individual privacy. This principle
is in line with the view of Kozinets (2019), that community-based research and
online conversations need to pay attention to the context of publication, data
sensitivity, and the protection of digital participants' identities.


 


Data Analysis
Techniques


Data analysis is
carried out through several stages, namely data reduction, open coding,
thematic categorization, interpretation, and drawing conclusions. This stage
refers to Miles, Huberman, and Saldaña (2014), who explain that qualitative
data analysis involves the process of condensing data, presenting data, and
drawing conclusions/verification. In the early stages, researchers read the
entire comment to understand the general tendencies of the audience's response.
Furthermore, comments that have similar meanings are grouped into specific
codes. The code was then developed into several main themes, such as psychologically
triggering content, visual discomfort in public spaces, ethical criticism of
promotional strategies, concern for vulnerable groups, negative virality, and
calls for action such as boycotting or taking down promotional materials. Thematic
analysis is carried out interpretively, that is, by reading comments not only
based on their literal content, but also on the social and emotional context
that accompanies them. This is in line with Braun and Clarke (2006), who
emphasize that themes in thematic analysis are not simply calculated based on
the frequency of occurrence, but rather based on the significance of the
meanings contained in the data.


 


Data Validity


The validity of the
data in this study was strengthened through source triangulation, namely by
comparing comment patterns from two different Threads uploads. Triangulation is
done to see the consistency of the audience's response to the same issue in
different conversation rooms. According to Lincoln and Guba (1985), credibility
in qualitative research can be strengthened through traceability of the
analysis process, consistency of interpretation, and conformity between data
and findings. In addition, the researcher also conducts repeated data readings
to ensure that the themes that emerge are really based on comment data, not
solely the researchers' assumptions. Commentary excerpts are presented as
empirical evidence to support the interpretations developed in the discussion.


 


RESEARCH
RESULT


Based on an analysis
of 98 public comments on two Threads uploads, the audience's response to the
billboard promoting the film
Aku Harus Mati was dominated by negative ratings. The response not
only appeared in the form of emotional comments, but also evolved into ethical
criticism of the way film promotions were carried out in public spaces. The
audience considers that the use of certain visual messages in billboards has
the potential to cause inconvenience, especially since billboards are placed at
strategic points that can be seen by various groups of people.


Preliminary findings
suggest that audience responses can be grouped into several main categories,
namely: first, the perception that billboards contain psychological triggers;
second, criticism of the sensitivity of mental health issues in promotional materials;
third, the audience's discomfort with the existence of billboards in public
spaces; fourth, concern for vulnerable groups; and fifth, the emergence of
calls to action such as boycotts, reporting, or requests for the reduction of
promotional materials.


Thus, this billboard
controversy shows that promotional media cannot be separated from the social
context in which the message is present. Billboards as an outdoor media have an
open communication character and cannot always be avoided by the audience.
Therefore, when a promotional message touches on a sensitive issue such as
death or mental health, the audience not only assesses the creative aspect of
the promotion, but also questions the ethical, empathetic, and social
responsibility aspects of the message maker's side.


 


Description of Upload
Data


Table
1. Description of Analyzed Thread Upload Data





 
  
   	
   Upload
   Source

   
   	
   Upload Date

   
   	
   Comments Analyzed

   
   	
   Public Engagement

   
   	
   Description

   
  

 
 
  	
  dr. Piprim

  
  	
  March 4, 2026

  
  	
  49 comments

  
  	
  17,385 likes;
  1,600 comments; 1,748 reposts; 80 quotes

  
  	
  The post
  criticizes billboards and their impact on public spaces.

  
 

 
  	
  dr. Bobby

  
  	
  March 4, 2026

  
  	
  49 comments

  
  	
  4,247 likes;
  414 comments; 381 reposts; 22 quotes

  
  	
  The post
  discusses the sensitivity of the film's promotional message.

  
 







 














Table 1 shows that the two uploaded
analyses generated a large level of public engagement. However, based on the
content of the comments, high engagement cannot automatically be understood as
a promotional success, as most conversations are based on criticism and concern
about the social impact of the billboard.


 


Thematic Code Distribution


Table
2. The Appearance of Thematic Codes in Audience Comments





 
  
   	
   Thematic
   Code

   
   	
   Dr. Bobby

   
   	
   Dr. Piprim

   
   	
   Total Appearances

   
   	
   Comment Indicator

   
  

 
 
  	
  Psychologically
  induced content

  
  	
  10

  
  	
  27

  
  	
  37

  
  	
  trigger, depression,
  anxiety, suicidal thoughts, suggestions, subconscious

  
 

 
  	
  Visual
  discomfort/public spaces

  
  	
  26

  
  	
  29

  
  	
  55

  
  	
  disturbing,
  disturbing, creepy, big billboards, roads, concentration driving

  
 

 
  	
  Concerns about
  vulnerable children/groups

  
  	
  14

  
  	
  18

  
  	
  32

  
  	
  Children 6-7
  years old, adolescents, younger siblings, psychiatric patients, vulnerable
  groups

  
 

 
  	
  Ethical/regulatory
  criticism

  
  	
  15

  
  	
