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Abstrak

Kajian ini bertujuan menyelidik faktor-faktor yang mempengaruhi sikap terhadap
iklan dan menilai impak sikap terhadap iklan ke atas ekuiti jenama. Dengan
percambahan media digital, penjenamaan merupakan aset utama untuk sesebuah
syarikat itu bertahan dalam pasaran yang kompetitif. Perbelanjaan pengiklanan untuk
iklan bercetak dan atas talian gagal memberikan hasil yang diinginkan dari segi
perubahan sikap pengguna dan ekuiti jenama. Selain itu, persoalan mengenai media
iklan yang mana mempunyai kesan yang lebih berkesan kepada sikap terhadap iklan
untuk mewujudkan ekuiti jenama masih belum terjawab. Oleh yang demikian, kajian
semasa bertujuan untuk mengenal pasti faktor-faktor yang berpotensi untuk
mempengaruhi sikap terhadap iklan dan membandingkan kedua-dua jenis (iklan
bercetak dan atas talian) untuk mengetahui perantara iklan terbaik yang dapat
menentukan sikap terhadap iklan dan ekuiti jenama. Data dikumpulkan daripada 300
orang pelajar Libya yang sedang belajar di beberapa universiti yang berlainan di
Malaysia. Kaedah penyelidikan quasi-eksperimen digunakan untuk mengetahui
pilihan pengguna untuk iklan bercetak dan atas talian. Hasil ujian ANOVA
menunjukkan iklan atas talian lebih berkeupayaan untuk mewakili pembentukan
fokus berbanding iklan bercetak. Selepas pengesahan, hipotesis diuji menggunakan
data iklan atas talian yang dibina dengan bantuan SEM-AMOS. Hasil analisis
menunjukkan daya tarikan mesej, kualiti kenyataan dan interaktiviti mempunyai
hubungan yang signifikan dengan kesedaran jenama, imej jenama dan niat pembelian
jenama. Kajian ini menyumbang kepada ilmu pengetahuan dengan memperluaskan
penggunaan Pemodelan Pemujukan Huraian Likehood (Elaborate Likelihood Model
of Persuasion), dan Model Ekuiti Jenama berasaskan Pengguna untuk mewujudkan
ekuiti jenama dalam kalangan pengguna. Selain itu, hasil kajian semasa boleh
membantu syarikat untuk melaksanakan strategi pengiklanan yang lebih berkesan,
menggunakan sumber dengan lebih cekap dan membangunkan kempen iklan atas
talian dengan lebih kukuh.

Kata kunci: Kredibiliti Iklan yang dilihat, Daya Tarikan Mesej, Kualiti Kenyataan,
Keintiman, Interaktiviti, Sikap terhadap Iklan, Ekuiti Jenama
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Abstract

This study aims to determine the factors that affect Attitude towards Advertisement
and assess the impact of Attitude towards Advertisement on Brand Equity. With
digital media proliferation, brands are the main assets for a company to survive in the
competitive marketplace. Advertisement expenditure for both print and online
advertisements has failed to bring in the desired results in terms of change in attitude
of the consumers and brand equity. Moreover, the answer to the question on which
advertisement media has a more effective impact on Attitude towards Advertisement
to create brand equity still remains unanswered. Therefore, the current research aims
to identify the potential factors that affect Attitude towards Advertisement and
compare both types (print and online advertisements) to find out the best
advertisement medium that can determine Attitude towards Advertisements and
Brand Equity. The data was collected from 300 Libyans studying in different
universities in Malaysia. A quasi-experimental research design was applied to know
the consumers’ preferences for print and online advertisements. The results of
ANOVA test show that online advertisement has a greater ability to represent the
focal constructs as compared to print advertisement. After confirmation, the
hypotheses were tested using data of online advertisement constructs with the help of
SEM-AMOS. The results of the analysis show that Message Appeal, Argument
Quality and Interactivity, have a significant relationship with Attitude towards
Advertisement. Furthermore, Attitude towards Advertisement has a significant
relationship with Brand Awareness, Brand Image and Brand Purchase Intention. This
study contributes to the existing body of knowledge by expanding the use of the
Elaborate Likelihood Model of Persuasion, Persuasive Hierarchy Framework and
Consumer-Based Brand Equity Model for creating Brand Equity among consumers.
Moreover, the findings from the current study can be helpful for companies to devise
more effective advertisement strategies, use their resources more efficiently and
develop strong online advertisement campaigns.

Keywords: Perceived Advertisement Credibility, Message Appeal, Argument
Quality, Intimacy, Interactivity, Attitude towards Advertisement, Brand
Equity
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CHAPTER ONE
INTRODUCTION

1.1 Introduction and Background of Study

The aim of this chapter is to provide a basic introduction to this current study as well as a
brief overview of its contents. The chapter is divided into eight sections. The first section
provides the background of the study; Section two identifies the nature of the research
problem, Sections three, four and five outline the research questions, research objectives
and significance, respectively; the scope of the study is outlined in section six; and while
Section seven presents definition of terms. Finally, the organization of the study is

summarized in Section eight and an overall summary of the chapter is given.

Consumers get influenced by advertising in their purchase decisions as long as marketing
and advertisement exist. Advertisement is an important source of communication
between a company and its consumers, which facilitates the introduction of products to
consumers. Advertisements enable companies to communicate with their consumers, gain
their attention towards advertised products and services, facilitate consumers with
information and persuade them to purchase the products. These efforts in turn increase

sales and profit of the companies (Fennis & Stroebe, 2015).

Both print and online advertisements have been used to promote products by companies.
The revenue earned by print advertisers and advertising companies has reduced due to
online advertisements. The companies commit their resources to online advertisement

and thus, print advertisement companies are facing a huge change in their revenue.
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APPENDICES

Appendix. A: Questionnaire for Content Validity

Content validity of the main questionnaire

UUM

Universiti Utara Malaysia

Title: The Effect of Online Advertisement on Brand Equity: Antecedents and
Consequences
Department of Communication, School of MultiMedia Technology and Communication,
Universiti Utara Malaysia

For any information required about the questionnaire, please contact:
Salem Mohamed S. Busen through the above address.
Telephone: +601 2911 3497.

Email: debo_debol0@yahoo.com

Instructions — This measure is designed to evaluate the content validity of a measure.
Please rate each item as follow:

1. Please rate the level of representativeness on a scale of 1-4, with 4 being the most
representative. Alongside every item, space is provided for you to comment or
suggest revisions on the item.

2. Please indicate the level of clarity for each item on a scale of 1 — 4. Please make
comments or suggestions on the items in the space provided.

3. Lastly, please evaluate the comprehensiveness of the measure by indicating items
that should be deleted or added. Thanks for your time.
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mailto:debo_debo10@yahoo.com

Section A: Panel of expert Information

Instruction: Please tick (x) the appropriate box.

1. Your current age (years)

Less than 30
31-40

1.
2.
3. 41-50
4. More than 51

3. Job position

I. [ Academician

2. | | Advert expert

3. | | Consultant

4. | | Other (Please specify)

2. Gender
1. Male
2. Female

1.[ ] Diploma

3. PhD

4. Your highest level of education

2. Degree/Master

4. Other (please specify)

Section B: Perceived Advertisement Credibility (PAC)

The enclosed survey asks you to evaluate how representative and clear the items are in

measuring Perceived Advertisement Credibility. That is, to what extent do you think that

each question on the survey measures PAC? Also, indicate how clear you think each

item is. Lastly, you are asked to evaluate the overall comprehensiveness of the entire

measure by either adding or deleting items.

Theoretical definition

Representativeness

Clarity

Perceived advertising credibility is referred to
the credibility of online advertised product-
related information, it is the credibility that the
consumers can recognize from the information
content in the advertising (Zha, Li, & Yan,
2014). It is a situation where purchaser doubts
or disagrees with an advert due to finding that
the advert is unreliable, it will definitely result
to a negative impact on their attitude towards
the advert.

1= item is not
representative

2= items needs major
revisions to be
representative
3=items needs minor
revisions to be
representative

4= items is
representative

1= items is not
clear

2= items neceds
major revisions

to be clear

3= items needs
minor revision
to be clear

4 = items is
clear
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S/N

Items

Perceived advertising credibility is measured
on a 9-item and 5-point scale (1 strongly
disagree, 5 strongly agree).

Please rate

from 1-4

Please rate

from 1-4

1 The content of the advert is attractive and
likeable

2 The information in the advert is believable

3 The information in the advert is honest and
true

4 The information in the advert is objective

5 The information in the advert is not credible

6 The information in the advert has a high level
of expertise

7 The information in the advert is authentic

8 After viewing the advert, many people will

want to buy the product(s) mentioned

Comments on
items (please
specify the item):

Please give your
overall comments
of the entire
measure by either
adding or deleting

Section C: Message Appeal (MA)

The enclosed survey asks you to evaluate how representative and clear the items are in
measuring Message Appeal. That is, to what extent do you think that each question on
the survey measures MA? Also, indicate how clear you think each item is. Lastly, you

are asked to evaluate the overall comprehensiveness of the entire measure by either

adding or deleting items.
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Theoretical definition

Representativeness

Several studies such as Homer and Yoon (1992),
Laros and Steenkamp, 2005, Shelton (2013),
have examined and identified the role of
positively and negatively framed appeals on the
consumer’s attitude towards online
advertisement. Generally, the two kinds of
message appeal comprises of rational and
emotional message appeal (Johar & Sirgy,
1991). The rational appeals characteristically
deal with factual information while the
emotional appeals typically create positive
emotions, in so doing cultivate brands
personality. Similarly, Kotler and Keller (2008)
pointed out that for message appeal to be
achieved, the message senders need to consider
the kind of message that they send to target
receivers in other to achieve the expected
reaction.

1 = item is not
representative

2 = items needs
major revisions to
be representative
3= items needs
minor revisions to
be representative
4 = items is
representative

Clarity

1= items 1S not
clear

2= 1items needs

major revisions to
be clear

3= items needs
minor revision to
be clear

4= items is clear

S/N | Items Please rate Please rate
Message appeal is measured on a 15-item and
; . from 1-4 from 1-4
5-point scale (1 strongly disagree, 5 strongly
agree).
1 The advert tries to engage my senses

2 Participation in the advert is perceptually

interesting

3 The advert lacks sensory appeal for me

4 The advert tries to put me in a certain mood

5 The advert makes me respond in an emotional
manner

6 The advert does not try to appeal to feelings
for me

7 The advert tries to trick me

8 The advert stimulates my curiosity

9 The advert does not try to appeal to my
creative thinking

10 | The advert tries to make me think about my
lifestyle

11 | The advert reminds me of activities I can do
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12 | The advert does not try to make me think

about actions and behaviours

13 | The advert tries to get me to think about

relationships

14

I can relate to other people through the advert

15 | The advert does not try to remind me of social

rules and arrangements

Comments on
items (please
specify the item):

Please give your
overall comments
of the entire
measure by either
adding or deleting

Section D: Argument Quality (AQ)

The enclosed survey asks you to evaluate how representative and clear the items are in

measuring Argument Quality. That is, to what extent do you think that each question on

the survey measures Argument Quality? Also, indicate how clear you think each item is.

Lastly, you are asked to evaluate the overall comprehensiveness of the entire measure by

either adding or deleting items.

Theoretical definition Representativeness | Clarity
Generally an argument is a measure of | 1= item is not| 1= items is not
information that is identified to be relevant to | representative clear
defining the true qualities of the position taken | 2= items needs major | 2= items needs

on an issue or about a product (Petty, &
Priester, 2003). Therefore, argument quality is
the valence of feelings or commitment
generated by an argument that most likely
affect the attitude of the audience towards
online advertisement (Batra & Stayman, 1990;
Chu, & Kamal, 2008). In relation to this, Petty
and Cacioppo (1981) described argument
quality as the audience's biased insight of the
arguments in the advertising message as strong
and persuasive on the one hand against weak
and inaccurate on the other.

revisions to  be
representative

3 = items needs
minor revisions to be
representative

4 = items is
representative

major revisions to
be clear

3= items needs
minor revision to
be clear

4= items is clear
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S/N

Items

Argument quality is measured on a 9-item
and 5-point scale (1 strongly disagree, 5
strongly agree).

Please rate

from 1-4

Please rate from

1-4

1 The tagline message is a reason the O’cola
advertisement is believable

2 |The tagline is a reason the O’cola
advertisement is convincing

3 |The tagline is a reason the O’cola
advertisement is important to me

4  |The tagline on the advert helped me to be
confident about the O’cola

5 |The tagline words would help my friends
about the O’cola advertisement

6 |The O’cola tagline put thoughts in my mind
about wanting to buy the brand

7  |The tagline put thoughts in my mind about not
wanting to buy O’cola

8 |Overall, do you agree or disagree with the
O’cola tagline

9  |The O’cola message is the reason the advert is

strong.

Comments on
items (please
specify the item):

Please give your
overall comments
of the entire
measure by either
adding or deleting

Section E: Consumer enjoyment (CE)

The enclosed survey asks you to evaluate how representative and clear the items are in

measuring Incentive. That is, to what extent do you think that each question on the

survey measures Incentive? Also, indicate how clear you think each item is. Lastly, you

are asked to evaluate the overall comprehensiveness of the entire measure by either

adding or deleting items.
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Theoretical definition

Representativeness

Clarity

This is a kind of pleasure and benefits which
consumer usually enjoy that serveas a
motivational act for interest and
favourable behavior towards a product. In this
study, it is referred to the consumer happiness
in relating and using the O’cola brand.

1= item is not
representative

2= items needs

major revisions to be
representative

3= items needs minor
revisions to be
representative

4= items is
representative

1= items is not
clear

2= items needs
major revisions
to be clear

3= items needs
minor revision to
be clear

4= items is clear

S/N | Items

strongly agree)

Consumer’s enjoyment is measured on a 12-
item and 5-point scale (1 strongly disagree, 5

Please rate

from 1-4

Please rate

from 1-4

1 I really enjoy O’cola brand

2 I like to go shopping to feel closer to O’cola

brand

3 I feel fortunate that I can buy O’cola brand

4 I feel happy when I use O’cola brand

5 I have fun with O’cola brand

6 O’cola brand really excites me

7 The customer service of O’cola brand makes
me happy

8 I sometimes get upset with O’cola brand

9 O’cola brand is disgusting

10 | O’cola brand makes me angry at time

11 | People are jealous of me because of O’cola

brand

12 | Sometimes I feel a certain level of anxiety

using O’cola brand
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Comments on
items (please
specify the item):

Please give your
overall comments
of the entire
measure by either
adding or deleting

Section F: Consumer’s Commitment (CC)

The enclosed survey asks you to evaluate how representative and clear the items are in

measuring Perceived Effort. That is, to what extent do you think that each question on

the survey measures Perceived Effort? Also, indicate how clear you think each item is.

