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ABSTRACT

News about environmental issues have led many companies and fast food restaurants like KFC started the
Public Relations campaign movement with the theme #NOSTRAWMOVEMENT which was done
simultaneously in all of their outlets in Indonesia. KFC Raden Inten becomes case in study. This study aims
to determine the influence of the Public Relations campaign #NOSTRAWMOVEMENT will influence
consumer participation in KFC Raden Inten. This research uses stimulus- respons (S-R) theory and
participation concept which can be interpreted as taking part or taking a role in activities or activities. The
author uses this theory because | want to know how much consumer participation is influenced by Public
Relations campaign #NOSTRAWMOVEMENT of KFC. Participation is divided into two categories, direct
participation and indirect participation. In this study, researchers used quantitative research with a
descriptive and explanatory approach. Data collection techniques used in this study were documentation
and questionnaire filling as part of the survey. Researchers used a survei method using a questionnaire.
Data analysis techniques using validity test, reliability test, normality test, t test, F test and R? test. Based
on the data processing carried out, this study obtained the result that the relationship between the Public
Relations campaign variables and consumer participation had a positive and significant influence.
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ABSTRAK

Banyaknya pemberitaan mengenai isu lingkungan membuat salah satu restoran cepat saji (KFC) memulai
gerakankampanye Public Relations dengan tema #NOSTRAWMOVEMENT yang di lakukan secara
serentak di semua gerai di Indonesia, tidak terkecuali KFC Raden Inten. Penelitian ini bertujuan untuk
mengetahui pengaruhkampanye Public Relations #NOSTRAWMOVEMENT terhadap partisipasi
konsumen KFC Raden Inten. Penelitian ini menggunakan teori stimulus respons (S-R) dan juga konsep
partisipasi. Peneliti menggunakan teori ini karena ingin mengetahui partisipasi konsumen dipengaruhi oleh
kampanye Public Relations #NOSTRAWMOVEMENT dari KFC. Partisipasi di bagi menjadi dua,
partisipasi langsung dan partisipasi tidak langsung. Dalam Penelitian ini, Peneliti menggunakan dengan
riset kuantitatif dengan pendekatan deskriptif dan eksplanatori. Teknik pengumpulan data yang digunakan
dalam Penelitian ini adalah dokumentasi dan pengisian angket kuisioner sebagai bagian dari pada survei.
Peneliti menggunakan metode survei dengan menggunakan kuisioner. Teknik Analisa data menggunakan
uji validitas, uji realibilitas, uji normalitas, uji t, uji F dan Uji R? Berdasarkan pengolahan data yang
dilakukan, kesimpulan dari penelitian ini memperoleh hasil bahwa hubungan diantara variabel kampanye
Public Relations dan partisipasi konsumen terdapat pengaruh yang signifikan dan positif.

Kata Kunci: Kampanye Public Relation, Partisipasi konsumen, Sikap Konsumen
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INTRODUCTION

Coverage on environmental issues, health
issues, and social issues dealing with global in the
media. This has led many companies and fast food
restaurants to carry out social movements, known
as Public Relations campaigns. According to
Moriarty., Et al (2011: 625), Public Relations
campaigns are used to influence or change public
opinion and campaigns are usually conducted to
deal with marketing from other parties. One of
them is a fast food restaurant (KFC) which started
with the theme #NOSTRAWMOVEMENT
which was introduced to franchise networks
throughout Indonesia, including KFC Raden
Inten. According to Gani (2014, accessed on 30
October 2019), conceptually, a campaign is
defined as a planned, gradual and sometimes
culminating activity of delivering information,
which aims to influence a person's attitudes,
opinions and opinions.

Disposing of garbage into the ocean can
certainly damage the ecosystem and also Kkill
living things that are there. Various types of waste
such as HDPE plastics, glass, textile fabrics,
plastic packaging, pet plastics, styrofoam, clear
plastics, plastic straws, plastic bags, cans and so
on. According to Bila, it can reach 31.3 kilograms
/ 100m2 of waste that is only under the sea, while
the total can reach 81.2 kilograms of marine and
coastal waste. Where weighing 1.45 kilograms is
plastic straw waste. The
#NOSTRAWMOVEMENT  Public  Relations
Campaign which has only been held in the past
two years has been able to help reduce plastic
waste. To get more impact, the DCA team invited
one of the big restaurants like KFC. KFC has
outlets in 34 provinces in Indonesia and is also a
major contributor to plastic straw waste.

