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ABSTRACT 

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

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

of advertising effectiveness which will subsequently influence consumers’ purchase 

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

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

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

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

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

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

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

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

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

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

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

attract their attention.  

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

and interactivity 
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ABSTRAK 

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

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

pengaruh yang penting dalam menentukan keberkesanan pengiklanan yang 

kemudiannya akan mempengaruhi tingkah laku pembelian pengguna. Tujuan kajian ini 

adalah untuk mengkaji faktor-faktor yang mempengaruhi sikap pengguna terhadap 

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

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

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

menganalisis semua data. Hasil kajian ini menunjukkan bahawa sikap pengguna 

mempunyai hubungan yang positif dengan kesemua pembolehubah bebas (Jenama, 

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

berganda yang telah dijalankan menunjukkan bahawa Informatif adalah faktor yang 

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

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

mempengaruhi sikap pengguna terhadap pengiklanan atas talian. Ini adalah bertujuan 

supaya iklan atas talian yang berkesan boleh diwujudkan dan seterusnya ditujukan 

kepada golongan sasaran serta menarik perhatian mereka. 

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

interaktiviti 
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CHAPTER 1 

INTRODUCTION 

 

1.0 Chapter Introduction 

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

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

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

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

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

 

1.1 Background of the Study 

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

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

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

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

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

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

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

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

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

sex appeal, humour appeal, fear appeal, music appeal, and guilt appeal (Gayatri, 2008).  
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Online advertising is a new form of the advertising that has increased in the 

usage during these few decades. It is a new communication tool for advertisers to 

enhance brand awareness. The rapidly development of information technology (IT) has 

shifted the internet into a popular channel of communication. Nowadays, consumers 

constantly utilize the internet to search about products or services they are looking for 

because it is faster, user friendly, low cost and wide accessibility. Rowley (2000) stated 

that online advertising is a new platform to generate attention and awareness among 

consumers. 

 

Online advertisement is also a preferred marketing strategy. It uses the internet 

as a medium to deliver their marketing message to the target audience which are their 

customers and clients. With the availability of online advertisements, companies are 

able to create brand awareness. Furthermore, it is more effective in terms of advertising 

products and services compared as compared to the traditional advertising.  Online 

advertising includes many forms of commercial content.  For instance, corporate 

websites are considered traditional advertisements in a similar fashion (Ducoffe, 1996). 

However, electronic advertisements such as websites, have more advantages compared 

to traditional advertisements. There are still many forms of online advertising other than 

corporate websites such as blog advertising, promotional advertising and so on 

(Ducoffee, 1996). However, Zeff and Aronson (1999) sorted online advertising into 

two different categories which are e-mail advertising and web advertising.  
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Table 1.1: Classification of Online Advertising Models 

Application 

Types of online 

advertising                  Explanation 

Email  

Sponsoring 

discussion lists 

and e-mail 

newsletters 

Businesses can sponsor a discussion group or an e-

mail newsletter for reaching specific targeted 

consumers. This is an inexpensive and effective 

advertising way for reaching a niche market. 

 

Direct Mail 
A direct e-mail is advertisement that directly sent by 

online advertisers to consumers’ e-mail address 

  

Ad-supported e-

mail 

Marketers offer free e-mail access to people who 

would use their e-mail readers. But these readers 

display paid advertising 

Web  Banner 

Banners are rectangular graphics which is located 

on Webpages and linked to the sponsor. The form 

of banners includes static image and animation. 

 

Buttons 

Buttons are similar to banners which can be linked 

to the sponsor, and they also lead to free 

downloadable software. 

 

Text links 

Text links are the least bandwidth-intensive, least 

intrusive and most effective advertisements. They 

appear on webpages in simple text. 

 

Sponsorship 

Sponsoring a Web site allow an advertiser to place 

ad message or links on Web pages. It is more 

powerful to deliver message within brands what 

consumers trust. 

 

Advertorial 

An advertorial can be treated a “special advertising 

section” which appears in print publications. It is a 

sponsorship that looks more like an editorial than 

like an advertisement. 

 

Push technology 

Advertisements delivered through push technology 

are send directly to a users’ computer, not passively 

wait for visits from Web users. 

  

Interstitials   

Interstitials are sometimes called “pop-ups”, “e-

mercials” or “intermercials”. They are 

advertisement that pop onto the screen and interrupt 

users and often occur in Web pages’ switches 

 (Source: Zeff & Aronson,1999) 

Since the evolution of Information Technology (IT) is fast and rapid, people are 

spending more of their time on the internet for entertainment, education, and electronic 

trade with consumers. Therefore, the demand for online advertising is rising and has 

become one of the main tool for organizations to implement their promotion strategies.  
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According to the internet’s live statistics, there are 21,090,777 active internet 

users in Malaysia, this means that 68.6% of the Malaysia population is on the web and 

the number is increasing every year and most of them spend their time on the internet 

to visit the most popular social media networking today like Facebook, Twitter and 

YouTube. Therefore, the internet has become the main source for consumers to obtain 

their information about the latest products or services. Hence, marketers should target 

this large segment of Malaysians who spend most of their time on the internet.  

 

Table 1.2: Malaysian Internet User Statistics  

Year 
Internet Penetration 

Total 

Population 

Non-Users 
1Y 

user 

change 

(%) 

1Y User 

change 
Population 

Users (% of Pop) (internetless) 

2016 21,090,777 68.60% 30,751,602 9,660,825 2.20% 453,560 1.39% 

2015 20,637,217 68% 30,331,007 9,693,790 2.20% 453,369 1.43% 

2014 20,183,848 67.50% 29,901,997 9,718,149 2.30% 450,888 1.48% 

2013 19,732,960 67% 25,465,372 9,732,412 3.30% 653,523 1.53% 

2012 19,096,437 65.80% 29,021,940 9,925,503 9.60% 1,666,925 1.57% 

2011 17,429,512 61% 28,572,970 11,143,458 10.10% 1,598,233 1.61% 

 

According to the research from Nielson Media Research in 2008, the total 

spending of online advertising in Malaysia was RM 1.5 billion. However, companies 

need to develop and design effective online advertising to capture on this lucrative 

market segment (Jerome, Shan & Khong, 2010). Besides that, online advertising also 

helps consumers to differentiate the brand available in the market. Hence, advertiser 

should offer more attractive websites that provide customers control over decisions of 

associations with in terms of promoting (McMahan, 2009). 
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1.2 Problem Statement  

Advertisers must understand consumers’ attitudes towards advertising. This will ensure 

that their advertisements are able to deliver messages to target audiences, as well as in 

promoting and building awareness on the company’s products and services. To do this, 

marketers should understand consumers’ beliefs, values, attitudes, behaviours, and 

perceptions to satisfy consumer needs and to guarantee success of the online advertising 

(Ducoffe, 1996). In order to understand consumers’ attitudes towards online advertising, 

many companies spent a lot of time and funds annually on online advertising to enhance 

their brand awareness. Therefore, the main task of advertisers and marketers is to 

understand the factors that influenced consumers’ perception of online advertising and 

how consumers judge the advertised products. Watson, Zinkhan and Pitt (2000) argued 

that Internet Technology and marketing objectives can be mixed to enhance the 

effectiveness of a company’s consumer communications. International corporations 

should build high reputation and recognizable brand name throughout the world 

utilizing the global exposure nature of Internet (Marie-Claude & Richard, 2006).  

  

In this study, consumers’ attitude towards online advertising consist of several 

research gaps. The first research gap is the lack of past literature in the Malaysian 

context. This affects the researcher’s ability due to the lack of relevant information. 

Therefore, in order to grasp better understanding on Malaysia consumers’ attitude, 

researchers must study this research topic based on the Malaysia context.  

 

Besides that, Malaysia is a developing country and the advertising landscape is 

gradually shifting from traditional media to the new media advertising (Malaysian 

Communications and Multimedia Commissions, 2009). This means that online 
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advertising is still an immature market in Malaysia. In addition, consumers’ perception 

and attitudes towards online advertising may still evolve over time (Karson, McCloy 

and Bonner, 2006), Due to the lack of understanding, it is known mildly in consumer 

beliefs about online advertising associated with consumer behaviour in Malaysia (Aziz, 

Yasin & Kadir, 2008). 

  

 Sukpanich and Chen (1999) used the study of reasoned action to build up a scale 

of attitude towards online advertising. They found three constructs that affect web 

advertising attitude which are awareness, preference and intention or motive. This 

indicates that for a desired brand result, an advertisement should have more favourable 

attitude of the consumers. Mariam (2014) suggested that future research should develop 

new variables that can affect the consumers’ attitude towards online advertising like 

brand related variables and their impact on the consumers’ attitude. 

 

 Winer (2009) stated that the internet based media has facilitated the interaction 

between company and consumers as well as -between consumers themselves in order 

to change the consumers’ attitude through interactivity, reaction and response. Logan, 

Bright and Gangadharbatla (2012) mentioned that in order to increaser consumers’ 

engagement with the message, there must be an interaction with the message. 

According to Wang, Zhang, Choi and Eredita (2002), they assumed that interactivity is 

also a factor that contributes to consumer attitude towards advertising. Therefore, it is 

necessary to test the relationship between interactivity and consumers’ attitude towards 

online advertising in the Malaysian context.   
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1.3 Objectives of the Study 

1.3.1 Main Objectives 

The main objective of this study is to determine the factors that influence Malaysian 

consumers’ attitude towards online advertising. 

Specifically, the objectives of this research are to:  

a. To determines the significant difference in attitude towards online advertising 

between gender of consumers. 

b. To determine the significant difference in attitude towards online advertising 

between age, ethnic groups, level of education, academic college, average time 

daily on internet, reason of internet usage and frequency exposed to online 

advertising among consumers.   

c. To examine the relationship between brand name, informative, credible, 

entertainment and interactivity control towards consumers’ attitude  

d. To examine the influence of brand name, informative, credible, entertainment 

and interactivity control towards consumers’ attitude. 
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1.4 Research Questions 

Research questions will be developed to achieve the purpose of research in this thesis. 

The following are the research questions that use to guide the study: 

a. Is there any significant difference in attitude towards online advertising 

between genders of consumers? 

b. Is there any significant difference in attitude towards online advertising 

between age, ethnic group, level of education, college, daily average on 

internet, primarily and frequency exposed to online advertising among 

consumers?  

c. Is there any significant relationship between brand name, informative, 

credible, entertainment and interactivity control consumers’ attitude 

towards online advertising? 

d. Is there any influence between brand name, informative, credible, 

entertainment and interactivity control consumers’ attitude towards online 

advertising? 

e. Is there any influence between brand name, informative, credible, 

entertainment and interactivity control consumers’ attitude towards online 

advertising? 
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1.5 Significance of the Study 

The study will help Malaysian advertisers and marketers to have a better understanding 

in the consumers’ attitude towards online advertising as well as to create an effective 

advertisement via internet. Besides that, it is important to understand what types of 

online advertisement that can attract consumers’ attention so that they can effectively 

promote their products and services. 

 

Rotem (2009) argued that many companies in different industries today start to 

discover that the significant of using social network platforms as marketing tools. This 

proves that the online advertising is now an important tool for companies to 

communicate with their target audience. Online advertising is now becoming a tool that 

helps companies to gain competitive advantage and create a point of differentiation. 

Therefore, this research would provide aid to companies and marketers in Malaysia, in 

terms of understanding the attitudes of consumers towards online advertising.  

 

Even though there were a number of research conducted in the past to 

investigate the attitude towards consumers’ attitude towards online advertising and 

many others form of advertising, most of the research were conducted in highly 

developed countries. Therefore, it is important to study consumers’ attitude towards 

online advertising because the Malaysia market is still considered new in terms of 

online advertising. 

 

One of the biggest problem of online advertising is that many consumers tend 

to ignore it because they perceive online advertising as deceiving. Most of the 

consumers did not trust online advertising because too much malware or virus that may 
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cause harm to their device. Therefore, marketers should identify and understand the 

core problem of issues such as credibility and informative. By doing this, online 

advertising should be able to gain confidence of consumers by providing accurate and 

honest information to consumers. 

 

By conducting this research, marketers should be able to create effective online 

advertising that is able to create consumers’ awareness, interest, and purchase intention 

on company products or services. The main purpose of creating online advertisements 

is to creating more favourable consumer’s response, the consumers’ attitude towards 

online advertising plays an important role. Marketers should be able to understand the 

factors that influenced consumers’ attitude towards online advertising. It is because 

consumers who perceive positively towards online advertising tend to pay more 

attention to online advertising and having higher purchase intention towards the 

advertised products or services (Rawal, 2013) 
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1.6 Definition of Key Terms 

There are several important key-terms need to be defined clearly to avoid ambiguous 

understanding as following: 

 

a. Advertising 

Advertising is referred to any paid form of non-personal communication of ideas and 

products in the media with the objective of creating brand image (Kotler, 2006). The 

main objective of the advertising is to modify the consumers’ thinking and perception 

in order to persuaded them to purchase products or services advertised. 

 

b. Online Advertising 

Online advertising is also known as online marketing or internet advertising. It is one 

of the effective marketing tools which utilized the internet or social media platform to 

deliver promotional marketing messages or information about the products or services 

to consumers.  

 

c. Consumers’ Attitude 

Kotler (2000) defined attitude as consumers’ personal evaluation and emotional feeling 

attached towards one single objects or ideas. Consumers’ attitude is usually referred to 

how they perceive an online advertising. It includes the belief, feelings and behavioural 

intention towards online advertisement.  

 

d. Informative 

Informative is referred to the useful information that assist consumers to make their 

purchase decision. Kotler and Keller (2006) stated that informative part refers to the 
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degree of usability and effectiveness of the information contained in an online 

advertisement.  

 

e. Credible 

Credible is the believability of the consumers towards the online advertisement. 

Kelman and Hovland (1953) defined that credible is the level of reliability or 

trustworthiness of a message delivered that provide reliable information 

 

f. Entertainment 

Entertainment refers to hedonism which means pleasure, enjoyment or happiness. The 

entertainment of online advertisement focuses on the consumers’ experience of 

pleasure with the product or service that make them feel good and serves to consumers’ 

pleasure needs.  

 

g. Interactivity 

The characteristics of a medium which allows for its users to participate in creation and 

recreation (Steuer, 1992). Interactivity on the internet shifts the ways in which users 

perceive advertising, meaning that the consumers are able to communicate with the 

company for further information. With the interactivity of online advertising, the 

company can communicate with the consumer, thus building long-term relationship. 
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1.8 Conclusion 

This study examines different variables that influence consumers’ attitude towards 

online advertising and the relationship between the variables. This study was 

conceptualized with the insight of research paper and specific references being made to 

the factor influencing the consumers’ attitude towards online advertising. 
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CHAPTER 2 

LITERATURE REVIEW 

 

2.0 Chapter Introduction 

This chapter provides the overview about the conceptual framework and literature 

review related to the five-respective objective of the study. In this chapter, past studies 

will be reviewed on identifying the factors influencing the customers’ attitude towards 

online or social media advertising. The purpose of this chapter is to review previous 

research which are related to this study. Hypotheses are developed for this research 

based on a review of past researchers that were conducted in the field of online 

advertising. Throughout this chapter, the conceptual definitions, evolution of area of 

study, review and evaluation of past findings will be included by followed: (1) 

summarized of previous studies, (2) Definition of online advertising, (3) demographics 

factors, (4) The variables of the study, (5) Conceptual Framework, (6) Hypothesis 

Development and (7) Chapter conclusion. 

 

2.1 Summarizes of Previous Studies 

Since online advertising has become the new platform for marketers to enhance brand 

awareness. Jerome et al. (2010), conducted various research on this area to help 

advertisers to create an effective advertisement. There were several similar past 

research conducted to study the effectiveness of online advertising on the Figure 2.1 

 

To ensure the effectiveness of advertising, improvements needed to be made, 

Furthermore, consumers’ attitude needed to be studied especially in Malaysia studied, 
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due to lack of past researches conducted in the country. Based on previous research, 

there are various factors that can affect consumers’ attitude towards online advertising. 

Such as purchase intention and brand equity. 

 

Finally, online advertising is an effective communication tool that can help 

organizations to ensure that their message is able to reach target audience. Hence, 

developing an effective online advertising method that is able to help organizations in 

order to create brand awareness and sales boost.  
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Table 2.1 Comparison of Previous Studies   

 

Journal Name  Author  Year Description 

Online 

advertising: A 

study on 

Malaysian 

consumer 

Khong Kok 

Wei, Theresa 

Jerome, Leong 

Wai Shan 

2010 

Examine the impact of online advertising features 

on consumer purchase intentions by applying the 

individual factors. 

Online Marketing 

communications: 

Exploring online 

consumer 

behaviour 

Carolynn 

McMahan, 

Roxanne 

Hovland, Sally 

McMillan 

2009 

To explore gender differences in Internet 

advertising and analyse gender in relation 

interactivity 

The Online 

Advertising 

Industry: 

Economics, 

Evolution and 

Privacy 

David S.Evans 

2009 

Examine the evolution of online advertising and 

relationship between various online advertising 

business  

Mobile 

advertising 

effectiveness: an 

Exploratoy study 

Dimitris 

Drossos, 

George M. 

Giaglis 

2006 
this research prove that the online advertising is 

become more effective now in term of boosting 

sales 

Attendee-based 

brand equity 

Jin-Soo Lee, 

KI-Joon Back 

2008 

Examine six factor that can affect on consumer 

brand satisfaction and gain their trust to build 

positive attitudinal brand loyalty 

The effects of 

online advertising 

Scott Mccoy, 

Andrea Everard, 

Peter Polak, 

Dennis F. 

Galletta 

2007 
Provides clear support for an assertion that users 

will adopt more negative intentions when a site 

displays advertisements than when the site does 

not. 

The effectiveness 

of Online 

advertising in 

purchase 

decision: Liking, 

Recall and Click 

Yet-Mee Lim, 

Ching-Seng 

Yap, Teck-Chai 

Lau 

2011 

Examine how the attitude towards online ads, 

ability to recall online ads and frequency of clicking 

online ads can affect online purchase decision. 

The effects of 

positive and 

negative online 

customer review: 

Do Brand 

Strength and 

Category 

maturity matter? 

Nga N. Ho-Dac, 

Stephen J. 

Carson, & 

William L. 

Moore 

2013 

Examine the brand equity and category maturity 

effect on the online customer review  

Online 

advertising 

effectiveness: a 

cross- cultural 

comparison  

Malte Brettel 

and Andrea 

Spilker-Attig 

2010 

Aims to show that national culture has an impact on 

how consumer behavior is influenced by online 

advertising 
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2.2 Definition of Online Advertising 

The online advertising is one of the effective marketing strategies that is often used by 

marketers to deliver their marketing messages to target audiences. Marketers uses 

promotional message as an added advantage because latest communication software 

enable accessibility on the number of website visitors. Online advertising can be 

tailored to customers’ interests by companies in terms of promoting their products or 

services. Since the Information Technologies worldwide is develop rapidly in the past 

decade, online advertising is now become the main form of advertising on internet. 

Most of the advertisers’ website is usually hyperlinked with the display advertisements 

and the audiences can simply click on the advertisements and redirect to the 

advertisement webpage. Another reason for rise of online advertising is the vast 

increase of internet users and it provides a big room for web advertising (Cho, 2003). 

The idea of executing a content that is current and entertaining could get consumers to 

interact electronically in an effective way (Yaakop, Anuar & Omar. 2013).  