Lastly, you are asked to evaluate the overall comprehensiveness of the entire measure by

either adding or deleting items.

Theoretical definition Representativenes

S

Clarity

Consumer‘s commitment is similar to a long-term | 1= item is not
friendship establish with O’cola brand. It is also | representative

the consumer‘s preferable attitudes towards the | 2= items needs
brand. major revisions to
be representative
3= items needs
minor revisions to
be representative

1= items is not
clear

2= items needs
major revisions
to be clear

3= items needs
minor revision to
be clear

4= items is 4= items is clear
representative
S/N | Items Please rate Please rate
Consumer’s commitment is measured on a 16-
from 1-4 from 1-4

item and 5-point scale (1 strongly disagree, 5
strongly agree)

1 | I feel like I have a personal connection with
O’cola brand

2 | I am committed to O’cola brand

[98)

I have solid support for O’cola brand

4 |1 am confident that my relationship with
O’cola brand will last a long time

W

I can rely on O’cola brand

6 | I have a close relationship with O’cola brand
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7 | I would stay with O’cola brand

8 | I will stay with O’cola brand for years

9 | I would be disappointed if O’cola brand was
no longer available

10 | I will always trust O’cola brand

11 | I feel comfortable with O’cola brand

12 | I feel satisfied with O’cola brand

13 | I like to talk about O’cola brand even if [‘m

not using it

14 | I like O’cola brand because I don‘t need to

think of alternatives

15 | I look for alternatives to O’cola brand

16 | I feel emotionally close to O’cola brand

Comments on
items (please
specify the item):

Please give your
overall comments
of the entire
measure by either
adding or deleting

Section E: Brand’s empathy (BE)

The enclosed survey asks you to evaluate how representative and clear the items are in

measuring Incentive. That is, to what extent do you think that each question on the

survey measures Incentive? Also, indicate how clear you think each item is. Lastly, you

are asked to evaluate the overall comprehensiveness of the entire measure by either

adding or deleting items.

Theoretical definition

Representativeness

Clarity

The brand‘s empathy indicates
O’cola’s understanding of
consumer preferences and likings
through its design, tagline, color,
and package as well as identifying
with personal events that affects
consumer such as a customer's
birthday etc.

1= item is not representative
2= items needs

major revisions to be
representative

3= items needs minor revisions
to be representative

4= items is representative

1= items is not clear
2= items needs major
revisions to be clear
3= items needs minor
revision to be clear
4= items is clear
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S/N | Items Please rate Please rate
; ; f 1-4 f 1-4

Brand’s empathy is measured on a 15-item rom rom
and 5-point scale (1 strongly disagree, 5
strongly agree)

1 | O’cola brand knows a lot about me

2 | O’cola brand meets my drink taste

3 | O’cola brand offers deals that I really can
relate to

4 | O’cola brand does not forget my birthday as a
customer

5 | O’cola Advertisements Make Me Feel Closer
To Brand.

6 | I don’t like getting e-mails from O’cola brand.

Interactivity (Int.)

The enclosed survey asks you to evaluate how representative and clear the items are in

measuring Interactivity. That is, to what extent do you think that each question on the

survey measures Interactivity? Also, indicate how clear you think each item is. Lastly,

you are asked to evaluate the overall comprehensiveness of the entire measure by either

adding or deleting items.

Theoretical definition

Representativeness

Clarity

Online Interactivity is described as the extent to
which consumers or users can contribute in
transforming the format or content of a website.
According to Kavassalis et al. (2003),
interactivity is a sort of communication for
loyalty establishment and sustenance through
which an unbroken mobile communication
channel circumstance is established for the sole
purpose of interacting with the consumers. The
mechanical interactivity is such a vital part that
impacts users’ and consumers interactions with
technology. It was in view of this importance
that online interactivity is used to measure the
Web site usability (Liu, 2003; McMillan &
Hwang, 2002; Venkatesh & Agarwal, 2006).
The concept of interactivity is employed when
an advert has the competence for a two-way

1= item is not
representative

2= items needs
major revisions to be
representative

3= items needs
minor revisions to be
representative

4= items is
representative

1= items is not
clear

2= items needs
major revisions
to be clear

3= items needs
minor revision
to be clear

4= items is clear
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communication, it can then be said to be more
interactive than any of its equivalents that are
challenged by such feature (Guohua, Hoffman,
& Novak, 2006).

S/N

Items

Interactivity is measured on a 15-item and 5-
point scale (1 strongly disagree, 5 strongly
agree)

Please rate

from 1-4

Please rate

from 1-4

1 I felt that I had a lot of control over my visiting
experiences on this advert

2 While I was on the advert, I could choose freely
what I wanted to see

3 While surfing the advert, I had absolutely no
control over what I can do on the site

4 While surfing the advert, my actions decided the
kind of experiences I got

5 The advert is effective in gathering visitors'
feedback

6 This advert facilitates two-way communication
between the visitors and the brand

7 It is difficult to offer feedback to the advert

8 The advert makes me feel it wants to listen to its
visitors

9 The advert does not at all encourage visitors to
talk back

10 | The advert gives visitors the opportunity to talk
back

11 | My input was processed very quickly

12 | Getting information from the advert is very fast

13 | I was able to obtain the information I want without
any delay

14 | When I clicked on the links, I felt I was getting
instantaneous information

15 | Very slow in responding to my requests

Comments on items (please
specify the item):

Please give your overall
comments of the entire
measure by either adding or
deleting
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Attitude Towards Advertisement (ATA)

The enclosed survey asks you to evaluate how representative and clear the items are in

measuring Attitude towards Advertisement. That is, to what extent do you think that

each question on the survey measures Attitude towards Advertisement? Also, indicate

how clear you think each item is. Lastly, you are asked to evaluate the overall

comprehensiveness of the entire measure by either adding or deleting items.

Theoretical definition

Representativeness

Clarity

Due to the interactive form of the Internet,
audiences have the option to ignore or block
the display of an online advertisement. The
attitude of these audiences towards the
online advertisement relays the effective
influence of the advertisement message
which indicates the advertisement’s
effectiveness. The study of Hoyer and
Macinnis (2010) indicate that attitudes are
centred on the beliefs or cognitions which
shows that attitudes can be moulded based
on beliefs and thoughts that we have about
the information received. Once a consumer
1s exposed to the online advertising, there is
possibility of either forming positive or
negative attitudes towards the advertising
(Schiffman & Kanuk, 2000). Therefore, in a
situation that audiences select which they
attend, then attending act turn out to be a
very relevant factor of advertising response
(Goldfarb, & Tucker, 2011).

1= item is not
representative

2= items needs major
revisions to be
representative

3= items needs minor
revisions to be
representative

4= items is
representative

1= items is not
clear

2= items needs
major revisions
to be clear

3= items needs
minor revision to
be clear

4= items is clear

S/N | Items

disagree, 5 strongly agree)

Attitude towards advertisement is measured
on a six-item and 5-point scale (1 strongly

Please rate

from 1-4

Please rate

from 1-4

I think the O’cola advert is trustworthy

I think the O’cola advert is honest

I think the O’cola advert is believable

I think the O’cola advert is interesting

Dl | W N —

I think the O’cola advert is intelligent
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6 I think the O’cola advert is attractive

7 I think the O’cola advert is likeable

8 I think the O’cola advert is appealing

9 I think the O’cola advert is entertaining

10 | I think the O’cola advert stimulating

11 | I would bookmark the O’cola advert as my
favourite

12 | I would recommend the O’cola advert to my
friend

13 | I would contact the company

14 | I would revisit the O’cola advert

15 | I would intend to purchase the O’cola product

from the advert link

Comments on
items (please
specify the item):

Please give your
overall comments
the  entire
measure by either
adding or deleting

of

Brand Awareness (BA)

The enclosed survey asks you to evaluate how representative and clear the items are in
measuring Brand Awareness. That is, to what extent do you think that each question on
the survey measures Brand Awareness? Also, indicate how clear you think each item is.

Lastly, you are asked to evaluate the overall comprehensiveness of the entire measure by

either adding or deleting items.
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Theoretical definition

Representativeness

Clarity

It is a situation in which a consumer can
meaningfully differentiate a specific brand
from other brands that are in the same product
line, then the customers can be said to be
aware of that specific brand. Keller (2009)
clarified that the awareness is the outcome of
successful marketing communication actions
such as online advertisement. Similarly,
Robert, Ulrich and Michaela (2009) note that
there is a major positive and unwavering
influence of advertising on brand awareness.
Also, Roshni (2012) disclosed that eighty six
percent of brand awareness is generated using
advertisement and offered a correlational table
that portrayed a major association between
advertising and brand awareness.

1= item is not
representative

2= items needs major
revisions to be
representative

3= items needs minor
revisions to be
representative

4= items is
representative

1= items is not
clear

2= items needs
major revisions
to be clear

3= items needs
minor revision to
be clear

4= items is clear

S/N | Items Please rate Please rate
Brand awareness is measured on a seven-item | from 1-4 from 1-4
and 5-point scale (1 strongly disagree, 5
strongly agree)

1 I know what O’cola brand stands for.

2 I have an opinion about O’cola brand.

3 I have heard of O’cola brand.

4 I cannot name the brands in O’cola product

class

Comments on items
(please specify the item):

Please give your overall
comments of the entire
measure by either adding
or deleting
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Brand Image (BI)

The enclosed survey asks you to evaluate how representative and clear the items are in
measuring Brand Image. That is, to what extent do you think that each question on the
survey measures Brand Image? Also, indicate how clear you think each item is. Lastly,

you are asked to evaluate the overall comprehensiveness of the entire measure by either

adding or deleting items.

Theoretical definition

Representativeness

Clarity

Brand image is described as the
ability of consumers to distinguish a
brand’s name, logo, colours, trade
mark and every other identity related
to that brand. Keller (2003) clarified
that the identification of these
characters that are peculiar to a
specific brand is viewed as outcome
of a persuasive and impactful
advertisement message which has
established some level of trust.
According to Chu et al. (2012)

brand image performed a
necessary vital role on the
effectiveness of advertising

promotion message on audiences.

1= item is not
representative

2= items needs
major revisions to be
representative

3= items needs
minor revisions to be
representative

4= items is
representative

1= items is not clear
2= items needs
major revisions to be
clear

3= items needs
minor revision to be
clear

4= items is clear

S/N | Items Please rate from 1-4 | Please rate
Brand image is measured on a 5-point LD,
scale (1 strongly disagree, 5 strongly
agree)

1 The advert assists me to perceive the
quality of O’cola

2 The advert helps create a positive
evaluation toward O’cola

3 The advert reinforces a favourable
assessment toward O’cola
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Comments on items (please specify the
item):

Please give your overall comments of the
entire measure by either adding or
deleting

Brand Purchase Intention (BPI)

The enclosed survey asks you to evaluate how representative and clear the items are in

measuring Brand Purchase Intention. That is, to what extent do you think that each

question on the survey measures Brand Purchase Intention? Also, indicate how clear you

think each item is. Lastly, you are asked to evaluate the overall comprehensiveness of

the entire measure by either adding or deleting items.

Theoretical definition

Representativeness

Clarity

Brand purchase intention is described by
Spears and Singh (2004) as the
realization, plan and determination of a
consumer to purchase an online
advertised brand. The intention of an
audience to purchase an advertised brand
after the audience was persuaded by the
messages of the advertisement, which are
the final steps of the influence of an
advertisement.  Methaq and Nabsiah
(2012) indicate that advertisement
endeavours are aimed at purchase
creation which is the substantial
significance  of the strength of
advertising. Therefore, Hwang et al
(2011) stressed that there's a moderate or
an indirect association between on-line
advert and the intention to purchase a
brand. In addition, Imran et al. (2012)
disclosed that there is a positive
important association between brand
advertisement, brand knowledge and
brand purchase intention.

1= item is not representative
2= items needs major
revisions to be representative
3= items needs minor
revisions to be representative
4= items is representative

1= items is not
clear

2= items needs
major revisions
to be clear
3=items needs
minor revision to
be clear

4= items is clear
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1 | I will definitely buy O’cola based on this advert in the
near future

3 | Itis likely that I will purchase O’cola through this
advert in the near future

Thank you for your cooperation.
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Perceived advertisement credibility items representativeness as rated by experts for

content validity

Experts

Items 1 2 3 4 5 6 7 9 10 11 CVI
PAC1 3 3 3 3 2 4 4 3 3 4 9/11=.82
PAC2 4 3 4 3 2 4 4 4 4 3 9/11=.82
PAC3 4 3 3 1 3 4 4 3 4 4 9/11=.82
PAC4 3 3 3 2 3 3 4 3 4 3 9/11=.82
PACS 3 3 2 3 3 2 4 1 3 4 7/11=.64
PAC6 3 4 3 3 4 4 4 3 3 4 10/11=.91
PAC7 4 3 3 3 3 3 4 3 4 2 9/11=.82
PAC8 3 4 3 3 3 4 4 3 4 2 9/11=.82

Message Appeal (MA) items representativeness as rated by experts for content

validity

Experts
Items 1 - 3 + 5 6 7 9 10 11 CVI
MA1 3 3 3 3 4 4 4 4 2 3 9/11=.82
MA2 3 4 3 3 4 4 4 3 3 4 10/11=.91
MA3 3 3 3 3 4 4 4 2 4 3 9/11=.82
MA4 2 4 2 4 4 4 3 4 3 3 8/11=.73
MAS 3 3 3 4 3 3 1 3 3 1 8/11=.73
MA6 4 4 2 2 3 3 3 4 4 3 9/11=.82
MA7 3 3 1 4 3 4 3 4 3 4 9/11=.82
MA8 4 4 3 4 3 3 3 4 4 2 9/11=.82
MA9 3 3 3 4 4 2 2 3 3 4 9/11=.82
MA10 2 3 3 4 4 4 4 3 3 4 9/11=.82
MA11 3 3 4 3 4 3 4 3 3 3 10/11=.91
MA12 3 4 4 4 3 4 4 4 3 4 11/11=1.00
MA13 3 3 3 3 3 3 3 4 3 3 10/11=91
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MA14 4 3 3 3 3 4 4 1 4 3 4 10/11=91
MA1S 3 3 3 4 4 4 3 4 4 3 3 11/11=1.00

