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ABSTRACT 

The objective of this research is to demonstrate the influence of semiotic advertising 
efficacy on Generation Y’s brand equity and purchase intention towards smartphone. 
Semiotic advertising is an effective, modern approach to advertising that focuses on 
the use of different signs, symbols, images and other visual aids for the purpose of 
marketing a given product or service. Since these signs tend to create an image of the 
brand in consumers’ mind and also demonstrates the brand association with their 
cultural orientation, beliefs and values, semiotic advertising is said to have a significant 
impact on the brand equity as perceived by Generation Y consumers. This study also 
assumes that brand equity, based on its components of perception, recognition, parity, 
loyalty and trust positively influences Generation Y’s purchase intentions towards 
smartphone.  In addition, semiotic advertising is also expected to have a positive 
influence on buyer’s purchase intention. Data for this research were collected from 
620 Generation Y smart phone users using a survey method, based on the semiotic 
advertising of four main smartphone brands namely Oppo, Samsung, iPhone and 
Lenovo. The survey instruments were self-developed by the researcher to measure 
semiotic advertising efficacy, brand equity and purchase intentions as perceived 
towards advertisements of four smart phones shown to the respondents while 
undertaking the survey. Surveys were distributed to Generation Y in three main states 
in Malaysia namely Kuala Lumpur, Johor and Kedah. It is hence concluded from the 
findings that the Generation Y’s purchase intentions towards smartphone increase 
when the efficacy of semiotic advertising increases. Thus, firms need to ensure that 
the visual elements and semiotics used in their brand advertisements align with the 
cultural characteristics of buyers in order to enhance their overall efficacy.  
 
Keywords: Semiotic Advertising, Brand Equity, Purchase Intention, Brand Loyalty, 

Generation Y 
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ABSTRAK 

Objektif kajian ini ialah untuk menunjukkan pengaruh keberkesanan pengiklanan 
semiotik ke atas ekuiti jenama dan niat terhadap pembelian telefon pintar oleh 
Generasi Y. Pengiklanan semiotik adalah pendekatan moden yang berkesan dalam 
pengiklanan yang memberi tumpuan kepada penggunaan tanda, simbol, imej, dan alat 
visual lain bertujuan untuk memasarkan produk atau perkhidmatan tertentu. Oleh 
kerana tanda-tanda ini cenderung mewujudkan imej jenama dalam minda pengguna 
dan juga menunjukkan kaitan jenama dengan orientasi budaya, kepercayaan dan nilai 
budaya, pengiklanan semiotik dikatakan mempunyai kesan yang signifikan terhadap 
ekuiti jenama seperti yang dilihat oleh pelanggan Generasi Y. Kajian ini juga 
menganggap bahawa ekuiti jenama berdasarkan komponennya iaitu persepsi, 
pengiktirafan, pariti, kesetiaan, dan kepercayaan mempengaruhi secara positif niat 
pembelian Generasi Y terhadap telefon pintar. Tambahan pula, iklan semiotik juga 
dijangka mempunyai pengaruh positif terhadap niat pembelian pembeli. Data untuk 
kajian ini dikumpul daripada 620 pengguna telefon pintar Generasi Y dengan 
menggunakan kaedah kaji selidik, berdasarkan kepada pengiklanan semiotik empat 
jenama telefon pintar utama iaitu; Oppo, Samsung, iPhone dan Lenovo. Instrumen kaji 
selidik telah dibangunkan oleh penyelidik sendiri untuk mengukur keberkesanan 
pengiklanan semiotik, ekuiti jenama, dan niat pembelian seperti yang dilihat terhadap 
iklan empat telefon pintar yang ditunjukkan kepada responden semasa menjalankan 
kaji selidik. Soal selidik telah diagihkan kepada Generasi Y di tiga negeri utama di 
Malaysia iaitu Kuala Lumpur, Johor dan Kedah. Oleh yang demikian, kesimpulan dari 
penemuan kajian adalah niat pembelian pengguna Generasi Y terhadap telefon pintar 
meningkat apabila keberkesanan iklan semiotik meningkat. Maka, firma perlu 
memastikan agar elemen visual dan semiotik digunakan dalam iklan jenama mereka 
sejajar dengan ciri-ciri kebudayaan pembeli untuk meningkatkan keberkesanan secara 
keseluruhannya. 
 

Kata Kunci: Pengiklanan semiotik; Ekuiti jenama; Niat pembelian; Kesetiaan jenama; 
Generasi Y 
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CHAPTER ONE  

INTRODUCTION 

1.1 Background of Study 

This study was specifically undertaken to examine semiotic advertising and its impact 

on international companies to persuade the Gen Y. The generation of people who were 

born during the 1980s to early 1990s are called generation Y or Gen Y (Arslan & 

Altuna, 2010). This term is basically based on Generation X, which preceded the Gen 

Y. The individuals categorized under Gen Y are referred to as ‘echo boomers’ because 

they are the children of parents who were born during the baby boom era. In addition, 

the individuals born in this category have better access to the Internet and other 

technologies in comparison to the baby boomers.  