 

2.3 Demographics Factors 

In the research, demographic factors are usually focused on the role of gender, 

age, ethnic group, religion, position, office branch, highest education, employment 

status and income level per month to measure factor influencing the consumers’ attitude 

towards online advertising. Piyachat, Pramote & Yousapronpaiboon (2014) suggested 

that demographic factors includes the differences of gender, education, and household 

income could have a significant influence on consumer behavior which is a evidence to 

proof that the demographic issues might have influence to consumers’ attitude towards 

online advertising. On the other hand, Hashim, Ghani and Said (2009) found that the 

consumers’ demographic profile could influence their attitude towards online shopping 
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behavior. This mean that consumers’ gender, age, salary, job description and marital 

status might have an effect on their attitude. 

 

2.4 The Variables of the Study 

To conduct a research, the researcher need to develop a framework which includes two 

different variables in descriptive causal research which is dependent variable and 

independent variables.  

 

2.4.1 Attitude towards Online Advertising 

Attitude has been defined by Fishbein (1967) as “a learned predisposition of human 

beings”. In other words, learned predisposition is an attitude in where an individual 

behaves in a favorable or unfavorable way with respect towards given objects such as 

product categories, brands, services, advertisements, websites, and retail establishments 

(Schiffman & Kanuk, 2000). Kotler (2000) had further defined attitudes as an 

indivudal’s personal evaluaton, emotional feelings attached and also action tendency 

towards some objects or ideas. On the other hand, the multi-attirbute attitude model 

designed by Fishbein is the most influential model which is assumed that consumers’ 

atttitude will depend on their beliefs. Therefore, it implies that an attitude towards 

advertising can be predicted by identifying these specific beliefs and combining them 

to derive a measure of consumers’ overall attitude (Solomon, 1999).  

 

 Consumers’ attitude is one of the crucial influential indicators of advertising 

effectivenees because consumers’ cognitive abilities towards advertising reflecting 

their thoughts and feelings will subsequently influence their attitude towards 

advertising (Mehta, 2000). The attitude is refered to the consumers’ personal evaluation 
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and emotional feelings towards one object or idea (Kotler, 2000). Consumers’ attitude 

is evaluation of consumers towards an object, issue, or action. Which mean that, the 

attitude is the evaluation of consumers that expresses the extent of favor or disfavor 

towards an object and tends to be enduring emotional feelings. Consumers can possess 

the attitude based on their emotions, which means that the right form a positive feelings 

towards information, product or action based on liking when they have positive 

emotions. Thus, the feelings, thoughts, and behavior of an individual is able to have an 

effect on the consumers’ attitudes. 

 

Korgaonkar, Silverbatt and O’Leary (2001) argued that the group of consumers 

who were interested in online advertising would like to perceive it as a communication 

media that provides useful product information for them and enhancing their social role, 

image and pleasure. Therefore, consumers’ attitude can be modifed by many ways in 

which by changing their emotions or enrichment of the content or pleasurement of the 

advertisement. Beside, Santos and Keller (1993) also stated that the feelings, 

perceptions and behaviors are the components of attitude and the feeling is an emotional 

state or reaction or an impression or mood.  

 

 When consumers have positive emotional response towards online advertising,  

the online advertising can consider as an succesful and effective advertising because 

the main concern of the online advertising is to build a postive attitude among 

consumers’ mind towards the advertisement in order to promote products and services 

(Aaker & Satyman, 1990). The attitude of consumers towards online advertising can be 

decided that advertisements can attract consumers or create awareness of the brand 

successfully. If consumers have negative attittudes towards online advertising, it 
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implies that a specific online advertisement has failed. The attitude of consumers is 

more crucial factors that influence the effectiveness of an advertisement due to the 

consumers cognitive ability towards the online advertising is reflecting in their thinking, 

it will subsequently influence their evaluation and feeling towards online advertisement 

(Mackenzie & Luts, 1989). Therefore, it is vital to understand and learn the factors that 

influence the consumers’ attitude towards online advertising in order to create an 

effective advertising to reach the target audience. 

 

2.4.2  Brand Name 

Keller (1999) stated that the brand acts as a symbol that allows consumers to form 

relationships with multiple products. Brand name represents the values behind the 

product that the consumer can relate to (Keller, 1994). The brand name is usually one 

of the most important factors that is able to influence consumers’ attitude towards an 

online advertising. Most of the consumers will be influenced by the brand name on their 

first impression about an online advertisment. It is because the brand equity is able to 

change the the consumers’ mind. Moreover, brand logo in online advertising is 

important as well. The logo attracts the consumer into clicking and visitng a specific 

webpage. It is a more proper form of advertising as consumers know what they are 

viewing in the webpage, thus comes the patience and the eagerness in viewing the 

contents of the online advertisement, in comparison to non branded advertisements. 

 

 As mentioned earlier, the emotions of consumers can affect their attitudes 

towards online advertising. Therefore, marketers should put their focus on how to 

modify emotional relationships with brands. By using a celebrity endorse in online 

advertising is one of the most effective way in buidling relationships. It is because that 
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the endorses can represent similarities between themselves and the consumer 

(Braunstein & Zhang, 2005). Besides that, the endorser has the ability to modify the 

consumers’ emotions while they are watching and viewing online advertisements.  

 

The research on brands has also been conducted by many reserachers in order 

to aid organizations to build their brand equity. ( Lazarevic & Petrovic-Lazarevic, 2007). 

Branding for younger generations can be important as well, because they use brand as 

a form of self-expression (Lippe, 2001; Aaker, 1997). The name of the brand is one of 

the crucial variables that can have effect on consumers’ attitude towards online 

advertising, especially the younger generation, who are more knowledgeable and pays 

more attention towards the brand name. Consumers have been raise in a time where 

brandung is important, making them more comfortable with brands compared to 

previous generations and thus responding to brands differently (Merrill, 1999).  

 

Dreze and Hussherr (1999) conducted a research to measure about advertising 

recall, brand recall, and brand understanding effect. The result of the research proved 

that these factors carried more significance than click through rates. This research 

outcome is being supported by another research that is related to consumers’ attitude 

towards advertising. A research by Briggs and Hollis (1997) that measured banner 

advertisements found that it has an effect on consumer’s attitudes to brand, free of click 

through.  Based on these studies, Sukpanich and Chen (1999) built up a scale of attitude 

to online advertising and found that there were three constructs that affected consumers’ 

attitude towards online advertising which are awareness, preference and intention. In 

other words, the advertisement with desired brand will modify the favorable attitude 

for consumers.  Consumers will find the advertisement easier to remember in terms of 
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the content, messages, products, or services introduced. From past research, we noticed 

that brand does affect consumers’ decision, especially younger consumers. However, 

past researches did not study on the effect of brand names on younger consumers’ 

attitude towards online advertising. The emipirical research only focuses on how online 

advertising can help organizations in terms of creating brand equity. The name of 

brands play a vital role in advertising because different brands direct consumers to 

different levels of acceptance.  

 

2.4.3 Informative 

Ducoffe (1996) stated that informative provides useful or interesting information. 

Kotler and Keller (2008) also defined informativeness as the degree of usability and 

effectiveness of the information contained in online advertising. Therefore, effective 

online advertising should consist of  specific, relevant, and reliable facts about 

advertised products or services. This means that the most crucial part of an effective 

online advertising is able to provide a valuable source of message and brand 

information beside also keep the information up-to-date in order to assist consumers in 

decision making processes. 

 

The main purpose of designing online advertising is to deliver specific 

information to the target audience. The information-seeking factor acts as a positive 

predictor for the formation of consumers’ attitude towards online advertising (Wang, 

Sun, Lei & Toncar, 2009).  In addition, advertisement also provide up-to-date 

information to the public (Rubin, 2002). Consumers’ perception to the company and 

company’s product is influenced by the information that provided by the company itself 

(Abdul Azeem & Zia ulHaq, 2012). Therefore, it is important for companies to ensure 
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that the information they deliver is sufficient and high accurate information to build 

positive reputation for the company. 

 

According to Siau and Shen (2003), the informative spectrum in online 

advertising should be able to reveal some qualitative features, such as accuracy, 

timeliness, and usefulness for the consumers. This proves that effective online 

advertisement should able to deliver useful information to potential consumers 

regarding news and updates of their products that is newly launched into the market by 

providing accurate information (Chen & Wells, 1999).  

 

Online advertisement should able to help consumers to differentiate the 

company’s product and services from their competitors. To do this, the advertisor 

should make their online advertising informative enough to explain to consumers on 

the features of brands. (Kwek, Tan & Lau, 2010). On the other hand, an effective online 

advertising should provide a good source of update and timely sales. This can enable 

the consumers to have sufficient knowledge about the products and services that is 

available in the market (Ducoffe, 1996). Consumers are always seeking for immediate 

access on needed information on their content of use (Kaasinen, 2003). This means that 

advertisors should provide convenient information in advertising for the consumers in 

terms of easy access.  

 

When consumers gather information through online advertising, they needed 

more accurate information because they are not able to examine a product by touching 

and feeling. Therefore, consumers highly depend on the information given from online 

advertising in order to compare and contrast or selecting the most suitable product for 
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use. The information of online advertising should be able to change consumers' attitude 

and modify their purchase intention when they have complete information from online 

advertising and have better understanding about the products or services that is 

publicized in the advertisement. This is because the better quality of information the 

better it can help the consumers in terms of making better decisions or having more 

confidence on the products or services they purchase as well as increase satisfaction.  

 

Informativeness of online advertising is able to provide consumers with 

sufficient information to assist them to make better purchase decisions (Fernandez & 

Rosen, 2000). It is clear that effective online advertising in terms of informativeness is 

useful and is able to help consumers to make the right purchase decisions. Ducoffe 

(1996) stated that in order to create an informative advertising, advertisors and 

marketers should provide sufficient sales information to the market. The company 

should provide information such as benefits, functions, features and price about the 

product or service. This allows consumers to collect sufficient information and educate 

them about the products or services offered by the company. When consumers acquired 

sufficient information through the company's online advertising, they will have positive 

attitudes towards the advertisement that is published by the company is able to 

appreciate the online advertisement. 

 

2.4.4 Credible 

The credibility of online advertising refers to the objective and subjective components 

of the source of messages which are credible, trustworthiness, convincible and 

believablity. Alder and Rodman (2000) stated that the credibility is the believability of 

consumers towards an online advertisement. It can also be defined as the level of 
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reliability of a message or content to povide accurate and reliable information (Kelman 

& Hovlan, 1953). Credibility is vital in online advertising because this may lead to 

higher perception of the advertised products or services. Consumers may also feel good 

and comfortable with the crediblitiy of the advertisement (Kwek et. al., 2010). Besides 

that, the high credible source usually produce more positive attitude changes towards 

online advertising in gaining attention from consumers and enhancing recall rate.  

 

Boyd and Shank (2004) defined trustworthy as consumers' confidence, which 

cludes the characteristic of honesty, objectivity, and good faith. It is the advertisor's 

intention to provide correct information which are expertise, trustworthyness and 

attractiveness. When consumers put their trust on online advertising, they will have 

positive attitudes towards it. However, the number of cyber crime cases has been 

increasing throughout the years, and most of the consumers are having negative 

attitudes towards online advertising due to malware and viruses on sham websites.  

 

The other component of credibility is convincibility. It is refered to the 

capability of online advertising in persuading consumers to view  the advertisement  

(Morvarid, Abolfazl & Mahmoud, 2012). Therefore, advertisers and marketers have to 

make their advertisement more persuasive by using image and expertise information to 

increase the credibility of the advertisement to make it more persuadable to consumers. 

Philips and McQuarrine (2003) stated that the pictures and images in the advertisement 

is more effective in terms of persuading. This makes it more persuasive for consumers 

in terms of viewing the online advertisement. Besides that, the expertise of the 

information is one of the reason to make online advertising more convincible that can 

leads to a higher believablity of consumers (Chin, 2008). 
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2.4.5 Entertainment 

The entertainment in online advertising refers to the pleasure, enjoyment or happiness.  

It is a high level of delight and involving with computer-based media, and leads to 

subjective perceptions of positive affect and mood of the consumer (Hoffman & Novak, 

1996). The entertainment is an important factor for online advertising because it is 

neccesary that the message is simple and humorous to attract consumers’ attention to 

online advertising. Consumers’ feeling of pleasure associated with advertising play the 

greatest role in accounting for their overall attitudes towards them (Shavitt, Lowrey & 

Haefner.,1998). The entertainment of online advertising focuses on the consumers’ 

experience of hedonism and happiness with the advertising, product and service that 

makes them feel good and serves their pleasure needs (Batra & Antola, 1990) 

 

Bauer and Greyser (1968) stated that entertainment will be able to relate 

consumers’ emotion as well as it can be viewed as a feature of pleasure and delight that 

can modify consumers’ attitude towards the advertising. Consumers will feel positive 

and recall the advertising that creates enjoyment in watching. Some consumers will 

recall the advertisement easily due to the funny content from the advertisement.  

 

Successful online advertising must include the  excitement element in 

advertisement to stimulate the strong feelings of excitement and pleasure (Griffin, 

2006). The excitement in advertising can always induce consumers to visualize joy and 

fun (Moore & Lee, 2012). Cosnumers’ attention can be attracted by factors of 

excitement and surprise with something unique in the advertisment. This means that 

the advertising must have something unexpected elements to ensure that the consumers’ 

is enjoy when they are expose to the online advertising. 
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On the other hand, the effective entertainment advertising must be funny enough 

to obtain consumers’ attention. Lee and Lim (2008) stated that humour is a common 

part of life and it facilitates the effectiveness of an advertisement. Francis (1994) also 

argued that the online advertising which contained funny characters can reduce 

consumers’ tension. This means that online advertisement that is funny will be an 

effective advertising to attract consumers’ attention and the consumer will have positive 

attitude towards the advertisement. Advertisers and marketers should consider the use 

of humour or joke to convey an online advertising message to consumers to make the 

advertisement funnier to alter consumers’ emotions. Funny characters are the most 

frequently used and effective tools that is used by the marketers to promote their 

products and services because they believe that funny characters are able to increase 

the advertisement response (Scott, Klein & Bryant, 1990). 

 

2.4.6 Interactivity 

The interactivity in online advertising is refer to an effectively communication with 

consumers (Ha & James, 1998). The interactivity on the internet can modify consumers 

perceive perception about the advertisement. This means that the high level of 

perceived interactivity in online advertising will result in positive and favourable 

attitudes towards the advertisement.  

 

The interactivity advertisement usually attracts the consumers through text 

messages, images, videos and links as interactive content as strategies to track and share 

new products with consumers. Besides, they also provided few methods for consumers 

to communicate with the company to provide suggestions or requiring further 

information of advertised products or services from the companies. Some advertisers 
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create their online advertising via online social media profiles to provide information 

about the business, links to the company’s official website with updated information to 

helps improve the general awareness and visibility of the online business and brand.  

 

In general, the interactivity of online advertising provides consumers a way to 

response to the advertising which is like an interpretation of incoming information or 

stimulus to make a response (Belch, 2011). Interactivity is also described as a 

characteristic of a channel of advertising that enable consumers to participate in 

creation and recreation of the content by giving their opinion to the company (Steuer, 

1992). Interactivity is an important characteristic in online advertising because it 

supports messages interest and involvement (Carroll, Barnes, Scornavacca & Fletcher 

(2007). The interactivity of online advertising offers consumer convenience, diversion 

relationship development and intellectual appeal (Stafford & Fabre, 2005). Besides, the 

consumers will have positive attitude towards the advertisement because they can 

control their communication experiences.  

 

The interactivity element of online advertising is able to provide a two-way 

communication to the consumers. This means that consumers are able to communicate 

with marketers to get more accurate information in a convenient way. Therefore, 

consumers might change their attitude towards the advertisement because they can raise 

their questions and get answered instantly from the company. On the other hand, the 

interactivity of the online advertisement also enables the company to build relationship 

with the consumer with communication and provide information to help them to make 

better purchase decision. 
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2.5 Research Framework 

The research framework of this study is shown in Figure 2.2. The research framework 

in this study illustrates the dependent and independent variables and their relationship 

with each other and to link out an analysis (Zikmund et. al., 2010; Sekaran & Bougie, 

2010). Consumers' attitude towards online advertising is the dependent variable that is 

needed to be examined in this study. Besides that, there are five independent variables 

(brand name, informative, credible, entertainment and interactivity) that might have 

influenced the dependent variable  
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 INDEPENDENT VARIABLES (IV)                           DEPENDENT VARIABLES(DV) 

 

 

 

 

  

 

 

 

 

 

 

 

 

 

 

 

Figure 2.1 

Conceptual Framework relating factors influencing consumers’ attitude towards 

online advertising 
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 (Ducoffe and 
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 (Ramaprasad 

and Thurwanger 
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 Nazeer et al (2013) 
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 Ramaprasad and 

Thurwanger (1998)  
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 Melody (2012),  

 Korgaonkar and 

Wolin (2004) 

 Nazeer et al (2013) 

  

Entertainment 

 Ramaprasad and 

Thurwanger (1998) 

Interactivity 

 Loiacono et el

（2002） 

 M.Yaakop Anuar et 

al (2012) 
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2.6 Hypothesis Development 

The hypothesis will be tested through empirical test and it should be in a written manner, 

so that the outcome can be shown. The hypothesis of these study is as followed: - 

 

Hypothesis 1 

There is a significant difference in attitude towards online advertising between gender 

of consumers 

 

Hypothesis 2 

There is a significant difference in attitude towards online advertising between age, 

ethnic groups, level of education, college, daily average on internet, primarily and 

frequency exposed to online advertising among consumers. 

 

Hypothesis 3 

There is a significant relationship between brand name, informative, credible, 

entertainment and interactivity control on consumers’ attitude towards online 

advertising. 

 

Hypothesis 4 

Brand name, informative, credible, entertainment and interactivity control significantly 

influenced consumers’ attitude towards online advertising. 
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2.7 Chapter Conclusion 

This chapter introduces the basic understanding about online advertising and past 

research that has been conducted. They are many factors that might influence 

consumers’ attitude towards online advertising. Based on the empirical study and 

literatures, the research framework was presented for this study.  
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CHAPTER 3  

RESEARCH METHODOLOGY 

 

3.0 Chapter Introduction 

This chapter highlighted the procedures and methodology that is used for data 

collection and analysis to complete this study. To ensure that the effectiveness of this 

research and the identification of the most suitable methodology to organize the data 

collection, this research covered research design, measurement, data collection 

procedure, data analysis techniques and others. According to Sekaran (2003), it is stated 

that research methods is used as a technique to conduct research in collecting the data, 

analysis data, evaluate the accuracy of the data in the research.  In this study, the 

questionnaire survey form was distributed to examine the influence of brand name, 

informative, credible, entertainment and interactivity of the online advertising towards 

the young customer attitude to the online advertising. It sought to describe whether 

there is a positive or negative relationship between brand name, informative, credible, 

entertainment and interactivity of the online advertising towards the young customer 

attitude to the online advertising. This chapter contains eight parts which are classified 

as follows: (1) Research Design, (2) Population and Sampling, (3) Questionnaire 

Design, (4) Measurement of Study, (5) Data Collection Method, (6) Pilot Test, (7) Data 

Analysis Strategy and (8) Conclusion.   
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3.1 Research Design 

This research is quantitative research where it involved hypothesis testing where 

individual respondent represents a unit of analysis to test the relationship between two 

or more factors in the study. Besides that, descriptive analysis was conducted to further 

understand on the features of the variables in this study. This research examined the 

relationship between independent variables and dependent variable. The independent 

variables are social group and brand equity. And the dependent variable is consumer 

attitude towards online advertising. The reason of using quantitative research is because 

it is more reliable and looks at relationship between variables and can establish cause 

and effect in highly controlled circumstances. Kumar (2010) stated that research design 

is a detailed sketch and analytical strategy of completing a research and answering each 

research question validly and accurately. It is a blue print to enumerate the formalities 

and practices for assembling and analysing the needed information (Zikmund et al, 

2010). When conducting this research, the descriptive research is used because it is 

often associated with quantitative findings and helps the researcher to gain meaningful 

insights into the relationships among variables, validate relationships, finalizing results, 

and test the significance of the hypothesis. 