Initially carried out at 6 KFC outlets in
Jabodetabek where, at first this movement started
by not providing a straw dispenser and only in
give when consumers ask. However, over time
this movement became a National movement in
714 KFC outlets throughout Indonesia by not
providing straws directly and not using straw
dispensers, unless they really needed it for people

with disabilities, as well as encouraging
consumers to get used to not using straws.

The use of social media like Instagram is
also very effective in helping disseminate the
Public Relations campaign that is being run. This
Public Relations campaign was also spread by
KFC through accounts Instagramnya at
@kfcindonesia. By providing facts and negative
impacts about plastic waste, KFC also encourages
people to want to use stainless straw instead.
There are also other activities carried out with
DCA such as talk shows and fashion shows, KFC
good journey.

Community participation is very important
in the success of an action or event. Without the
participation of the target or the community
concerned, an objective cannot be achieved.
According to Karianga (in Lilies, 2014: 8),
etymologically, participation comes from the
Latin pars which means part of cpere, which
means taking, so it means "taking part”. In
English, participation or participation means
taking part or taking part.

Like the #NOSTRAWMOVEMENT
campaign. The objectives of this campaign could
not have been achieved without the participation
of the community. Therefore, the purpose of this
campaign is to be able to foster a desire to
participate from the community, especially KFC
consumers, who are expected to get results that
people can use less and wiser to use plastic straws.
With the description above, the researcher wants
to know about the effect of the
#NOSTRAWMOVEMENT  Public  Relations
campaign on KFC Raden Inten consumer
participation.

LITERATURE REVIEW

Stimulus Response Theory (S-R) is the
most basic model of communication. This theory
is influenced by the psychological discipline that
links Stimulus-Response. This theory assumes
communication as a very simple action-reaction
process, where verbal words, non-verbal cues,
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pictures, and certain actions can stimulate others
to respond in certain ways (Mulyana, 2008: 143).

This theory also assumes a message that has
been prepared and distributed systematically and
on a very broad scale, so that the message is
simultaneously conveyed to a number of
individuals, and not shown to individuals.
Stimulus - Response. In the early days of the
emergence of mass communication models, it was
always described as one-way only. This is
because at that time the audience was still
considered too passive and accepted all the
messages conveyed. In mass communication, the
stimulus  response  model involves two
components, namely the mass media and
audiences.

According to Karianga (in Lilies, 2014: 8),
etymologically, participation comes from the
Latin pars which means part of cpere, which
means taking, so it means "taking part”. In
English, participation or participation means
taking part or taking part. So it can be concluded
that participation is taking a role in activities or
activities. The concept of participation can also be
interpreted as a relationship between society and
the power system in the development process
which is equally correlated.

According to Sundaningrum (in Bahaddur,
2012: 13), participation can be divided into two
based on the way of involvement, namely, direct
participation, participation that occurs when
individuals perform certain activities in the
participation process. This participation occurs
when everyone can raise views, discuss the
subject matter, raise objections against the wishes
of others or against their words and indirect
participation, participation that occurs when
individuals delegate their right to participate.

According to Gani (2014, accessed on 30
October 2019), Public Relations campaigns today
have become very important, the campaign itself
means a planned communication to achieve
certain goals and seeks to influence audiences.
According to Rahmadilaga (2017: 9), the PR
(Public Relations campaign) campaign in
communication aims to create understanding,
knowledge, interest, understanding, support and

awareness from various parties to obtain an image
for the institution or organization it represents.

According to Gregory (2018: 78), there are
three levels in the objectives of the Public
Relations campaign, namely, first awareness
(cognitive), which is the stage where the target
public thinks about something and tries to
introduce a certain level of understanding.
Second, attitudes and opinions (affective), namely
the stage of making the target public to make a
certain attitude or opinion about a subject. So that
the public can trust, be interested and like the
message conveyed.

The affective component affects emotions
or feelings for a particular product or brand and
determines whether or not consumers like certain
products. Third, behavior (conative), which is the
stage of making the target public act as desired.
The conative component affects a person in taking
action and behavior in a certain way towards an
object of attitude and determines whether
consumers will buy or reject a product.

The object of this research is consumers
from KFC Raden Inten who are aware of the
#NOSTRAWMOVEMENT  Public  Relations
campaign and participate in campaign activities
that take place in the KFC area.