 

Moreover, today’s generations are much more racially and ethnically diverse because 

they are more segmented as an audience and are aided by the rapid expansion of Cable 

TV and the Internet. It was also identified that the Gen Y is less brand loyal and such 

children are raised in dual income families. Table1.1 below shows the age range of 

Gen Y and Gen X and its global population size. 
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Table 1.1 

Gen Y and Gen X birth period and population 

Generation/Work Group Birth Period Age Range Size 
Generation X 1965-79 28-43 49 million  

Generation Y 1980-90 30 and under 80 million (estimated) 

Source: Arslan and Altuna, (2010) 

 

Gen Y members are often associated with vast technological and Internet exposure 

from an early age and this results in the zeal to stay connected. In addition to various 

other technological advancements, Gen Y members have proudly embraced 

smartphones as their new favourite toy (Valentine & Powers, 2013). As smartphones 

mainly showcase the ability to bring important features (such as shopping, working on 

documents, navigating to places, browsing the internet and social networking) to the 

fingertips, they are increasingly adored and used by Gen Y members (Krahn & 

Galambos, 2014).  The Australian National Survey indicated that smartphones are fast 

replacing the love and need for other gadgets as 79% of Australians own at least one 

smartphone (Berry & Schleser, 2014).  

 

 

 

 

 

 

 

 

 

Figure 1.1 Electronic devices demonstrated  
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Source: Larkou G. Mintzis, M. Andreou, P G. Konstantinidis, A. & Zeinalipour-Yazti, D. 
(2016). 

The Survey results further indicated that the number of individuals planning to buy a 

new smartphone in 2015 increased compared to 2014 (Larkou et al, 2016). These 

trends are in complete contrast with other electronic devices such as laptop computers 

or tablets as shown in Figure 1.1. (Larkou et al, 2016). A study on the most popular 

smartphones used suggests that Apple and Samsung dominate the market with other 

international brands such as Nokia, HTC and Sony following suit (Larkou et al, 2016).  

 

Figure 1.2 HTC and Sony 

Source: Larkou G. Mintzis, M. Andreou, P G. Konstantinidis, A. & Zeinalipour-Yazti, D. 
(2016) 

 

In attempts to market smartphones over the Internet, companies are heavily competing 

with each other to win the Gen Y market. Thus, this study on Gen Y is important. The 

use of semiotic advertising is being increasingly implemented to capture the attention 

of Gen Y consumers (Kim, 2015).  This is because Gen Y consumers are increasingly 

drawn to images, symbols as well as short and catchy text messages and think of these 

as a reflection of their own image and a way of associating with a brand (Solik, 2014). 

Moreover, companies cannot ignore the Gen Y, as it is a notable force with increasing 

spending power, and rivals the baby boomers’ market dominance (Bilgihan, 2016). 
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Their spending power is in trillions of US dollars (Ellayatt, 2015) and they (Gen Y) 

constitute up to 25 percent of the world's population. They have grown up with 

technology, are very sociable as well as tech-literate, with the Internet having a 

substantial impact on their lives (Nusair et al, 2013). This has served to increase the 

need for international companies to effectively use semiotics to influence their target 

consumers. Currently, the use of semiotic advertising has become the most common 

and primary method of advertising implemented by international smartphone 

companies (Kim, 2015).  

 

The three most important pillars of structuralizing a semiotic account are consumer 

associations, brand signification and consumer value (Rossolatos, 2012). 

Multimodality, a term that is commonly used by semioticians and linguists, is a 

combination of different semiotic modes. This refers to the various ways in which a 

mix of different semiotic resource systems are co-deployed to co-contextualize the 

making of a text-specific meaning (Liu, 2013). Multimodality attends to more than one 

communicational form used by people. It makes use of visual, aural, embodied, and 

spatial aspects when it comes to interaction and environments (Jewitt, 2013). 

Multimodal research has four different lines of inquiry, namely semiotic resources 

(sound, visual images, colour), inter-semiotic resources (connections and relationships 

between the various modes in multimodal texts, for example, the relationship between 

the image displayed and the written language), multimodality and technology (how the 

configurations of multimodality in advertisements allow different dimensions in 

design, text production, and interpretation). 
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 The fourth is an issue about literacy and pedagogy referring to the meaning generated 

by people at the various levels of literacy, while the first one is how identity is 

articulated to the viewer (Jewitt, 2009). Hence, it is important for managers and 

advertisers to control the brand. Semiotics, as a science, concentrates on the use of 

social life and also on knowledge sharing and creation; hence, since this world is to be 

understood by the mediation of signs, it is natural for managers to use semiotics as a 

tool for helping managers to better understand and control their brand (Mick, 1986). 