 

In this research, the data is collected through the distribution of questionnaires 

and analysed through quantitative measures where numeric values were collected from 

the responses questionnaires which can be used in statistical computations using 

Statistical Package for the Social Sciences (SPSS) and hypothesis testing (Zikmund et 

al, 2010). 
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The questionnaire distributed has been utilized to collect primary data. In the 

questionnaire, six-point Likert scales are use as measurement to measure all items. 

Likert scales are used to measure all customer attitudes. The purpose of using six-point 

scales is to reduce confusion on the respondents because the respondents are required 

to answer all the items in questionnaire per range scales from “extremely disagree” to 

“extremely agree”.  With this relation, a pilot study was conducted to test the reliability 

of the items in the questionnaire. 
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3.2 Population and Sampling 

Zikmund et al (2010) stated that the population is the aspect of objects that researchers 

are interested to be studied upon, but it is impossible for the researcher to reach all 

population. Therefore, the researcher used the population sampling which is a process 

to select a smaller group from the population for the primary purpose of statistical 

analysis. On the other hand, Lohr (2009) stated that the target population as the group 

of people where complete collection of observation in relation to the research was taken. 

In this research, the sample of the population will be selected from the university 

students from UUM which is a group that spends lots of time on the internet.  

 

3.2.1 Sample Size Determination 

Sampling design is basically choosing the number of population to be included in a 

statistical sample. It includes target population, sampling frame, sampling elements, 

sampling techniques and sample size. The main purpose of conducting the sampling 

design is to understand the population’s characteristics better. Therefore, the sample 

chosen for any research is the most crucial part in the research because it will be 

reflected in the results of the study. According to Krejcie and Morgan (1970), the 

sample size in this study is 400 since the total population is more than 26,000 students. 

 

3.2.2 Sampling Design 

This research is conducted at University Utara Malaysia (UUM) which is a public 

university located in the northern side of Malaysia. The population of the study will be 

comprised of students in the university. To collect data more effectively, the 

questionnaire was distributed by using convenience random sampling method which is 

a sample that is selected based on the convenience of research. Furthermore, it is also a 
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form of method that information is collected from individuals who are convenient and 

easily reach out. To ensure that the findings of this research can be generalized, the 

questionnaire will be directed distributed to the university student randomly.  

 

3.2.3 Unit of Analysis 

Unit of analysis is the method to define who and what that are being studied in a 

research. It is a major entity that is being analysed in a study. In social science research, 

the typical unit of analysis included individuals, group, social organization and social 

artefacts. In other words, the unit of analysis is when the researcher specifies whether 

a study will collect data about individual, organization, department, a group of 

organization or industry. In this research, the individual had selected as the unit of 

analysis which are the young student from University Utara Malaysia (UUM). This unit 

is selected because it is the most suitable respondent for this research because they are 

heavy users of the internet. The university students had spent a lot of time surfing the 

web for both entertainment and information purposes.  
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3.3 Questionnaire Design 

Questionnaire is one of the most common methods that the researcher used to collect 

data from the respondent with series of question and other prompts. Zikmund (2010) 

stated that the questionnaire was developed to collect information effectively faster than 

interview and verbal survey. 

 

In this research, the questionnaire used a close-format which is a scale from 1 

to 6 extremely disagree to extremely agree for respondent to choose. By using this 

format, the researcher is able to gain valuable and appropriate information and save 

time in answering the questionnaire because the respondents were asked to select an 

answer that closest to their view. There are 52 questions in the questionnaire for 

respondent to answer which divided into two section. The section A contains 41 

questions that are related to the dependent and independent variables and section B 

contains 11 demographic questions. These questions are related to the, brand name, 

informative, credible, entertainment and interactivity effect on consumers’ attitude 

towards online advertising and the consumers’ attitude towards the online advertising. 

Table 3.1 shows the summary of questionnaire design in this study 

Table 3.1 Summary of Questionnaire Design 

Variables 

NO. OF 

ITEMS ITEMS 

Section A:   

Consumer attitude towards online 

advertising 8 Section A: Item 1-8 

Brand Name 6 Section A: Item 9-14 

Informative 8 Section A: Item 15-22 

Credible 6 Section A: Item 23-28 

Entertainment 7 Section A: Item 29-35 

Interactivity 6 Section A: Item 36-41 

Section B:   

Demographic Data 11 Section B: Item 42-52 
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3.4 Measurements of Study 

Measurement is the data analysed of the collected data in the research. Hair, Bush and 

Ortinau (2009) had stated that the measurement is the procedure to determine the total 

of information about person, thought and objects of interest to identify the problem or 

any opportunity in the industry. Based the on the outcome of the measurement, the 

researcher is able to interpret and make conclusion to answer the research question.  

 

In this study, the Likert scale measurement will be used to compute and analyse 

the outcome. The Likert scale measurement is the most commonly used method that 

favourable by the researcher because this measurement of approach allows respondents 

to give the rate based on their agreement, either extremely agree or disagree with the 

ranking from very negative and very positive attitude towards topic and object 

(Zikmund et al, 2010). The following table shown in Table 3.2 is the sample of the 

Likert scale ranges measurement in the study.  

 Table 3.2 

 Measurement Scales 

Scales Score 

Extremely Disagree 1 

Strongly Disagree 2 

Disagree 3 

Agree 4 

Strongly agree 5 

Extremely agree 6 

 Source: Zikmund et al. (2010) 
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3.4.1 Measurements of Construct 

The main tool that used in this study to analyse data is Statistical Package for Social 

Science (SPSS).  To construct the questionnaire, several pass research has been studied 

and adopted because of the question are reliable and capable to fulfil the objective that 

have been set. The following table 3.3 shows the variables and the number of item in 

this study. 

Table 3.3 

Summary of Measurement of Construct 

Constructs  No. Of Items Sources and Year 

Consumers' attitude 

towards online advertising  8 

Ramaprasad & Thurwanger 

(1998) 

Brand name 6 Nazeer et al (2013) 

Informative 8 

 

Ramaprasad and Thurwanger 

(1998) 

Credible 6 

Yuanxin & Pittana (2011) 

Melody (2012) 

 

Korgaonkar & Wolin (2004) 

Nazeer et al (2013) 

Entertainment 6 

 

Ramaprasad and Thurwanger 

(1998) 

Interactivity 7 

Loiacono et al (2002) 

M.Yaakop Anuar et al (2012) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



41 
 

Table 3.4 

Consumers’ Attitude towards Online Advertising Construct 

 

 I consider advertising is useful as it promotes the latest product. 

 Through advertising I got to know more innovative ideas. 

 I refer to advertising because it allows me to enjoy the best deal out of the 

competing product advertised. 

 I support advertising because it is where creativity is highly appreciated  

 I support advertising because it plays an important part in my buying decision 

 My general opinion of advertising is favourable. 

 I like online advertisement a lot. 

 Overall, I consider online advertising is a good thing. 

Source: Ramaprasad & Thurwanger (1998) 
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Table 3.5 

Brand Name Construct 

 

 

 I mostly like the brand advertised online. 

 I usually get better value for my money in advertised brands of products than in 

unadvertised products. 

 I shall probably buy the brand advertised online. 

 I think online advertised brands are good brands. 

 I feel favourable towards online advertised brands. 

 I recommend the advertise brands to others. 

 Too many products do not perform as well as the online advertisements claim. 

 Source: Nazeer et al (2013) 
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Table 3.6 

Informative Construct 

 

 

 I feel that online advertisement is good source for timely information. 

 Online advertisement tells me which brand have the feature I am looking for. 

 Online advertisement provides complete information that assist me in decision 

making. 

 In general, the online advertisement does not mislead consumer. 

 Advertising is a valuable source of information about sales. 

 Advertising keeps me up-to-date about products/services available in the 

marketplace 

 I generally feel confident using information seen in online advertisement to 

make a purchase intention. 

 Online advertising provides information I need. 

 Facebook advertising is a good source of up-to-date product/service 

information 

 Most online advertisement is informative. 

 

 

Source: Ramaprasad & Thurwanger (1998); Yuanxin & Pittana (2011); 

              Melody (2012) 
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Table 3.7 

Credible Construct 

 

 

 The online advertising is trustworthy. 

 The online advertising is credible. 

 The online advertising is believable. 

 I often felt misleading by online advertising 

 Products that I have used usually live up to the promises of quality and 

performance made in their website. 

 Online advertising provides accurate information about product/service.  

Source: Korgaonkar & Wolin (2004); Nazeer et al (2013) 
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Table 3.8 

Entertainment Construct 

 

 

 I feel that online advertising is enjoyable and entertaining. 

 Sometimes I take pleasure in thinking about what I saw or heard in online 

advertisement. 

 I enjoy watching online advertising. 

 Most of the online advertising contain funny character and entertaining. 

 Online advertisement contains a lot of excitement and surprise. 

 Online advertisement is even more enjoyable than others media content. 

 

Source: Ramaprasad and Thurwanger (1998) 
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Table 3.9 

Interactivity Construct 

 

 

 The advertisement in this site allow me to interact with it to receive tailored 

information. 

 The advertisement in this site have interactive features, which help me 

accomplish my task. 

 I can interact with the advertisement in this site in order to get information 

tailored to my specific needs. 

 I will visit a product website after being exposed to an advertising. 

 I will purchase a product advertised in Facebook. 

 Facebook advertising facilitates two-way communications. 

 Facebook advertising can offer me a vivid communication experience. 

 Facebook advertising provides high degree of thinking involvement. 

 

Source: Loiacono et al (2002); M.Yaakop Anuar et al (2012) 
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3.5 Data Collection Method 

In this study, the data were collected from the student of University Utara Malaysia 

(UUM). To ensure the accuracy of the information, 450 questionnaires were distributed 

by using random sampling method. The questionnaires distributed to respondents 

consists of four pages which can be completed the questionnaire within five minutes.  

 

It took the duration of two weeks to distribute all the 450 sets of questionnaires 

and there were 397 replies received. In this study, 53 questionnaires were missing and 

five questionnaires were not fully answered and therefore invalid. Therefore, there are 

only 392 questionnaires that were useable in the analysis.  

 

3.6 Pilot Test 

The main function of pilot test is to establish the reliability scale items in research 

measurement instrumentation before the collection of the main empirical study. 

Zikmund (2010) stated that the pilot test gathers from the respondents which are like 

the real study. In this study, a pilot test was conducted among the university students in 

UUM and 50 students were picked to participate in this pilot test to make sure the 

respondents understand the questions in the questionnaire. Potential error like spelling 

and grammar were pointed out before allowing the respondent to answer the 

questionnaire. By doing this, the researcher can reduce the risk of mistakes in the real 

study and to improve the research survey before implementing it on a large scale.  
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3.7 Data Analysis Strategy 

In this study, the data collected by questionnaire were analysed using SPSS software. 

Several tests are conducted like reliability analysis and descriptive statistics to ensure 

that the data is reliable. The reliability analysis is used to examine validity goodness of 

the measure and descriptive statistics is conducted to test the characteristics of 

individuals and independent samples. After that, the researcher used the one-way 

ANOVA to determine the difference between the independent variables. To find out 

the answer of the research question, the correlation analysis is used to investigate the 

relationship between five of the independent variables and dependent variable. At last, 

the multiple regression analysis was conducted to examine the influence between the 

dependent and independent variable. 

 

3.7.1 Reliability Test 

The main purpose of conducting reliability test is to measure the reliability and 

consistency in the study. This analysis indicates the variables for measuring a 

conception that grouping together. In this study, Cronbach’s alpha test is used to test 

the reliability of the instrument. This Cronbach’s alpha test is widely used by many 

researchers because it enables to explain the coefficient alpha values. The following 

Table 3.10 shows that the value of Cronbach’s Alpha and internal consistency scale. 

Table 3.10 

Internal Consistency Measurement 

Cronbach's Alpha Internal Consistency 

α=0.9 Excellent 

0.8 =α< 0.9 Good 

0.7=α < 0.8 Acceptable 

0.6= α < 0.7 Questionable  

0.5 = α < 0.6 Poor 

α < 0.5 Unacceptable 

Source: Sekaran & Bougie (2010) 
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Table 3.11 shows the result of the reliability test of this study. After completing the 

pilot test, the result of Cronbach Alpha’s value shows that all the independent variables 

were high, which is more than 0.8. Therefore, no variables are remove from the scale 

because the value is higher than 0.6. 

 Table 3.11 

 Pilot Reliability Test Results    

Variables 

No. of 

Items 

Cronbach 

Alpha's 

Pilot test 

Brand name 6 0.848 

Informative 8 0.832 

Credible 6 0.859 

Entertainment 6 0.908 

Interactivity 7 0.846 

Attitude 8 0.909 

 

3.7.2 Normality Test 

The main function of normality test is used to determine whether sample data has been 

drawn from a normally distributed population. Pallant (2005) stated that the normality 

test is used to describe a symmetrical, bell shaped curve which has the greatest 

frequency scores in the middle, with smaller frequencies towards the extremes.  

 

3.7.3 Descriptive Analysis 

Descriptive analysis is the most commonly used analysis by the researcher to 

investigate the data collect from sample of respondents, afterward summary, review 

and describe demographic statistics. The descriptive statistics can give an overview of 

data through frequency distribution, mean and standard deviation to determine the 

differences among groups. Mostly the descriptive analysis is used to determine the 
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percentage of age, ethic groups, position, office branch, highest education, duration, 

employment status and income level per month. 

 

3.7.4 Independent Samples T-Test 

Zikmund et al (2010) stated that an independent samples T-test is conducted to compare 

the mean score from two different groups and subjects. In this study, the T-test was 

conducted to measure the differences between gender towards consumers’ attitude. It 

was done to test whether there is a significant different between the mean of male and 

female respondents. 

 

3.7.5 One-way ANOVA 

The one-way analysis of variance (ANOVA) is used to identify the analysis of the 

variance of values of a dependent variable by comparing them against another set of 

values which is the independent variables. Griffith (2010) stated that the One-Way 

ANOVA is a test of the hypothesis that the mean of the tested variable is equal to the 

factor. In this study, the main concern of conducting this is to test from one of the 

independent variable and dependent variable.  

 

3.7.6 Correlation Analysis 

In general, the correlation analysis is the research process of examining the strength of 

that relationship with available statistical data. Griffith (2010) also stated that the 

correlation analysis is a statistical test summarizing the strength of relationship between 

two variables which is called Pearson’s Correlation Analysis. The Pearson’s 

Correlation analysis is one of the effective method to indicate the direction, the strength 

and significant relationship between the variables (Pallant,2005). 



51 
 

Hair et al (2009) developed a Pearson correlation coefficient scale for others 

researcher to better understand about the scale. According to the Table 3.12, r, range 

from -1.00 to +1.00. The value of r equals -1.00 will indicates a perfect negative 

correlation while the value of r equals +1.00 represent a perfect positive correlation 

which mean there are perfect link between two variables. When there is no any 

relationship between two variables, the r will equal to 0. 

 Table 3.12 

 Pearson Correlation Coefficient Scale 

  

Range of Coefficient Description of Strength 

< 0.2 Very weak relationship 

0.2 - 0.4 Weak relationship 

0.4 - 0.6 Moderate relationship 

0.6 - 0.8 Strong relationship 

>0.8 Very strong relationship 

  Source: Hair et al (2009) 

 

3.7.8 Multiple Regression Analysis 

The multiple regression analysis is the most commonly used analysis by the researcher 

to explain the relationship between dependent variables from two or more independent 

variables. Pallant (2005) stated that the multiple regression analysis is a technique to 

measure the linear regression between dependent and independent variables.  

 

In this study, the multiple regression analysis is used to examine the hypothesis to 

measure the influence between dependent and independent variables to identify the 

most significant factors to influenced consumers’ attitude towards online advertising.  

In summary, the statistical test that is being used in this study is shown in Figure 3.1 
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Figure 3.1: Statistical Test Used  

 

3.8 Conclusion 

Overall, this chapter is introduced and explained the research methodology that was 

employed in collecting data and analysis data for this research by briefly explaining 

detail regarding introducing the research design, population and sampling size, 

sampling size determination, measurement of variables and data collection method. 
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CHAPTER 4  

FINDINGS 

 

4.0 Chapter Introduction 

This chapter will present the results of data analysis which is in accordance to the 

research methodology as discussed in Chapter 3. There are many factors that influence 

consumers’ attitude towards online advertising. In this study, it was divided into five 

factors, namely Brand name, Informative, Credible, Entertainment, and Interactivity. 

 

 Data analysis is the process to evaluate data by using analytical and logical 

reasoning to examine each data component. In this research, 450 sets of questionnaires 

were distributed. Only 397 questionnaires were returned. However, only 392 

questionnaires are usable and being used in the analysis. The data of this research were 

presented using as follows: 

 

I. Normality Test 

II. Demographic data of respondents 

III. Mean and Standard Deviation 

IV. One way ANOVA 

V. Independent samples T-test 

VI. Correlation Analysis 

VII. Regression Analysis 
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4.1 Normality Test 

According to Hair et al (2009), normality refers to the shape of the data distribution for 

an individual metric variable and its correspondence to the normal distribution. This 

study used the results under of normal Quantile-Quantile plot to determine graphically 

whether this data results under normality or not. Based on the Quantile-Quantile plot 

theory, if the points are closed to the diagonal line then the data will be considered 

normally distributed. If the points are far away from the line, the data will be considered 

abnormally distributed. 

 

 The result of the normality test is show in Figure 4.1 until 4.5. Based on Q-Q 

plot results, it can be concluded that the data of this study are normality distributed. 

 
 

  Figure 4.1 

  Normal Q-Q Plot of Consumers’ Attitude towards Online Advertising 
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Figure 4.2 

  Normal Q-Q Plot of Brand Name 

 

 
Figure 4.3 

  Normal Q-Q Plot of Informative 
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Figure 4.4 

  Normal Q-Q Plot of Credible 

 

 
 

  Figure 4.5 

  Normal Q-Q Plot of Entertainment 
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   Figure 4.6 

   Normal Q-Q Plot of Interactivity 
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4.2 Reliability Test 

Reliability test results are shown in Table 4.1. There are total of 41 items measured in 

this study. Based on Table 4.1 below, the variables are measured with difference 

number of items. Based the result, the consumers’ attitude has achieved the highest 

Cronbach’s Alpha value at 0.88 whereas Interactivity obtains the lowest Cronbach’s 

Alpha value at 0.82.  Brand name (α = 0.84), Informative (α = 0.87), Entertainment (α 

= 0.87) and Interactivity (α = 0.82) are reliable measures as their Cronbach’s Alpha 

value have exceed 0.6. 