Argument Quality (AQ) items representativeness as rated by experts for content

validity

Experts
Items 1 2 3 4 5 6 7 8 9 10 11 CVI
AQ1 3 4 4 4 3 3 4 1 3 3 4 10/11=91
AQ2 3 3 3 3 3 4 3 1 3 4 3 10/11=.91
AQ3 3 3 3 4 3 3 4 1 3 3 3 10/11=.91
AQ4 3 4 3 4 4 4 4 1 4 4 4 10/11=91
AQ5 4 2 3 4 4 3 4 1 4 3 4 9/11=.82
AQ6 3 3 4 4 3 3 3 1 4 4 3 10/11=91
AQ7 3 3 4 3 4 4 3 1 4 2 3 9/11=.82
AQ8 3 3 4 3 4 4 4 | 4 3 4 10/11=.91
AQ9 3 3 4 4 3 4 4 1 4 3 2 9/11=.82

Consumer’s enjoyment (CE) items representativeness as rated by experts for

content validity

Experts

Items 1 2 3 4 5 6 7 8 9 10 11 CVI

CE1 3 4 3 4 3 4 4 1 3 3 3 10/11=91
CE2 3 3 3 3 4 3 3 1 4 3 4 10/11=.91
CE3 3 4 3 3 3 4 4 1 3 3 2 9/11=.82
CE4 3 3 3 4 3 4 4 1 4 3 4 10/11=91
CES 3 4 3 3 3 3 4 1 3 4 3 10/11=91
CE6 4 4 4 4 4 3 3 1 4 4 4 10/11=.91
CE7 3 4 3 4 3 4 3 1 3 3 2 9/11=.82
CE8 2 4 3 3 3 3 4 1 3 3 3 9/11=.82
CE9 2 2 3 1 4 2 4 1 4 3 3 6/11=.55
CE10 3 2 3 3 4 2 4 1 4 2 3 7/11=.64
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CE11
CE12

3
3

3
3

4
3

9/11=.82
9/11=.82

Consumer’s Commitment (CC) items representativeness as rated by experts for

content validity

Experts

Items 1 2 3 4 5 6 7 9 10 11 CVI

cCc1 3 3 4 3 3 3 4 3 3 3 10/11=.91
cC2 4 4 3 3 4 3 4 3 3 4 10/11=.91
CC3 4 3 3 3 3 4 4 3 3 4 10/11=.91
CcCc4 3 3 4 3 3 3 4 4 3 3 10/11=91
CCs 3 3 3 3 4 3 4 4 3 2 9/11=.82
CCé6 3 3 4 3 4 4 1 4 3 3 9/11=.82
cc7 3 3 3 3 4 3 3 4 3 1 9/11=.82
CcCc8 3 4 4 3 3 4 3 4 4 3 10/11=.91
ccy 3 3 3 4 4 4 4 3 3 3 10/11=91
CC10 3 4 4 4 3 3 3 4 4 4 10/11=.91
CC11 3 4 3 3 4 3 4 3 4 4 10/11=.91
CC12 3 4 4 3 4 4 4 4 3 4 10/11=091
CC13 4 3 3 4 4 4 4 4 4 4 10/11=091
CCi4 3 3 3 4 3 4 4 4 4 3 10/11=.91
CC15 3 3 4 4 4 2 4 4 3 2 8/11=.73
CC16 3 3 3 4 4 3 4 3 4 4 10/11=091
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Brand’s empathy (BE) items representativeness as rated by experts for content

validity

Experts
Items 1 2 3 4 5 6 7 8 9 10 11 CVI
BE1 4 3 3 3 3 2 3 - 4 4 3 9/11=.82
BE2 3 3 3 4 3 3 3 1 3 4 4 10/11=.91
BE3 3 4 3 3 3 4 4 - 4 4 3 10/11=.91
BE4 4 2 4 3 4 4 4 - 3 2 2 7/11=.64
BES 3 3 3 3 3 4 3 - 4 4 1 9/11=.82
BE6 4 3 3 3 4 2 3 - 3 3 4 9/11=.82

Interactivity (Int.) items representativeness as rated by experts for content validity

Experts
Items 1 2 3 4 5 6 7 8 9 10 11 CVI
INT1 3 3 3 3 4 3 4 4 3 4 3 11/11=1.00
INT2 3 3 3 3 3 3 4 4 3 4 3 11/11=1.00
INT3 3 4 3 3 4 2 4 - 4 4 3 9/11=.82
INT4 4 4 4 3 3 4 4 - 3 2 3 8/11=.73
INTS 3 3 3 3 3 4 4 1 3 3 4 10/11=91
INT6 3 3 3 4 4 4 3 1 4 3 4 10/11=91
INT7 3 4 3 4 3 2 3 4 3 4 3 10/11=91
INT8 4 4 3 3 4 4 3 1 3 4 3 10/11=91
INT9 4 4 3 2 3 2 4 4 4 3 4 9/11=.82
INT10 3 3 3 3 4 3 4 1 3 4 4 10/11=91
INT11 4 4 3 3 4 4 4 - 3 4 4 10/11=91
INT12 3 3 3 4 4 4 4 - 4 4 4 10/11=91
INT13 4 4 4 3 4 4 4 - 4 4 3 10/11=91
INT14 3 4 3 3 3 2 4 - 4 3 3 9/11=.82
INT15 3 4 3 3 3 2 4 - 4 3 3 9/11=.82
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Attitude towards Advertisement (ATA) items representativeness as rated by

experts for content validity

Experts

Items 1 2 3 4 5 6 7 8 9 10 11 CVI
ATA1 3 3 4 3 3 3 4 - 4 4 3 10/11=.91
ATA2 3 4 4 3 4 4 4 - 4 3 4 10/11=91
ATA3 4 4 3 3 3 4 4 - 4 4 3 10/11=91
ATA4 3 4 3 3 4 4 4 - 4 4 3 10/11=.91
ATAS 3 4 4 3 4 4 4 - 3 3 3 10/11=91
ATA6 2 4 3 4 3 4 3 - 3 4 3 9/11=.82
ATA7 3 3 2 3 4 4 4 - 4 3 4 9/11=.82
ATA8 4 4 4 4 3 3 3 - 4 4 4 10/11=.91
ATA9 4 3 4 4 3 4 4 - 3 4 3 10/11=91
ATA10 3 3 3 4 3 3 4 - 3 2 3 9/11=.82
ATA1l 3 4 3 3 3 3 4 - 3 3 3 10/11=91
ATA12 2 4 3 3 3 3 4 - 3 4 3 9/11=.82
ATA13 4 3 3 3 3 4 4 - 3 3 4 10/11=91
ATA14 4 4 B 3 3 4 4 - 3 3 4 10/11=91
ATA15 4 4 3 3 4 4 4 - 3 3 4 10/11=91

Brand Awareness (BA) items representativeness as rated by experts for content

validity

Experts
Items 1 2 3 4 5 6 7 8 9 10 11 CVI
BA1 3 3 3 3 4 3 4 1 3 3 4 10/11=91
BA2 3 3 3 3 4 4 4 1 3 4 4 10/11=91
BA3 3 3 3 3 3 4 4 1 4 4 4 10/11=.91
BA4 3 4 3 3 4 2 4 1 4 4 4 9/11=.82
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Brand Image (B1) items representativeness as rated by experts for content validity

Experts
Items 1 2 3 4 5 6 7 8 9 10 11 CVI
BI1 3 3 4 3 3 3 4 1 3 3 3 10/11=.91
BI2 4 4 3 3 3 4 3 1 4 4 3 10/11=91
BI3 3 4 4 4 3 4 3 1 4 4 3 10/11=91

Brand Purchase Intention (BPI) items representativeness as rated by experts for

content validity

Experts
Items 1 2 3 4 5 6 7 8 9 10 11 CVI
BPI1 4 3 4 3 4 4 3 1 4 3 3 10/11=.91
BPI2 3 4 4 3 4 3 3 | 3 4 4 10/11=.91
BPI3 4 3 4 4 4 4 3 | 4 4 4 10/11=.91
BPI4 3 4 4 4 4 4 4 1 3 4 3 10/11=.91

Perceived advertisement credibility items clarity as rated by experts for content

validity

Experts
Items 1 2 3 4 5 6 7 8 9 10 11 CVI
PAC1 4 3 3 4 1 4 4 2 3 4 4 9/11=.82
PAC2 3 3 3 3 2 4 4 1 4 4 4 9/11=.82
PAC3 4 4 4 2 4 3 4 1 4 3 4 9/11=.82
PAC4 2 3 3 2 4 4 4 1 4 3 3 8/11=.73
PAC5S 4 3 1 3 4 2 4 1 2 4 4 7/11=.64
PAC6 3 3 3 3 3 4 4 1 3 3 4 10/11=.91
PAC7 3 3 2 3 4 3 4 1 3 3 3 9/11=.82
PAC8 2 3 3 4 4 3 4 1 3 4 4 9/11=.82
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Message Appeal (MA) items clarity as rated by experts for content validity

Experts

Items 1 2 3 4 5 6 7 8 9 10 11 CVI
MA1 2 3 3 3 3 4 4 1 4 3 4 9/11=.82
MA2 3 3 4 3 4 4 4 1 3 3 4 10/11=91
MA3 4 3 3 3 3 4 4 1 3 3 3 10/11=91
MA4 2 3 3 3 3 4 4 1 3 3 4 9/11=.82
MAS 3 3 3 4 3 4 4 1 4 3 3 10/11=.91
MA6 3 3 1 3 4 4 3 4 4 3 3 10/11=.91
MA7 4 3 1 3 4 3 3 1 4 4 4 9/11=.82
MAS8 3 4 4 3 3 3 4 1 4 3 3 10/11=91
MA9 3 3 3 4 3 2 4 4 4 4 4 10/11=91
MA10 3 3 3 4 3 3 4 1 4 3 4 10/11=91
MA11 3 3 3 4 4 4 4 1 4 2 4 9/11=.82
MA12 3 3 - 3 4 4 4 4 4 2 4 10/11=91
MA13 4 3 3 3 4 3 4 1 4 3 4 10/11=91
MA14 4 4 3 4 4 3 3 1 4 3 4 10/11=91
MA15 3 3 3 4 3 3 4 4 - 2 - 10/11=91

Argument Quality (AQ) items clarity as rated by experts for content validity

Experts
Items 1 2 3 4 5 6 7 8 9 10 11 CVI
AQ1 3 3 3 3 4 3 4 3 4 3 4 11/11=1.00
AQ2 3 4 3 4 4 4 4 1 4 3 4 10/11=.91
AQ3 4 3 4 3 4 4 4 1 4 2 4 9/11=.82
AQ4 3 3 4 4 3 3 2 1 4 3 4 19/11=.82
AQS 4 2 4 3 3 4 4 1 2 3 4 8/11=.73
AQ6 3 3 4 3 4 3 4 1 3 3 4 10/11=.91
AQ7 3 3 4 3 3 4 4 1 4 2 4 9/11=.82
AQ8 3 3 4 3 3 3 3 1 4 4 4 10/11=91
AQ9 3 3 4 3 4 4 3 1 4 4 4 10/11=.91
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Consumer’s enjoyment (CE) items clarity as rated by experts for content validity

Experts

Items 1 2 3 4 5 6 7 9 10 11 CVI

CE1 3 3 3 3 3 4 4 3 3 4 10/11=91
CE2 3 3 3 4 3 3 4 3 2 4 9/11=.82
CE3 3 4 4 3 3 4 4 4 2 3 9/11=.82
CE4 3 3 3 4 3 4 2 4 3 4 9/11=.82
CE5 4 3 3 4 4 4 4 3 3 4 10/11=91
CE6 4 4 4 4 3 4 4 4 3 4 10/11=91
CE7 3 4 3 3 4 4 4 4 3 4 10/11=91
CE8 1 3 3 4 4 2 4 4 2 3 7/11=.64
CE9 2 1 3 2 3 2 4 4 2 3 5/11=.46
CE10 3 2 4 4 3 2 4 4 R 3 7/11=.64
CE1l1 3 3 4 3 3 2 3 4 2 4 8/11=.73
CE12 3 3 4 3 4 2 1 4 2 4 7/11=.64

Consumer’s Commitment (CC) items clarity as rated by experts for content

validity

Experts
Items 1 2 3 4 5 6 7 9 10 11 CVI
cCc1 3 3 3 3 4 4 4 2 3 4 9/11=.82
ccz2 3 4 3 3 3 3 4 3 3 4 10/11=91
CC3 4 4 3 3 4 4 4 3 3 4 10/11=.91
CcC4 4 3 3 3 4 3 4 4 2 3 9/11=.82
CcCcs 3 3 3 3 3 4 4 4 3 3 10/11=.91
CcC6 3 3 3 3 3 4 2 4 3 4 9/11=.82
cCc7 3 4 3 4 3 3 3 4 3 4 10/11=.91
CcCc8 3 4 4 4 4 4 3 4 3 4 10/11=91
ccy 3 4 3 4 3 4 4 3 3 3 10/11=.91
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Brand’s Empathy (BE) items clarity as rated by experts for content validity

Experts
Items 1 2 3 4 5 6 7 9 10 11 CVI
BE1 3 3 3 4 4 2 4 4 2 4 8/11=.73
BE2 4 3 3 4 4 3 4 4 4 4 10/11=.91
BE3 3 3 B 3 4 4 4 4 3 3 10/11=.91
BE4 4 1 4 2 3 4 4 3 2 3 7/11=.64
BE5S 3 4 3 3 4 4 4 3 4 2 9/11=.82
BE6 4 3 3 3 4 3 4 3 2 4 9/11=.82
Interactivity (Int.) items clarity as rated by experts for content validity

Experts
Items 1 2 3 4 5 6 7 9 10 11 CVI
INT1 3 4 3 3 3 3 4 4 3 3 11/11=1.00
INT2 3 4 3 4 4 3 4 4 4 4 11/11=1.00
INT3 3 4 3 4 3 2 4 4 4 4 9/11=.82
INT4 4 3 3 3 4 3 4 4 2 4 9/11=.82
INTS 4 3 3 4 4 4 4 4 4 4 10/11=91
INT6 3 3 3 4 3 4 4 4 3 4 10/11=91
INT7 4 4 3 4 4 2 4 4 4 4 10/11=91
INT8 4 4 3 3 3 4 4 4 3 4 10/11=91
INT9 4 4 4 3 4 2 4 4 3 3 10/11=91
INT10 4 3 4 3 3 4 4 4 4 3 10/11=91
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INT11 4 3 3 4 3 4 4 - 4 3 4 10/11=91
INT12 3 3 3 4 3 4 3 - 4 4 4 10/11=91
INT13 4 3 4 3 3 4 3 - 4 3 3 10/11=91
INT14 3 3 4 3 3 2 3 - 4 3 4 9/11=.82
INT1S 3 3 3 3 3 2 4 - 4 3 3 9/11=.82