In the context of the background of the study, this study examined the influence of 

using semiotic advertising by international smartphone companies on the intention to 

purchase smartphones by Gen Y members. Influence of semiotic advertising on brand 

equity was also be examined.  

1.2 Problem Statement 

In general, semiotic advertising plays an important role in advertising. Advertising 

tends to face difficulties owing to the fact that signs are meaningless without 

interpretation (Merrell, 1997). Almost all companies are advertising heavily, thus, the 

targeted customers are exhausted from too many advertisements. Capturing the 

attention of potential customers is paramount. Therefore, the semiotic advertising 

method occurs although the signs are not interpreted and the advertising becomes 

confusing, which simply means that the communication and message is not passed on 

to the audience/consumers. Semiotic advertising is important in capturing Gen Y 

customers since they dominate the markets due to their high spending power and 

companies cannot afford to miss out on that target consumer group. However, the 

challenge here is that Gen Y are resistant to the traditional marketing efforts of various 

brands, which makes it difficult for brands to capture loyal customers.  A majority of 
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them are also notoriously disloyal to brands and this makes it very difficult to secure 

repeat purchases (Lazarevic, 2012).  

 

Hence, understanding the Gen Y’s approach to brands is critical when targeting this 

segment, thus, grouping Gen Y members is a complex task as they have individual 

characteristics and personality. A study on the traits of Gen Y members has found that 

they distrust marketing and promotional strategies (Beverland & Ewing, 2005). Such 

individuals have a cynical attitude towards promotion and commercialization and hate 

being coerced to purchase a product.  

 

This is because the Gen Y feel that they are a unique class, and share a taste for both 

creativity and technology at the same time (Bianchi, 2011). This has been observed on 

numerous occasions, including the generation’s fascination towards computer 

designed artworks, which clearly demonstrates that in order to gain the appreciation of 

this generation one has to be creative and tech savvy at the same time (Bianchi, 2011). 

The most formidable reason international companies perform semiotic advertisement 

is because observations have shown that it is capable of attracting the attention of Gen 

Y members. Based on this observation, does semiotic advertising stimulate positive 

feedback from Gen Y? This current study intended to identify whether semiotic 

advertising stimulates positive feedback from Gen Y and leads to the intention to 

purchase smartphones (Langrehr & Caywood, 2005). Careful analysis shows that this 

kind of meticulous advertising is witnessing a revival in the Gen Y era. This particular 

form of advertisement had gained a good deal of popularity in the 60s and then in the 

coming years the art form totally disappeared (Langrehr & Caywood, 2005).  
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The 60s was adorned with the rock and roll culture, which also ushered the arrival of 

Gen X and brought this particular advertisement form to the limelight again. At the 

present moment, with the blend of creativity, technology has gained the affinity of Gen 

Y. This implies that organizations need to strive to introduce innovative approaches so 

as to capture the attention of Gen Y members (EURIB, 2009). More and more 

organizations have started switching over to modern marketing tactics such as event 

marketing, digital media, and product placement while evading traditional marketing 

strategies. Consequently, it could be assumed that an advertisement campaign focusing 

on this aspect would most certainly have a positive impact on the current generation 

(Langrehr & Caywood, 2005). Due to the rivalry in the meticulous world of 

advertising, international firms have found that moving along with the Gen Y’s attitude 

towards creativity and technology would be an advantage. The issue with semiotics is 

the Gen Y’s misinterpretation of communicated messages in terms of language usage, 

graphics, symbols, colour and culture as well. There is a widespread diffusion to 

advertising around the world. Contemporary society advertises everywhere, and there 

is now a global culture that ignores national boundaries (Dzanic, 2013).  

 

This has brought in not only paid opportunities but also competition when relaying the 

message and reaching the target audience due to increased marketing efforts of other 

marketers. Hence, there should be improved dedication in terms of advertisement 

content and the mediums used in advertising.  Multi-mode advertising is appealing to 

customers and suppliers make sure that these advertisements appeal to the audience 

directly or indirectly by using a persuasive marketing strategy (Dzanic, 2013). Most 

organizations today are using marketing tools such as segmentation, integrated 

marketing communication and branding to attract the Gen Y (EURIB, 2009).  
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The intensity of these factors in consumers can offer assistance in understanding the 

equity of a given brand. A high score on brand resonance depicts a strong brand 

(EURIB, 2009). A consumer’s attitude towards a brand represents an overall 

evaluation of the name and position, which is an outcome of attributes as well as 

