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ABSTRACT 

 Consumers’ attitude is the most important attribute that determines the success 

of any online advertisement. It is considered as one of the crucial influential indicators 

of advertising effectiveness which will subsequently influence consumers’ purchase 

behaviour. The purpose of this study is to investigate the factors that influenced 

consumers’ attitude towards online advertising. A total number of 450 questionnaires 

were distributed to University Utara Malaysia (UUM) student. However, only 392 were 

usable for analysis. Correlation and regression analysis were used to analyse all data. 

The findings of this study indicated that consumers’ attitude is positively related to all 

the five independent variables (Brand name, Informative, Credible, Entertainment, and 

Interactivity). The results of the multiple regression analysis that was conducted 

showed that Informative is the strongest factor that influenced consumers’ attitude 

towards online advertising. Hence, advertisers and marketers should pay great attention 

on the factors that influenced consumers’ attitude towards online advertising so that 

effective online advertisement could be created that will reach the target audience and 

attract their attention.  

Key words: Consumers’ attitude, brand name. informative, credible, entertainment, 

and interactivity 
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ABSTRAK 

Sikap pengguna adalah sifat yang paling penting yang menentukan kejayaan mana-

mana iklan atas talian. Ia dianggap sebagai salah satu petunjuk yang mempunyai 

pengaruh yang penting dalam menentukan keberkesanan pengiklanan yang 

kemudiannya akan mempengaruhi tingkah laku pembelian pengguna. Tujuan kajian ini 

adalah untuk mengkaji faktor-faktor yang mempengaruhi sikap pengguna terhadap 

pengiklanan atas talian. Sejumlah 450 soal selidik telah diedarkan kepada pelajar-

pelajar Universiti Utara Malaysia (UUM). Walau bagaimanapun, hanya 392 telah 

digunakan untuk analisis. Analisa korelasi dan analisis regresi telah digunakan untuk 

menganalisis semua data. Hasil kajian ini menunjukkan bahawa sikap pengguna 

mempunyai hubungan yang positif dengan kesemua pembolehubah bebas (Jenama, 

Infomatif, Kewibawaan, Hiburan, dan Interaktiviti). Keputusan analisis regresi 

berganda yang telah dijalankan menunjukkan bahawa Informatif adalah faktor yang 

paling kuat yang mempengaruhi sikap pengguna terhadap pengiklanan atas talian. Oleh 

itu, pengiklan dan pemasar perlu memberi perhatian kepada faktor-faktor yang 

mempengaruhi sikap pengguna terhadap pengiklanan atas talian. Ini adalah bertujuan 

supaya iklan atas talian yang berkesan boleh diwujudkan dan seterusnya ditujukan 

kepada golongan sasaran serta menarik perhatian mereka. 

Kata kunci: Sikap Pengguna, jenama, informatif, kebolehpercayaan, hiburan, dan 

interaktiviti 

 

 

 

 



iv 
 

ACKNOWLEDGEMENT 

Firstly, I would like to acknowledge with gratitude, debt of thanks to my research 

project supervisor, Tuan Haji Mohamad Zainol Abidin Bin Adam (Senior Lecturer, 

School of Business Management, College of Business, Universiti Utara Malaysia) for 

his valuable advice and aid. Working under his guidance make me learn a lot. Without 

his expert and great insightful advice, I could not have finished this thesis research in 

time. His expertise, continued kind assistance and comments helped greatly in the 

completion of this dissertation. 

 

Besides, I would like to express my appreciation to all the respondents who had spent 

their precious time in participating the survey. Without their kindness cooperation and 

contribution, I will not have the opportunity to obtain the information and data that 

needed in completing the research. 

 

I also place on record, my sense of gratitude to those who directly or indirectly have 

lent their helping hand in this venture. I truly appreciate the assistance, encouragement, 

advices and suggestions on every stage in completing this project. 

 

Thank you very much. May God bless all of you. 