  11

  
  	
  26

  
  	
  Indonesian
  Advertising Ethics, LSF, billboard rules, moral responsibility

  
 

 
  	
  Negative
  virality/promotion strategy

  
  	
  7

  
  	
  6

  
  	
  13

  
  	
  shock value,
  viral, marketing strategy, negative awareness

  
 

 
  	
  Rejection of
  behavior/boycott

  
  	
  8

  
  	
  6

  
  	
  14

  
  	
  Boycott,
  Demoted, Canceled, Don't Love the Stage

  
 

 
  	
  Neutral/supportive
  response

  
  	
  11

  
  	
  1

  
  	
  12

  
  	
  creativity,
  pass censorship, film classification, audience needs to be wise

  
 







Note: a single comment can contain more than one thematic
code; therefore the total occurrence of the code is not equal to the number of
comments analyzed.


 


Comment Encoding Examples


 


Table 3. Example of Encoding Audience
Comments from Data Mentah





 
  
   	
   Data
   Code

   
   	
   Source

   
   	
   Selected Comment Excerpts

   
   	
   Category Themes

   
   	
   Analytical Meaning

   
  

 
 
  	
  P02

  
  	
  dr. Piprim

  
  	
  For
  individuals who are experiencing severe depression, trauma, or suicidal
  thoughts, such explicit sentences can be a trigger. / In psychology, visual
  display and...

  
  	
  Psychologically
  induced content

  
  	
  Diksi
  eksplisit dinilai dapat menjadi pemicu bagi individu dengan depresi, trauma,
  atau suicidal thoughts.

  
 

 
  	
  P03

  
  	
  dr. Piprim

  
  	
  I'm also a
  Doctor. Just at night at 23.30 I picked up my husband at the jogja station to
  go back to Maguwo via gejayan (sy from the direction of UNY) to gejayan was
  shocked and very disturbed by the banner...

  
  	
  Visual
  discomfort/public spaces

  
  	
  The large
  size, location of the T-junction, and spooky visuals reinforce the perception
  that billboards are uncomfortable to see in public spaces.

  
 

 
  	
  P08

  
  	
  dr. Piprim

  
  	
  IHHH
  BENEEERRR. / Yesterday when there was this poster on the street, my 6th year
  old daughter asked : / : Why does it say "I have to die" / : Horror
  movies are kaak / : Why does she want to die,...

  
  	
  Concerns about
  vulnerable children/groups

  
  	
  The
  six-year-old's question suggests that the billboard's message can be read by
  audiences who are not yet the target of the film.

  
 

 
  	
  P09

  
  	
  dr. Piprim

  
  	
  My brother,
  who is 13 years old and is being treated by a psychiatrist and has been
  hospitalized at RSJ 2 times, also saw and saw this billboard on the street.
  Then he immediately said, "Sis,...

  
  	
  Concerns about
  vulnerable children/groups

  
  	
  The comments
  connect the billboard to the vulnerability of teenagers undergoing
  psychiatric treatment.

  
 

 
  	
  B03

  
  	
  dr. Bobby

  
  	
  dbrahmantyo /
  6d / If referring to the Indonesian Advertising Ethics, advertisements like
  this violate the point about, "Advertisements must not create or play
  with fear, or nourish...

  
  	
  Ethical/regulatory
  criticism

  
  	
  The audience
  associates the promotional material with the principles of advertising ethics
  and the need for evaluation from the relevant institutions.

  
 

 
  	
  B34

  
  	
  dr. Bobby

  
  	
  Just looked at
  this billboard yesterday doc, and hurriedly istighfar after reading the
  writing. Deliberately his PH made a controversial title so that it was
  denounced and finally went viral. I hope the movie is quiet...

  
  	
  Negative
  virality/promotion strategy

  
  	
  Audiences read
  controversy as a strategy to spark condemnation and virality.

  
 

 
  	
  P23

  
  	
  dr. Piprim

  
  	
  @kemkomdigi /
  Billboard of a movie as a sedan on public streets contains suicide
  advertisements. Evil & mentally destructive. It should be selective.
  Advertisements etc like this are not allowed, sanctioned if...

  
  	
  Rejection of
  behavior/boycott

  
  	
  The response
  developed into demands for sanctions, cancellations, or reduction of
  promotional materials.

  
 

 
  	
  B08

  
  	
  dr. Bobby

  
  	
  Criticism is
  possible, but don't let it stifle creativity. LSF just agrees that this film
  will be aired, which means it's worth watching.

  
  	
  Neutral/supportive
  response

  
  	
  Some audiences
  think that critics need to keep considering the creativity and classification
  process of films.

  
 







Table 3 shows that
audience comments not only convey dislike of promotional materials, but also
contain personal experiences when seeing billboards on the street, concerns about
children, and ethical evaluation of marketing strategies. Citation presentation
is done anonymously to keep the identity of individual users protected.


 


Psychological Trigger Content


The first theme that stands out the
most is the perception that advertising has the potential to be a psychological
trigger. Comments that mention "trigger", "trigger the
mind", or "enter the subconscious" indicate that the audience
interprets billboards not only as promotional material, but also as messages
that can affect the emotional state of certain individuals. This response shows
the audience's high sensitivity to mental health issues.