Attitude towards Advertisement (ATA) items clarity as rated by experts for content

validity

Experts
Items 1 2 3 4 5 6 7 8 9 10 11 CVI
ATA1 3 4 4 3 3 3 4 - 4 3 4 10/11=91
ATA2 4 3 4 3 3 4 4 - 4 2 4 9/11=.82
ATA3 4 4 3 3 4 4 4 - 4 4 3 10/11=91
ATA4 3 4 4 3 3 4 4 - 4 4 3 10/11=91
ATAS 3 4 - 4 3 4 4 - 3 2 3 9/11=.82
ATA6 1 4 3 3 4 4 2 - 3 4 3 8/11=.73
ATA7 3 3 2 3 3 4 4 - 4 2 4 8/11=.73
ATA8 3 4 4 4 4 3 4 - 4 4 4 10/11=91
ATA9 4 3 4 4 3 3 4 - 4 4 4 10/11=.91
ATA10 3 3 4 3 4 3 4 - 4 2 4 9/11=.82
ATA1l1 3 3 3 3 4 3 4 - 3 3 4 10/11=91
ATA12 2 4 3 3 4 3 4 - 3 3 4 9/11=.82
ATA13 4 4 3 3 3 4 4 - 3 2 3 9/11=.82
ATA14 4 4 3 3 4 4 4 - 3 3 3 10/11=91
ATA1S 4 4 3 3 4 4 4 - 3 3 4 10/11=91
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Brand Awareness (BA) items clarity as rated by experts for content validity

Experts
Items 1 2 3 4 5 6 7 8 9 10 11 CVI
BA1 3 4 3 3 3 3 4 1 3 3 3 10/11=.91
BA2 3 3 3 3 3 4 4 1 4 4 4 10/11=91
BA3 3 4 3 4 4 4 4 1 3 4 3 10/11=91
BA4 3 3 3 4 3 2 4 1 4 4 3 9/11=.82

Brand Image (B1) items clarity as rated by experts for content validity

Experts
Items 1 2 3 4 5 6 7 8 9 10 11 CVI
BI1 4 3 3 4 3 3 4 1 3 3 4 10/11=.91
BI2 4 3 3 3 3 3 4 1 3 4 3 10/11=.91
BI3 3 4 4 3 4 4 3 1 4 4 3 10/11=.91

Brand Purchase Intention (BPI) items clarity as rated by experts for content

validity

Experts
Items 1 2 3 4 5 6 7 8 9 10 11 CVI
BPI1 4 4 4 3 3 4 4 1 4 3 4 10/11=.91
BPI2 4 4 4 4 3 3 4 1 4 4 4 10/11=.91
BPI3 4 4 4 4 3 4 4 1 4 4 4 10/11=91
BPI4 4 3 4 3 3 4 4 1 4 4 3 10/11=.91
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Appendix. B: Questionnaire (Printed Advertisement)

Universiti Utara Malaysia

Dear respondents

I am Salem Mohamed S. Busen a Doctoral candidate in the department of
Communication Universiti Utara Malaysia. I am conducting a research on the
Antecedents and Consequences of Online Advertisement on Brand equity. You have
been selected as one of the respondents. Your cooperation will be highly appreciated in
providing answers to the following questions as honestly as possible.

CONFIDENTIALITY

The information you provide will be strictly confidential. The data will be used for
statistical purpose only and no single name will be disclosed. The success of this
research depends on your cooperation. Thank you for your anticipated cooperation.

Introduction:

1. Before you answer the questions, please refer to the printed advertisement with
product name: O’Cola, and then answer the questions based on your perceptions of
the advertisement.

2. Please take note that there is no right or wrong answers. What is important is your

sincerity and cooperation. Just tick (V) or circle (O) where appropriate, the option
that best represents your opinion.
3. The questionnaire will take between 20 and 25 minutes to complete.
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SECTION A: RESPONDENTS’ INFORMATION

Instruction: Please tick (V) the appropriate box.

1. Age (Years)

1. |1 Lessthan25
2. || 26-31
3. | 32-37
4. | | More than 38
2. Gender
1. Male
2. Female

3. What is your income?

1. — Below 200USD
2. || 201-300USD
3. || 301-400USD
4. | | 401USD - above

4. Present Educational pursuit

1 | | Diploma
2 Bachelor degree
3 Master degree
4 PhD
5. How many hours do you spend online every day? hours.
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6. How long have you been using the Internet?

l. Less than lyear
2. 2 to 4 years
3. More than 4 years

7. How many hours per day do you spend to search for online advertisement

products? _ hours.

8. Which of these drinks are you familiar with? (You may answer more than 1)

1. Pepsi cola
2. O’Cola
3. Coca cola
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Section B: Perceived Advertisement Credibility (PAC)
Instruction: Please answer based on the following scales 1=Strongly Disagree,
2=Disagree, 3=Neutral, 4=Agree, 5=Strongly Agree

Items Strongly Disagree Neutral Agree Strongly
Disagree Agree

1 | The content of the O’Cola 1 2 3 4 5
advertisement is attractive

2 | The information in the O’Cola 1 2 3 4 5
advertisement is believable to me

3 | The information in the O’Cola 1 2 3 4 5
advertisement is honest

4 | The information in the O’Cola 1 2 3 4 5
advertisement is objective

5 | The information in the O’Cola 1 2 3 4 5
advertisement is not credible

6 | The information in the O’Cola 1 2 3 4 5
advertisement has a high level of
expertise

7 | The information in the O’Cola 1 2 3 4 5
advertisement is authentic

8 | Many people will want to buy 1 2 3 4 5
O’Cola drink based on the
information they see in
advertisement

Section C: Message Appeal (MA)

Instruction: Please answer based on the following scales 1=Strongly Disagree,
2=Disagree, 3=Neutral, 4=Agree, 5=Strongly Agree

Items Strongly Disagree Neutral Agree Strongly
Disagree Agree

1 | The O’Cola printed advertisement 1 2 3 4 5
tries to involve my senses

2 | Messages in the O’Cola 1 2 3 4 5
advertisement are interesting

3 | The O’Cola advertisement lacks 1 2 3 4 5
physical appeal

4 | The O’Cola advertisement tries to 1 2 3 4 5
put me in a certain mood to like the
brand

5 | The O’Cola advertisement makes me 1 2 3 4 5
respond to the brand in an emotional
manner

6 | The O’Cola advertisement does not 1 2 3 4 5
try to appeal to feelings for me
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7 | The O’Cola advertisement tries to 1 2 3 4 5
trick me

8 | The O’Cola advertisement stimulates 1 2 3 4 5
my curiosity

9 | The O’Cola advertisement does not 1 2 3 4 5
try to appeal to my creative thinking

10 | The O’Cola advertisement tries to 1 2 3 4 5
make me think about my lifestyle

11 | The O’Cola advertisement reminds 1 2 3 4 5
me of activities I can do

12 | The O’Cola advertisement does not 1 2 3 4 5
try to make me think about actions

13 | The advertisement tries to get me to 1 2 3 4 5
think about my relationships with
O’Cola

14 | I can relate to other people about the 1 2 3 4 5
brand  through the  O’Cola
advertisement

15 | The O’Cola advertisement tries to 1 2 3 4 5

remind me of social rules

Section D: Argument Quality (AQ)
Instruction: Please answer based on the following scales 1=Strongly Disagree,
2=Disagree, 3=Neutral, 4=Agree, 5=Strongly Agree

Items Strongly Disagree Neutral Agree Strongly
Disagree Agree

1 |The tagline (My Choice) message is a 1 2 3 4 5
reason why the O’Cola advertisement
is believable to me

2 |The tagline (My Choice) is a reason 1 2 3 4 5
why the O’Cola advertisement is
convincing

3 |The tagline (My Choice) is a reason 1 2 3 4 5
why the O’Cola advertisement is
important to me

4 |The tagline (My Choice) on the 1 2 3 4 5
advertisement helped me to be
confident about the O’Cola

5 |The tagline (My Choice) would help 1 2 3 4 5

my friends about the O’Cola

advertisement
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The O’Cola tagline (My Choice) put
thoughts in my mind about wanting to
buy the brand

I agree with the O’Cola tagline (My
Choice)

The O’Cola message is the reason
why the advertisement is strong.

Section E: Consumer Enjoyment (CE)
Instruction: Please answer based on the following scales 1=Strongly Disagree,
2=Disagree, 3=Neutral, 4=Agree, 5=Strongly Agree

Items Strongly Disagree Neutral Agree Strongly
Disagree Agree

1 | I really enjoy O’Cola drink 1 2 3 4 5

2 | Ilike to go shopping to feel the 1 2 3 4 5
quality of O’Cola brand

3 | I feel privileged that I can buy 1 2 3 4 5
O’Cola brand

4 | I feel happy anytime I take O’Cola 1 2 3 4 5
drink

5 | I'have fun with O’Cola brand 1 2 3 4 5

6 | O’Cola brand really excites me 1 2 3 4 5

7 | The package(My Choice) of O’Cola 1 2 3 4 5
brand makes me happy

8 | I sometimes get disappointed with 1 2 3 4 5
O’Cola brand

9 | O’Cola brand is not attractive to me 1 2 3 4 5

10 | O’Cola brand makes me happy 1 2 3 4 5

11 | People are jealous of me because of 1 2 3 4 5
O’Cola brand

12 | Sometimes I feel a certain level of 1 2 3 4 5
worry using O’Cola brand
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Section F: Consumer’s Commitment (CC)
Instruction: Please answer based on the following scales 1=Strongly Disagree,

2=Disagree, 3=Neutral, 4=Agree, 5=Strongly Agree

Items Strongly Disagree Neutral Agree Strongly
Disagree Agree

1 | I feel like I have a bond with O’Cola 1 2 3 4 5
brand

2 | I am devoted to O’Cola drink 1 2 3 4 5

3 |1 have strong support for O’Cola 1 2 3 4 5
brand

4 | I am confident that my relationship 1 2 3 4 5
with O’Cola brand will last a long
time

5 | I feel that I can trust O’Cola brand 1 2 3 4 5

6 | I have an impression of a close 1 2 3 4 5
association with O’Cola brand

7 | I feel I would keep on with O’Cola 1 2 3 4 5
brand

8 | I think I will keep using O’Cola 1 2 3 4 5
brand for years

9 | I would be disappointed if O’Cola 1 2 3 4 5
brand was no longer available

10 | I will always trust O’Cola brand 1 2 3 4 5

11 | I feel at ease with O’Cola brand 1 2 3 4 5

12 | I feel fulfilled with O’Cola brand 1 2 3 4 5

13 | I like O’Cola brand even if I‘m not 1 2 3 4 5
using it

14 | Ilike O’Cola brand because I don‘t 1 2 3 4 5
need to think of alternatives drink

15 | I feel emotionally close to O’Cola 1 2 3 4 5
brand
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Section G: Brand’s Empathy (BE)

Instruction: Please answer based on the following scales 1=Strongly Disagree,
2=Disagree, 3=Neutral, 4=Agree, 5=Strongly Agree

Items Strongly Disagree Neutral Agree Strongly
Disagree Agree

1 | O’Cola brand recognizes a lot about 1 2 3 4 5
me

2 | O’Cola brand satisfies my drink taste 1 2 3 4 5

3 | O’Cola brand offers deals that I 1 2 3 4 5
really can relate to

4 | O’Cola brand does not forget my 1 2 3 4 5
good moments as a customer

5 | O’Cola brand make me feel closer to 1 2 3 4 5
the product.

6 | I don’t like getting e-mails from 1 2 3 4 5
O’Cola brand.

Section H: Interactivity (INT)

Instruction: Please answer based on the following scales 1=Strongly Disagree,
2=Disagree, 3=Neutral, 4=Agree, 5=Strongly Agree

Items Strongly Disagree Neutral Agree Strongly

Disagree Agree

I felt that I had a lot of control over 1 5

on O’Cola advertisement

While I was on the O’Cola 1 5

advertisement, I could choose freely

what I wanted to see

The O’Cola advertisement is 1 5

effective in giving me feedback

The O’Cola advertisement facilitates 1 5

mutual communication between me

and the brand

It is not difficult to offer feedback to 1 5

the O’Cola advertisement

The O’Cola advertisement makes me 1 5

feel it attends to me

The O’Cola advertisement gives me 1 5

the opportunity to talk back

I was able to obtain the information I 1 5

need without any delay from O’Cola

advertisement

When I look at O’Cola 1 5
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advertisement, I felt [ was getting
prompt information

10

The O’Cola advertisement meets
my requests

Section I: Attitude towards Advertisement (ATA)
Instruction: Please answer based on the following scales 1=Strongly Disagree,
2=Disagree, 3=Neutral, 4=Agree, 5=Strongly Agree

Items Strongly Disagree Neutral Agree Strongly
Disagree Agree

1 |I think the O’Cola  drink 1 2 3 4 5
advertisement is trustworthy

2 |I think the O’Cola drink 1 2 3 4 5
advertisement is honest

3 |I think the O’Cola drink 1 2 3 4 5
advertisement is believable

4 |1 think the O’Cola drink 1 2 3 4 5
advertisement is interesting

5 |I think the O’Cola drink 1 2 3 4 5
advertisement is intelligent

6 |I think the O’Cola drink 1 2 3 4 5
advertisement is eye-catching

7 |1 think the O’Cola drink 1 2 3 4 5
advertisement is friendly

8 |I think the O’Cola  drink 1 2 3 4 5
advertisement is appealing

9 |I think the O’Cola drink 1 2 3 4 5
advertisement is entertaining

10 | I  think the O’Cola drink 1 2 3 4 5
advertisement stimulating

11 | I would maintain the O’Cola drink 1 2 3 4 5
advertisement as my favourite

12| I would recommend the O’Cola 1 2 3 4 5
drink advertisement to my friend

13 | I would contact the company for 1 2 3 4 5
O’Cola drink purchase

14 | T would revisit the O’Cola drink 1 2 3 4 5
advertisement

15 | I would intend to purchase the 1 2 3 4 5
O’Cola drink product from the
advertisement information
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Section J: Brand Awareness (BA)

Instruction: Please answer based on the following scales 1=Strongly Disagree,
2=Disagree, 3=Neutral, 4=Agree, 5=Strongly Agree

Items Strongly Disagree Neutral Agree Strongly
Disagree Agree

1 | I know what O’Cola brand stands for 1 2 3 4 5
in terms of quality

2 | I have an understanding about 1 2 3 4 5
O’Cola brand.

3 | I have seen O’Cola brand previously 1 2 3 4 5

4 | I cannot name the brands in O’cola 1 2 3 4 5
product class

5 | I can recognize O’Cola brand among 1 2 3 4 5
other competing brands.

6 | I am aware of O’Cola brand. 1 2 3 4 5

7 | Some characteristics of O’Cola 1 2 3 4 5
brand come to my mind quickly.