 

Tey Hwa Jiun 

Matric: 819764 

Msc Management 

Universiti Utara Malaysia 

Sintok, Kedah, Malaysia 

 

 

 



v 
 

 

TABLE OF CONTENT 

Contents                    Page 

PERMISSION TO USE             i 

ABSTRACT              ii 

ABSTRAK             iii 

ACKNOWLEDGEMENT           iv 

TABLE OF CONTENTS           v 

LIST OF TABLES           ix 

LIST OF FIGURES          xii 

LIST OF APPENDICES                                                                                             xiii 

                                                                                                                                          

 

Chapter 1: Introduction                                                                                                  

1.0 Chapter Introduction ................................................................................................ 1 

1.1 Background of the Study ......................................................................................... 1 

1.2 Problem Statement ................................................................................................... 5 

1.3 Objectives of the Study ............................................................................................ 7 

1.3.1 Main Objectives ............................................................................................... 7 

1.4 Research Questions .................................................................................................. 8 

1.5 Significance of the Study ......................................................................................... 9 

1.6 Definition of Key Terms ........................................................................................ 11 

1.8 Conclusion ............................................................................................................. 13 

 

 

 



vi 
 

Chapter 2: Literature Review 

2.0 Chapter Introduction .............................................................................................. 14 

2.1 Summarizes of Previous Studies ............................................................................ 14 

2.2 Definition of Online Advertising ........................................................................... 17 

2.3 Demographics Factors ........................................................................................... 17 

2.4 The Variables of the Study .................................................................................... 18 

2.4.1 Attitude towards Online Advertising .................................................................. 18 

2.4.2  Brand Name ....................................................................................................... 20 

2.4.3 Informative .......................................................................................................... 22 

2.4.4 Credible ............................................................................................................... 24 

2.4.5 Entertainment ...................................................................................................... 26 

2.4.6 Interactivity ......................................................................................................... 27 

2.5 Research Framework ............................................................................................. 29 

2.6 Hypothesis Development ....................................................................................... 31 

2.7 Chapter Conclusion ................................................................................................ 32 

 

 

 

 

 

 

 

 

 

 

 

 

 



vii 
 

Chapter 3: Methodology 

3.0 Chapter Introduction .............................................................................................. 33 

3.1 Research Design..................................................................................................... 34 

3.2 Population and Sampling ....................................................................................... 36 

3.2.1 Sample Size Determination .......................................................................... 36 

3.2.2 Sampling Design ............................................................................................ 36 

3.2.3 Unit of Analysis ............................................................................................. 37 

3.3 Questionnaire Design ............................................................................................. 38 

3.4 Measurements of Study.......................................................................................... 39 

3.4.1 Measurements of Construct .......................................................................... 40 

3.5 Data Collection Method ......................................................................................... 47 

3.6 Pilot Test ................................................................................................................ 47 

3.7 Data Analysis Strategy ........................................................................................... 48 

3.7.1 Reliability Test ............................................................................................... 48 

3.7.2 Normality Test ................................................................................................ 49 

3.7.3 Descriptive Analysis ...................................................................................... 49 

3.7.4 Independent Samples T-Test ........................................................................ 50 

3.7.5 One-way ANOVA ......................................................................................... 50 

3.7.6 Correlation Analysis ...................................................................................... 50 

3.7.8 Multiple Regression Analysis ...................................................................... 51 

3.8 Conclusion ............................................................................................................. 52 

 

 

 

 

 



viii 
 

Chapter 4: Findings 

4.0 Chapter Introduction .............................................................................................. 53 

4.1 Normality Test ....................................................................................................... 54 

4.2 Reliability Test ....................................................................................................... 58 