perceived benefits. Brand association consist of three components, namely attributes, 

benefits, and attitudes that are manifested alongside three dimensions, which are 

strength, uniqueness, and favourability (Rossolatos, 2014). Advertising is an 

incredibly powerful way in which the functional values of a brand are communicated 

by building a context based on the functional and emotional values of the brand and 

communicating it (De Chernatony, 2006). The importance of advertising is such that 

it has now become a pervasive mode of semiotics as well as an essential way of 

knowing the world. Moreover, advertising influences brand equity in two ways, 

namely by influencing the brand attitude, which is a prior component of brand 

association, and by influencing the memory structure of the brand (Rossolatos, 2012). 

 “Semiotics is the overarching method whereby the encoding and 

decoding of brand meaning may be accomplished as a set of brand 

sodality affected through the employment of advertising stimuli or 

ad text signs” (Rossolatos, 2012).  

Gen Y members have a preference for marketers who understand Gen Y members as 

being gifted and knowledgeable and hence, do not raid them with marketing and 

advertisement gimmicks. This attitude towards marketing and promotion makes most 

Gen Y members refrain from shopping as a display of rejection of marketing 

promotions (Beverland & Ewing, 2005). 
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 It has been observed that the Gen Ys appreciate creativity and have a great deal of 

affinity towards creative works. This is the primary reason why a study on semiotic 

advertising efficacy would be a positive approach towards understanding its influence 

on Gen Y’s purchasing intent as well as its implementation by international companies 

to attract the attention of this particular generation. 

1.3 Research Questions 

The following questions will be addressed in this research. 

1. What is the efficacy level of semiotic advertising by international companies on 

Gen-Y customers in Malaysia? 

2. Does semiotic advertising efficacy influence the brand equity of international 

companies by Gen-Y customers in Malaysia? 

3. Does brand equity of international companies influence purchase intent of Gen-Y 

customer in Malaysia? 

4. Does the international company’s brand equity influence purchase intent of Gen-

Y customers in Malaysia? 

1.4 Research Objective 

After identifying the problem, several research objectives were established to achieve 

the goal of this study. The research objectives are as follows: 

1. To determine the efficacy level of semiotic advertising by international companies 

focusing on the Gen-Y in Malaysia. 

2. To examine the influence of Semiotic Advertising efficacy on the brand  

3. To examine the impact of brand equity of international companies on Gen-Y’s 

purchase intent of smartphones in Malaysia.  
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4. To examine the influence of Gen-Y’s purchase intent of smartphones in Malaysia.  

1.6 Significance of the Study 

 Very few studies have specifically focused on analysing the impact of semiotic 

advertising on Gen Y customers at the present moment. This study will help overcome 

the issue of limited research in this subject. Lastly, it has been observed that the Gen 

Y customer population in Malaysia is quite large and this calls for an extensive study 

on the efficacy level of semiotic advertising on Gen Y customers in Malaysia.  

 

Theoretically, this study contributes to the corpus of knowledge on semiotic 

advertising by extending its existing literature as it seeks to establish the efficacy of 

semiotic advertising. This study’s contribution to the corpus of knowledge is to extend 

the literature and provide empirical evidence. This study aimed to inform Gen Y 

customers on how to determine the effectiveness of semiotic advertising and this 

would also be an advantage for students seeking academic referrals. In addition, it also 

contributes in a way by developing a new instrument for studying semiotic advertising 

efficacy. 

 

Practically, this study would be advantageous to international advertising companies 

by understanding the efficacy level of semiotic advertising on Gen Y and it influences 

Gen Y’s purchase intent. Therefore, this study will play a vital role in helping 

marketers and advertisers to further establish the efficacy level of semiotic advertising. 

Furthermore, the study might provide assistance to international brands when framing 

advertisements that appeal to Gen Y customers through the use of semiotic signs. 

Research literature shows that the recall value of advertisements that make use of 
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semiotics is much higher compared to advertisements without semiotics. Gen Y 

members tend to attach meaning to symbols, signs and sounds and are highly attracted 

towards advertisements that make use of semiotics. Furthermore, these members have 

been found to purchase products and services that they identify with and fits their self-

image.  

 

Methodologically this study used the quantitative method to study semiotic 

advertising, since previously, the qualitative method was widely used to study this 

issue. The quantitative technique was used in various ways, including developing new 

instruments for SAE and for hypothesis testing. For instrument development, pertinent 

literature was conceptualized from various authors in numerous settings. Therefore, 

methodologically, this study could contribute by developing new items and concepts 

about semiotic advertising efficacy. 