8 | I can quickly recall the symbol or 1 2 3 4 5
logo of O’Cola brand.

9 | I have difficulty in imagining O’Cola 1 2 3 4 5
brand in my mind.

Section K: Brand Image (BI)

Instruction: Please answer based on the following scales 1=Strongly Disagree,
2=Disagree, 3=Neutral, 4=Agree, 5=Strongly Agree

Items Strongly Disagree Neutral Agree Strongly
Disagree Agree

1 | The advertisement assists me to 1 2 3 4 5
recognize the quality of O’Cola
brand

2 | The advertisement helps create a 1 2 3 4 5
positive evaluation toward O’Cola
brand

3 | The advertisement strengthens my 1 2 3 4 5
favourable assessment of O’Cola
brand

4 | O’Cola is a brand that is well- 1 2 3 4 5
managed

5 | O’Cola advertisement is a successful 1 2 3 4 5
promotion
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6 | O’Cola brand is a reliable choice 1 5

7 | O’Cola cares for the customers’ best 1 5
interest

8 | O’Cola brand has a good image 1 5

9 | O’Cola brand shows the standard for 1 5
quality

10 | O’Cola brand stands out as a soft 1 5
drink industry with quality

11| O’Cola brand is a fascinating 1 5
product

Section L: Brand Purchase Intention (BPI)
Instruction: Please answer based on the following scales 1=Strongly Disagree,

2=Disagree, 3=Neutral, 4=Agree, 5=Strongly Agree

Items

Disagree

Strongly Disagree Neutral Agree Strongly

Agree

Based on the printed advertisement
of the O’Cola, the likelihood of
purchasing the brand is higher

1

5

I will consider/continue? buying
O’Cola brand based on the printed
advertisement

After I saw the printed advertisement
I would think of buying O’Cola
brand/ reinforce my thinking of
continue purchasing?

Based on the printed advertisement,
the probability that I prefer to buy

O’Cola brand i1s increase

My willingness to buy the O’Cola
brand in the printed advertisement is
higher

Thank you for your cooperation
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Appendix. C: Questionnaire (Online Banner Advertisement)

Set B (High involvement)

UUM

Universiti Utara Malaysia

Title: The Antecedents and Consequences of Online Advertisement on Brand
Equity

Dear respondents

I am Salem Mohamed S. Busen a Doctoral candidate in the department of
Communication Universiti Utara Malaysia. I am conducting a research on the
Antecedents and Consequences of Online Advertisement on Brand equity. You have
been selected as one of the respondents. Your cooperation will be highly appreciated in
providing answers to the following questions as honestly as possible.

CONFIDENTIALITY

The information you provide will be strictly confidential. The data will be used for
statistical purpose only and no single name will be disclosed. The success of this
research depends on your cooperation. Thank you for your anticipated cooperation.

Salem Mohamed S. Busen
Department of Communication, School of MultiMedia Technology and
Communication, Universiti Utara Malaysia
Telephone: +601 2911 3497.
Email: debo_debol0@yahoo.com

Introduction:
1. Before you answer the questions, please first open this link http:/o-cola.com

containing the online banner advertisement of O’Cola , and then answer the questions
based on your perceptions of the advertisement.

2. Please take note that there is no right or wrong answers. What is important is your

sincerity and cooperation. Just tick (V) or circle (O) where appropriate, the option that
best represents your opinion.
3. The questionnaire will take between 20 and 25 minutes to complete.
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SECTION A: RESPONDENTS’ INFORMATION

Instruction: Please tick (\) the appropriate box.

2. Age (years)

5. Less than 25

6.| |26-31

7.[ ]32-37

8.| | More than 38
3. Gender

1. Male

2. Female

4. What is your income?

1. —4 Below 200USD
2. |1 201-300USD
3. |_| 301-400USD
4. | | 401USD - above

4. Present Educational pursuit

1. Diploma

2. Bachelor degree
3. Master degree
4. PhD
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5. How many hours do you spend online every day? hours.

6. How long have you been using the Internet?

1. Less than 1 year
2. 2 to 4 years
3. More than 4 years

7. How many hours per day do you spend to search for online advertising products?

hours

8. Which of these drinks are you familiar with? (You may answer more than 1)

1. Cocacola
2. OCola
3. Pepsi cola
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Section B: Perceived Advertisement Credibility (PAC)
Instruction: Please answer based on the following scales 1=Strongly Disagree,
2=Disagree, 3=Neutral, 4=Agree, 5=Strongly Agree

Items

Strongly Disagree Neutral Agree Strongly

Disagree Agree

1 | The content of the O’Cola online
banner advertisement is attractive

1 2 3 4 5

2 | The information in the O’Cola
online banner advertisement is
believable

3 | The information in the OO’Cola
online banner advertisement is
honest

4 | The information in the O’Cola
online banner advertisement is
objective

5 | The information in the OO’Cola
online banner advertisement is not
credible

6 | The information in the O’Cola
online banner advertisement has a
high level of expertise

7 | The information in the O’Cola
online banner advertisement is
authentic

8 | After viewing the online banner
advertisement, many people will
want to buy O’Cola

Section C: Message Appeal (MA)

Instruction: Please answer based on the following scales 1=Strongly Disagree,
2=Disagree, 3=Neutral, 4=Agree, 5=Strongly Agree

Items Strongly Disagree Neutral Agree Strongly
Disagree Agree

1 | The O’Cola online  banner 1 2 3 4 5
advertisement tries to engage my
senses

2 | Messages in the O’Cola online 1 2 3 4 5
banner advertisement are interesting

3 |The O’Cola  online  banner 1 2 3 4 5
advertisement lacks sensory appeal
for me

4 | The O’Cola  online  banner 1 2 3 4 5
advertisement tries to put me in a
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certain mood to like the brand

The O’Cola online banner
advertisement makes me respond in
an emotional manner

The O’Cola online banner
advertisement does not try to appeal
to feelings for me

The O’Cola online banner
advertisement tries to trick me

The O’Cola online banner
advertisement stimulates my
curiosity

The O’Cola  online  banner
advertisement does not try to appeal
to my creative thinking

10

The O’Cola online banner
advertisement tries to make me think
about my lifestyle

11

The O’Cola online banner
advertisement reminds me of
activities | can do

12

The O’Cola online banner
advertisement does not try to make
me think about actions

13

The O’Cola  online  banner
advertisement tries to get me to think
about relationships

14

I can relate to other people through
the O’Cola online banner
advertisement

15

The online banner advertisement
tries to remind me of social rules
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Section D: Argument Quality (AQ)

Instruction: Please answer based on the following scales 1=Strongly Disagree,
2=Disagree, 3=Neutral, 4=Agree, 5=Strongly Agree

Items

The tagline (My Choice) message is a
reason the O’Cola online banner
advertisement is believable to me

The tagline (My Choice) is a reason
the O’Cola online banner
advertisement is convincing

The tagline (My Choice) is a reason
the O’Cola online banner
advertisement is important to me

The tagline (My Choice) on the
online banner advertisement helped
me to be confident about the O’Cola

The tagline (My Choice) would help
my friends about the O’Cola online
banner advertisement

The O’Cola tagline (My Choice) put
thoughts in my mind about wanting to
buy the brand

I agree with O’Cola tagline (My
Choice)

The O’Cola message is the reason the
online banner advertisement is strong

Strongly Disagree Neutral Agree Strongly

Disagree Agree
1 5
1 5
1 5
1 5
1 5
1 5
1 5
1 5

Section E: Consumer Enjoyment (CE)

Instruction: Please answer based on the following scales 1=Strongly Disagree,
2=Disagree, 3=Neutral, 4=Agree, 5=Strongly Agree

Items Strongly Disagree Neutral Agree Strongly
Disagree Agree

1 | I really enjoy O’Cola brand 1 2 3 4 5

2 | I'like to go shopping to feel the 1 2 3 4 5
quality of O’Cola brand

3 | I feel privileged that I can buy 1 2 3 4 5
O’Cola brand

4 | I feel happy any time I take O’Cola 1 2 3 4 5
drink

5 | I have fun with O’Cola brand 1 2 3 4 5

6 | O’Cola brand really excites me 1 2 3 4 5
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7 | The package (My Choice) of O’Cola 1 2 3 4 5
brand makes me happy

8 | I sometimes get disappointed with 1 2 3 4 5
O’Cola brand

9 | O’Cola brand is not attractive to me 1 2 3 4 5

10 | O’Cola brand makes me happy 1 2 3 4 5

11 | People are jealous of me because of 1 2 3 4 5
O’Cola brand

12 | Sometimes | feel a certain level of 1 2 3 4 5
worry using O’Cola brand

Section F: Consumer’s Commitment (CC)
Instruction: Please answer based on the following scales 1=Strongly Disagree,
2=Disagree, 3=Neutral, 4=Agree, 5=Strongly Agree

Items Strongly Disagree Neutral Agree Strongly
Disagree Agree

1 | After 1 saw the online banner 1 2 3 4 5
advertisement, I feel like I have a
bond with O’Cola brand

2 | After I saw the online banner 1 2 3 4 5
advertisement, I am devoted to
O’Cola drink

3 | I have strong support for O’Cola 1 2 3 4 5
brand

4 | After 1 saw the online banner 1 2 3 4 5
advertisement, I am confident that
my relationship with O’Cola brand
will last a long time

5 | After I saw the online banner 1 2 3 4 5
advertisement, I can trust on O’Cola
brand

6 | I have an impression of a close 1 2 3 4 5
association with O’Cola brand

7 | After I saw the online banner 1 2 3 4 5
advertisement, I feel I would keep on
with O’Cola brand

8 | I think I will keep using O’Cola 1 2 3 4 5
brand for years

9 | I would be disappointed if O’Cola 1 2 3 4 5
brand was no longer available

10 | I will always trust O’Cola brand 1 2 3 4 5

11 | I feel at ease with O’Cola brand 1 2 3 4 5
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12 | I feel fulfilled with O’Cola brand 1 5

13 | I like O’Cola brand even if I‘m not 1 5
using it

14 | I like O’Cola brand because I don‘t 1 5
need to think of alternatives drink

15 | I feel emotionally close to O’Cola 1 5
brand

Section G: Brand’s Empathy (BE)
Instruction: Please answer based on the following scales 1=Strongly Disagree,

2=Disagree, 3=Neutral, 4=Agree, 5=Strongly Agree

Items Strongly Disagree Neutral Agree Strongly
Disagree Agree

1 | O’Cola brand recognizes a lot about 1 5
me

2 | O’Cola brand satisfies my drink taste 1 5

3 | O’Cola brand offers deals that I 1 5
really can relate to

4 | O’Cola brand does not forget my 1 5
good moments as a customer

5 | O’Cola brand makes me feel closer 1 5
to brand.

6 | I don’t like getting e-mails from 1 5
O’Cola brand.

Section H: Interactivity (INT)
Instruction: Please answer based on the following scales 1=Strongly Disagree,

2=Disagree, 3=Neutral, 4=Agree, 5=Strongly Agree

Items Strongly Disagree Neutral Agree Strongly
Disagree Agree

1 | I felt that I had a lot of control over 1 5
O’Cola online banner advertisement

2 | While I was on the O’Cola 1 5
advertisement online, I could choose
freely what I wanted to see

3 | The O’Cola online banner 1 5
advertisement in giving me feedback

4 | This O’Cola online banner 1 5
advertisement facilitates mutual
communication between me and the
brand

5 | It is not difficult to offer feedback to 1 5
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the O’Cola online banner
advertisement

The O’Cola online banner
advertisement makes me feel it
wants to listen to its visitors

The O’Cola online banner
advertisement gives visitors the
opportunity to interact with the
advertisement

I was able to obtain the information |
want without any delay from O’Cola
online banner advertisement

When I clicked on the links on
O’Cola online banner advertisement,
I felt I was getting instantaneous
information

10

O’Cola online banner advertisement
was very slow in responding to my
requests

Section I: Attitude towards Advertisement (ATA)

Instruction: Please answer based on the following scales 1=Strongly Disagree,

2=Disagree, 3=Neutral, 4=Agree, 5=Strongly Agree

Items Strongly Disagree Neutral Agree Strongly
Disagree Agree

1 | I think the O’Cola online banner 1 5
advertisement is trustworthy

2 | I think the O’Cola online banner 1 5
advertisement is honest

3 |I think the O’Cola online banner 1 5
advertisement is believable

4 |1 think the O’Cola online banner 1 5
advertisement is interesting

5 | I think the O’Cola online banner 1 5
advertisement is intelligent

6 | I think the O’Cola online banner 1 5
advertisement is eye-catching

7 |1 think the O’Cola online banner 1 5
advertisement is friendly

8 |1 think the O’Cola online banner 1 5
advertisement is appealing

9 |I think the O’Cola online banner 1 5
advertisement is entertaining

10 | I think the O’Cola online banner 1 5
advertisement stimulating
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11 | I would bookmark the O’Cola online 1 2 3 4 5
banner  advertisement as = my
favourite

12 | I would recommend the O’Cola 1 2 3 4 5
online banner advertisement to my
friend

13 | I would contact the company for 1 2 3 4 5
O’Cola purchase

14 | I would revisit the O’Cola online 1 2 3 4 5
banner advertisement

15 | I would intend to purchase the 1 2 3 4 5
O’Cola product from the online
banner advertisement link

Section J: Brand Awareness (BA)
Instruction: Please answer based on the following scales 1=Strongly Disagree,
2=Disagree, 3=Neutral, 4=Agree, 5=Strongly Agree

Items Strongly Disagree Neutral Agree Strongly
Disagree Agree

1 | I know what O’Cola brand stands for 1 2 3 4 5
in terms of quality

2 | I have an understanding about 1 2 3 4 5
O’Cola brand

3 | I have heard of O’Cola brand. 1 2 3 4 5

4 | I cannot name the brands in O’Cola 1 2 3 4 5
product class

5 | I can recognize O’Cola brand among 1 2 3 4 5
other competing brands

6 | [ am aware of O’Cola brand 1 2 3 4 5

7 | Some characteristics of O’Cola 1 2 3 4 5
brand come to my mind quickly

8 | I can quickly recall the symbol or 1 2 3 4 5
logo of O’Cola brand

9 | I have difficulty in imagining O’Cola 1 2 3 4 5
brand in my mind.
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Section K: Brand Image (BI)

Instruction: Please answer based on the following scales 1=Strongly Disagree,
2=Disagree, 3=Neutral, 4=Agree, 5=Strongly Agree

Items Strongly Disagree Neutral Agree Strongly
Disagree Agree

1 | The online banner advertisement 1 2 3 4 5
assists me to recognize the quality of
O’Cola brand

2 | The online banner advertisement 1 2 3 4 5
helps create a positive evaluation
toward O’Cola