Table 4.1 

Reliability Test Results 

 

      Reliability Analysis (N=392) 

Variables No. of Items 

Cronbach's  

alpha (Pilot test) 

Cronbach's  

Alpha (Real 

Test) 

Brand name 6 0.848 0.84 

Informative 8 0.832 0.87 

Credible 6 0.859 0.84 

Entertainment 6 0.908 0.87 

Interactivity 7 0.846 0.82 

Attitude 8 0.909 0.88 

Total 41   

 

4.3 Descriptive Statistics of Data 

Descriptive statistics are aimed to examine, describe and summarized the primary 

characteristics of data collected from data quantitatively (Coakes & Steed, 2007). Thus, 

descriptive statistics is to assist analysed data that is related to the demographic 

background of the respondents. It is important to gain accurate information to identify 

differences among age group, genders, ethnic groups, level of education, college, 

average time of using internet, primarily for using internet, web experience, and 

frequency that the consumer being exposed to online advertising. 
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4.3.1 Gender of Respondents 

The gender of respondent is shown in Table 4.2. Result from this table indicates that 

most respondents are females (275 respondents or 70.2%) and the remaining 117 

respondents (29.8%) are males. 

     Table 4.2 

     Gender of Respondents   

Gender No. of Respondents  Percentage 

Male 117 29.8 

Female 275 70.2 

Total 392 100 
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4.3.2 Age of Respondents 

The age of respondents is shown in Table 4.3. In this table, it demonstrates that  majority 

of the respondents were among the age group of 21-22 years old (136 respondents or 

34.7%) and followed by age group 23-24 years old and age group less than 20 years’ 

old which is (123 respondents or 31.9%) and (100 respondents or 25.5%) respectively. 

The lowest number of respondents (31 respondents or 7.9%) are for the age group of 

more than 25 years old. 

Table 4.3 

Age of Respondents 

 

Age No. of Respondents Percentage 

<20 100 25.5 

21-22 136 34.7 

23-24 125 31.9 

>25 31 7.9 

Total 392 100 
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4.3.3 Ethnic Group 

The ethnic group of respondents are shown in Table 4.4. The table shows that majority 

of the respondents are Malay which are 191 respondents or 48.7% and followed by 

Chinese (153 respondents or 39%), Indian (41 respondents or 10.5%) and the rest are 

belong to others ethnic group (7 respondents or 1.8%). 

  Table 4.4 

  Ethnic Groups of Respondents 

 

Ethnic No. of Respondent Percentage 

Malay 191 48.7 

Chinese 153 39 

Indian 41 10.5 

Others 7 1.8 

Total 392 100 
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4.3.4 Level of Education 

The level of education of respondents are shown in Table 4.5. The table shows that 

majority of the respondent are undergraduate students (354 respondents or 90.3%) 

followed by the Master students (31 respondents or 7.9%). The rest are PhD students 

(7 respondents or 1.8%). 

  Table 4.5 

  Level of Education  

 

Level of Education 

No. of 

Respondents Percentage 

Undergraduate 354 90.3 

Master 31 7.9 

PhD 7 1.8 

Total 392 100 
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4.3.5 Programs Taken by Respondents 

The number of respondents enrolled in UUM is shown in Table 4.6. Most of the 

respondents are the marketing students (61 respondents or 15.6%), followed by the 

management student which is 48 respondents or 12.2%.  

 

  Table 4.6 

  Programs Taken by the Respondents 

 

Program 

No.of 

Respondent Percentage 

Marketing  61 15.6 

HR 30 7.7 

Tourism 16 4.1 

Logistic 8 2 

Entrepreneur 17 4.3 

International Business 14 3.6 

Banking 22 5.6 

Industrial Statistics 7 1.8 

Law 1 0.3 

Finance 23 5.9 

Management 48 12.2 

Economics 28 7.1 

Accounting 26 6.6 

Business 

Administration 28 7.1 

Counselling 6 1.5 

Operation 

Management 12 3.1 

Media Technology 2 0.5 

Information 

Technology 13 3.3 

Decision Science 4 1 

Technology 

Management 5 1.3 

Communication 20 5.1 

Islamic Studies 1 0.3 

Total 392 100 
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4.3.6 Academic College of Respondents 

Table 4.7 shows the academic college of respondents. It shows that most respondents 

are from the College of Business COB (254 respondents or 64.8%), followed by 

College of Arts and Science CAS (61 respondents or 15.6%), College of Law, 

Government and International Studies COLGIS (40 respondents or 10.2%) and the rest 

are OYA student which is Master or PhD student (37 respondents or 9.4%) 

 

  Table 4.7 

  Academic College of Respondents 

  

College 

No. of 

Respondent Percentage 

CAS 61 15.6 

COB 254 64.8 

COLGIS 40 10.2 

OYA 37 9.4 

Total 392 100 

 

 

4.3.7 Average Time Spent on Internet per week 

The Table 4.8 shows the time that the consumers spent in internet. The minimum hours 

spent by them is 3 hours per week and maximum is 215 hours per week. The mean of 

the average time is 52.84 hours and the standard deviation is 32.183 hours. 

Table 4.8 

Time Spent by Respondents on Internet per week 

 

 

  Minimum Maximum Mean  Std. deviation 

Average time spend in internet 

every week 3 215 52.84 32.183 
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4.3.8 Average Time Spent on Internet per day 

The Table 4.9 shows the time spent by respondents on the internet per day. The results 

showed that the respondents had minimum 1 hour spent on internet every day and the 

maximum hours they spent on internet is 20 hours per day. The mean and the standard 

deviation of the time that consumers spent on internet is 7.69 and 4.008 respectively. 

Table 4.9 

Time Spent by Respondents on Internet per day 

 

  Minimum Maximum Mean  Std. deviation 

Average time spend in internet 

per day 1 20 7.69 4.008 

 

 

 

4.3.9 Reasons for Internet Usage 

The reasons for consumers using internet is shown in Table 4.10. Results from this table 

indicates that the majority of the respondent used the internet for entertainment 

purposes (167 respondents or 42.6%) followed by information (140 respondents or 

35.7%) and the rest (85 respondents or 21.7%) is used the internet for both purposes.  

  Table 4.10 

  Reasons for Internet Usage 

 

Purpose 

No. of 

Respondent Percentage 

Information 140 35.7 

Entertainment 167 42.6 

Both 85 21.7 

Total 392 100 
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4.3.10 Web Experience 

The respondents web experience is shown in Table 4.11. Most of the respondent are 

having 6 to 8 years’ web experience (134 respondents or 34.2%) followed by more than 

9 years’ web experience (123 respondents or 31.4%), 118 respondents or 30.1% of them 

have 3 to 5 years’ web experience and there are only 17 respondents or 4.3% are having 

less than 2 years’ web experience. 

  Table 4.11 

  Respondents’ Web Experience 

 

Web 

Experience 

No. of 

Respondent Percentage 

<2 17 4.3 

3 to 5 118 30.1 

6 to 8 134 34.2 

>9 123 31.4 

Total 392 100 
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4.3.11 Frequency of Respondents being Exposed to Online Advertising 

Table 4.12 shows the frequency of the respondents exposed to online advertising. The 

results show that there are 185 respondents (47.2%) are frequently exposed to the online 

advertising and 120 respondents (30.6%) is somehow frequently exposed to online 

advertising. Besides that, there are 69 respondents (17.6%) is highly frequently exposed 

to the online advertising and there are 18 respondents (4.6%) that are never being 

exposed to any online advertising. 

  Table 4.12 

  Frequency of the Respondents being Exposed to Online Advertising 

 

Frequency 

No. of 

Respondent Percentage 

Never 18 4.6 

Frequently 185 47.2 

Somehow 

Frequently 120 30.6 

Highly Frequently 69 17.6 

Total 392 100 
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4.4 Mean and Standard Deviation of Controlled Data 

Mean and standard deviation results of the independent variable were shown in Table 

4.13 (Brand name, Informative, Credible, Entertainment and Interactivity) and 

dependent variable namely consumers’ attitude towards online advertising. The 

Informative variables has the highest mean value (4.1473) while the Brand name 

variable has the lowest mean value which was 3.7228. 

Table 4.13 

Mean and Standard Deviation of Variables 

 

Construct  Dimension Mean 

Standard 

Deviation 

Independent 

Variables Brand Name 3.7228 0.74629 

 Informative 4.1473 0.68025 

 Credible 3.7245 0.74520 

 Entertainment 4.125 0.77165 

 Interactivity 4.0517 0.68128 

Dependent Variable Consumers' attitude 4.2223 0.73498 
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4.4.1 Mean and Standard Deviation of Brand Name 

The mean and standard deviation of the independent variable “Brand Name” is being 

represented in the Table 4.14 below. The most dominant factor to measure Brand Name 

value is item “I mostly like the brand advertised online” which have mean value of 3.91.  

On the other hand, the item “On average, brand that are advertised online are better in 

quality product/service” scores the lowest mean value of 3.42. The overall average 

mean value for Brand Name is 3.7228. 

Table 4.14 

Mean and Standard Deviation (Brand Name) 

 

Items Mean 

Standard 

Deviation 

I mostly like the brand advertised online 
3.91 0.939 

 

I shall probably buy the brand advertised 

online 
3.72 1.007 

 

I think online advertised brands are good 

brands. 
3.63 1.008 

 

I feel favorably towards online advertised 

brand. 
3.78 0.885 

 

I recommend the advertised brand to others. 
3.86 0.945 

 

On average, brand that are advertised online 

are better in quality than brand that are not 

advertised online. 

 
3.42 1.133 

Average (Brand Name) 3.7228 0.74629 
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4.4.2 Mean and Standard Deviation of Informative 

Mean and standard deviation of items measuring “Informative” is shown in Table 4.15. 

There are two items which is “Online advertising provides information I need” and 

“Most of the online advertisement is informative” have the highest mean value which 

is 4.26. Whereas, the item “Online advertising keeps me up to date about 

product/service I am looking for” scored the lowest mean value which is 3.87. The 

overall average mean for Informative is 4.1473. 

Table 4.15 

Mean and Standard Deviation (Informative) 

 

Items Mean Standard Deviation 

Online advertising is a valuable source of 

information about any product/service. 4.16 0.905 

 

Online advertisement provides information I 

need. 4.19 0.943 

 

Online advertisement tells me which brand 

have the feature I am looking for. 4.26 0.905 

 

Online advertisement provides complete 

information that assist me in decision making. 4.08 0.968 

 

Most of the online advertisement is 

informative. 4.21 0.969 

 

Online advertising keeps me up to date about 

product/service I am looking for. 4.26 0.865 

 

I generally feel confident using information 

seen in online advertisement to make a 

purchase intention. 

 3.87 0.965 

 

I use online advertisement as a reference for 

purchase 4.16 0.918 

Average (Informative) 4.1473 0.68025 
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4.4.3 Mean and Standard Deviation of Credible 

Mean and standard deviation of items measuring “Credible” is shown in the Table 4.16. 

The item “I use online advertisement as a reference for purchase” has the highest mean 

value which is 4.06. The lowest mean value is item “The online advertisement is 

trustworthy” which is 3.51. The overall average mean for credible is 3.7245. 

Table 4.16 

Mean and Standard Deviation (Credible) 

 

Items Mean 

Standard 

Deviation 

Online advertisement is convincing in the 

information they provide. 4.06 0.89 

 

In general, online advertising do not mislead 

consumer. 3.66 1.035 

 

The online advertisement is trustworthy. 3.53 0.921 

 

The online advertisement is believable. 3.51 0.941 

 

Product that I have used usually live up to 

the promises of quality and performance 

made in their online advertisement. 3.74 0.94 

 

Online advertisement provides accurate 

information about product/service. 3.85 0.98 

Average (Credible) 3.7245 0.7452 
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4.4.4 Mean and Standard Deviation of Entertainment 

Mean and standard deviation of items measuring “Entertainment” is shown in the Table 

4.17. The item “Online advertisement contains a lot of excitement and surprise” has 

the highest mean value which is 4.21. The lowest mean value is item “Online 

advertisement is even more enjoyable than other media content” which is 4.04. The 

overall average mean for Entertainment is 4.125. 

Table 4.17 

Mean and Standard Deviation (Entertainment) 

Items Mean 

Standard 

Deviation 

I feel that online advertisement is enjoyable 

and entertaining 4.14 0.946 

 

Sometimes I take pleasure in thinking about 

what I saw or heard in online advertisement. 4.13 0.945 

 

I enjoy watching online advertisement.  4.06 1.071 

 

Most of the online advertising contain funny 

characters and is enjoyable. 4.17 0.97 

 

Online advertisement contains a lot of 

excitement and surprise. 4.21 0.926 

 

Online advertisement is even more  

enjoyable than other media content 4.04 1.018 

Average (Entertainment) 4.125 0.77165 
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4.4.5 Mean and Standard Deviation of Interactivity 

Mean and standard deviation of items measuring “Interactivity” is shown in the Table 

4.18. The item “Online advertisement provide high degree of thinking involvement” has 

the highest mean value which is 4.16. The lowest mean value is item “I will purchase 

a product advertised in online” which is 3.83. The overall average mean for 

Interactivity is 4.0517. 

Table 4.18 

Mean and standard deviation (Interactivity) 

Items Mean 

Standard 

Deviation 

Online advertisement catches my attention 

among other content. 4.1 0.988 

 

I will visit a product website after being 

exposed to an online advertisement. 4.1 0.981 

 

I will purchase a product advertised in 

online. 3.83 0.987 

 

Online advertisement allows me to interact 

with it to receive tailored information. 3.96 0.859 

 

Online advertisement can offer me a 

colourful communication experience. 4.14 0.941 

 

Online advertisement provides high degree 

of thinking involvement. 4.16 0.924 

 

Online advertisement facilitates two-way 

communication. 4.08 1.13 

Average (Interactivity) 4.0517 0.68128 
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4.4.6 Mean and Standard Deviation of Consumers’ Attitude towards Online 

Advertising 

Mean and standard deviation of items measuring “Consumers’ attitude” is shown in the 

Table 4.19. The item “I consider online advertisement is useful as it promotes the latest 

product” has the highest mean value which is 4.57. The lowest mean value is item “I 

like online advertisement a lot” which is 3.86. The overall average mean for consumers’ 

attitude is 4.2223. 

Table 4.19 

Mean and Standard Deviation (Consumers’ Attitude) 

 

Items Mean 

Standard 

deviation 

I consider online advertisement is useful as 

it promotes the latest product. 4.57 0.975 

 

I like online advertisement a lot. 3.86 1.135 

 

I support online advertising because it is 

where creativity is highly appreciated. 4.31 0.961 

 

I support online advertising because it plays 

an important part in my buying decision. 4.08 1.029 

 

I refer to online advertising because it 

allows me to enjoy the best deal out of the 

competing product advertised. 4.11 0.986 

 

My general opinion of online advertising is 

favourable. 4.05 0.959 

 

Through online advertisement I got to know 

more innovative ideas. 4.39 0.964 

 

Overall, I consider online advertisement is a 

good thing. 4.41 0.905 

Average (Attitude) 4.2223 0.73498 
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4.5 Achieving the Objective of Research 

This section will discuss the tests used to achieve all the objectives of this study. The 

results of each hypothesis will also be tabulated in this section. 

 

4.5.1 Achieving Objective 1 

Objective 1 is to determine the significant difference in attitude towards online 

advertising between genders among consumers. 

 

The independent Sample T-Test was conducted to achieve this objective. The 

hypothesis related to this objective is as follows: 

 

Hypothesis 1 

H1: There is a significant difference of attitude towards online advertising 

between gender among consumers. 

 

H1a: Gender 

Independent samples T-Test between genders and consumers’ attitude is tabulated in 

Table 4.18. The results showed that the mean and standard deviation value for male 

respondents are 4.1165 and 0.72808 respectively which is lower than the mean value 

for female respondents who have 4.2673 mean value and 0.73459 standard deviation 

value. This results indicated that female respondents have a higher tendency to answer 

questionnaire as compared to male respondents. 
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 Based on Table 4.20, p-value is 0.649 (larger than 0.05) for Levene’s test shows 

that the sample is Equal variance assumed. The results indicate that there is no 

significant difference in the mean scores on consumers’ attitude between male and 

female respondents (t-value = -1.865, p = 0.063) since the value Sig is higher than 0.05. 

Thus, based on the analysis below, H1a is rejected. 

Table 4.20 

Independent Sample T-Test between Genders and Consumers’ attitude 

 

 
 

Levene's Test 

for Equality 

of Variances 

t-test for Equality of Means 

 F Sig. t df Sig. (2-tailed 

ASP 

Equal 

variance 

assumed 

0.207 0.649 -1.865 390 0.063 

Equal 

variance 

not 

assumed 

    -1.872 220.71 0.063 

 

 Gender N Mean  

Standard 

deviation T 

Significant 

Value (2-

tailed 

Consumers' 

attitude 

Male 117 4.1165 0.72808 -1.865 0.063 

Female 275 4.2673 0.73459     
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4.5.2 Achieving Objective 2  

Objective Two of this study states that there “were significant differences in consumers’ 

attitude between age, ethnic groups, level of education, college, daily average on 

internet, primarily and frequency exposed to online advertising among consumers”. 

One-Way analysis of Variance (One-Way ANOVA) is to determine whether there 

exists a significant difference among the population in this study towards consumers’ 

attitude. In order to achieve Objective 2, One-Way ANOVA was conducted. The 

hypothesis in this objective is as follows; 

 

Hypothesis H2 

There is a significant difference of attitude towards online advertising between age 

(H2a), ethnic groups (H2b), level of education (H2c), college (H2d), daily average on 

internet (H2e), primarily (H2f) and frequency exposed to online advertising (H2g) 

among consumers. 

 

H2a Age Groups 

Based on Table 4.21, it shows that there is no significant difference between age groups 

towards consumers’ attitude, (significant level at 0.235 (F = 1.426, p > 0.05)). Thus, 

based on the analysis above, H2a is rejected. 

Table 4.21 

One-way ANOVA between Age Group and Consumers’ Attitude 

    

Sum of 

Square df 

Mean 

Square F Sig 

Consumers' 

attitude 

Between 

Groups 2.303 3 0.768 1.426 0.235 

  

Within 

Groups 208.911 388 0.538     

  Total 211.214 391       
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H2b Ethnic Groups 

As depicted in Table 4.22, there is significant difference between consumers’ attitude 

and ethnic groups among consumers (significant level occurs at 0.001 (F = 5.25, p> 

0.05)). Therefore, based on the analysis above, H2b is accepted. 

Table 4.22 

One-way ANOVA between Ethnic groups and Consumers’ Attitude 

    

Sum of 

Square df 

Mean 

Square F Sig 

Consumers' 

attitude 

Between 

Groups 8.239 3 2.746 5.25 0.001 

  

Within 

Groups 202.975 388 0.523     

  Total 211.214 391       

 

H2c Level of Education 

Based on Table 4.23, it shows that there is no significant difference between level of 

education towards consumers’ attitude (significant level at 0.31 (F = 1.176, p > 0.05)). 

Thus, based on the analysis above, H2c is rejected. 

Table 4.23 

One-way ANOVA between Level of Education and Consumers’ Attitude 

    

Sum of 

Square df 

Mean 

Square F Sig 

Consumers' 

attitude 

Between 

Groups 1.269 2 0.635 1.176 0.310 

  

Within 

Groups 209.945 389 0.540     

  Total 211.214 391       
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H2d Academic College 

Based on Table 4.24, it shows that there is no significant difference between college 

towards consumers’ attitude (significant level at 0.334 (F = 1.137, p > 0.05)). Thus, 

based on the analysis above, H2d is rejected. 