1.7 Scope of Study  

This research intended to investigate the awareness of Gen Y customers about semiotic 

advertising concerning smartphones and the impact of semiotic advertising on brand 

equity and purchase intent of Gen Y members in Malaysia. The study was conducted 

in Malaysia according to three main segmented regions, namely, North, Centre, and 

South. Data was collected from these areas using the advertisement of four different 

smartphone brand; Iphone, Oppo, Samsung and Lenovo. Only Gen Y smartphone 

users were qualified to participate of this study. The four smartphone brands were 

chosen based on brands that advertised using semiotic advertising and also based on 

the top four popular semiotic advertising brands in Malaysia. The distinct purchasing 

habit and patterns of Gen Y have shown that they would continue to be attracted to 
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brands even during their adulthood and old age. Hence, it is significant for marketers 

and advertisers to attract Gen Y members using several marketing strategies such as 

segmentation, integrated marketing communication, and segmentation.   

1.8 Definition of Key Terms 

In this study, the following terms were used. 

Advertising - is defined as paid messages that are either intended to inform or 

influence individuals who receive these messages (Szmigin & Piacentini, 2014).  

 

Brand equity -: is defined as the commercial value of a brand. This value is derived 

directly from the consumer’s perception of a brand name rather than from the 

purchased product or service itself. (Solomon et al, 2013).  

 

Brand loyalty -:  is defined as a consumer's tendency to continue purchasing products 

and services offered by a particular brand despite similar products/ services offered by 

competing brands (Szmigin & Piacentini, 2014).  

 

Brand parity -: is defined as the consumer’s perception of equality among competing 

brands. Consumers might presume that of a group of brands are equivalent in terms of 

their value. They would therefore purchase (or be loyal to) from this accepted group 

of brands rather than staying loyal to a particular brand (Szmigin & Piacentini, 2014).   

 

Brand perception -: is defined as the manner in which consumers might perceive a 

brand. This perception is shaped by functional experiences including ease of use, 

reliability, speed and quality delivered by the brand (Solomon et al, 2013).   
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Brand recognition -: is defined as the extent to which a brand might be recognized 

by a consumer just by viewing the brand's service, product, logo or tag line. Recently, 

the scope of brand recognition was expanded to include packaging and advertising 

efforts undertaken by the brand (Page et al, 2012).  

 

Brand trust -: is defined as a consumer’s confidence in the products or services 

delivered by a particular brand. Trust is an important aspect when defining the loyalty 

of consumers (Page et al, 2012).  

 

Generation Y -: refers to individuals born during the '1980's' and '1990's'. They are 

also popularly referred to as children of the baby boomers (Solomon et al, 2013).  

 

International Companies -: is identified as an organization present in several markets 

across the globe (Solomon et al,) 

 

Purchase behaviour -: is defined as the process adopted by individuals to look for, 

select, make an actual purchase, use and evaluate a particular good or service. This 

process is often complex and is guided by a number of factors (Solomon et al, 2013).  

 

Purchase intent -: is defined as the probability of purchasing a good or service in the 

near future. Purchase intent is an important figure for marketers as they attempt to 

influence the figure in their favour (Page et al, 2012).   
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Semiotics -: is defined as the study of symbols and signs that are deployed and used 

in communicative behaviour. The study often encompasses a detailed analysis of 

communication systems including gestures, language and clothing (Kim, 2015). 

1.9 Organization of Thesis  

The structure of this study is divided into several Chapters, namely Chapter One to 

Five. Chapter One explains and establishes a brief introduction of the research study, 

as well as elaborates on the problem statement and research questions, which will be 

utilized to solve the problem of the study and fulfil the objectives of the study. Chapter 

Two provides an insight and a theoretical foundation for the study. Literature ranging 

in subjects such as semiotics, advertising, brand equity, purchase intent, and Gen Y 

will be discussed. Chapter Three provides an overview of the intended methodology, 

which will be used for this study. This includes a discussion on the study sample, data 

collection, data analysis, variables and measures.  Chapter Four discusses the results 

of data analysis and screening, while Chapter Five, comprises the conclusion and 

summary of the results and future recommendations. 
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CHAPTER TWO  

LITERATURE REVIEW 

2.1 Introduction 

According to the meaning of semiotics and the proposed topic of this study, signs 

connote with advertising in every kind and aspect to form some sense and 

communicate it to customers. The concept of semiotics in advertising is to ensure 

effectiveness, clarity, and conciseness of the communication to the targeted audience 

and customers. This literature review elaborates and details definitions, brief history 

and concepts of semiotic, advertising, semiotic advertising, conceptualization of 

semiotic advertising, brand equity of Gen Y and purchase intent. An extensive 

explanation on the conceptualization of semiotic advertising is detailed and sub-

elements discussed. 