3 | The online banner advertisement 1 2 3 4 5
strengthens a favorable assessment
toward O’Cola

4 | O’Cola is a brand that is well- 1 2 3 4 5
managed

5 | O’Cola online banner advertisement 1 2 3 4 5
is a successful promotion

6 | O’Cola brand is a reliable choice 1 2 3 4 5

7 | O’Cola cares for the customers’ best 1 2 3 4 5
interest

8 | O’Cola has a good image 1 2 3 4 5

9 | O’Cola online banner advertisement 1 2 3 4 5
shows the standard for quality

10 | O’Cola brand stands out as a soft 1 2 3 4 5
drink industry with quality

11 | O’Cola brand 1s a fascinating 1 2 3 4 5
product

Section L: Brand Purchase Intention (BPI)
Instruction: Please answer based on the following scales 1=Strongly Disagree,
2=Disagree, 3=Neutral, 4=Agree, 5=Strongly Agree

Items Strongly Disagree Neutral Agree Strongly
Disagree Agree

1 |Based on the online banner 1 2 3 4 5
advertisement of the O’Cola, the
likelihood of purchasing the brand is
higher

2 | I will consider /continue? buying 1 2 3 4 5
O’Cola brand based on the online
banner advertisement

3 | I would think of buying O’Cola 1 2 3 4 5
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brand/ reinforce my thinking of
continue purchasing? after seeing the
online banner advertisement

Based on the online banner 1 2
advertisement, the probability that I
prefer to buy O’Cola brand is
increase

My willingness to buy the O’Cola 1 2
brand in the online banner
advertisement is higher

Thank you for your cooperation
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Appendix. D: Stimulus

Stimulus A Stimulus B

Stimulus C Stimulus D
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Appendix. E: Total Number of Libyan Students in Malaysia
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Universiti Utara Malaysia
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Appendix. F: Outliers

Multivariate outliers

Online Data Print Data

Cases Outliers Cases Outliers
170 0.00119 46 0.01345
69 0.00126 24 0.02215
161 0.00136 182 0.0232
179 0.00379 4 0.02999
44 0.00486 111 0.04613
178 0.00717 10 0.05007
120 0.01155 41 0.05168
236 0.01376 262 0.06391
36 0.01711 116 0.06536
238 0.01763 129 0.07137
189 0.01828 138 0.09136
15 0.01901 212 0.09248
112 0.02005 264 0.09283
70 0.0242 222 0.09439
72 0.02729 62 0.09553
274 0.02909 78 0.09881
16 0.03064 12 0.10241
19 0.0388 171 0.10984
110 0.03932 128 0.11275
115 0.03946 19 0.11284
244 0.04049 173 0.11408
210 0.04843 164 0.11825
143 0.04844 271 0.12371
200 0.05187 81 0.12765
165 0.0535 284 0.1302
250 0.05628 274 0.13114
191 0.06022 248 0.13509
40 0.06033 51 0.13616
227 0.06167 102 0.13721
253 0.06324 40 0.1386
155 0.06632 180 0.14105
180 0.0719 57 0.14231
221 0.07285 72 0.15037
271 0.07474 245 0.15842
145 0.0781 277 0.1603
24 0.07869 190 0.16076
65 0.08075 272 0.1633
32 0.08261 69 0.16605
187 0.08619 133 0.16787
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97 0.08923 23 0.1688
131 0.0935 118 0.16906
14 0.09618 30 0.17145
91 0.09995 52 0.19681
190 0.11074 259 0.19743
209 0.11618 147 0.19924
39 0.11722 1 0.20183
230 0.11899 31 0.20219
116 0.1216 22 0.21206
207 0.12357 256 0.23145
149 0.12547 181 0.23401
183 0.12564 92 0.23613
197 0.12567 238 0.23626
272 0.12698 113 0.23717
252 0.12846 151 0.2388
294 0.13029 71 0.24476
114 0.13657 193 0.24894
128 0.14549 167 0.25124
206 0.14783 44 0.25238
231 0.1483 263 0.26105
144 0.15313 260 0.26148
12 0.15743 295 0.26344
33 0.15826 160 0.26365
41 0.16117 16 0.26552
49 0.16255 77 0.26727
208 0.16496 282 0.27027
146 0.16933 98 0.27095
215 0.16979 286 0.28593
58 0.17045 95 0.29659
177 0.17535 50 0.30053
13 0.18153 94 0.3016
175 0.18277 158 0.30272
126 0.19187 55 0.30437
62 0.19568 276 0.30506

3 0.19878 216 0.30678
88 0.2053 123 0.30706
202 0.20705 250 0.30918
53 0.2128 21 0.30991
263 0.21541 197 0.31361
285 0.22123 194 0.32262
156 0.22246 117 0.32555
96 0.22716 90 0.32713
57 0.23004 163 0.32863
111 0.2326 8 0.33124
135 0.23325 124 0.33839
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181 0.23364 33 0.34008
211 0.24154 244 0.34102
171 0.24718 154 0.34234
25 0.2482 210 0.34343
43 0.25214 97 0.34388
264 0.25752 213 0.35209
169 0.26296 168 0.35257
42 0.26482 281 0.36003
195 0.26531 88 0.36091
239 0.27209 195 0.36265
268 0.27282 125 0.36413
277 0.27511 268 0.37766
60 0.28124 61 0.38189
265 0.2825 6 0.38555
38 0.28681 47 0.3864
186 0.29077 150 0.38845
188 0.29282 49 0.39729
75 0.29579 38 0.40054
246 0.29722 294 0.41023
185 0.31 145 0.41957
119 0.31218 13 0.4259
193 0.32304 253 0.42772
273 0.32396 106 0.43489
289 0.32767 161 0.43918
86 0.33889 110 0.44975
17 0.34134 59 0.45025
194 0.3452 26 0.4585
266 0.34938 175 0.46187
201 0.34973 279 0.46473
136 0.36607 45 0.46743

1 0.36892 108 0.47471
196 0.37597 68 0.4859
80 0.3807 82 0.48604
73 0.38526 246 0.48615
71 0.39863 58 0.4912
167 0.40132 42 0.49426
48 0.409 146 0.49665
261 0.42479 73 0.49846
218 0.42901 60 0.49856
93 0.42976 191 0.50158
283 0.42997 36 0.50739
198 0.43452 89 0.50813
66 0.43885 189 0.50829
92 0.44654 266 0.5085
278 0.45331 86 0.50861
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269 0.45377 188 0.51377
121 0.45602 176 0.51489
54 0.45668 239 0.51812
164 0.46155 27 0.52135
8 0.46565 283 0.52269
148 0.47528 25 0.52949
225 0.47588 85 0.53598
109 0.47742 67 0.53909
5 0.48452 289 0.53967
233 0.48893 104 0.54976
204 0.48936 107 0.5554
212 0.49312 28 0.55547
2 0.49946 270 0.55646
71 0.51664 87 0.56467
158 0.52063 63 0.565
157 0.52352 65 0.56605
281 0.52606 91 0.5678
133 0.52817 34 0.57238
259 0.52826 131 0.57255
34 0.53457 80 0.57551
129 0.53471 144 0.57956
130 0.53486 165 0.5797
153 0.5417 142 0.58054
137 0.54908 83 0.58518
284 0.55189 219 0.58935
103 0.56446 267 0.59458
174 0.57207 130 0.59795
243 0.57623 126 0.598
95 0.58075 186 0.59821
267 0.58213 32 0.60065
45 0.58625 9 0.61014
228 0.60051 2 0.61406
113 0.60914 265 0.61612
87 0.61 17 0.62082
140 0.61188 29 0.62479
90 0.61919 172 0.62502
192 0.62397 208 0.63512
229 0.62582 293 0.63552
292 0.63271 54 0.64138
245 0.63471 7 0.64268
291 0.64266 269 0.64722
260 0.64601 291 0.64825
217 0.65047 14 0.65046
262 0.65518 76 0.65094
205 0.65641 178 0.66692
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11 0.66013 232 0.66876
134 0.66097 162 0.66896
168 0.66864 18 0.67067
226 0.66887 48 0.67262
214 0.66969 273 0.67417
22 0.67256 254 0.68058
118 0.68349 201 0.68194
224 0.68497 132 0.68359

9 0.68751 15 0.68393
29 0.69136 152 0.68499
282 0.69184 285 0.69047
199 0.70324 290 0.69599
173 0.70496 153 0.69769
290 0.70835 75 0.70187
251 0.71083 233 0.70599
82 0.7177 223 0.72325
67 0.7275 74 0.73306
254 0.72768 236 0.74509
83 0.73297 93 0.74743
74 0.73489 230 0.74909
220 0.73882 20 0.75147
154 0.73921 224 0.75154
176 0.74092 199 0.75456

6 0.74123 207 0.7554
26 0.74557 157 0.75704
127 0.74762 159 0.75749
150 0.74968 127 0.75913
21 0.74975 166 0.7625
276 0.75153 37 0.76381
255 0.75264 43 0.76541
275 0.76495 231 0.76671
152 0.76669 192 0.77515
248 0.78212 79 0.78167
47 0.78563 211 0.78357
234 0.7882 135 0.78502
94 0.78896 183 0.78593

84 0.79047 217 0.78843
280 0.79307 249 0.78875
108 0.79329 53 0.80101
61 0.79547 187 0.80258
184 0.79981 139 0.8028
172 0.8064 225 0.80647
242 0.80654 258 0.81456
258 0.80952 255 0.81633
28 0.80957 221 0.81811
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151 0.8117 288 0.82548
270 0.81325 103 0.82893
64 0.81421 240 0.8361
63 0.81557 148 0.83623
102 0.8163 280 0.83906
159 0.82075 5 0.84166
18 0.82539 149 0.84624
216 0.82694 141 0.84864
107 0.83102 287 0.84967
163 0.8394 140 0.85001
293 0.84235 218 0.85278
241 0.84275 184 0.85376
232 0.84307 114 0.85532
79 0.84846 96 0.85811
142 0.85343 214 0.85853
222 0.85508 155 0.85945
287 0.85571 220 0.86382
35 0.86489 215 0.86692
288 0.86509 185 0.86902
203 0.86684 247 0.87288
247 0.86901 119 0.87457
256 0.88649 179 0.87519
279 0.89549 203 0.87542
68 0.8976 169 0.87814
81 0.9025 228 0.88096
219 0.90452 100 0.88479
117 0.90581 101 0.88665
122 0.91031 115 0.8928
182 0.9116 35 0.89388
55 0.91377 136 0.89813
162 0.91931 99 0.89834
160 0.91946 206 0.90196
237 0.92097 275 0.9039
124 0.92151 109 0.90762
7 0.92195 226 0.90992
30 0.92891 196 0.9143
20 0.9331 39 0.9146
104 0.9343 56 0.91828
27 0.93839 64 0.91852
37 0.9389 177 0.91985
105 0.94315 121 0.92204
46 0.94672 3 0.92314
85 0.94906 120 0.92592
223 0.95098 242 0.92604
23 0.95297 143 0.93311
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249 0.95595 202 0.93443
213 0.95737 235 0.94029
286 0.96362 66 0.94393
106 0.96547 105 0.94559
59 0.96914 122 0.94561
78 0.97149 278 0.94649
235 0.97515 209 0.94789
240 0.97618 137 0.94871
56 0.98123 198 0.95319
166 0.98351 134 0.95546
99 0.98422 200 0.95632
100 0.98568 243 0.95852
52 0.98686 112 0.96014
138 0.98885 251 0.96057
139 0.98903 204 0.96077
101 0.9895 234 0.961
76 0.98993 292 0.96609
141 0.99005 252 0.9669
132 0.99083 11 0.9687
89 0.9919 170 0.97016
257 0.99655 241 0.97036
125 0.99665 70 0.97533
98 0.99682 156 0.97617
123 0.99693 84 0.97856
31 0.99729 174 0.99082
51 0.9999 229 0.99217
147 0.9999 205 0.99327
50 0.99991 237 0.9971
227 0.99757
257 0.99889
261 0.99956
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Appendix. G: Measurement Model

Factor Loadings of full measurement model of the study (For Print Advertisement)

Name Label Estimate
BPI1 BPI. 701
BPI2 BPL .760
BPI3 BPL 711
BPI4 BPL 752
BPI5 BPL 577
BA2 BA. .800
BA1 BA. .830
BA3 BA. 197
BA4 BA. .875
BA5S BA. .880
BA6 BA. .882
BA7 BA. 591
BAS BA. 23]
BA9 BA. .596

BI1 BI. .658
BI2 BIL .694
BI3 BL .709
Bl4 BIL 817
BI5 BIL .839
BI6 BI. .864
BI7 BIL .837
BIS8 BI. 881
BI9 BI. 735
BI10 BI. .860

ATA2 ATA .818

ATAl ATA 770

ATA3 ATA .799

ATA4 ATA 812

ATAS ATA 713

ATA6 ATA 795

ATA7 ATA .618

ATAS8 ATA .686

349



Name Label Estimate
ATA9 ATA .635
ATAI0 ATA .652
ATAIl ATA .673
ATAI12 ATA 754
ATA13 ATA .691
ATAl4 ATA .685
ATA15 ATA .660
CE2 CE. 719
CE3 CE. .809
CE4 CE. 761
CES5 CE. .838
CC9 CC. .654
CC8 CC. 722
cC7 CC. 772
CCo6 CC. .819
CC5 CC. 816
CC4 CC. .825
CC3 CC. 764
CcC2 CC. 777
BE1 BE. 779
BE2 BE. .825
BE3 BE. .818
BE4 BE. .615
BES BE. .607
BE6 BE. .544
AQI AQ. .883
AQ2 AQ. .845
AQ3 AQ. .836
AQ4 AQ. .855
AQ5 AQ. .809
AQ6 AQ. .827
AQ7 AQ. .867
AQS8 AQ. .818
PACI1 PAC. .686
PAC2 PAC. .607
PAC3 PAC. 516

350



Name Label Estimate
PAC4 PAC. .653
PACS PAC. 712
PAC6 PAC. 754
PAC7 PAC. .847
PACS8 PAC. .686
INT1 INT. 782
INT2 INT. .827
INT3 INT. 795
INT4 INT. 793
INTS INT. .834
INT6 INT. 768
INT7 INT. 743
INTS8 INT. .651
MA1 MA. 738
MA2 MA. 71
MA3 MA. .706
MA4 MA. 762
MAS MA. 732
MAG6 MA. .789
MA10 MA. .832
MAL11 MA. A0S
CE6 CE. 737
CE7 CE. .690
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Factor Loadings of full measurement model of the study (online)