RESEARCH METHODS

Researchers used a survey by collecting
data through filling out a questionnaire as part of
this research and also using quantitative
descriptive and explanatory research. According
to Kriyantono (2014: 55), descriptive quantitative
research is used for describing the population
being studied, this research focuses on current
behavior and consists of one variable. While
explanatory aims to obtain information,
information, data regarding things that are not yet
known.

Exploratory research is carried out if the
researcher has not obtained preliminary data so
that he does not have a picture at all about the
things to be studied. This research was conducted
by connecting or looking for cause and effect
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between two or more concepts (variables) to be
studied. Variables are concepts that can be
measured. (Kriyantono, 2014: 59).

variable is a concept in concrete form or
operational concept. According to Kriyantono
(2014: 20), a variable is a low-level concept,
whose references are relatively easy to identify
and observe and easy to classify, sort or measure.
This research is a bivariate analysis. According to
Kriyantono (2014: 22), bivariate analysis is an
analysis carried out to test the relationship of one
independent variable to the dependent variable. In
this study, the independent variable (X) is the
#NOSTRAWMOVEMENT Public Relations
campaign and the dependent variable (Y) is
consumer participation.

Data collection techniques used in this
study were documentation and filling out a
questionnaire as part of the survey. The
questionnaire is a closed statement, can be given
in person or sent via the internet. Based on the
source, data collection techniques in a study can
be grouped into two types of data, namely primary
data collection in the form of questionnaires and
documentation. Secondary data are books and
websites.

In this study, researchers used the Non-
Probability Sampling technique with accidental
sampling. The sample was determined as many as
60 respondents because the researcher did not
know with certainty the number of consumers at
KFC Raden Inten every day, considering that the
number of consumers who came was not always
the same every day. This is the researcher's
decision to determine the sample without using
the Slovin or Yamane formula.

In this study, the researcher has distributed
guestionnaires to 60 respondents directly in
accordance with the criteria set by the researcher,
there are two criteria, namely based on age with a
range from 15 - 58 years of age and based on
gender with a total of 27 female respondents and
men as many as 34 people.

Based on data distributed to 60 respondents,
where the first 30 respondents were conducted
from 15-16 January 2020 and the remaining 30
respondents were conducted on 18-20 January

2020. The researcher then tested the validity of 38
statements and got valid results with repie > Fhitung
for all existing statements.

The reliability test that the researchers
conducted used the SPSS statistical application
with the calculation of Cronbach's Alpha > 0.7.
Therefore, the results of the calculation of
variables in this study were declared reliable
because the results of Cronbach's Alpha were
0.978 >0.7.

The average value that is owned by the
#NOSTRAWMOVEMENT Public Relations
campaign variable has very good results with an
average score of 4.3 and the average value
possessed by the consumer participation variable
has very good results with a score of 4.2.

From the results of the questionnaire tested
through SPSS Statistic 22 for both variables
normally distributed with Asymp. Sig for Public
Relations campaign variable 0.077 > 0.05 and for
Asymp. The sig of the consumer participation
variable is 0.187 > 0.05, it can be concluded that
this study has met the normality requirements.

Based on the statistical test, it was found
that the relationship between the two variables
showed the number 0.918 which showed that the
relationship between the two variables was very
high or strong.

Based on the results of calculations with
SPSS statistics 22, it shows that the two variables
have a linear relationship, this is shown in the Sig.

Deviation from Linearity 0.280 > 0.1,
which means that the two variables are stated to
have a linear relationship with the provisions of
the significance value limit of 10% or 0.1.

In the calculation of the t table is 1.67155
and reun for X1 (cognitive) was 3,761, X2
(affective) was 2,439 and X3 (conative) was
2,218. Then, value teunt for the three variables
greater than tupe. When viewed from the Sig. For
the three variables, X1 is 0.000 <0.05, X2 is 0.002
<0.05 and X3 is 0.008 <0.05. So that the
prevailing hypothesis is Ha: B> 0; means that
there is a significant and positive influence
between the independent variables, namely the
#NOSTRAWMOVEMENT  Public  Relations
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campaign on the dependent variable, namely
consumer participation in KFC Raden Inten.

Based on the calculations obtained, the
Feount is 92,952 and sig 0,000. For the Frpie Value
that the researcher got was 4.007. This shows that
Feount > Franie, Nnamely 92.952> 4.007. For the sig
value, it must be <0.05 to be significant, it can be
seen from the table above that the sig value is
0.000 <0.05 which explains that the model in this
study is suitable for use. This identifies that the
#NOSTRAWMOVEMENT Public Relations
campaign against consumer participation in KFC
Raden Inten with the regression model that the
researchers created proved significant.