Table 4.24 

One-way ANOVA between Academic College and Consumers’ Attitude 

    

Sum of 

Square df 

Mean 

Square F Sig 

Consumers' 

attitude 

Between 

Groups 1.841 3 0.614 1.137 0.334 

  

Within 

Groups 209.373 388 0.540     

  Total 211.214 391       

 

H2e Daily Average on Internet 

Based on Table 4.25, it shows that there is no significant difference between daily 

average on internet towards consumers’ attitude (significant level at 0.999 (F = 0.265, 

p > 0.05)). Thus, based on the analysis above, H2e is rejected. 

Table 4.25 

One-way ANOVA between Daily Average on Internet and Consumers’ Attitude 

    

Sum of 

Square df 

Mean 

Square F Sig 

Consumers' 

attitude 

Between 

Groups 2.518 17 0.148 0.265 0.999 

  

Within 

Groups 208.696 374 0.558     

  Total 211.214 391       
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H2f Reason for Internet Usage 

Based on Table 4.26, it shows that there is no significant difference between primarily 

towards consumers’ attitude (significant level at 0.547 (F = 0.604, p > 0.05)). Thus, 

based on the analysis above, H2f is rejected. 

Table 4.26 

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

    

Sum of 

Square df 

Mean 

Square F Sig 

Consumers' 

attitude 

Between 

Groups 0.653 2 0.327 0.604 0.547 

  

Within 

Groups 210.560 389 0.541     

  Total 211.214 391       

 

H2g Frequency Exposed to Online Advertising 

As depicted in Table 4.27, there is significant difference between consumers’ attitude 

and frequency exposed to online advertising among consumers (significant level occurs 

at 0.027 (F = 3.105, p> 0.05)). Therefore, based on the analysis above, H2g is accepted. 

Table 4.27 

One-way ANOVA between frequency exposed to online advertising and consumers’ 

attitude 

    

Sum of 

Square df 

Mean 

Square F Sig 

Consumers' 

attitude 

Between 

Groups 4.952 3 1.651 3.105 0.027 

  

Within 

Groups 206.262 388 0.532     

  Total 211.214 391       
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The summary of the One-way ANOVA analysis test is tabulated in Table 4.28 are as 

follows: 

Table 4.28 

Summary Result of the One-way ANOVA Analysis 

Hypothesis Accepted or rejected 

Hypothesis 2a Rejected 

Hypothesis 2b Accepted 

Hypothesis 2c Rejected 

Hypothesis 2d Rejected 

Hypothesis 2e Rejected 

Hypothesis 2f Rejected 

Hypothesis 2g Accepted 
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4.5.3 Achieving Objective 3 

Objective three states that the relationship between brand name, informative, credible, 

entertainment and interactivity towards consumers’ attitude towards online advertising. 

The Pearson correlation analysis function was used to describe the level of strength and 

dissection of the relationship between two variables which is dependent variable 

(Consumers’ attitude towards online advertising) and independent variables (Brand 

name, Informative, Credible, Entertainment, and Interactivity). A Pearson Correlation 

analysis was conducted to achieve this objective. The Hypothesis in this objective is as 

follows:  

 

Hypothesis 3 

H3: There is a significant relationship between brand name (H3a), informative 

(H3b), credible (H3c), entertainment (H3d) and interactivity (H3e) control the 

consumers’ attitude towards online advertising. 

 

H3a: Brand Name 

Table 4.29 represents the Pearson Correlation result between brand name and 

consumers’ attitude towards online advertising. There is a significant relationship 

between brand name and consumer attitude towards online advertising with sig value 

0.00 (p < 0.01, Sig. 2 tailed). Then, the positive value of Pearson Correlation with r = 

0.656, it signifies that there is strong relationship between brand name and consumers’ 

attitude towards online advertising. Therefore, H3a is accepted. 
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Table 4.29 

Correlation between Brand Name and Consumers’ Attitude towards Online 

Advertising 

    Consumers' attitude 

Brand Name 

Pearson Correlation 

Sig. (2-tailed 

0.656** 

   0.00 

  N  392 

**. Correlation is significant at the 0.01 level (2-tailed) 

 

H3b: Informative 

Table 4.30 shows the Pearson Correlation result between informative and consumers’ 

attitude towards online advertising. There is a significant relationship between 

informative and consumers’ attitude towards online advertising with sig value 0.00 (p 

< 0.01, Sig. 2-tailed). Then, the positive value of Pearson Correlation with r = 0.723, it 

signifies that there is strong relationship between informative and consumers’ attitude 

towards online advertising. Therefore, H3b is accepted. 

 

Table 4.30 

Correlation between Informative and Consumers’ Attitude towards Online 

Advertising 

    Consumers' attitude 

Informative 

Pearson Correlation 

Sig. (2-tailed 

0.723** 

   0.00 

  N  392 

**. Correlation is significant at the 0.01 level (2-tailed) 
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H3c: Credible 

Table 4.31 shows the Pearson Correlation result between credible and consumers’ 

attitude towards online advertising. There is a significant relationship between credible 

and consumers’ attitude towards online advertising with sig value 0.00 (p < 0.01, Sig. 

2-tailed). Then, the positive value of Pearson Correlation with r = 0.546, it signifies that 

there is positive relationship between credible and consumers’ attitude towards online 

advertising. Therefore, H3c is accepted. 

Table 4.31 

Correlation between Credible and Consumers’ Attitude towards Online Advertising 

    Consumers' attitude 

Credible 

Pearson Correlation 

Sig. (2-tailed 

0.546** 

   0.00 

  N  392 

**. Correlation is significant at the 0.01 level (2-tailed) 

 

H3d: Entertainment 

Table 4.32 shows the Pearson Correlation result between entertainment and consumers’ 

attitude towards online advertising. There is a significant relationship between 

entertainment and consumers’ attitude towards online advertising with sig value 0.00 

(p < 0.01, Sig. 2-tailed). Then, the positive value of Pearson Correlation with r = 0.646, 

it signifies that there is strong relationship between entertainment and consumers’ 

attitude towards online advertising. Therefore, H3d is accepted. 

Table 4.32 

Correlation between Entertainment and Consumers’ Attitude towards Online 

Advertising 

    Consumers' attitude 

Entertainment 

Pearson Correlation 

Sig. (2-tailed 

0.646** 

   0.00 

  N  392 

**. Correlation is significant at the 0.01 level (2-tailed) 
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H3e: Interactivity 

Table 4.33 shows the Pearson Correlation results between interactivity and consumers’ 

attitude towards online advertising. There is a significant relationship between 

interactivity and consumers’ attitude towards online advertising with sig value 0.00 (p 

< 0.01, Sig. 2-tailed). Then, the positive value of Pearson Correlation with r = 0.657, it 

signifies that there is strong relationship between interactivity and consumers’ attitude 

towards online advertising. Therefore, H3e is accepted. 

Table 4.33 

Correlation between Interactivity and Consumers’ Attitude towards Online 

Advertising 

    Consumers' attitude 

Interactivity 

Pearson Correlation 

Sig. (2-tailed 

0.657** 

   0.00 

  N  392 

**. Correlation is significant at the 0.01 level (2-tailed) 

 

Table 4.34 represents the summary of the result from the all the Pearson Correlation 

analysis which have been conducted between the dimension dependent and independent 

variables. The result showed that all the hypothesis of this study is accepted 

 

 Table 4.34 

 Summary Result of the Pearson Correlation Analysis 

  

Hypothesis Accepted or Rejected 

Hypothesis 3a Accepted 

Hypothesis 3b Accepted 

Hypothesis 3c Accepted 

Hypothesis 3d Accepted 

Hypothesis 3e Accepted 
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4.5.4 Achieving Objective 4 

Objective four states that the influence of brand name, informative, credible, 

entertainment and interactivity towards consumers’ attitude towards online advertising. 

Multiple regression analysis is used to evaluate the link between greater than two 

variables in the study. It is important to examine how a dependent variable is connected 

to two or more than two independent variables (Anderson & Sweeney & Williams, 

2011). In order to achieve objective 4, multiple regression analysis will be tested to 

determine the significant influence between independent variables specifically brand 

name, informative, credible, entertainment and interactivity control towards consumers’ 

attitude towards online advertising, Hence, regression analysis will be used to achieved 

this objective. 

 

Hypothesis 4 

H4: There is a significant influence of brand name (H4a), informative (H4b), 

credible (H4c), entertainment (H4d) and interactivity (H4e) control the consumers’ 

attitude towards online advertising. 

 

Regression Analysis on Coefficient of Determination (R2) 

Coefficient of determination (R2) is a statistical technique that used by researcher to 

measure and explains how the variance can predict their relationship with another 

variable. The main concern R2 is indicated the changes of the independent variables 

specifically brand name, informative, credible, entertainment and interactivity. Table 

4.35 show the model summary of multiple regression analysis. Analysis from this table 

shown the value of adjusted R2 was 0.645. The independent variable such as brand 

name, informative, credible, entertainment, and interactivity were explaining that 64.5% 
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of the changes in the dependent variable (consumers’ attitude towards online 

advertising) as tested in the model, therefore we can claim that it had 64.5% of 

influences to the consumers’ attitude towards online advertising (dependent variable).  

  Table 4.35 

  Regression Analysis on Model Summary 

 

Model R R Square 

1 0.803 0.645 

 

ANOVA TEST 

According to Hair (2009), the bigger value F-ratio, the more variance in the dependent 

variable. Besides that, if the P-value is greater than 0.05, it indicates that the result is 

insignificant. However, if the P-value is below than 0.05, the result shows significant. 

Referring to the Table 4.36, through the regression analysis of ANOVA, the F-ratio is 

140.562 and there are significant at the 0.000 level. 

Table 4.36 

  Regression Analysis on ANOVA 

 

Model F Sig. 

1 140.562 0.000 
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Regression Analysis of Coefficient 

Regression analysis of Coefficient will be used to test the coefficient among 

independent variables and dependent variable. Beta demonstrates the higher value in 

independent variables, the higher influence towards dependent variable. Table 4.37 

shows the result of Regression Analysis of Coefficient tests. This Table showed that 

Beta of independent variable brand name is 0.29, informative is 0.367, Credible is -

0.102, Entertainment is 0.236, and Interactivity is 0.141. The largest beta coefficient 

means that the factor has the strongest contribution to influence the dependent variable 

(Pallant, 2005). Hence, based on this result, Informative has the highest influence while 

Credible has the lowest influence on the dependent variable consumers’ attitude 

towards online advertising. 

Table 4.37 

Regression Analysis of Coefficients 

Model B Beta t Significant 

Constant 0.346  2.292 0.022 

Brand name 0.285 0.29 6.697 0.000 

Informative 0.396 0.367 7.716 0.000 

Credible -0.1 -0.102 -2.237 0.026 

Entertainment 0.236 0.248 5.409 0.000 

Interactivity 0.141 0.131 2.576 0.01 

a. Dependent Variable: Consumers' attitude towards online advertising 

 

 Furthermore, the factor is a significant contribution to the influence towards 

dependent variable if the signed value is below than 0.05. Griffith (2010) stated that if 

the value is above than 0.05, the factor does not contribute any significant influence on 

dependent variable. Based on Analysis, all the independent variables are significant 

influence towards consumers’ attitude towards online advertising, which is brand name 

value (P= 0.000), Informative value (P= 0.000), Credible value (P= 0.026), 
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Entertainment value (P= 0.000) and Interactivity value (P= 0.01). Therefore, all the 

hypothesis 4a, 4b, 4c, 4d, and 4e is accepted and significantly influence towards the 

consumers’ attitude towards online advertising. 

 

4.6 Chapter Conclusion 

All the results in this study has been obtained using a specific analytical method in 

Independent Samples T-Test, One-way ANOVA, Pearson Correlation and multiple 

regression analysis. For the conclusion, the result in this study shows that all the 

independent variables were significant relationship with consumers’ attitude towards 

online advertising and it shows that there is positive and moderate relationship between 

independent variables and dependent variable. Besides that, all the independent 

variables in this study were significant influence to the consumers’ attitude towards 

online advertising. 
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CHAPTER 5 

DISCUSSION AND CONCLUSION 

 

5.0 Chapter Introduction  

The purpose of this chapter is to discuss the findings of this study which covered four 

major areas (1) Discussion – summarize the respondent background information and 

major results from the analysis that has been carried out; (2) Limitation of the study – 

will explain about limitation in order to recognize the limitation in the study and ways 

on overcoming and combating these limitations in the future; (3) Recommendation – 

explain about the recommendation to an organization to look deep into the findings and 

suggestions for other researchers and research topic; and the last is (4) Conclusion – 

will briefly conclude about this study. 

 

5.1 Discussion 

This research is conducted to determine the factors that influence consumers’ attitude 

towards online advertising. This study was conducted from random sampling of student 

from University Utara Malaysia. Statistical Packages of Social Sciences (SPSS) version 

23 were used to analyse the data. 

 

5.1.1 Descriptive Analysis 

Demographic factors such as gender, age, ethnic groups, level of education, programme 

taken, college, average time on internet, primarily for using internet, web experience 

and frequency exposed to online advertising were used to describe the characteristic of 

the respondents. In terms of gender respondents, the most of the respondents were 
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female with 275 respondents (70.2%) and 117 respondents (29.8%) were male. Besides 

that, most of the respondents are in age 21-22 years old which are 136 respondents 

(34.7%) and only 31 respondents who are more than 25 years old. 

 

 In term of age, the results showed that the majority of the respondents are Malay 

(191 respondents or 48.7%), followed by Chinese (153 respondents or 39%), India (41 

respondents or 10.5%) and the rest is in the “others” category (7 respondents or 1.8%). 

In terms of level of education, majority of the respondents is undergraduate student 

(354 respondents or 90.3%), and the Masters and PHD students are 31 and 7 

respondents respectively. From the programme perspective, most of the respondents 

are Marketing students (61 respondents or 15.6%). 

 

From the college aspect, there are 254 respondents or 64.8% of them are COB 

students and followed by CAS students which have 61 respondents or 15.6%.  The rest 

of the respondents are from COLGIS and OYA colleges which have 40 and 37 

respondents respectively.  

 

Besides that, the average time of the respondent spent on internet per week is 

52.84 hours with the maximum is 215 hours and minimum is 3 hours per week. In terms 

of time spent on internet per day, the mean value is 7.69 hours and the maximum is 20 

hours per day. 

 

On the other hand, most of the respondents are used internet for entertainment 

purposes which have 167 respondents (42.6%) and 140 respondents primarily is for 

information. The rest of them used internet for both purposes which have 85 
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respondents (21.7%). From the web experience aspects, most of the respondents have 

6 to 8 years’ web experience (134 respondents or 34.2 %), 123 respondents (31.4%) 

have more than 9 years’ web experience and 118 respondents (30.1%) have 3 to 5 years’ 

web experience, the remaining 17 respondents (4.3%) have less than 1 year web 

experience. 

 

The last one we look up the terms of frequency of consumers being exposed to 

online advertising. There are 185 respondents (47.2%) is frequently exposed to online 

advertising and 18 respondents (4.6%) are never exposed to any online advertising. 

 

5.1.2 Independent Samples T-Test 

Upon conducting the analysis to achieve Objective 1 by using independent samples T-

Test, H1a gender is rejected. This mean that there is no significant different of 

consumers’ attitude between gender (t-value = -1.865, p = 0.063) since the sig value is 

more than 0.05. The results indicated that there is no significant difference among male 

and female respondents in term of attitude towards online advertising. 

 

5.1.3 One-way Analysis of Variance (ANOVA) 

One way ANOVA test was used to achieve Objective 2 in this study. Confirming 

relationship by using One Way analysis of Variance (ANOVA), H2a is rejected. There 

is no significant difference among age group towards consumers’ attitude which is 

significant level at 0.235 (F = 1.426, p > 0.05).  

 

 Based on the analysis among ethnic groups (Malay, Chinese, India and Others) 

H2b, the results showed that there is significant difference between consumers’ attitude 
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and ethnic groups. The results showed that the significant level occur at 0.001 (F = 5.25, 

p > 0.05). Therefore, based on the analysis above, H2b is accepted. 

 

 The next hypothesis H2c was rejected and the results indicated that there are no 

significant difference between level of education towards consumers’ attitude, which is 

significant level at 0.31 (F = 1.176, P > 0.05). Therefore, H2c is rejected. 

 

 In addition, there is no significant difference between respondents’ college 

towards consumers’ attitude which is significant level at 0.334 (F = 1.137, p > 0.05). 

Thus, based on the analysis above, H2d is rejected. 

 

 Furthermore, one-way ANOVA tested towards the time that consumers spent 

online every day and the results shown that there is no significant difference between 

daily average time on internet towards consumers’ attitude, which is significant level 

at 0.999 (F = 0.265, p > 0.05) mean that H2e is rejected. 

 

 There tests show that the primarily that respondent use the internet is no 

significant difference with the consumers’ attitude towards online advertising, which is 

significant level at 0.547 (F = 0.604, p > 0.05). Therefore, based on the analysis, above, 

H2f is rejected. 

 

 As for the frequency of consumers being exposed to online advertising, there is 

a significant difference exists among the frequency on consumers’ attitude towards 

online advertising. In the results, significant level occured at 0.027 (F =3.105, p > 0.05). 

Therefore, based on the analysis above, H2g is accepted.   



94 
 

5.1.4 Correlation Analysis 

Correlation analysis was used to achieve Objective 3. Based on the results of correlation 

analysis that have been conducted, it demonstrates that there is significant relationship 

between brand name H3a and consumers’ attitude towards online advertising with 

significant value 0.00 (p < 0.01, Sig. 2-tailed). The positive value of Pearson 

Correlation with r = 0.656 signifies that there is strong relationship between brand name 

and consumers’ attitude towards online advertising. Therefore, H3a is accepted. Which 

means that the consumer might have more positive attitude towards online advertising 

that advertised famous branded product/service. 

 

 The second independent variable was also similar with the first independent 

variable which is Informative. From the results of the correlation, there is a significant 

relationship between informative H3b and consumers’ attitude towards online 

advertising with sig value 0.00 (p < 0.01, Sig. 2-tailed). The positive value of Pearson 

Correlation with r = 0.723 also signifies that there is strong relationship between 

informative and consumers’ attitude towards online advertising. With the results, we 

can conclude that the consumers will have the positive attitude towards the online 

advertising which are informative enough to provide them valuable information. 

 

 The result of correlation analysis tested showed that there is significant 

relationship between credible and consumers’ attitude towards online advertising with 

sig value 0.00 (p < 0.01, Sig. 2-tailed). Then, the positive value of Pearson Correlation 

with r = 0.546, it signifies that there is positive relationship between credible and 

consumers’ attitude towards online advertising. Therefore, H3c is accepted.  
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 Next, the fourth independent variable which is entertainment also prove by 

Pearson correlation result that have significant relationship with consumers’ attitude 

towards online advertising with sig value 0.00 (p < 0.01, Sig, 2-tailed). Then, the 

positive value of Pearson Correlation with r = 0.646, it signifies that there is strong 

relationship between entertainment and consumers’ attitude towards online advertising. 

Therefore, H3d is accepted. In this result, we can conclude that the online advertising 

must include some entertainment element that could attract consumers’ attention and 

modify their attitude to positive. 

 

 Lastly, the results of Pearson Correlation test on interactivity and consumers’ 

attitude towards online advertising. There is significant relationship between 

interactivity and consumers’ attitude towards online advertising with sig value 0.00 (p 

< 0.01. Sig. 2-tailed). Then, the positive value of Pearson Correlation with r = 0.657, it 

signifies that there is strong relationship between interactivity and consumers’ attitude 

towards online advertising. Therefore, H3e is accepted. 