Name Label Estimate
BPI1 BPL. .804
BPI2 BPL .780
BPI3 BPL 818
BPI4 BPL. .696
BA2 BA. 776
BAl BA. 753
BA3 BA. .803
BA4 BA. 786
BAS BA. .830
BA6 BA. 831
BA7 BA. .690
BA9 BA. 702

BI1 BI. 736
BI2 BI. 764
BI3 BI. 770
B4 BI. .673
BI5 BI. 770
BI6 BIL. 784
BI7 BI. .749
BI8 BI. 761
BI9 BI. 704
BI10 BI. 759

ATA2 ATA .675

ATA3 ATA 815

ATA4 ATA .615

ATAS ATA .864

ATA6 ATA .857

ATA7 ATA .633

ATAS ATA .638

ATA9 ATA 817

ATAI10 ATA 723
ATA11 ATA 818
ATA12 ATA .632
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Name Label Estimate
ATAI13 ATA .700
ATA14 ATA .655
ATA15 ATA 551

CE12 CE. .828

CEl1 CE. 908

CE10 CE. .874

CE9 CE. .598

CC15 CC. 567

CCl14 CC. .823

CC13 CC. 172

CCl12 CC. .642

BE1 BE. 187
BE3 BE. 175
BE4 BE. .657
BES BE. .594
BE6 BE. 562
BE2 BE .830
AQ2 AQ. .861
AQ3 AQ. .842
AQ4 AQ. 748
AQ5 AQ. Sl
AQ6 AQ. .809

PACI1 PAC. .740

PAC2 PAC. 942

PAC3 PAC. .663

PAC4 PAC. 677

PAC6 PAC. .668

PAC7 PAC. 921

INT1 INT. 724

INT2 INT. 576

INT3 INT. 815

INT4 INT. .674

INTS INT. .822

INT6 INT. .641
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Name Label Estimate
INT7 INT. .614
MAS8 MA. .624
MA9 MA. .760
MAT10 MA. 782
MA11 MA. 175
MA12 MA. .790
MA13 MA. 788
MA14 MA. .696
MA15 MA. .638
MA7 MA. .683
MAG6 MA. .662
MAS MA. .619
MA4 MA. 766
MA1 MA. .566
BAS BA. .648
BPI5 BPL .540
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Figure 4.4
Measurement Model for Print Advertisement constructs
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Figure 4.5
Measurement Model for Online Advertisement
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Figure 4.6
Baseline Full SR model for online data with all the proposed relationship of the study
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Appendix. H: Assessment of Normality for Online Advertisement and Printed

Advertisement
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Appendix. I: Regression Weights:

Group number 1 - Default model

Estimate S.E. C.R. P Label
ATA <-- INTIMICY .001 .005 108 914 par 102
ATA <--- MA. 481 .075  6.392  ***  par 106
ATA <-—-—- AQ. 152 .060  2.544 011 par 107
ATA  <-- INT. 085 .037  2.324 .020 par 108
ATA <-- PAC. 056 .045 1.237 216 par 109
CC. <--- INTIMICY -001 .005 -.108 914 par 91
CE. <--- INTIMICY 1.000
BA. <--- ATA 196 .094  2.086 .037 par_ 103
BPI. <--- ATA 635 109  5.814  *** par 104
BI. <--- ATA 444 090 4918 ***  par 105
BE. <--- INTIMICY .000 .004 107 915 par 110
BPI1 <--- BPL 1.000
BPI2 <--- BPL 912 067 13.656  *** par |
BPI3 <--- BPIL 965  .065 14918 *** par 2
BPI4 <--- BPL 791 067 11.842  *** par 3
BA2 <--- BA. 1.000
BAl  <-- BA. 1.000 .073 13.693 *** par 4
BA3 <--- BA. 1.038 .070 14.886  *** par 5
BA4 <--—- BA. 1.100 .076 14.399  *** par 6
BA5S <--- BA. 1.152  .075 15.384  *** par 7
BA6 <--- BA. 1.144 074 15.517 *** par 8
BA7 <--- BA. 857 .071 12.078  *** par 9
BA9 <--- BA. 919 .074 12.354 ***  par 10
BI1 <--- BL 1.000
BI2 <--- BL 996 .079 12.664  *** par 11
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Estimate S.E. C.R. P Label

BI3 <--- BL 1.006 .079 12.728  *** par 12
BI4 <--- BL 941 .083 11.351 *** opar 13
BI5 <--- BL 1.112  .086 12971 *** par 14
BI6 <--- BL 1.115 .086 12.925 *** opar 15
BI7 <--- BL 986 .079 12.408 *** par 16
BI8 <--- BL 1.069 .085 12.540 *** par 17
BI9 <--- BL 1.052 .089 11.820 *** par 18
BI1I0 <-- BL 911 .072 12.592  *** par 19
ATA2 <--- ATA 1.000

ATA3 <--- ATA 1.282 102 12.529  *** par 20
ATA4 <--- ATA 1.135 117 9.712  *** par 21
ATAS <--- ATA 1.509 .114 13212  *** par 22
ATA6 <-—- ATA 1471 112 13.106  *** par 23
ATA7 <--- ATA 1.129 .112 10.088  *** par 24
ATA8 <--- ATA 1.284 126 10.157  *** par 25
ATA9 <--- ATA 1.303 .104 12.552  *** par 26
ATA10 <--- ATA 1.226 .109 11.229  *** par 27
ATAI1l <--- ATA 1.440 115 12.575 *** par 28
ATA12 <--- ATA 932 .082 11.410 *** par 29
ATAI3 <--- ATA 1.222 112 10954 *** par 30
ATA14 <--- ATA 1.035 .100 10.372  *** par 31
ATAI1S <--- ATA 1.114 126  8.809  *** par 32
CE12 <-- CE. 1.000

CEl1l <-- CE. 1.087 .059 18.324  *** par 33
CE10 <--- CE. 982 .055 17.948 *** par 34
CE9 <-- CE. 721 .067 10.720  ***  par 35
CCl15 <--- CC. 1.000
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Estimate S.E. C.R. P Label

CCl14 <--- CC. 1.311 .141  9.297 *** par 36
CCl13 <-- CC. 1.282 150  8.518  *** par 37
CCl12 <-- CC. 1.071 .136  7.858  *** par 38
BEl  <-- BE. 1.000

BE3 <--- BE. 1.030 .084 12.278 *** par 39
BE4  <--- BE. 935 100  9.378  ***  par 40
BE5 <--- BE. 811 .093  8.739  ***  par 41
BE6  <--- BE. 692 .083  8.292  *** par 42
AQ2 <-- AQ. 1.458 163  8.945  *** par 43
AQ3 < AQ. 1.295 145 8941 *** vpar 44
AQ4 <--- AQ. 1.221 .142  8.580  *** par 45
AQ5 < AQ. 1.000

AQ6 < AQ. 1.454 163 8901 *** par 46
PAC1 <--- PAC. 1.000

PAC2 <--- PAC. 1.181 .070 16.855  *** par 47
PAG3: S P AC, 1.000

PAC4 <--—- PAC. 1.326 .131 10.096  *** par 48
PAC6 <--- PAC. 905 .055 16.367  *** par 49
PAC7 <-- PAC. 1.023 .066 15.414 *** par 50
INTI <-- INT. 1.000

INT2 <--- INT. 732 .069 10.565  ***  par 51
INT3 <--- INT. 1.099 .085 12.996 *** par 52
INT4 <-- INT. .847 .082 10.388  *** par 53
INT5 <--- INT. 1.095 .085 12.828  *** par 54
INT6 <--- INT. 881 .086 10.189  *** par 55
INT7 <--- INT. 908 .093  9.789  ***  par 56
MAS <--- MA. 1.000
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Estimate S.E. C.R. P Label
MA9 <--- MA. 1.268 .118 10.771  *** par 57
MA10 <--- MA. 1.455 133 10974  *** par 58
MA1l <-- MA. 1.083 .109  9.902  *** par 59
MA12 <--- MA. 1.252 114 11.005 *** par 60
MA13 <--- MA. 1.305 .119 10.988  *** par 61
MA14 <--- MA. 1.190 .119 10.026  *** par 62
MAI15 <--- MA. 1.064 .114 9347 *** par 63
MA7 <--- MA. 1.068 .108  9.852  *** par 64
MA6 <--- MA. 1.157 120  9.641  *** par 65
MAS <--- MA. 915 100  9.170  *** par 66
MA4 <--- MA. 1.202 .111 10.877  *** par 67
MAl <--- MA. 916 .108  8.511  *** par 68
BA8  <--- BA. 830 .074 11.189 *** par 114
BPI5 <--- BPL .690 .077 8.995 *** par 115

Standardized Regression Weights: (Group number 1 - Default model)

Estimate
ATA <---  INTIMICY .008
ATA <--- MA. 503
ATA <--- AQ. 163
ATA <--- INT. 126
ATA <---  PAC. .063
CC. <--- INTIMICY -.007
CE. <--- INTIMICY 8.881
BA. <--- ATA 132
BPI. <--- ATA 394
BI. <--- ATA 329
BE. <---  INTIMICY .005
BPI1 <---  BPL .802
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Estimate

BPI2
BPI3
BPI4
BA2
BA1
BA3
BA4
BAS5
BA6
BA7
BA9
BI1
BI2
BI3
B4
BI5
BI6
BI7
BI8
BI9
BI10
ATA2
ATA3
ATA4
ATAS
ATA6
ATA7
ATAS
ATA9
ATAIO0
ATAI11
ATAI2
ATAI3
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BA.
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BIL
BL
BIL
BIL
BIL
BIL.
BIL.
BIL
ATA
ATA
ATA
ATA
ATA
ATA
ATA
ATA
ATA
ATA
ATA
ATA

75
824
.695
75
156
.807
794
831
.836
677
.693
730
749
155
673
7187
788
765
155
719
157
675
815
614
.861
.855
.635
.640
816
720
816
.634
700
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Estimate

ATAl4
ATAIS
CE12
CEll
CE10
CE9
CCl15
CCl4
CC13
CCl12
BEI
BE3
BE4
BES
BE6
AQ2
AQ3
AQ4
AQ5
AQ6
PACI
PAC2
PAC3
PAC4
PAC6
PAC7
INT1
INT2
INT3

INT4
INTS

INT6
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AQ.
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PAC.
PAC.
PAC.
PAC.
PAC.

INT.
INT.
INT.

INT.

INT.

INT.

.655
550
.828
909
874
597
.569
.823
172
.641
791
172
.655
.596
561
.862
.842
748
510
.808
740
942
.664
677
.669
921
123
576
817
673

.823

.640
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Estimate

INT7

MAS

MA9

MAI10

MAI11

MAI12

MAI13

MA14

MAI1S

MA7

MA6

MAS

MA4

MAL1

BAS
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BPL

612

.624
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7184
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637
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.660
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766

563

.637

541
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CMIN

Model NPAR CMIN DF P CMIN/DF
Default model 209 4542910 3194 .000 1.422
Saturated model 3403 .000 0
Independence model 82 18097.912 3321 .000 5.450
Baseline Comparisons
NFI RFI  IFI TLI
Model Deltal  rhol Delta2  rho2 crl
Default model .749 739 .909 905  .909
Saturated model 1.000 1.000 1.000
Independence model .000 .000  .000 .000  .000
RMSEA
Model RMSEA LO90 HI9 PCLOSE
Default model .038 .036 .041 1.000
Independence model 124 122 125 .000
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Appendix. J: Exploratory Factor Analysis

Factor analysis is the appropriate statistical technique to find out the smaller set of
relatively large set of variables to find out the accurate reliability and validity of the
scales. This procedure groups the items of variables on the base of the correlations
and it is an excellent statistical technique to determine the underlying structure of the
questionnaire. Items that correlate with another, share the same dimensions to reveal
the composite variables. Such composite variables are also described as factors. For
conducting the factor analysis, it is mandatory to check whether the sample is
suitable or not. Therefore, in the present study data has been screened from the
missing value and outliers and along with these assumptions all the 114 items of
variables been measured on the Likert scale and it fulfills the requirement of factor
analysis. For factor analysis, it is also necessary to have the sufficient sample size. In
the current study sample size for online data is 292 and for print data is 295 and it is
permissible for the factor analysis. Hair, Black, Babin, & Anderson (2010) stated that
the minimum sample size should not less than 50 and preferably the data should be
larger than 100. For performing exploratory there are some statistical techniques
available to check the level of correlation of the variable such as Kaiser Meyer Oklin
value should be greater than the suggested value of 0.60 by Chang et al. (2008)and

also Bartlett’s test of Sphericity should be significant (Pallant, 2007).

Exploratory Factor Analysis of Perceived Advertisement Credibility (PAC)

The eight items of PAC for both online and printed data were executed to principal
component analysis using SPSS version 20. After running the EFA, the 1 item of

PAC for online data variable was excluded due to low factor loading less than 0.50.
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After excluding the one item with low factor loading, exploratory factor analysis was

run again to retain the factor loading above 0.50 as shown in table. Contrary to online

data, all the items of PAC for print data were loaded above 0.50 as shown in table.