 


Visual Discomfort and Public Space


This theme came about through comments
describing billboards as creepy, distracting, and unavoidable visuals when on
the road. The large size of the billboard and its placement in strategic areas
reinforce the perception that advertising messages are not only present as a
promotion of a film, but also as a visual stimulus that influences the public
experience in urban spaces.


 


Ethical Criticism of Advertising Messages


The second theme is criticism of
marketing communication ethics. The audience assessed that the use of diction
and visuals in billboards did not consider the psychological safety of the
community. This rejection arose because promotional materials were placed in
public spaces that could be seen by anyone, including groups that were not the
main targets of the film.


 


Concern for Children and Vulnerable Groups


Comments that mention children,
adolescents, and family members undergoing psychiatric treatment show that the
audience interprets this problem socially. Advertising is not only seen as
disruptive to individuals, but it is also considered inappropriate for the
character of a public space that is open to heterogeneous audiences.


 


Negative Virality


Some comments indicate audience
awareness that the strategy is likely designed to pursue virality. However, the
virality that is formed is actually negative. This shows that success in attracting
attention is not always in line with success in building a positive image.


 


Rejection in the Form of Behavioral Response


Some audiences do not stop at
criticism, but also show a tendency to act such as calls for boycotts or movie
cancellations. These findings suggest that audience responses have moved from
the affective dimension to the behavioral dimension. In the context of
marketing, this is an indication that campaigns can have an impact on
consumption intent and brand reputation.


 














DISCUSSION


Acceptance Failure in Shock Ad Strategies


The study's findings show that the
shock ad strategy in the promotion of Aku Harus MATI succeeded in
creating attention, but failed to build positive reception. The audience's
response showed that the shocking stimulus on the billboard was more
interpreted as a nuisance, psychological threat, and violation of the propriety
of public space. Thus, shock appeal cannot be automatically understood as the
success of a marketing communication. In terms of digital marketing
communication, this case shows the importance of differentiating engagement and
effectiveness. High engagement can be an indicator of attention, but it does
not necessarily indicate positive acceptance. Increased comments, reposts, and
quotes can actually amplify negative sentiments if the public conversation is
dominated by criticism. Therefore, social listening should not only read the
volume of the conversation, but also need to analyze the direction of the
audience's meaning and sentiment.


The ethical criticism that emerges
confirms that digital audiences are increasingly sensitive to mental health and
psychological safety issues. In the public space, marketing messages not only
compete with other advertisements, but also deal with the social values of the
community. When a message is perceived to be violating sensitivity boundaries,
audiences can take on the role of social watchdog pressuring brands to take
responsibility.


 


Billboards and Public Exposure


The dimension of public space is
important because billboards have different exposure properties from digital
media. When promotional messages are placed on a strategic path, the audience
is not always in a position to choose to receive the message. In this context,
the element of surprise not only serves as a strategy to attract attention, but
can also be perceived as a visual and psychological distraction by the public
to be involuntarily exposed. These findings show that the effectiveness of
shock advertising needs to be judged not only from the level of visibility, but
also from the suitability of the message with the social norms and ethical
responsibilities of outdoor media.


 


Negative Virality and Reputational Risk


This case is also relevant for
marketing management because it shows that negative virality can be a
reputational risk. Campaigns that rely on shock value need to be complemented
by risk evaluation, audience mapping, and crisis response plans. Without these
considerations, the strategy that was originally aimed at introducing the film
can turn into a polemic that weakens the image of the film and those involved
in its promotion. Thus, the promotion of films that use sensitive themes should
balance creative appeal with the principles of communication ethics. Creativity
remains important for building attention, but attention gained through public
discomfort can have greater consequences than the short-term promotional
benefits.


 














CONCLUSIONS AND RECOMMENDATIONS


This study concluded that the
audience's response to the shock advertising strategy in the promotion of the
film Aku Harus Mati was dominated by negative perceptions. Advertising is
considered disturbing, has the potential to be a trigger for individuals with
certain mental health conditions, and is less sensitive to the presence of children
and vulnerable groups in public spaces.


This strategy has indeed succeeded in
creating widespread attention and conversation on social media, but the
virality that is formed is more accurately understood as negative virality. The
public conversation not only contains criticism, but also encourages calls for
boycotts and rejection of films. Thus, high virality cannot be confused with
the success of marketing communication if the sentiment formed is detrimental
to the brand.


For marketing communication practitioners
and the film industry, this study recommends the need for ethical evaluation
before launching promotional materials that touch on sensitive issues. Audience
mapping, initial response testing, and reputation risk analysis are necessary
so that creative messages do not cause negative social impacts. For regulators
and related agencies, supervision of promotional materials in public spaces
needs to be strengthened to protect vulnerable groups from potentially
psychologically disturbing messages.


 


ADVANCED RESEARCH


Further research is recommended using
a quantitative approach (such as surveys or experiments) to statistically
measure the effectiveness of the ”shock advertising“ strategy for the movie Aku
Harus MATI on variables such as purchase intention (intention to watch) or
brand recall among a broader audience.
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