4.3 Descriptive Statistics of Data ................................................................................. 58 

4.3.1 Gender of Respondents ................................................................................. 59 

4.3.2 Age of Respondents ....................................................................................... 60 

4.3.3 Ethnic Group................................................................................................... 61 

4.3.4 Level of Education ......................................................................................... 62 

4.3.5 Programs Taken by Respondents ................................................................. 63 

4.3.6 Academic College of Respondents .............................................................. 64 

4.3.7 Average Time Spent on Internet per week ................................................. 64 

4.3.8 Average Time Spent on Internet per day .................................................... 65 

4.3.9 Reasons for Internet Usage ........................................................................... 65 

4.3.10 Web Experience ........................................................................................... 66 

4.3.11 Frequency of Respondents being Exposed to Online Advertising ........ 67 

4.4 Mean and Standard Deviation of Controlled Data ................................................. 68 

4.4.1 Mean and Standard Deviation of Brand Name .......................................... 69 

4.4.2 Mean and Standard Deviation of Informative ............................................ 70 

4.4.3 Mean and Standard Deviation of Credible ................................................. 71 

4.4.4 Mean and Standard Deviation of Entertainment ........................................ 72 

4.4.5 Mean and Standard Deviation of Interactivity ........................................... 73 

4.4.6 Mean and Standard Deviation of Consumers’ Attitude towards Online 

Advertising ............................................................................................................... 74 

4.5 Achieving the Objective of Research .................................................................... 75 



ix 
 

4.5.1 Achieving Objective 1 ................................................................................... 75 

4.5.2 Achieving Objective 2 ................................................................................... 77 

4.5.3 Achieving Objective 3 ................................................................................... 82 

4.5.4 Achieving Objective 4 ................................................................................... 86 

4.6 Chapter Conclusion ................................................................................................ 89 

 

 

Chapter 5: Discussions and Conclusion 

5.0 Chapter Introduction .............................................................................................. 90 

5.1 Discussion .............................................................................................................. 90 

5.1.1 Descriptive Analysis ...................................................................................... 90 

5.1.2 Independent Samples T-Test ........................................................................ 92 

5.1.3 One-way Analysis of Variance (ANOVA) ................................................. 92 

5.1.4 Correlation Analysis ...................................................................................... 94 

5.1.5 Regression Analysis ...................................................................................... 95 

5.2 Limitations of the Study......................................................................................... 98 

5.3 Recommendations ................................................................................................ 100 

5.4 Chapter Conclusion .............................................................................................. 101 

 

 

 

 

 

 



x 
 

LIST OF TABLES 

TABLE                  Page 

Table 1.1 Classification of Online Advertising     3 

Table 1.2 Malaysian Internet User Statistics     4 

Table 2.1 Comparison of Pervious Studies     16 

Table 3.1 Summary of Questionnaire Design     38 

Table 3.2 Measurement Scales       39 

Table 3.3 Summary of Measurement of Construct    40 

Table 3.4 Consumers’ Attitude towards Online Advertising Construct  41 

Table 3.5 Brand Name Construct      42 

Table 3.6 Informative Construct       43 

Table 3.7 Credible Construct       44 

Table 3.8 Entertainment Construct      45 

Table 3.9 Interactivity Construct      46 

Table 3.10 Internal Consistency Measurement     48 

Table 3.11 Pilot Reliability Test Results      49 

Table 3.12 Pearson Correlation Coefficient Scale    51 

Table 4.1 Reliability Test Results      58 

Table 4.2 Gender of Respondents      59 

Table 4.3 Age of Respondents       60 

Table 4.4 Ethnic Groups of Respondents     61 

Table 4.5 Level of Education       62 

Table 4.6 Programs        63 

Table 4.7 Academic College of Respondents     64 

Table 4.8 Time Spent by Respondents on Internet per week   64 

Table 4.9 Time Spent by Respondents on Internet per day   65 

Table 4.10 Reasons of Internet Usage      65 

Table 4.11 Respondents’ Web Experience     66 

Table 4.12 Frequency of the Respondents exposed to Online Advertising 67 

Table 4.13 Mean and Standard Deviation of Variables    68 

Table 4.14 Mean and Standard Deviation (Brand Name)    69 



xi 
 

Table 4.15 Mean and Standard Deviation (Informative)    70 

Table 4.16 Mean and Standard Deviation (Credible)    71 

Table 4.17 Mean and Standard Deviation (Entertainment)   72 

Table 4.18 Mean and Standard Deviation (Interactivity)    73 

Table 4.19 Mean and Standard Deviation (Consumers’ Attitude)  74 

Table 4.20 Independent Sample T-Test between Gender and Consumers’ 