Based on the calculation results, the value
of R? shows the number 0.616, which means that
61.6% of the #NOSTRAWMOVEMENT Public
Relations campaign variable contributes quite a
lot to consumer participation in KFC Raden Inten.
This shows that the effect of the
#NOSTRAWMOVEMENT Public Relations
campaign is quite influential on consumer
participation in KFC Raden Inten and the
remaining 38.4% is influenced by other factors.

RESEARCH RESULTS AND DISCUSSION

Based on the results of the research that has
been obtained, it proves that there is an effect of
the #{NOSTRAWMOVEMENT Public Relations
campaign on KFC Raden Inten consumer
participation. Based on the results for validity
testing using 60 respondents, it was stated that 38
statements were declared valid with the
calculation of r count> r table. For reliability
calculations, Cronbach's Alpha results are also
obtained from 0.981 > 0.7, which means that the
list of statements has met the reliable
requirements.

Based on the results of the F test, it shows
that the use of the model in this study is
considered appropriate and appropriate, seen from
the calculated F value> F table, namely 92,952>
4,007. Based on the statistical test, it was found
that the relationship between the two variables

showed the number 0.918 which showed that the
relationship between the two variables was very
high or strong. When viewed from the correlation
between the two variables, it shows the number
0.918 which shows the relationship between the
two variables is very high or strong.

According to Rahmadilaga (2017: 9), the
PR (Public Relations campaign) campaign in
communication aims to create understanding,
knowledge, interest, understanding, support and
awareness from various parties to obtain an image
for the institution or organization it represents.
This was also carried out by KFC, which carried
out the #NOSTRAWMOVEMENT campaign
which aims to provide understanding and
knowledge to consumers about reducing the use
of straws in the KFC Raden Inten outlet
environment.

Likewise, KFC Raden Inten provides
support and awareness for consumers to care
about the environment by being interested in not
using plastic straws in KFC Raden Inten outlets.
The results of distributing questionnaires to 60
respondents who are KFC Raden Inten
consumers, from the t test it can be concluded that
the effect of the independent variable, namely the
#NOSTRAWMOVEMENT  Public  Relations
campaign, on the dependent variable, namely the
participation of KFC Raden Inten consumers, has
a significant and positive effect.

The results of the calculation of the t test for
X1 (cognitive) amounted to 3,761 1.67155, X2
(affective) amounted to 2.439> 1.67155 and X3
(conative) was 2.218> 1.67155. When viewed
from the Sig. For the three variables, X1 is 0.000
<0.05, X2 is 0.002 <0.05 and X3 is 0.008 <0.05.
Therefore, it can be concluded that Ho is rejected
and Ha is accepted, Ha is accepted because
tcount> ttable and also the Sig. less than 0.05.

Judging from the average value in the
descriptive statistical test, the value on the
#NOSTRAWMOVEMENT  Public  Relations
campaign variable has excellent results with a
score of 4.3, where the respondents agree that the
delivery of the #NOSTRAWMOVEMENT
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Public Relations campaign can influence them to
participate. When viewed from each dimension of
the existing Public relations campaign, starting
from the dimension of awareness (cognitive) the
highest value lies in statement number 6, which
means that respondents are aware and understand
what they want to convey in the
#NOSTRAWMOVEMENT  Public  Relations
campaign program before they want to participate
with value mean 4.38.

Whereas in the dimension of attitudes and
opinions (affective) the highest mean value lies in
statement number 16, where respondents like the
messages conveyed in the
#NOSTRAWMOVEMENT Public Relations
campaign with a mean value of 4.48. In the
behavioral (conative) dimension, the highest
mean value lies in statement no.22, that is, the
respondents will reduce the use of straws after
knowing the #NOSTRAWMOVEMENT Public
Relations campaign, the mean value in this
statement is 4.5.

According to Ach. Wazir Ws., Et al. (in
Ripai, 2013: 20), participation can be defined as a
person's conscious involvement in social
interactions in certain situations. With that
understanding, a person can participate when he
finds himself with or in a group, through various
processes of sharing with others in terms of
values, traditions, feelings, loyalty, obedience and
shared responsibility.