 

5.1.5 Regression Analysis 

Regression Analysis were used to achieve Objective 4, the result of regression analysis 

in this study shows that Beta of independent variable brand name is 0.29, informative 

is 0.367, informative is -0.102, entertainment is 0.236 and interactivity result is 0.131. 

The largest beta coefficient means that the factor has the strongest contribution to 

influence the dependent variable (Pallant, 2005). Hence, based on this result, 

informative has the highest influence while the credible has the lowest influence on the 

dependent variable consumers’ attitude towards online advertising. 
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 Furthermore, the factor is a significant contribution to the influence towards 

dependent variable, if the signed value is below than 0.05. According to Griffith (2010), 

if the value is above than 0.05, the factor is not contributing any significant influence 

on dependent variable. Based on Analysis, all the independent variables are significant 

influence towards consumers’ attitude towards online advertising, which is brand name 

value (P= 0.000), Informative value (P= 0.000), Credible value (P= 0.026), 

Entertainment value (P= 0.000) and Interactivity value (P= 0.01). Therefore, all the 

hypothesis 4a, 4b, 4c, 4d, and 4e is accepted and significantly influence towards the 

consumers’ attitude towards online advertising. 

 

 According to the results, brand name has a positive influence on consumers’ 

attitude. This indicates that consumers will form a positive attitude when they are 

exposed to an online advertisement that promotes products or services from any brand. 

Consumers tend to have more patience and willing to watch online advertisement that 

introduced any products or services.  

 

 According to the result of regression analysis, Informative has the strongest 

influence on consumers’ attitude towards online advertising. Therefore, advertisers 

should make it as the first priority when designing online advertisement. Consumers 

will feel confident if they have the complete information from the advertising. Kornias 

and Halalau (2012) found that online advertisements that provide clear and sufficient 

information about products or services will create positive attitude of consumers 

towards online advertising.  This study indicates that online advertising is a good source 

of information for consumers. Hence, advertisers and marketers should ensure that their 

advertisements are reliable and have an up-to-date information. 
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 On the other hand, Credible is the variable with the least contribution and the 

least significance in consumers’ attitude towards online advertising. This mean that this 

variable has the least influence on consumers’ attitude towards online advertising. 

However, Credible have a positive relationship with consumers’ attitude because it is 

an essential way to build consumers’ trust since credibility is based on the degree 

consumers perceived that marketers are expert in their area and are honest in a 

transaction (Mariam, 2014). 

 

 The results also indicated that the Entertainment have a positive relationship 

with consumers’ attitude towards online advertising. Entertainment can attract 

consumers’ attention. Bauer and Greyser’s (1968) stipulated that entertainment is one 

of the experiences of advertisements and advertisement is related to consumers’ 

sentiment. Therefore, advertisers and marketers should include more entertaining 

element in any online advertisement to attract consumers’ attention and form positive 

attitude among consumers. Taylor, Lewin, Strutton (2011) stated that consumers appear 

to respond favourably towards an advertisement when the content delivered through 

advertising is entertaining. In other words, online advertisement must provide 

entertaining ways of advertising in order to amuse more users and make them feel that 

the ads are not monotonous. 

 

 Similarly, Interactivity also has a positive relationship with consumers’ attitude 

towards online advertising. This is because online advertising provides two-way 

communication for consumer to contact any advertisers. This in turn provide more 

confidence to consumers. They can also give suggestions and ask for more information 
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if needed. Therefore, advertisers and marketers are encouraged to include interactive 

elements in the online advertisement to provide platform for consumers to provide their 

suggestions or ask for further information after they are exposed to the online 

advertising.  

 

5.2 Limitations of the Study 

There are few limitations that had been found in this study. This is because researchers 

are not able to control and adapt wholly extraneous factors when conducting research. 

Therefore, some limitations in the research should be identified and working on solving 

it, in order to give an opportunity to future researches in this field of study. 

 

 The first limitation of this study is related to the location where the study has 

been conducted. In this research, questionnaires were only distributed to the students of 

UUM. That means that the all respondents possess university education level. Therefore, 

there is still of lack of persuasion on the consumers’ attitude towards online advertising 

as a whole. There might be some differences in opinions and attitudes among 

consumers.  

 

 The second limitation in this study is the sample size. The sample of 392 

respondents is still considered to be small. Hence, future research should use a larger 

sample size to enable the results to be more accurate. Larger sample size is important 

because it will distribute across the larger population of consumers and obtain a better 

outcome and opinion among consumers. 

  On the other hand, this study only tested five factors that influence consumers’ 

attitude towards online advertising. However, consumers’ attitude is far more 
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complicated. There are still various factors that might affect consumers’ attitude.  

Customers’ attitude is based on their evaluation and emotions attached and action 

tendency towards certain objects and or ideas (Kotler, 2000). Therefore, this study is 

only able to understand part of the factors that can influence consumers’ attitude 

towards online advertising, future research should conduct continuously to better 

understand the factors that can influence consumers’ attitude. 

 

 Lastly, this study only focuses on how online advertising could be influence to 

consumers’ attitude, but there are some external factors like consumer’s personality, 

social class, and so on. It is because consumers’ evaluation, feeling and attitude might 

affect by another people around them, the thing they familiar with, and every people is 

difference in term of their attitude and feeling towards the same thing. 
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5.3 Recommendations 

The result from this study expresses an empirical evidence for the relationship between 

brand name, informative, credible, entertainment and interactivity towards consumers’ 

attitude. There are few limitations in the research process for this project and 

suggestions and recommendations to overcome the limitations of this study. 

 

 Firstly, the location of this study is advisable to be wider in terms of consumers 

in Malaysia. For instance, the research can target working class individuals who is able 

to acquire a consistent monthly income and possess high purchasing power in 

comparison to students. Future research suggests that not only students can be used for 

sample size, but individuals who possess higher purchasing power. Higher amounts of 

questionnaires can also be distributed to more respondents. For instance, offices and 

shopping malls can be an ideal location in terms of distributing the questionnaires.  

  

 The limitation regarding the increase of sample size is vital for future research 

as well. The number of respondents should be increased further in order to achieve a 

more generalized population of collected responses. In this study, the sample size is 

only 392 and this is only a small portion of potential consumers in the market. The 

future researcher should distribute more questionnaires to get higher sample size for 

more meaningful and accurate data. 

 

  Lastly, this study is only focuses on advertising itself that might affect to 

consumers’ attitude. The recommendation for future researcher is to focus on external 

factors that could take effect to consumers’ attitude. For example, the researcher may 
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test the where the consumer has been exposed to the online advertising or the social 

class affect to their attitude towards an online advertisement. 

 

5.4 Chapter Conclusion 

The present study has sought to offer theoretical explanation to the factors influencing 

consumers’ attitude towards online advertising. From the analysis results, all the 

independent variable which are Brand name, Informative, Credible, Entertainment and 

Interactivity have positive relationship to consumers’ attitude which is the dependent 

variable of the research. Based on this research, advertisers and marketers can have a 

clearer vision on the factors that could affect consumers’ attitude towards the online 

advertising to design more efficient online advertisement that could reach more target 

audience and attract their attention in order to create higher brand awareness or 

promotion.  
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APPENDIX A 

QUESTIONNAIRE 

                      

QUESTIONNAIRE Booklet 

Dear participants, 

My name is Tey Hwa Jiun, a Master student at University Utara Malaysia (UUM). I’m 

currently conducting a research project to better understand Malaysian young 

consumers’ attitude towards online advertising. This is anonymous survey whereby all 

responses will be remained confidential and will used strictly for academic purposes 

only.  

Thank you for your thoughtfulness, honesty, and participation 

 

Yours sincerely,  

Tey Hwa Jiun 

Master candidate: Management  

Mobile: 017-6967571 

Email: hwajiuntey@gmail.com 
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Part A: 

Dear Participate  

Please indicate your response to the following statements according to the scale below. 

1 

Extremely Disagree 

2 

Strongly Disagree 

3 

Disagree 

4 

Agree 

5 

Strongly Agree 

6 

Extremely Agree 

 

Questions 1 2 3 4 5 6 

1. I consider online advertisement is useful as it promotes the latest 

product. 
      

2. I like online advertisement a lot.       

3. I support online advertising because it is where creativity is highly 

appreciated. 
      

4. I support online advertising because it plays an important part in 

my buying decision. 
      

5. I refer to online advertising because it allows me to enjoy the best 

deal out of the competing product advertised. 
      

6. My general opinion of online advertising is favourable.       

7. Through online advertisement I got to know more innovative 

ideas. 
      

8. Overall, I consider online advertisement is a good thing.       

9. I mostly like the brand advertised online.       

10. I shall probably buy the brand advertised online.       

11. I think online advertised brands are good brands.       

12. I feel favorably towards online advertised brand.       

13. I recommend the advertised brand to others.       

14. On average, brand that are advertised online are better in quality 

than brand that are not advertised online. 
      

15. Online advertising is a valuable source of information about any 

product/service.  
      

16. Online advertisement provides information I need.       

17. Online advertisement tells me which brand have the feature I am 

looking for. 
      

18 Online advertisement provides complete information that assist 

me in decision making. 
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19 Most of the online advertisement is informative.       

20 Online advertising keeps me up to date about product/service I am 

looking for. 
      

21 I generally feel confident using information seen in online 

advertisement to make a purchase intention. 
      

22 I use online advertisement as a reference for purchase.        

23 Online advertisement is convincing in the information they 

provide. 
      

24 In general, online advertising do not mislead consumer.       

25 The online advertisement is trustworthy.       

26 The online advertisement is believable.        

27. Product that I have used usually live up to the promises of quality 

and performance made in their online advertisement. 
      

28 Online advertisement provides accurate information about 

product/service. 
      

29 I feel that online advertisement is enjoyable and entertaining       

30 Sometimes I take pleasure in thinking about what I saw or heard 

in online advertisement. 
      

31 I enjoy watching online advertisement.        

32 Most of the online advertising contain funny characters and is 

enjoyable. 
      

33 Online advertisement contains a lot of excitement and surprise.       

34 Online advertisement is even more enjoyable than other media 

contents. 
      

35 Online advertisement catches my attention among other content.       

36 I will visit a product website after being exposed to an online 

advertisement. 
      

37 I will purchase a product advertised in online.       

38 Online advertisement allows me to interact with it to receive 

tailored information. 
      

39 Online advertisement can offer me a colourful communication 

experience. 
      

40 Online advertisement provides high degree of thinking 

involvement. 
      

41 Online advertisement facilitate two-way communication.       
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Part B: Demographic profile of the respondents 

Please tick (/) to answer the following question about yourself 

1. Gender:    Male   Female 

 

2. Age: _______________ years old 

 

3. Race:        Malay                  Chinese                   Indian                  

 

 Others (Please specify: _______________) 

 

4. Level of education: Undergraduate  Master   PhD 

5. Programme: ___________________________ 

 

6. College: CAS     COB   COLGIS                     OYA  

 

7. On average, I use the internet __________hours/week. 

 

8. How many times do you access the internet daily? _____________ hours/daily 

 

9. I use the internet primarily for                     Information                       Entertainment 

 

10. Web experience: ______________years  

 

11. How frequent by you are exposed to online advertising? 

 

            Never               

 

 

 

 

Thank you for your participation! 

   

    

  

 

 

 

 

Frequently 

Somehow Frequently 

Highly 

Frequently 
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APPENDIX B 

REALIBILITY TEST FOR PILOT TEST 

a) Brand Name 

Case Processing Summary 

 N % 

Cases Valid 50 100.0 

Excludeda 0 .0 

Total 50 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.848 6 

 

 

Item Statistics 

 Mean Std. Deviation N 

I mostly like the brand advertised online. 3.96 .807 50 

I shall probably buy the brand advertised online. 3.76 .657 50 

I think online advertised brands are good brands. 3.66 .917 50 

I feel favorably towards online advertised brand. 3.70 .647 50 

I recommend the advertised brand to others. 3.76 .960 50 

On average, brand that are advertised online are better in quality 

than brand that are not advertised online. 
3.50 1.129 50 
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Item-Total Statistics 

 

Scale Mean 

if Item 

Deleted 

Scale 

Variance if 

Item Deleted 

Corrected Item-

Total 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

I mostly like the brand advertised 

online. 
18.38 11.791 .543 .838 

I shall probably buy the brand 

advertised online. 
18.58 11.881 .694 .818 

I think online advertised brands are 

good brands. 
18.68 10.018 .791 .789 

I feel favorably towards online 

advertised brand. 
18.64 11.827 .721 .815 

I recommend the advertised brand to 

others. 
18.58 10.534 .642 .821 

On average, brand that are 

advertised online are better in quality 

than brand that are not advertised 

online. 

18.84 10.300 .535 .854 

 

 

Scale Statistics 

Mean Variance Std. Deviation N of Items 

22.34 15.453 3.931 6 
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b) Informative 

 

Case Processing Summary 

 N % 

Cases Valid 50 100.0 

Excludeda 0 .0 

Total 50 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.832 8 

 

 

Item Statistics 

 Mean 

Std. 

Deviation N 

Online advertising is a valuable source of information about any 

product/service. 
4.12 .773 50 

Online advertisement provides information I need. 
4.14 .756 50 

Online advertisement tells me which brand have the feature I am 

looking for. 
4.24 .744 50 

Online advertisement provides complete information that assist me 

in decision making. 
4.12 .961 50 

Most of the online advertisement is informative. 
4.16 .842 50 

Online advertising keeps me up to date about product/service I am 

looking for. 
4.20 .756 50 

I generally feel confident using information seen in online 

advertisement to make a purchase intention. 
3.90 .974 50 

I use online advertisement as a reference for purchase. 
4.20 .990 50 

 

 

 

 



118 
 

Item-Total Statistics 

 

Scale Mean 

if Item 

Deleted 

Scale 

Variance if 

Item Deleted 

Corrected 

Item-Total 

Correlation 

Cronbach'

s Alpha if 

Item 

Deleted 

Online advertising is a valuable source of 

information about any product/service. 
28.96 18.325 .390 .832 

Online advertisement provides information I 

need. 
28.94 17.037 .624 .805 

Online advertisement tells me which brand 

have the feature I am looking for. 
28.84 17.158 .615 .806 

Online advertisement provides complete 

information that assist me in decision 

making. 

28.96 15.141 .727 .787 

Most of the online advertisement is 

informative. 
28.92 17.218 .512 .818 

Online advertising keeps me up to date 

about product/service I am looking for. 
28.88 18.026 .453 .825 

I generally feel confident using information 

seen in online advertisement to make a 

purchase intention. 

29.18 15.865 .604 .806 

I use online advertisement as a reference for 

purchase. 
28.88 16.108 .556 .814 

 

  

Scale Statistics 

Mean Variance Std. Deviation N of Items 

33.08 21.504 4.637 8 
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c) Credible 

Case Processing Summary 

 N % 

Cases Valid 50 100.0 

Excludeda 0 .0 

Total 50 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.859 6 

 

 

Item Statistics 

 Mean 

Std. 

Deviation N 

Online advertisement is convincing in the information they provide. 

4.00 .926 50 

In general, online advertising do not mislead consumer. 

3.80 1.050 50 

The online advertisement is trustworthy. 

3.52 .931 50 

The online advertisement is believable. 

3.68 .935 50 

Product that I have used usually live up to the promises of quality and 

performance made in their online advertisement. 
4.02 .820 50 

Online advertisement provides accurate information about 

product/service. 4.00 .833 50 
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Item-Total Statistics 

 

Scale 

Mean if 

Item 

Deleted 

Scale 

Variance if 

Item 

Deleted 

Corrected 

Item-Total 

Correlation 

Cronbach's 

Alpha if 

Item 

Deleted 

Online advertisement is convincing in the 

information they provide. 
19.02 13.081 .579 .848 

In general, online advertising do not mislead 

consumer. 
19.22 12.461 .574 .852 

The online advertisement is trustworthy. 
19.50 12.378 .698 .826 

The online advertisement is believable. 

19.34 11.862 .788 .808 

Product that I have used usually live up to the 

promises of quality and performance made in 

their online advertisement. 

19.00 13.306 .641 .837 

Online advertisement provides accurate 

information about product/service. 
19.02 13.244 .640 .837 

 

  

Scale Statistics 

Mean Variance Std. Deviation N of Items 

23.02 17.816 4.221 6 
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d) Entertainment 

Case Processing Summary 

 N % 

Cases Valid 50 100.0 

Excludeda 0 .0 

Total 50 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.908 6 

 

 

Item Statistics 

 Mean 

Std. 

Deviation N 

I feel that online advertisement is enjoyable and entertaining. 

4.22 .864 50 

Sometimes I take pleasure in thinking about what I saw or heard 

in online advertisement. 
4.26 .899 50 

I enjoy watching online advertisement. 

3.98 1.078 50 

Most of the online advertising contain funny characters and is 

enjoyable. 
4.28 .834 50 

Online advertisement contains a lot of excitement and surprise. 
4.34 .798 50 

Online advertisement is even more enjoyable than other media 

contents. 
4.24 1.001 50 
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Item-Total Statistics 

 

Scale Mean 

if Item 

Deleted 

Scale 

Variance if 

Item Deleted 

Corrected 

Item-Total 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

I feel that online advertisement is enjoyable 

and entertaining. 
21.10 14.908 .764 .889 

Sometimes I take pleasure in thinking about 

what I saw or heard in online advertisement. 
21.06 14.588 .780 .886 

I enjoy watching online advertisement. 
21.34 13.209 .814 .882 

Most of the online advertising contain funny 

characters and is enjoyable. 
21.04 15.631 .671 .902 

Online advertisement contains a lot of 

excitement and surprise. 
20.98 15.408 .751 .892 

Online advertisement is even more 

enjoyable than other media contents. 
21.08 14.320 .717 .896 

 

 

Scale Statistics 

Mean Variance Std. Deviation N of Items 

25.32 20.753 4.556 6 
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e) Interactivity 

Case Processing Summary 

 N % 

Cases Valid 50 100.0 

Excludeda 0 .0 

Total 50 100.0 

a. Listwise deletion based on all variables in 

the procedure. 

 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.846 7 

 

 

Item Statistics 

 Mean 

Std. 

Deviation N 

Online advertisement catches my attention among other content. 
4.20 .857 50 

I will visit a product website after being exposed to an online 

advertisement. 
4.10 .886 50 

I will purchase a product advertised in online. 
3.96 .856 50 

Online advertisement allows me to interact with it to receive 

tailored information. 
4.10 .647 50 

Online advertisement can offer me a colourful communication 

experience. 
4.26 .803 50 

Online advertisement provides high degree of thinking 

involvement. 
4.06 .818 50 

Online advertisement facilitate two-way communication. 
4.02 .979 50 
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Item-Total Statistics 

 

Scale Mean 

if Item 

Deleted 

Scale 

Variance if 

Item Deleted 

Corrected 

Item-Total 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

Online advertisement catches my attention 

among other content. 
24.50 14.622 .405 .854 

I will visit a product website after being 

exposed to an online advertisement. 
24.60 13.306 .606 .825 

I will purchase a product advertised in 

online. 
24.74 12.931 .706 .809 

Online advertisement allows me to interact 

with it to receive tailored information. 
24.60 14.286 .676 .820 

Online advertisement can offer me a 

colourful communication experience. 
24.44 12.823 .789 .798 

Online advertisement provides high degree 

of thinking involvement. 
24.64 13.990 .547 .833 

Online advertisement facilitate two-way 

communication. 
24.68 13.038 .568 .833 

 

 

Scale Statistics 

Mean Variance Std. Deviation N of Items 

28.70 18.010 4.244 7 
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f) Consumers’ attitude 

 

Case Processing Summary 

 N % 

Cases Valid 392 100.0 

Excludeda 0 .0 

Total 392 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.883 8 

 

 

Item Statistics 

 Mean 

Std. 