2.2 Overview of Advertising 

Table 2.1 shows some definition (s) of advertising according to scholars. 

Table 2.1  

Established Definition (s) of Advertising 

Authors  Definition 
Apcon, (2002)  Defined advertising as the aim to persuade people to buy 

Borden, (2007)                     Advertising is a Controlled identifiable information and 
persuasion using mass communication media. 

 Karimova, (2012)  Advertising is a framing of texts, and structure of the content 
by the “beholder” who ascribes to the word the meaning of 
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furtherance within the particular framing, which is created by   
the “observer him/herself”. 

 

2.2.1 Conceptualization of Advertising  

Advertisements can be considered as the dispensation of ideas or promotional material 

that adds value to viewers, while enhancing the income earned by the firm (Tahtinem, 

2006). Traditional advertisements were essentially one-way communication while 

modern advertisements are not necessarily one-way, as it leaves customers an option 

to respond to the marketer through social media, emails, or phone calls. Modern 

advertisements are essentially more interactive and personal in nature when compared 

to the traditional ones (Tahtinem, 2006).  There is no doubt in the fact that creativity 

is the soul of advertising that helps to establish a relative connection between the brand 

and its target audience (Kadry, 2015).  

 

There is always an emphasises on the idea or concept behind an advertisement, which 

makes the message strong, distinctive and memorable. The prevalence of this message 

is what makes an advertisement campaign striking, unique and successful (Barry, 

2012; as cited in Kadry, 2015). Hence there is an emphasis to be innovative and 

creative when it comes to designing a potential advertisement campaign (Kadry, 

2015). Marketers can only profit by developing an understanding of how and why 

consumers purchase. They should focus on the underlying motivation, needs and 

preferences of the customers before deciding on showcasing an advertisement 

(Durmaz, 2011). 

 

Durmaz (2011) identified two types of advertising and suggested that the customers 

could suit any one type of advertising and categorized it into digital and physical 
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advertising. Each advertising method has its merits and demerits, and can be 

customized according to the requirements of marketers and target audiences (Durmaz, 

2011). According to Jones & Slater (2003), long-term effects of advertising are 

manifested through the strengthening of a brand that can be analysed through four 

peripherals, including penetration, purchase frequency, consumer’s price and price 

elasticity. These peripherals indicate the health and growth status of a brand.  

2.3 Definition of Semiotics 

The simplest and straight form of defining semiotics is the study of signs and symbols 

and their interpretation, especially as an element of language or another system of 

transmission. The word ‘semiotic’ came about in the 19th century and derived from 

the Greek word “semiotics” or ‘interpreted as a sign’ (Leiss. et, al 1964). In other 

words, semiotics identifies how signs are represented, explained and passed on as a 

message about something. When we talk about semiotics, the two prominent scholars 

in this field are Ferdinand de Saussure and Charles Sanders Peirce, who are the two 

pioneers of Semiotics. Peirce focused more on the interpretation of the mode of 

cognition and its meaning. Table 2.2 below shows some definition (s) of semiotics 

according to scholars. 

 

Table 2.2  

Established Definition (s) of Semiotic 

Authors   Definition 
Eco, (1976)  Semiotics is concerned with everything that   

can be taken as a sign 
Sturrock, (1986)  Semantics focuses on what words mean, also concerned with “how” 

signs means. 
Harman, (1981)  Semiotics is defined an intense focus on meaning  
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2.4 Concept of Semiotics 

Semiotics, the study of signs and symbols, to a great extent is the element of language 

or another system of communication. For that reason, the central idea of this study is 

to determine the influence of semiotics on advertising by international firms. This 

means the design is focused on general semiotics, and this will be considered 

authoritative according to its capacity of instituting and offering an appropriate formal 

definition of every sign in nexus with semiotics and its interpretation. Berger, (2011) 

maintains that it has been established that there are differences in the terms used by 

Saussure and Peirce to refer to the word ‘semiotics’. Peirce's definition and triadic 

concept seems more comprehensive and in line with semiotics, contrary to Saussure's 

model of denotement.  Below is the diagram of Pierce’s Triadic concept.      

 

 

 

 

 

 

 

 

Figure 2.1 Triadic concept of semiotics by Peirce 

Source: Peirce (1931) 

The ‘representamen’ signifies the form that the sign takes irrespective of what it is, 

material or not.  The ‘interpretant’ refers to decoding the sign or making sense of what 

the sign is about. The object, refers to the content of the sign (Sebeok, 1976). The 

relationship of signs and the interpretation of it was one of Peirce’s primary focus on 

semiotics. Pierce argued that the cognition process of knowledge and the meaning 

Sign 

Interpretant Object 
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generated through signs are in three forms, namely deduction, inductions, and 

abduction. Meanwhile, Saussure’s (1857-1913) paradigm mentioned that an entirely 

meaningless signifier or an entirely formless signifier is impossible, which means a 

sign is meaningless without an interpretation or a signifier.  