The values of Cronbach’s alpha calculated for the items of PAC online data and print

data are 0.868 and 0.888 respectively which are above 0.70 based on suggestions

given by Hair et al. (2010) and Devellis (2003). The value above than the criteria

indicates that the items of PAC for online and print data meet the requirements of the

further statistical analysis. The statistical results of the measures of sample adequacy

KMO, Bartlett Test of Sphericity and Factor loading >0.50 of PAC for both online

and printed data depicts that data used for the current study is appropriate for factor

analysis as given in table below:

Factor Analysis and Reliability test of PCA

: Factor . Factor
PAC Online Loading PAC Print Loading
PAC2 913 PAC7 821
PACI1 .895 PAC6 791
PAC7 .873 PACS 771
PAC6 831 PAC4 751
PAC3 .692 PAC2 745
PAC4 570 PACS 719
PACS 528 PACI1 708
PAC3 .685
Cronbach’s Alpha 0.868 Cronbach’s Alpha 0.888
Eigenvalues 4.169 Eigenvalues 4.503
Cumulative % 59.554 Cumulative % 56.291
Kaiser Meyer Oklin Measure of Kaiser Meyer Oldin
Sample Adequacy .692 Measure of Sample .874
Adequacy
Bartlett’s test of Sphericit Bartlett’s test of Sphericit
Approx. Chi-Schluare g 1648.561 Approx. Chi-SEluare 1167437
Sig. .000 Sig. .000
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Exploratory Factor Analysis of Message Appeal (MA)

The fifteen items of MA for online data and twelve items of MA for printed data
were executed to principal component analysis using SPSS version 20. After running
the EFA, all the items of MA for online data were loaded above 0.50 as shown in
table 4.8 and four items of MA for print data variable was excluded due to low factor
loading less than 0.50 (refer appendix B). After excluding the four items with low
factor loading, exploratory factor analysis was run again to retain the factor loading
above 0.50. The values of Cronbach’s alpha calculated for the items of MA online
data and print data are 0.929 and 0.915 respectively which are above 0.70 based on
suggestions given by Hair et al. (2010) and Devellis (2003). The value above than
the criteria indicates that the items of MA for online and print data meet the
requirements of the further statistical analysis. The statistical results of the measures
of sample adequacy KMO, Bartlett Test of Sphericity and Factor loading >0.50 of
MA for both online and printed data depicts that data used for the current study is

appropriate for factor analysis as given in table below:

Factor Analysis and Reliability test of MA

. Factor . Factor
MA Online Loading MA Print Loading

MA12 .804 MA2 827
MA13 .803 MA10 .823
MA11 787 MAG6 816
MA4 778 MA4 798
MA9 776 MAS 788
MA10 766 MA3 776
MA14 .726 MA1 .766
MA7 .726 MAI11 735
MAG6 708

MAS .675
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MAI15 .651

MAS .647
MAI1 .638
MA3 573
MA2 .569
Cronbach’s Alpha 0.929 Cronbach’s Alpha 0.915
Eigenvalues 7.618 Eigenvalues 5.015
Cumulative % 50.788 Cumulative % 62.685
Kaiser Meyer Oklin Measure of Kaiser Me}ger Okllm
Sample Adequacy 922 Measure of Sample 910
Adequacy
Bartlett’s test of Sphericity Bartlett’s test of Sphericity
Approx. Chi-Square 2524.674 Approx. Chi-Square 1373.559
Sig. .000 Sig. .000

Exploratory Factor Analysis of Argument Quality (AQ)

The eight items of AQ for both online and print data were executed to principal
component analysis using SPSS version 20. After running the EFA, all the items of
AQ for print data were loaded above 0.50 and four three of AQ for online data
variable was excluded due to low factor loading less than 0.50. After excluding the
three items with low factor loading, exploratory factor analysis was run again to
retain the factor loading above 0.50. The values of Cronbach’s alpha calculated for
the items of AQ for online data and print data are 0.849 and 0.950 respectively which
are above 0.70 based on suggestions given by Hair et al. (2010) and Devellis (2003).
The value above than the criteria indicates that the items of AQ for online and print
data meet the requirements of the further statistical analysis. The statistical results of
the measures of sample adequacy KMO, Bartlett Test of Sphericity and Factor
loading >0.50 of AQ for both online and printed data depicts that data used for the

current study is appropriate for factor analysis as given in table below:
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Factor Analysis and Reliability test of AQ

. Factor . Factor
AQ Online Loading AQ Print Loading
AQ6 .863 AQl .887
AQ2 .850 AQ4 .872
AQ3 .843 AQ2 .868
AQ4 .823 AQ3 .864
AQ5 .600 AQ6 .863
AQ7 .861
AQ5 .854
AQS8 815
Cronbach’s Alpha 0.849 Cronbach’s Alpha 0.950
Eigen values 3.217 Eigen values 5.928
Cumulative % 64.334 Cumulative % 74.097
Kaiser Meyer Oklin Measure of Kaiser Meyer Oklin
Sample Adequacy 831 Measure of Sample 921
Adequacy
Bartlett’s test of Sphericity Bartlett’s test of Sphericity
Approx. Chi-Square 685.332 Approx. Chi-Square 2096.898
Sig. .000 Sig. .000

Exploratory Factor Analysis of Intimacy for online data

The items of intimacy had three dimensions such as consumer enjoyment (CE),
consumer commitment (CC) and brand’s empathy (BE) for online data. Twelve
items of CE, fifteen items of CC and six items of BE for online data were executed
to principal component analysis using SPSS version 20. After running the EFA, all
the items of BE for online data were loaded above 0.50 as shown in table 4.10. Eight
items of CE and seven items of CC for online data were excluded due to low factor
loading less than 0.50 (refer appendix B). After excluding the eight items of CE and
seven items of CC for online data with low factor loading, exploratory factor analysis
was run again to retain the factor loading above 0.50. The values of Cronbach’s

alpha calculated for the three dimensions of intimacy such as consumer enjoyment
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(CE), consumer commitment (CC) and brand’s empathy (BE) for online data are
0.875, 0.787 and 0.860 respectively which are above 0.70 based on suggestions given
by Hair et al. (2010) and Devellis (2003). The value above than the criteria indicates
that the items of intimacy for online data meet the requirements of the further
statistical analysis. The statistical results of the measures of sample adequacy KMO,
Bartlett Test of Sphericity and Factor loading >0.50 of the three dimension of
intimacy for online depicts that data used for the current study is appropriate for

factor analysis as given in table below:

Factor Analysis and Reliability test of Intimacy Online

Items BE CE CC
BE2 815
BE1 .799
BE3 798
BE4 .760
BES5 740
BE6 .679
CE11 913
CE10 .892
CE12 .878
CE9 723
CCl14 831
CC13 793
CC12 770
CC15 .672
CC10 .609
Cronbach’s Alpha 0.860 0.875 0.787
Eigenvalues 2.762
Cumulative % 62.188
Kaiser Meyer Oklin Measure of Sample 796
Adequacy '

Bartlett’s test of Sphericity Approx. Chi-Square 1966.662

Sig. .000
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Exploratory Factor Analysis of Intimacy for print data

The items of intimacy had three dimensions such as consumer enjoyment (CE),
consumer commitment (CC) and brand’s empathy (BE) for print data. Twelve items
of CE, fifteen items of CC and six items of BE for online data were executed to
principal component analysis using SPSS version 20. After running the EFA, all the
items of BE for online data were loaded above 0.50. Eight items of CE and seven
items of CC for online data were excluded due to low factor loading less than 0.50.
After excluding the six items of CE and seven items of CC for online data with low
factor loading, exploratory factor analysis was run again to retain the factor loading
above 0.50. The values of Cronbach’s alpha calculated for the three dimensions of
intimacy such as consumer enjoyment (CE), consumer commitment (CC) and
brand’s empathy (BE) for online data are 0.875, 0.787 and 0.860 respectively which
are above 0.70 based on suggestions given by Hair et al. (2010) and Devellis (2003).
The value above than the criteria indicates that the items of intimacy for print data
meet the requirements of the further statistical analysis. The statistical results of the
measures of sample adequacy KMO, Bartlett Test of Sphericity and Factor loading
>0.50 of the three dimension of intimacy for print depicts that data used for the

current study is appropriate for factor analysis as given in table below:

Factor Analysis and Reliability test of Intimacy Print

Items BE CE CC
CC6 .830
CCs .830
cC7 827
CC4 .827
CC2 .809
CC3 .801
CC8 783
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CC9 .696
CE5 .857
CE3 .829
CE4 .801
CE6 793
CE2 775
CE7 761
BE2 819
BE1 .801
BE3 798
BE4 743
BES 730
BE6 673
Cronbach’s Alpha 0.922 0.890 0.859
Eigenvalues 3.194
Cumulative % 63.436
Kaiser Meyer Oklin Measure of Sample
.878
Adequacy
Bartlett’s test of Sphericity Approx. Chi- 3331.689
Square

Sig. .000

Exploratory Factor Analysis of Attitude towards Advertisement (ATA)

The fifteen items of ATA for both online and print data were executed to principal
component analysis using SPSS version 20. After running the EFA, all the items of
ATA for print data were loaded above 0.50 and one item of ATA for online data was
excluded due to low factor loading less than 0.50. After excluding the one item of
ATA for online with low factor loading, exploratory factor analysis was run again to

retain the factor loading above 0.50.

The values of Cronbach’s alpha calculated for the items of ATA for online data and

print data are 0.933 and 0.943 respectively which are above 0.70 based on
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suggestions given by Hair et al. (2010) and Devellis (2003). The value above than

the criteria indicates that the items of ATA for online and print data meet the

requirements of the further statistical analysis. The statistical results of the measures

of sample adequacy KMO, Bartlett Test of Sphericity and Factor loading >0.50 of

ATA for both online and printed data depicts that data used for the current study is

appropriate for factor analysis as given in table below:

Factor Analysis and Reliability test of ATA

. Factor . Factor
ATA Online Loading ATA Print Loading

ATAG6 .880 ATAG6 812

ATAS .873 ATA4 .806
ATAI11 851 ATA2 .804
ATA9 .836 ATA3 795

ATA3 814 ATAI12 791
ATA10 157 ATA1 782
ATAI13 747 ATAS 747
ATA2 .709 ATA14 741

ATAS .693 ATAI13 733
ATA14 .681 ATA1S 716
ATA12 .668 ATAIll 707
ATA7 .654 ATAS 704
ATA4 .641 ATA9 .691
ATA1S5 578 ATA7 .686
ATAI10 .681
Cronbach’s Alpha 0.933 Cronbach’s Alpha 0.943
Eigenvalues 7.822 Eigenvalues 8.388

Cumulative % 55.872 Cumulative % 55.920
Kaiser Meyer Oklin Measure of Kaiser Meyer Oklin
Sample Adequacy 929 Measure of Sample 957
Adequacy
Bartlett’s test of Sphericity Bartlett’s test of Sphericity
Approx. Chi-Square 2852.471 Approx. Chi-Square 2775497

Sig. .000 Sig. .000
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Exploratory Factor Analysis of Interactivity (INT)

The ten items of INT for both online and print data were executed to principal
component analysis using SPSS version 20. After running the EFA, three items of
INT for online data and two items of INT for print data were excluded due to low
factor loading less than 0.50 (refer appendix B) and . After excluding the three items
of INT for online data and two items of INT for print data with low factor loading,
exploratory factor analysis was run again to retain the factor loading above 0.50. The
values of Cronbach’s alpha calculated for the items of INT for online data and print
data are 0.874 and 0.923 respectively which are above 0.70 based on suggestions
given by Hair et al. (2010) and Devellis (2003). The value above than the criteria
indicates that the items of INT for online and print data meet the requirements of the
further statistical analysis. The statistical results of the measures of sample adequacy
KMO, Bartlett Test of Sphericity and Factor loading >0.50 of INT for both online
and printed data depicts that data used for the current study is appropriate for factor

analysis as given in table.

Factor Analysis and Reliability test of INT

. Factor . Factor
INT Online Loading INT Print Loading
INTS 819 INT2 .850
INT3 .809 INTS .849
INT1 786 INT3 .820
INT4 755 INT4 816
INT6 731 INT1 814
INT2 723 INT6 .806
INT7 .669 INT7 782
INTS 705
Cronbach’s Alpha 0.874 Cronbach’s Alpha 0.923
Eigenvalues 4.017 Eigenvalues 5.204
Cumulative % 57.389 Cumulative % 65.054
Kaiser Meyer Oklin Measure of .866 Kaiser Meyer Oklin .934
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Sample Adequacy Measure of Sample
Adequacy
Bartlett’s test of Sphericity Bartlett’s test of Sphericity
Approx. Chi-Square 918.009 Approx. Chi-Square 1472.421
Sig. 0.000 Sig. 0.000

Exploratory Factor Analysis of, Brand Awareness (BA), Brand Image (BI), and
Brand Purchase Intention (BPI) for online data

Nine items of BA, eleven items of BI and five items of BPI for online data were
executed to principal component analysis using SPSS version 20. After running the
EFA, all the items of BA and BPI for online data were loaded above 0.50. One item
of BI for online data was excluded due to low factor loading less than 0.50 (refer
appendix B). After excluding the one items of for online data with low factor
loading, exploratory factor analysis was run again to retain the factor loading above
0.50. The values of Cronbach’s alpha calculated for the BA, BI and BPI for online
data are 0.924, 0.928 and 0.847 respectively which are above 0.70 based on
suggestions given by Hair et al. (2010) and Devellis (2003). The value above than
the criteria indicates that all items of BA, BI and BPI for online data meet the
requirements of the further statistical analysis. The statistical results of the measures
of sample adequacy KMO, Bartlett Test of Sphericity and Factor loading >0.50 of
items of BA, BI and BPI for online data depicts that data used for the current study is

appropriate for factor analysis as given in table below:
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Factor Analysis and Reliability test of Dependent Variables (BA, BI & BPI) Online

Items BA BI BPI
BI5 825
BI7 187
BI9 778
BI6 769
BI10 .699
BI3 .683
BI8 .676
BIl .666
BI2 .650
Bl4 .619
BA6 819
BA3 812
BAS .801
BA4 791
BAI 780
BA2 770
BA9 .667
BA7 .614
BAS 575
BPI3 .836
BPI1 816
BPI2 789
BPI4 756
BPI5 675
Cronbach’s Alpha 0.924 0.928 0.847
Eigenvalues 9.831
Cumulative % 62.668
Kaiser Meyer Oklin Measure of Sample
927
Adequacy
Bartlett’s test of Sphericity Approx. Chi- 4558 471
Square
Sig. .000

Exploratory Factor Analysis of, Brand Awareness (BA), Brand Image (BI), and
Brand Purchase Intention (BPI) for print data

Nine items of BA, eleven items of BI and five items of BPI for print data were
executed to principal component analysis using SPSS version 20. After running the

EFA, all the items of BPI for online data were loaded above 0.50. One item of BA
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and one item of BI for online data were excluded due to low factor loading less than
0.50 (refer appendix B). After excluding the one item of BA and one item of BI for
print data with low factor loading, exploratory factor analysis was run again to retain
the factor loading above 0.50. The values of Cronbach’s alpha calculated for the BA,
BI and BPI for online data are 0.926, 0.945 and 0.825 respectively which are above
0.70 based on suggestions given by Hair et al. (2010) and Devellis (2003). The value
above than the criteria indicates that all items of BA, BI and BPI for online data meet
the requirements of the further statistical analysis. The statistical results of the
measures of sample adequacy KMO, Bartlett Test of Sphericity and Factor loading
>0.50 of items of BA, BI and BPI for online data depicts that data used for the
current study is appropriate for factor analysis as given in table below:

Factor Analysis and Reliability test of Dependent Variables (BA, Bl & BPI) Print

Items BA BI BPI
BI10 .856

BI6 851

BI8 851

BI7 .848

BI4 815

BI5 .790

BI9 748

BI2 716

BI3 .706

BI1 .659

BA4 .867

BAG6 .862

BAS .848

BA1 .838

BA3 794

BA2 793

BA7 .609

BA9 537

BPI4 .810
BPI2 .808
BPI3 780
BPI1 765
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BPI5
Cronbach’s Alpha
Eigenvalues
Cumulative %
Kaiser Meyer Oklin Measure of Sample
Adequacy
Bartlett’s test of Sphericity Approx. Chi-
Square
Sig.

0.926 0.945
8.388
55.920

957

2775.497
0.000

.679
0.825
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