Deviation N 

I consider online advertisement is useful as it promotes the latest 

product. 
4.54 .813 50 

I like online advertisement a lot. 
3.88 1.023 50 

I support online advertising because it is where creativity is highly 

appreciated. 
4.24 .938 50 

I support online advertising because it plays an important part in my 

buying decision. 
4.00 1.088 50 

I refer to online advertising because it allows me to enjoy the best 

deal out of the competing product advertised. 
4.02 .958 50 

My general opinion of online advertising is favourable. 
4.00 .833 50 

Through online advertisement I got to know more innovative ideas. 
4.14 .756 50 

Overall, I consider online advertisement is a good thing. 
4.26 .777 50 
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Item-Total Statistics 

 

Scale Mean 

if Item 

Deleted 

Scale 

Variance if 

Item Deleted 

Corrected 

Item-Total 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

I consider online advertisement is useful 

as it promotes the latest product. 
28.54 26.498 .587 .907 

I like online advertisement a lot. 
29.20 23.224 .791 .890 

I support online advertising because it is 

where creativity is highly appreciated. 
28.84 23.729 .817 .887 

I support online advertising because it 

plays an important part in my buying 

decision. 

29.08 22.769 .782 .891 

I refer to online advertising because it 

allows me to enjoy the best deal out of 

the competing product advertised. 

29.06 25.037 .638 .904 

My general opinion of online advertising 

is favourable. 
29.08 25.177 .742 .895 

Through online advertisement I got to 

know more innovative ideas. 
28.94 27.037 .568 .908 

Overall, I consider online advertisement 

is a good thing. 
28.82 25.538 .755 .895 

 

  

Scale Statistics 

Mean Variance Std. Deviation N of Items 

33.08 32.075 5.663 8 
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APPENDIX C 

NORMALITY TEST 

Model Description 

Model Name MOD_3 

Series or Sequence 1 Consumers’ attitude 

2 Brand Name 

3 Informative 

4 Credible 

5 Entertainment 

6 Interactivity 

Transformation None 

Non-Seasonal Differencing 0 

Seasonal Differencing 0 

Length of Seasonal Period No periodicity 

Standardization Not applied 

Distribution Type Normal 

Location estimated 

Scale estimated 

Fractional Rank Estimation Method Blom's 

Rank ssigned to Ties Mean rank of tied values 

Applying the model specifications from MOD_3 

 

 

Case Processing Summary 

 Attitude BN Info CD ET IT 

Series or Sequence Length 392 392 392 392 392 392 

Number of Missing Values in 

the Plot 

User-Missing 0 0 0 0 0 0 

System-Missing 0 0 0 0 0 0 

The cases are unweighted. 

 

 

Estimated Distribution Parameters 

 Attitude 

Brand 

Name 

Inform

ative Credible 

Entertain

ment T 

Normal Distribution Location 4.2223 3.7228 4.1473 3.7462 4.1250 4.0517 

Scale .73498 .74629 .68025 .87113 .77165 .68128 

The cases are unweighted. 
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a) Consumers’ Attitude 

 

 
 

 

b) Brand name 
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c) Informative 

 

 

d) Credible 
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e) Entertainment 

 
 

 

 

f) Interactivity 
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APPENDIX D 

REALIBILITY TEST FOR REAL TEST 

 

a) Consumers’ Attitude 

 

          Reliability Statistics 

Cronbach's Alpha N of Items 

.883 8 

 

 

Scale Statistics 

Mean Variance Std. Deviation N of Items 

33.78 34.572 5.880 8 

 

 

 

b) Brand name 

 

          Reliability Statistics 

Cronbach's Alpha N of Items 

.849 6 

 

 

Scale Statistics 

Mean Variance Std. Deviation N of Items 

22.34 20.050 4.478 6 
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c) Informative 

 

 

          Reliability Statistics 

Cronbach's Alpha N of Items 

.876 8 

 

Scale Statistics 

Mean Variance Std. Deviation N of Items 

33.18 29.615 5.442 8 

 

  

 

 

d) Credible 

 

 

          Reliability Statistics 

Cronbach's Alpha N of Items 

.656 6 

 

 

Scale Statistics 

Mean Variance Std. Deviation N of Items 

22.48 27.319 5.227 6 
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e) Entertainment 

 

 

          Reliability Statistics 

Cronbach's Alpha N of Items 

.877 6 

 

 

 

Scale Statistics 

Mean Variance Std. Deviation N of Items 

24.75 21.436 4.630 6 

 

 

 

f) Interactivity 

 

 

          Reliability Statistics 

Cronbach's Alpha N of Items 

.825 7 

 

 

 

Scale Statistics 

Mean Variance Std. Deviation N of Items 

28.36 22.743 4.769 7 
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Table 1 

Reliability Analysis (N=392) All Variables 

Variables No. of Items Cronbach’s Alpha 

Consumers’ Attitude 8 0.88 

Brand Name 6 0.84 

Informative 8 0.87 

Credible 6 0.84 

Entertainment 6 0.87 

Interactivity 7 0.82 
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APPENDIX E 

DESCRIPTIVE STATISTIC – DEMOGRAPHIC 

 

 Frequency Table 

 

 

 

Statistics 

 Gender Age 

Ethnic 

groups 

Level of 

Education College 

Daily 

access primarily  experience 

 

frequency  

N Valid 392 392 392 392 392 392 392 392 392 

Missing 99 99 99 99 99 99 99 99 99 

Mean 1.70 2.22 1.65 1.11 2.14 7.69 1.86 2.93 2.61 

Median 2.00 2.00 2.00 1.00 2.00 7.00 2.00 3.00 2.00 

Std. Deviation .458 .918 .738 .371 .792 4.008 .745 .886 .826 

Variance .210 .843 .544 .138 .627 16.062 .556 .785 .683 

Minimum 1 1 1 1 1 1 1 1 1 

Maximum 2 4 4 3 4 20 3 4 4 

Percentiles 25 1.00 1.00 1.00 1.00 2.00 5.00 1.00 2.00 2.00 

50 2.00 2.00 2.00 1.00 2.00 7.00 2.00 3.00 2.00 

75 2.00 3.00 2.00 1.00 2.00 10.00 2.00 4.00 3.00 

 

 

 

Gender 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Male 117 23.8 29.8 29.8 

Female 275 56.0 70.2 100.0 

Total 392 79.8 100.0  

Missing System 99 20.2   

Total 491 100.0   
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Age 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid <20 100 20.4 25.5 25.5 

21-22 136 27.7 34.7 60.2 

23-24 125 25.5 31.9 92.1 

>25 31 6.3 7.9 100.0 

Total 392 79.8 100.0  

Missing System 99 20.2   

Total 491 100.0   

 

 

 

Ethnic Groups 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Malay 191 38.9 48.7 48.7 

Chinese 153 31.2 39.0 87.8 

Indian 41 8.4 10.5 98.2 

Others 7 1.4 1.8 100.0 

Total 392 79.8 100.0  

Missing System 99 20.2   

Total 491 100.0   

 

 

 

Level of Education 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Undergraduate 354 72.1 90.3 90.3 

Master 31 6.3 7.9 98.2 

PhD 7 1.4 1.8 100.0 

Total 392 79.8 100.0  

Missing System 99 20.2   

Total 491 100.0   
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College 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid CAS 61 12.4 15.6 15.6 

COB 253 51.5 64.5 80.1 

COLGIS 40 8.1 10.2 90.3 

OYA 38 7.7 9.7 100.0 

Total 392 79.8 100.0  

Missing System 99 20.2   

Total 491 100.0   

 

 

 

Daily access to internet per hours 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 1 5 1.0 1.3 1.3 

2 16 3.3 4.1 5.4 

3 28 5.7 7.1 12.5 

4 43 8.8 11.0 23.5 

5 49 10.0 12.5 36.0 

6 44 9.0 11.2 47.2 

7 24 4.9 6.1 53.3 

8 37 7.5 9.4 62.8 

9 8 1.6 2.0 64.8 

10 65 13.2 16.6 81.4 

11 2 .4 .5 81.9 

12 37 7.5 9.4 91.3 

13 2 .4 .5 91.8 

14 3 .6 .8 92.6 

15 9 1.8 2.3 94.9 

16 10 2.0 2.6 97.4 

18 2 .4 .5 98.0 

20 8 1.6 2.0 100.0 

Total 392 79.8 100.0  

Missing System 99 20.2   

Total 491 100.0   
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Use the internet primarily for 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid INFORMATION 140 28.5 35.7 35.7 

ENTERTAINMENT 167 34.0 42.6 78.3 

BOTH 85 17.3 21.7 100.0 

Total 392 79.8 100.0  

Missing System 99 20.2   

Total 491 100.0   

 

 

 

Web experience 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid <2 17 3.5 4.3 4.3 

3-5 118 24.0 30.1 34.4 

6-8 134 27.3 34.2 68.6 

>9 123 25.1 31.4 100.0 

Total 392 79.8 100.0  

Missing System 99 20.2   

Total 491 100.0   

 

 

 

How frequeny exposed to online advertising 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Never 18 3.7 4.6 4.6 

Frequently 185 37.7 47.2 51.8 

Somehow Frequently 120 24.4 30.6 82.4 

Highly 69 14.1 17.6 100.0 

Total 392 79.8 100.0  

Missing System 99 20.2   

Total 491 100.0   
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APPENDIX F 

DESCRIPTIVE 

a) Descriptive (Mean and Standard Deviation for all variables) 

 

Descriptive Statistics 

 N Minimum Maximum Mean Std. Deviation 

Consumers’ Attitude 392 1.25 6.00 4.2223 .73498 

Brand name 392 1.17 6.00 3.7228 .74629 

Informative 392 1.63 6.00 4.1473 .68025 

Credible 392 1.17 6.00 3.7245 .74520 

Entertainment 392 1.50 6.00 4.1250 .77165 

Interactivity 392 1.00 6.00 4.0517 .68128 

Valid N (listwise) 392     

 

 

b) Brand Name 

 

Descriptive Statistics 

 N Minimum Maximum Mean Std. Deviation 

I mostly like the brand advertised 

online. 
392 1 6 3.91 .939 

I shall probably buy the brand 

advertised online. 
392 1 6 3.72 1.007 

I think online advertised brands are 

good brands. 
392 1 6 3.63 1.008 

I feel favorably towards online 

advertised brand. 
392 1 6 3.78 .885 

I recommend the advertised brand 

to others. 
392 1 6 3.86 .945 

On average, brand that are 

advertised online are better in 

quality than brand that are not 

advertised online. 

392 1 6 3.42 1.133 

Valid N (listwise) 
392     
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c) Informative 

 

Descriptive Statistics 

 N Minimum Maximum Mean Std. Deviation 

Online advertising is a valuable source 

of information about any 

product/service. 

392 1 6 4.16 .905 

Online advertisement provides 

information I need. 
392 1 6 4.19 .943 

Online advertisement tells me which 

brand have the feature I am looking for. 
392 1 6 4.26 .905 

Online advertisement provides 

complete information that assist me in 

decision making. 

392 1 6 4.08 .968 

Most of the online advertisement is 

informative. 
392 1 6 4.21 .969 

Online advertising keeps me up to date 

about product/service I am looking for. 
392 1 6 4.26 .865 

I generally feel confident using 

information seen in online 

advertisement to make a purchase 

intention. 

392 1 6 3.87 .965 

I use online advertisement as a 

reference for purchase. 
392 1 6 4.16 .918 

Valid N (listwise) 392     
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d) Credible 

 

Descriptive Statistics 

 N Minimum Maximum Mean Std. Deviation 

Online advertisement is convincing in the 

information they provide. 
392 1 6 4.06 .890 

In general, online advertising do not 

mislead consumer. 
392 1 6 3.66 1.035 

The online advertisement is trustworthy. 
392 1 6 3.53 .921 

The online advertisement is believable. 
392 1 6 3.51 .941 

Product that I have used usually live up 

to the promises of quality and 

performance made in their online 

advertisement. 

392 1 6 3.74 .940 

Online advertisement provides accurate 

information about product/service. 
392 1 56 3.98 2.810 

Valid N (listwise) 
392     

 

 

e) Entertainment 

 

Descriptive Statistics 

 N Minimum Maximum Mean Std. Deviation 

I feel that online advertisement is enjoyable 

and entertaining. 
392 1 6 4.14 .946 

Sometimes I take pleasure in thinking about 

what I saw or heard in online advertisement. 
392 1 6 4.13 .945 

I enjoy watching online advertisement. 
392 1 6 4.06 1.071 

Most of the online advertising contain funny 

characters and is enjoyable. 
392 1 6 4.17 .970 

Online advertisement contains a lot of 

excitement and surprise. 
392 2 6 4.21 .926 

Online advertisement is even more enjoyable 

than other media contents. 
392 1 6 4.04 1.018 

Valid N (listwise) 
392     
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f) Interactivity 

 

Descriptive Statistics 

 N Minimum Maximum Mean Std. Deviation 

Online advertisement catches my attention 

among other content. 
392 1 6 4.10 .988 

I will visit a product website after being 

exposed to an online advertisement. 
392 1 6 4.10 .981 

I will purchase a product advertised in 

online. 
392 1 6 3.83 .987 

Online advertisement allows me to interact 

with it to receive tailored information. 
392 1 6 3.96 .859 

Online advertisement can offer me a 

colourful communication experience. 
392 1 6 4.14 .941 

Online advertisement provides high degree 

of thinking involvement. 
392 1 6 4.16 .924 

Online advertisement facilitate two-way 

communication. 
392 1 6 4.08 1.130 

Valid N (listwise) 
392     
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g) Consumers’ Attitude 

 

Descriptive Statistics 

 N Minimum Maximum Mean Std. Deviation 

I consider online advertisement is useful 

as it promotes the latest product. 
392 1 6 4.57 .975 

I like online advertisement a lot. 392 1 6 3.86 1.135 

I support online advertising because it is 

where creativity is highly appreciated. 
392 1 6 4.31 .961 

I support online advertising because it 

plays an important part in my buying 

decision. 

392 1 6 4.08 1.029 

I refer to online advertising because it 

allows me to enjoy the best deal out of 

the competing product advertised. 

392 1 6 4.11 .986 

My general opinion of online advertising 

is favourable. 
392 1 6 4.05 .959 

Through online advertisement I got to 

know more innovative ideas. 
392 1 6 4.39 .964 

Overall, I consider online advertisement 

is a good thing. 
392 1 6 4.41 .905 

Valid N (listwise) 392     
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APPENDIX G 

INDEPENDENT SAMPLES T-TEST 

 

Genders 

 

Group Statistics 

 
Gender N Mean Std. Deviation Std. Error Mean 

Attitude Male 117 4.1165 .72808 .06731 

Female 275 4.2673 .73459 .04430 

 

 

Independent Samples Test 

 

Levene's Test for Equality of 

Variances t-test for Equality of Means 

F Sig. t df Sig. (2-tailed) 

Mean 

Difference 

Std. Error 

Difference 

95% Confidence Interval of the 

Difference 

Lower Upper 

Attitude Equal variances 

assumed 
.207 .649 -1.865 390 .063 -.15082 .08087 -.30981 .00817 

Equal variances not 

assumed 
  -1.872 220.710 .063 -.15082 .08058 -.30962 .00798 
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APPENDIX H 

One-way ANOVA 

a) Age 

 

Descriptive 

Attitude   

 N Mean 

Std. 

Deviation 

Std. 

Error 

95% Confidence 

Interval for Mean 

Minimum Maximum 

Lower 

Bound 

Upper 

Bound 

<20 100 4.1688 .74966 .07497 4.0200 4.3175 1.75 6.00 

21-22 136 4.2123 .73098 .06268 4.0884 4.3363 1.25 6.00 

23-24 125 4.2130 .72280 .06465 4.0850 4.3410 1.50 6.00 

>25 31 4.4758 .73840 .13262 4.2050 4.7467 2.63 6.00 

Total 392 4.2223 .73498 .03712 4.1493 4.2952 1.25 6.00 Total 

 

 

 

ANOVA 

Attitude   

 Sum of Squares df Mean Square F Sig. 

Between Groups 2.303 3 .768 1.426 .235 

Within Groups 208.911 388 .538   

Total 211.214 391    
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Post Hoc Tests 

 

Multiple Comparisons 

Dependent Variable:   Attitude   

 

(I) Age (J) Age 

Mean 

Difference (I-

J) 

Std. 

Error Sig. 

95% Confidence Interval 

 
Lower 

Bound 

Upper 

Bound 

Tukey HSD <20 21-22 -.04357 .09666 .969 -.2930 .2058 

23-24 -.04425 .09845 .970 -.2983 .2098 

>25 -.30706 .15084 .177 -.6963 .0821 

21-22 <20 .04357 .09666 .969 -.2058 .2930 

23-24 -.00068 .09092 1.000 -.2353 .2339 

>25 -.26349 .14604 .273 -.6403 .1133 

23-24 <20 .04425 .09845 .970 -.2098 .2983 

21-22 .00068 .09092 1.000 -.2339 .2353 

>25 -.26281 .14723 .282 -.6427 .1171 

>25 <20 .30706 .15084 .177 -.0821 .6963 

21-22 .26349 .14604 .273 -.1133 .6403 

23-24 .26281 .14723 .282 -.1171 .6427 

a. Dunnett t-tests treat one group as a control, and compare all other groups against it. 

 

 

 
Homogeneous Subsets 

 

Attitude 

 

Age N 

Subset for alpha = 

0.05 

 
1 

Tukey HSDa,b <20 100 4.1688 

21-22 136 4.2123 

23-24 125 4.2130 

>25 31 4.4758 

Sig.  .067 

Means for groups in homogeneous subsets are displayed. 

a. Uses Harmonic Mean Sample Size = 69.431. 

b. The group sizes are unequal. The harmonic mean of the 

group sizes is used. Type I error levels are not guaranteed. 
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b) Ethnic groups 

Descriptive 
 

 N Mean 

Std. 

Deviation 

Std. 

Error 

95% Confidence 

Interval for Mean 

Minimum Maximum 

Lower 

Bound 

Upper 

Bound 

Malay 191 4.3397 .75420 .05457 4.2320 4.4473 1.25 6.00 

Chinese 153 4.0556 .66899 .05408 3.9487 4.1624 2.13 5.75 

Indian 41 4.3506 .79117 .12356 4.1009 4.6003 1.50 6.00 

Others 7 3.9107 .55300 .20901 3.3993 4.4221 3.25 5.00 

Total 392 4.2223 .73498 .03712 4.1493 4.2952 1.25 6.00 

Model Fixed 

Effects 
  .72328 .03653 4.1504 4.2941   

Random 

Effects 
   .11281 3.8633 4.5813   

 

 

ANOVA 

Attitude   

 Sum of Squares df Mean Square F Sig. 

Between Groups 8.239 3 2.746 5.250 .001 

Within Groups 202.975 388 .523   

Total 211.214 391    
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Post Hoc Tests 

 

Multiple Comparisons 

Dependent Variable:   Attitude   

 
(I) 

Ethnics 

Groups 

(J) 

Ethnic 

Mean 

Difference 

(I-J) 

Std. 

Error Sig. 