2.5 Definition of Semiotic Advertising 

Table 2.3  

Established Definitions of Semiotic Advertising  

Authors Definition 
David Glen Mick (2001) Semiotic advertising helps to analyse the structure of an event 

(it includes both verbal and non-verbal). It has been found that 
semiotics can take two forms. General semiotics that can help 
to obtain an answer of the meaning and nature of products. On 
the other hand, there are some specific semiotics that help to 
analyse the meaning of the reality related to gestures, products, 
myths and theories. It investigates the sign systems used in all 
types of communications.  
 

2.5.1 Conceptualization of Semiotic Advertising 

The semiotic process stems from signification and is associated with fine arts, art and 

film or experimental music. Both artists and linguists use a system of codification to 

convey their imagination and notion by employing particular systems of signs, thereby 

leading to semiotics. Jan Mukarovsky (2001) conceptualized the model of signs to 

interpret art. He understood an artwork using an autonomous sign that simultaneously 

referred to itself as well as the social actuality. Another theorist, Umberto Eco, 

significantly extended the visual sign discourse by refusing to belief the ‘myth of 

language model'. He maintained that linguists could not use the optical phenomenon, 

thereby rejecting the claim proposed by past linguistic hegemony.  
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Hence, Eco embraced the use of signs to manifest words. Eco had defined such signs 

as ‘iconic signs’. These ‘iconic signs’ are not in isolation from other human 

communication forms, but as an assumed actuality, they are typical and independent. 

‘Iconic signs’ are contextual and conformist and are hence, viewed as analogous. Their 

interpretation is reliant on numerous circumstances and are varied depending on any 

given situation. However, if they are accurately interpreted, then the analysis process 

is defined as ‘art' (Solic, 2014). 

2.5.2 The Semiotic Method of Interpretation 

The fundamental semiotic interpretation mechanisms are language analysis, 

formalization, and interpretation. A semiotic unit might be composed of each cultural 

result. The explanation of semiotic units is reliant on several factors, especially 

science, as it has a sense of exactness, thereby warranting flawless clarification of 

signs. At the same time, high art forms lead human beings to the realm of connotative 

vagueness. Irrespective of the concerns of interpretation, the manner of a particular 

interpretation is of extreme significance (Ourahmoune, Binninger & Robert, 2014).  

 

The model of unlimited semiotics proposes that a text should be a component in a 

chain of interpretations that, irrespective of the author's presence, simply takes the 

context of the book into consideration. This is also known as ‘ad infinitum', a Latin 

phrase meaning ‘in infinity’ or ‘forevermore’. This notion of ‘ad infinitum’ was 

defended by most models, including those based on libidinous reading, misprision, 

independent interpretation and deconstructions (Ourahmoune, Binninger & Robert, 

2014).  
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2.5.3 Semiotics in Advertising 

Advertising is also a means of communication, in which the sponsor sends a message 

to a consumer or a recipient with the sole intention of selling a particular commodity. 

Guy Cook (2010), a famous linguist, deems advertising to be a form of "parasitic 

discourse", since advertising takes on the recipients, authors, forms and contents of 

other discourses. The notion of "parasitic discourse" was indirectly built to express 

something that employs real-life elements to develop a meaning containing a new 

language and signage (Guy Cook 2010). The primary purpose of advertisement is to 

promote a product in a way that people remember it and have the intention to purchase 

the product. Hence, those involved in planning the advertisement have to use both core 

functions to make people remember and identify with the commodity so as to generate 

a purchase intention. 

2.5.4 Semiotic Images, Icons, and Symbols in Advertising  

The association between symbols and signs are paved by syntactics. The function of 

semantics is to study the relationship between objects and symbols and the role of 

pragmatics is to study the relationship between signs and the manner in which they are 

interpreted. The semantic paradigm model offered by Morris further classifies 

semiotics into pure, descriptive and applied semiotics. Pure semiotics deals with using 

signs in a language, and applied semiotics uses knowledge about signs to fulfil several 

advertisement purposes (Sri Ranjan, 2010). Visual images have the capability to 

transmit increased information rather than noises and words and hence, form the core 

element of a semiotic advertisement.  
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Such forms of semiotic advertisement use visual displays that help spectators to adapt 

and process images rapidly and remember them as compared to words. Advertisements 

assist in connecting and integrating symbols, colours, photos, visuals and languages to 

be used in unison to increase consciousness of the grandeur and production for its 

customers (Sri Ranjan, 2010). Semiotic advertising uses all the above forms of 

language, visuals, photography, colours, and symbols in preparing an excellent service 

of apprehending and presenting the culture existent in a particular area, region or 

locality. In this construct, Mark's schema model of blended semiotics is highly 

relevant. This model displays to its viewers the capability of specializing social 

structures by involving and processing traits, cognition, and memory as well as verbal 

and written language. 