Judging from the average value in the
descriptive statistical test of the value on the
consumer participation variable, the average
value of the consumer participation variable has
very good results with a score of 4.2, meaning that
consumers agree to participate after seeing the
Public Relations campaign #
NOSTRAWMOVEMENT. When viewed from
the dimension of direct participation, the highest
value lies in statement number 1, which means
that respondents are interested in participating
directly not to use plastic straws with a mean
value of 4.5. Whereas in the indirect participation
dimension the highest mean value lies in

statement number 16, where respondents agree
with the #NOSTRAWMOVEMENT Public
Relations campaign indirectly making the
environment cleaner than straw waste with a
mean value of 4.45.

Based on the correlation value between the
#NOSTRAWMOVEMENT  Public  Relations
campaign on consumer participation, KFC Raden
Inten received a value of 61.6%, which means that
the #NOSTRAWMOVEMENT Public Relations
campaign variable contributed quite high to
consumer participation in KFC Raden Inten. This
shows the effect of the
#NOSTRAWMOVEMENT Public Relations
campaign is quite influential on consumer
participation in KFC Raden Inten and the
remaining 38.4% is influenced by other factors.

The desire to participate either directly or
indirectly, in not using plastic straws among KFC
Raden Inten consumers can arise and be
influenced after seeing the
#NOSTRAWMOVEMENT  Public  Relations
campaign held by KFC, so in conclusion, the
#NOSTRAWMOVEMENT  Public  Relations
campaign has an effect on consumer participation
in KFC Raden Inten.

CONCLUSION

Based on the analysis of the results of the
research conducted, the researcher concluded that
there was a fairly high influence compared to
other factors. This shows that KFC Raden Inten
consumers want to participate in not using a straw
when they find out about this campaign. Based on
the correlation test between the two variables
which shows the relationship between the two
variables is very high or strong. In the sense that
the #fNOSTRAWMOVEMENT Public Relations
campaign is very influential in encouraging
consumers to participate.

The following are the results of hypothesis
testing. First, cognitive aspects have a positive
and significant effect on consumer participation.
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Second, the affective aspect has a positive and
significant effect on consumer participation and
also, the three conative aspects have a positive
and significant effect on consumer participation.
The campaign has been spread evenly throughout
KFC outlets in Indonesia, so consumers can easily
find out about the campaign, especially the
campaign being carried out is supported by not
providing a straw from KFC. When viewed from
the results of data testing that researchers have
conducted, the #NOSTRAWMOVEMENT
Public Relations campaign has an effect on
consumer participation in KFC Raden Inten.

Researchers suggest that further researchers
be able to measure the effect of the
#NOSTRAWMOVEMENT Public Relations
campaign on consumer participation so that it is
even better and examined in depth in order to
explore and develop new concepts regarding
Public Relations campaigns and consumer
participation that have not been done in this study.

Suggestions for further researchers are also
to be able to measure the influence of Public
Relations campaigns on other campaigns such as
#budayabeberes and others regarding
environmental issues that are being carried out a
lot. These suggestions are reviewed from the
number of hashtags used in fast food restaurants
other than KFC. Future researchers can also
change the object of research because many topics
are starting to be similar to
#NOSTRAWMOVEMENT.

After going through a series of processes,
through this research the researcher wants to
remind the next researcher, if you want to do
research in a large and well-known restaurant,
firstly, the respondent's data collection is done
directly, you must first research the company that
you want to be the object of research.

For KFC companies, it is hoped that this
research can be used as an evaluation material
regarding the Public Relations campaign that has
been carried out for almost the last three years,
because when viewed from the calculation of the
effect of this Public Relations campaign the effect

on consumer participation is quite high.
Placement of pictures or videos about this
campaign can also be reproduced so that people
will be more aware of the existence of this
campaign.

Researchers hope that this research can be
thought material for students both at the Kwik
Kian Gie Institute of Business and Informatics
and other campuses as learning materials about
Public Relations campaigns.

The researcher also hopes that in the future
this research can be made with different methods,
for example with qualitative methods or other
things by examining Public Relations campaigns
carried out by other companies and also
examining from the social media side. The theory
used can also be taken from others.

The researcher also found that there were
weaknesses in this study, namely the researcher
used non-probability techniques to take samples,
where the researcher should use probability
techniques, so the researcher expected the next
researcher to use the correct technique. The
number of samples used is also expected to be
more than just 60 respondents.
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