95% Confidence Interval 

 
Lower 

Bound 

Upper 

Bound 

Tukey HSD Malay Chinese .28410* .07847 .002 .0816 .4866 

Indian -.01095 .12449 1.000 -.3322 .3103 

Others .42895 .27834 .414 -.2892 1.1471 

Chinese Malay -.28410* .07847 .002 -.4866 -.0816 

Indian -.29505 .12719 .095 -.6232 .0331 

Others .14484 .27956 .955 -.5765 .8662 

Indian Malay .01095 .12449 1.000 -.3103 .3322 

Chinese .29505 .12719 .095 -.0331 .6232 

Others .43990 .29579 .446 -.3233 1.2031 

Others Malay -.42895 .27834 .414 -1.1471 .2892 

Chinese -.14484 .27956 .955 -.8662 .5765 

Indian -.43990 .29579 .446 -1.2031 .3233 

*. The mean difference is significant at the 0.05 level. 

b. Dunnett t-tests treat one group as a control, and compare all other groups against it. 

 
 
Homogeneous Subsets 

 

Attitude 

 

Ethnic 

Groups N 

Subset for alpha = 

0.05 

 
1 

Tukey HSDa,b Others 7 3.9107 

Chinese 153 4.0556 

Malay 191 4.3397 

Indian 41 4.3506 

Sig.  .178 

Means for groups in homogeneous subsets are displayed. 

a. Uses Harmonic Mean Sample Size = 22.344. 

b. The group sizes are unequal. The harmonic mean of the group 

sizes is used. Type I error levels are not guaranteed. 
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c) Level of Education 

Descriptive 

 N Mean 

Std. 

Deviation 

Std. 

Error 

95% Confidence 

Interval for Mean 

Minimum Maximum 

Lower 

Bound 

Upper 

Bound 

Undergraduate 354 4.2066 .73847 .03925 4.1294 4.2838 1.25 6.00 

Master 31 4.4153 .63933 .11483 4.1808 4.6498 3.50 6.00 

PhD 7 4.1607 .92903 .35114 3.3015 5.0199 2.63 5.25 

Total 392 4.2223 .73498 .03712 4.1493 4.2952 1.25 6.00 

Model Fixed 

Effects 
  .73465 .03711 4.1493 4.2952   

Random 

Effects 
   .06011 3.9636 4.4809   

 

 

ANOVA 

Attitude   

 Sum of Squares df Mean Square F Sig. 

Between Groups 1.269 2 .635 1.176 .310 

Within Groups 209.945 389 .540   

Total 211.214 391    
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Post Hoc Tests 
 

 

 

Multiple Comparisons 

Dependent Variable:   Attitude   

 

(I) Level of 

Education 

(J) Level of 

Education 

Mean 

Difference 

(I-J) 

Std. 

Error Sig. 

95% Confidence 

Interval 

 
Lower 

Bound 

Upper 

Bound 

Tukey HSD Undergraduate Master -.20875 .13760 .284 -.5325 .1150 

PhD .04585 .28040 .985 -.6139 .7056 

Master Undergraduate .20875 .13760 .284 -.1150 .5325 

PhD .25461 .30743 .686 -.4687 .9779 

PhD Undergraduate -.04585 .28040 .985 -.7056 .6139 

Master -.25461 .30743 .686 -.9779 .4687 

a. Dunnett t-tests treat one group as a control, and compare all other groups against it. 

 

 

 
Homogeneous Subsets 

 

Attitude 

 

Level of Education N 

Subset for alpha = 

0.05 

 
1 

Tukey HSDa,b PhD 7 4.1607 

Undergraduate 354 4.2066 

Master 31 4.4153 

Sig.  .573 

Means for groups in homogeneous subsets are displayed. 

a. Uses Harmonic Mean Sample Size = 16.860. 

b. The group sizes are unequal. The harmonic mean of the group sizes is 

used. Type I error levels are not guaranteed. 
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d) College 

Descriptive 
 

 N Mean 

Std. 

Deviation 

Std. 

Error 

95% Confidence 

Interval for Mean 

Minimum Maximum 

Lower 

Bound 

Upper 

Bound 

CAS 61 4.1906 .81125 .10387 3.9828 4.3983 2.13 6.00 

COB 253 4.2322 .71021 .04465 4.1443 4.3201 1.50 6.00 

COLGIS 40 4.0688 .80012 .12651 3.8129 4.3246 1.25 5.38 

OYA 38 4.3684 .69381 .11255 4.1404 4.5965 2.63 6.00 

Total 392 4.2223 .73498 .03712 4.1493 4.2952 1.25 6.00 

Model Fixed 

Effects 
  .73459 .03710 4.1493 4.2952   

Random 

Effects 
   .04313 4.0850 4.3595   

 

 

ANOVA 

Attitude   

 Sum of Squares df Mean Square F Sig. 

Between Groups 1.841 3 .614 1.137 .334 

Within Groups 209.373 388 .540   

Total 211.214 391    

 

 

 

 

 

 

 

 

 

 

 

 

 



152 
 

 
Post Hoc Tests 

 

Multiple Comparisons 

Dependent Variable:   Attitude   

 

(I) 

College 

(J) 

College 

Mean 

Difference 

(I-J) 

Std. 

Error Sig. 

95% Confidence Interval 

 
Lower 

Bound 

Upper 

Bound 

Tukey HSD CAS COB -.04164 .10478 .979 -.3120 .2287 

COLGIS .12182 .14946 .847 -.2638 .5074 

OYA -.17785 .15181 .645 -.5696 .2139 

COB CAS .04164 .10478 .979 -.2287 .3120 

COLGIS .16346 .12499 .559 -.1590 .4860 

OYA -.13621 .12780 .711 -.4660 .1935 

COLGIS CAS -.12182 .14946 .847 -.5074 .2638 

COB -.16346 .12499 .559 -.4860 .1590 

OYA -.29967 .16641 .274 -.7290 .1297 

OYA CAS .17785 .15181 .645 -.2139 .5696 

COB .13621 .12780 .711 -.1935 .4660 

COLGIS .29967 .16641 .274 -.1297 .7290 

a. Dunnett t-tests treat one group as a control, and compare all other groups against it. 

 

 
Homogeneous Subsets 

 

Attitude 

 

College N 

Subset for alpha = 

0.05 

 
1 

Tukey HSDa,b COLGIS 40 4.0688 

CAS 61 4.1906 

COB 253 4.2322 

OYA 38 4.3684 

Sig.  .138 

Means for groups in homogeneous subsets are displayed. 

a. Uses Harmonic Mean Sample Size = 55.818. 

b. The group sizes are unequal. The harmonic mean of the group 

sizes is used. Type I error levels are not guaranteed. 

 



153 
 

e) Primarily 

Descriptive 

 N Mean 

Std. 

Deviation 

Std. 

Error 

95% Confidence 

Interval for Mean 

Minimum Maximum 

Lower 

Bound 

Upper 

Bound 

INFORMATION 140 4.1679 .77008 .06508 4.0392 4.2965 1.25 6.00 

ENTERTAINMENT 167 4.2567 .71784 .05555 4.1471 4.3664 2.13 6.00 

BOTH 85 4.2441 .71206 .07723 4.0905 4.3977 1.75 6.00 

Total 392 4.2223 .73498 .03712 4.1493 4.2952 1.25 6.00 

Model Fixed Effects   .73572 .03716 4.1492 4.2953   

Random 

Effects 
   .03716a 4.0624a 4.3821a   

 

 

 

ANOVA 

Attitude   

 Sum of Squares df Mean Square F Sig. 

Between Groups .653 2 .327 .604 .547 

Within Groups 210.560 389 .541   

Total 211.214 391    
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Post Hoc Tests 

 

Multiple Comparisons 

Dependent Variable:   Attitude   

 

(I) Use the internet 

primarily for 

(J) Use the internet 

primarily for 

Mean 

Difference 

(I-J) 

Std. 

Error Sig. 

95% Confidence 

Interval 

 
Lower 

Bound 

Upper 

Bound 

Tukey HSD INFORMATION ENTERTAINMENT -.08888 .08431 .543 -.2872 .1095 

BOTH -.07626 .10117 .731 -.3143 .1618 

ENTERTAINMENT INFORMATION .08888 .08431 .543 -.1095 .2872 

BOTH .01262 .09803 .991 -.2180 .2432 

BOTH INFORMATION .07626 .10117 .731 -.1618 .3143 

ENTERTAINMENT -.01262 .09803 .991 -.2432 .2180 

a. Dunnett t-tests treat one group as a control, and compare all other groups against it. 

 

 
 
Homogeneous Subset 

 

Attitude 

 

Use the internet primarily for N 

Subset for alpha = 

0.05 

 
1 

Tukey HSDa,b INFORMATION 140 4.1679 

BOTH 85 4.2441 

ENTERTAINMENT 167 4.2567 

Sig.  .617 

Means for groups in homogeneous subsets are displayed. 

a. Uses Harmonic Mean Sample Size = 120.503. 

b. The group sizes are unequal. The harmonic mean of the group sizes is used. Type I 

error levels are not guaranteed. 
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f) Web Experience 

Descriptive 
 

 N Mean 

Std. 

Deviation 

Std. 

Error 

95% Confidence 

Interval for Mean 

Minimum Maximum 

Lower 

Bound 

Upper 

Bound 

<2 17 4.3603 .86702 .21028 3.9145 4.8061 1.75 6.00 

3-5 118 4.2744 .66832 .06152 4.1525 4.3962 2.13 6.00 

6-8 134 4.2257 .73216 .06325 4.1006 4.3509 1.50 6.00 

>9 123 4.1494 .78057 .07038 4.0101 4.2887 1.25 6.00 

Total 392 4.2223 .73498 .03712 4.1493 4.2952 1.25 6.00 

Model Fixed 

Effects 
  .73554 .03715 4.1492 4.2953   

Random 

Effects 
   .03715a 4.1040a 4.3405a   

 

 

ANOVA 

Attitude   

 Sum of Squares df Mean Square F Sig. 

Between Groups 1.299 3 .433 .800 .494 

Within Groups 209.915 388 .541   

Total 211.214 391    
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Post Hoc Tests 

 

Multiple Comparisons 

Dependent Variable:   Attitude   

 

(I) Web 

experience 

(J) Web 

experience 

Mean 

Difference 

(I-J) 

Std. 

Error Sig. 

95% Confidence 

Interval 

 
Lower 

Bound 

Upper 

Bound 

Tukey HSD <2 3-5 .08593 .19081 .970 -.4064 .5783 

6-8 .13455 .18937 .893 -.3541 .6232 

>9 .21090 .19032 .685 -.2802 .7020 

3-5 <2 -.08593 .19081 .970 -.5783 .4064 

6-8 .04862 .09286 .953 -.1910 .2882 

>9 .12497 .09478 .552 -.1196 .3695 

6-8 <2 -.13455 .18937 .893 -.6232 .3541 

3-5 -.04862 .09286 .953 -.2882 .1910 

>9 .07636 .09185 .840 -.1606 .3133 

>9 <2 -.21090 .19032 .685 -.7020 .2802 

3-5 -.12497 .09478 .552 -.3695 .1196 

6-8 -.07636 .09185 .840 -.3133 .1606 

a. Dunnett t-tests treat one group as a control, and compare all other groups against it. 

 

 
Homogeneous Subsets 

Attitude 

 

Web experience N 

Subset for alpha = 

0.05 

 
1 

Tukey HSDa,b >9 123 4.1494 

6-8 134 4.2257 

3-5 118 4.2744 

<2 17 4.3603 

Sig.  .495 

Means for groups in homogeneous subsets are displayed. 

a. Uses Harmonic Mean Sample Size = 48.256. 

b. The group sizes are unequal. The harmonic mean of the group sizes is 

used. Type I error levels are not guaranteed. 
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g) Frequency Exposed to Online Advertising 

Descriptive 

 N Mean 

Std. 

Deviation 

Std. 

Error 

95% Confidence 

Interval for Mean 

Minimum Maximum 

Lower 

Bound 

Upper 

Bound 

Never 18 3.8056 .61868 .14582 3.4979 4.1132 2.38 5.00 

Frequently 185 4.1858 .66771 .04909 4.0890 4.2827 1.50 6.00 

Somehow 

Frequently 
120 4.2583 .71811 .06555 4.1285 4.3881 1.25 6.00 

Highly 69 4.3659 .91035 .10959 4.1473 4.5846 1.75 6.00 

Total 392 4.2223 .73498 .03712 4.1493 4.2952 1.25 6.00 

Model Fixed 

Effects 
  .72911 .03683 4.1499 4.2947   

Random 

Effects 
   .07719 3.9766 4.4679   

 

 

ANOVA 

Attitude   

 Sum of Squares df Mean Square F Sig. 

Between Groups 4.952 3 1.651 3.105 .027 

Within Groups 206.262 388 .532   

Total 211.214 391    
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Post Hoc Tests 

Multiple Comparisons 

Dependent Variable:   Attitude   

 
(I) How frequeny 

exposed to 

online 

advertising 

(J) How frequeny 

exposed to 

online 

advertising 

Mean 

Difference 

(I-J) 

Std. 

Error Sig. 

95% Confidence 

Interval 

 
Lower 

Bound 

Upper 

Bound 

Tukey HSD Never Frequently -.38026 .18002 .151 -.8447 .0842 

Somehow 

Frequently 
-.45278 .18429 .068 -.9283 .0227 

Highly -.56039* .19297 .020 -1.0583 -.0625 

Frequently Never .38026 .18002 .151 -.0842 .8447 

Somehow 

Frequently 
-.07252 .08546 .831 -.2930 .1480 

Highly -.18013 .10285 .299 -.4455 .0852 

Somehow 

Frequently 

Never .45278 .18429 .068 -.0227 .9283 

Frequently .07252 .08546 .831 -.1480 .2930 

Highly -.10761 .11016 .763 -.3918 .1766 

Highly Never .56039* .19297 .020 .0625 1.0583 

Frequently .18013 .10285 .299 -.0852 .4455 

Somehow 

Frequently 
.10761 .11016 .763 -.1766 .3918 

*. The mean difference is significant at the 0.05 level. 

b. Dunnett t-tests treat one group as a control, and compare all other groups against it. 

 

 
Homogeneous Subsets 

Attitude 

 
How frequeny exposed to online 

advertising N 

Subset for alpha = 0.05 

 
1 2 

Tukey HSDa,b Never 18 3.8056  

Frequently 185 4.1858 4.1858 

Somehow Frequently 120  4.2583 

Highly 69  4.3659 

Sig.  .054 .623 

Means for groups in homogeneous subsets are displayed. 

a. Uses Harmonic Mean Sample Size = 47.740. 

b. The group sizes are unequal. The harmonic mean of the group sizes is used. Type I error levels 

are not guaranteed. 
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APPENDIX I 

PEARSON CORRELATION 

Correlations 

 

Consume

rs’ 

Attitude 

Brand 

Name 

Informativ

e Credible 

Entertain

ment 

Interactivit

y 

Consum

ers’ 

Attitude 

Pearson Correlation 
1 .656** .723** .546** .646** .657** 

Sig. (2-tailed)  .000 .000 .000 .000 .000 

N 
392 392 392 392 392 392 

Brand 

Name 

Pearson Correlation 
.656** 1 .648** .637** .478** .577** 

Sig. (2-tailed) 
.000  .000 .000 .000 .000 

N 
392 392 392 392 392 392 

Informati

ve 

Pearson Correlation 
.723** .648** 1 .661** .601** .663** 

Sig. (2-tailed) 
.000 .000  .000 .000 .000 

N 
392 392 392 392 392 392 

Credible Pearson Correlation 
.546** .637** .661** 1 .556** .636** 

Sig. (2-tailed) 
.000 .000 .000  .000 .000 

N 
392 392 392 392 392 392 

Entertai

nment 

Pearson Correlation 
.646** .478** .601** .556** 1 .730** 

Sig. (2-tailed) 
.000 .000 .000 .000  .000 

N 
392 392 392 392 392 392 

Interacti

vity 

Pearson Correlation 
.657** .577** .663** .636** .730** 1 

Sig. (2-tailed) 
.000 .000 .000 .000 .000  

N 
392 392 392 392 392 392 

**. Correlation is significant at the 0.01 level (2-tailed). 
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APPENDIX J 

MULTIPLE REGRESSIONS 

 

Descriptive Statistics 

 Mean Std. Deviation N 

Consumers’ Attitude 4.2223 .73498 392 

Brand Name 3.7228 .74629 392 

Informative 4.1473 .68025 392 

Credible 3.7245 .74520 392 

Entertainment 4.1250 .77165 392 

Interactivity 4.0517 .68128 392 

 

 

Correlations 

 

Consumer

s’ Attitude 

Brand 

Name Informative 

Credibl

e 

Entert

ainme

nt 

Interac

tivity 

Pearson Correlation Consumers’ Attitude 1.000 .656 .723 .546 .646 .657 

Brand Name .656 1.000 .648 .637 .478 .577 

Informative .723 .648 1.000 .661 .601 .663 

Credible .546 .637 .661 1.000 .556 .636 

Entertainment .646 .478 .601 .556 1.000 .730 

Interactivity .657 .577 .663 .636 .730 1.000 

Sig. (1-tailed) Consumers’ Attitude . .000 .000 .000 .000 .000 

Brand Name .000 . .000 .000 .000 .000 

Informative .000 .000 . .000 .000 .000 

Credible .000 .000 .000 . .000 .000 

Entertainment .000 .000 .000 .000 . .000 

Interactivity .000 .000 .000 .000 .000 . 

N Consumers’ Attitude 392 392 392 392 392 392 

Brand Name 392 392 392 392 392 392 

Informative 392 392 392 392 392 392 

Credible 392 392 392 392 392 392 

Entertainment 392 392 392 392 392 392 

Interactivity 392 392 392 392 392 392 
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Variables Entered/Removeda 

Model Variables Entered Variables Removed Method 

1 
IT, BN, CD, ET, Infob . Enter  

a. Dependent Variable: Consumers’ Attitude 

b. All requested variables entered. 

 

 
Model Summaryb 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .803a .645 .641 .44044 

a. Predictors: (Constant), Interactivity, Brand Name, Credible, Entertainment, Informative 

b. Dependent Variable: Consumers’ Attitude 

 

 

 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 136.335 5 27.267 140.562 .000b 

Residual 74.879 386 .194   

Total 211.214 391    

a. Dependent Variable: Consumers’ Attitude 

b. Predictors: (Constant), Interactivity, Brand Name, Credible, Entertainment, Informative 

 
Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) .346 .151  2.292 .022 

BN .285 .043 .290 6.697 .000 

Info .396 .051 .367 7.716 .000 

CD 
-.100 .045 -.102 -2.237 .026 

ET .236 .044 .248 5.409 .000 

IT .141 .055 .131 2.576 .010 

a. Dependent Variable: Consumers’ Attitude 
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Casewise Diagnosticsa 

Case Number Std. Residual 

Consumers’ 

Attitude Predicted Value Residual 

72 -4.230 1.50 3.3630 -1.86301 

209 3.142 5.25 3.8662 1.38375 

286 -3.752 3.00 4.6526 -1.65262 

315 3.465 6.00 4.4739 1.52614 

a. Dependent Variable: Consumers’ Attitude 

 

 

 

Residuals Statisticsa 

 Minimum Maximum Mean Std. Deviation N 

Predicted Value 1.7004 6.0948 4.2223 .59049 392 

Residual -1.86301 1.52614 .00000 .43761 392 

Std. Predicted Value -4.271 3.171 .000 1.000 392 

Std. Residual -4.230 3.465 .000 .994 392 

a. Dependent Variable: Consumers’ Attitude 
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