  Attitude        76 

Table 4.21 One-way ANOVA between Age Group and Consumers’ 

  Attitude        77 

Table 4.22 One-way ANOVA between Ethnic Groups and Consumers’ 

  Attitude        78 

Table 4.23 One-way ANOVA between Level of Education and Consumers’ 

  Attitude        78 

Table 4.24 One-way ANOVA between Academic College and Consumers’  

  Attitude        79 

Table 4.25 One-way ANOVA between Daily Average on Internet and 

  Consumers’ Attitude       79 

Table 4.26 One-way ANOVA between Reason for Internet Usage and Consumers’ 

  Attitude        80 

Table 4.27 One-way ANOVA between Frequency Exposed to Online  

  Advertising and Consumers’ Attitude    80 

Table 4.28 Summary Result of One-way ANOVA Analysis   81 

Table 4.29 Correlation between Brand Name and Consumers’ Attitude  83 

Table 4.30 Correlation between Informative and Consumers’ Attitude  83 

Table 4.31 Correlation between Credible and Consumers’ Attitude  84 

Table 4.32 Correlation between Entertainment and Consumers’ Attitude 84 

Table 4.33 Correlation between Interactivity and Consumers’ Attitude  85 

Table 4.34 Summary Result of the Pearson Correlation Analysis  85 

Table 4.35 Regression Analysis on Model Summary    87 

Table 4.36 Regression Analysis on ANOVA     87 

Table 4.37 Regression Analysis of Coefficients     88 

 



xii 
 

LIST OF FIGURES 

FIGURES         Page 

Figure 2.1 Conceptual Framework Relating Factors Influencing 

  Consumers’ Attitude towards Online Advertising  30 

Figure 3.1 Statistical Test Used      52 

Figure 4.1 Normal Q-Q Plot of Consumers’ Attitude towards Online  

  Advertising       54 

Figure 4.2 Normal Q-Q Plot of Brand Name    55 

Figure 4.3 Normal Q-Q Plot of Informative    55 

Figure 4.4 Normal Q-Q Plot of Credible     56 

Figure 4.5 Normal Q-Q Plot of Entertainment    56 

Figure 4.6 Normal Q-Q Plot of Interactivity    57 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



xiii 
 

LIST OF APPENDICES 

Appendix Number Title of Appendix Page 

Appendix A Questionnaire 111 

Appendix B Reliability Test for Pilot Test 115 

Appendix C Normality Test 127 

Appendix D Reliability Test for Real Test 131 

Appendix E Descriptive Statistic 135 

Appendix F Descriptive (Mean and Standard Deviation) 139 

Appendix G Independent Samples T-Test 144 

Appendix H One-way ANOVA 145 

Appendix I Pearson Correlation 159 

Appendix J Multiple Regression 160 

 

 

 

                      

       

 

 

 

 

 

 

 

 

 



1 
 

 

CHAPTER 1 

INTRODUCTION 

 

1.0 Chapter Introduction 

This chapter presents an overview and the background of the factors influencing 

customers’ attitude towards online advertisement in Malaysia. This chapter contains 

eight parts which are classified as follows: (1) Background of the study, (2) Problem 

Statement, (3) Research Objective, (4) Research Questions, (5) Significance of the 

Study, (6) Definition of Key-Term, and (7) Conclusion. 

 

1.1 Background of the Study 

Advertising refers to a paid form of non-personal communication of any company to 

communicate with target audience for the purpose of presenting ideas, goods or services 

by an identified sponsor (Kotler,2000). It is an effective communication tools which 

deliver information to the public by attracting the target audiences’ attention (Ducoffe, 

1996). Advertising is one of the most important tool in the marketing promotional mix. 

It is widely used by the marketer to attract consumers to their product by different ways 

of persuasion. Recent advertisements are based on the use of elements that is intended 

to appeal to the consumer. In advertising, various elements are used as appeals in 

advertising various kinds of products to the consumer. Examples of some appeals are 

sex appeal, humour appeal, fear appeal, music appeal, and guilt appeal (Gayatri, 2008).  
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