 

Other scholars have noted that advertising portrays a culture by apprehending and 

presenting the world to people. Symbols in advertisements have been developed and 

implemented by human beings. The world has been built based on these signs. 

Semiotic advertisement forms the interaction and action of signs to create shadows 

portraying distinct human conduct. Advertisements portray the interaction between 

icons and indications that help in transporting viewers to experience approved cultures. 

This is often carried out by every routine-life instances that involve portraying rituals, 

values and beliefs embedded in the culture peculiar to a region or area (Akpan, Akpan 

& Obukodata, 2013). 

2.5.5 Colours as a means of Semiotics in Advertising  

One of the core elements of semiotic advertising is formed by colour, which helps to 

establish the relationships of utility, durability, prestige, and value. Semiotic 

advertisements make use of symbols, icons and indexes by blending and mixing 
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colours for enhanced presentation. Colour helps to build perceptions in the human 

mind. It contributes by establishing the identity of a commodity displayed in the 

advertisement and thereby conveys information to its viewers. Colours help to 

determine significant contributions by making symbolic designs look illustrious and 

from the surface, help to generate collective consciousness (Solik, 2014).  

 

It helps in depicting the advertiser's perception as well as mass consciousness on 

aesthetics, colour, and socio-cultural underpinnings existent across the globe that could 

assist in developing and prospering a brand. Colours contribute to making the brand 

attractive, thereby paving the way for creative marketing that could cause the gut 

reaction of consumers towards brands without being overtly remembered. On one 

hand, attraction is created using colours and on the other, creative marketing is 

conducted by establishing and advertising its brand (Solik, 2014).  

2.5.6 Semiotics by using Words, Emotions, and Text in Advertising  

The function of words, text, and feelings in an advertisement is of critical significance. 

This applies especially to those that are portrayed as visual mediums in television and 

the Internet. Semiotics in the form of words, texts and emotions serve three 

fundamental functions. The name of a function is a depiction of actual contents that 

might be abstract or tangible. The meaning of a phrase conforms to this principle, and 

it is expressed using verbal or written communication. The meaning of words in a 

visual medium is further impacted by gesticulation, facial expressions, accent, and 

intonation (Solik, 2014). The words bear particular information and serve to provide 

cues to the message recipient. Images and words have connotative and detonative 

explanations.  



 

24 

Semiotics in advertisements, especially those in television, have increased focus when 

describing individual incidents, events or circumstances for consumers to associate the 

product with a particular brand and generate the consumer’s inclination to purchase a 

product or service. These preferences also hold well while applying them to chosen 

emotional and rational symbols and with favourable or unfavourable "emotionalized" 

icons (Solik, 2014). The word that is capable of invoking intense internal images in 

the minds of human beings helps in associating explanations by using figures of speech 

such as smileys, metaphor, hyperboles, metonymy or personification.  

 

The accompanying connotations of these words assist in establishing inter–textual 

associations, personal experiences and contextual relationships in a person. In today's 

world, advertisements portrayed in the visual media like television, attract less 

attention and hence, producers have to use a mix of semiotics to brilliantly present 

their products to attract consumers (Solik, 2014).  

2.5.7 The Influence of Semiotic Advertising on Gen Y 

Advertisements are far more than just a method of sending across information to 

consumers. They are meant to relate to consumer sensitivities and appeal to them in a 

meaningful manner. One of the most interesting tools used to appeal to consumers in 

modern times is the use of semiotics. Colours in semiotics are popularly used to 

represent emotions, thereby engaging powerful emotional reactions. Red for example 

is widely used to rouse the feelings of joy and happiness in consumers. Black on the 

other hand might be used to deliver complicated symbolic messages. In addition, 

according to some studies, semiotics might be used to influence gender. Pink for 

example is popularly used for female audiences (Solik, 2014). 
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2.5.8 Semiotic Advertising Efficacy and Brand Equity 

Advertising, to be effective, should be recognizable, easy to perceive and 

understandable. Logos and related representations should be streamlined for 

portraying the true values of the company. The logo is the most semiotic intermediary 

for both visual and verbal promotion tactics (Matusitz, 2014). There is a positive 

relationship between marketing in virtual communities and the purchase intention and 

brand loyalty of Gen Y. They are individualistic and hence, do not like to be pushed 

towards purchasing a product, which is also a reason why advertisements typically do 

not work when trying to attract them.  Lazarevic (2009) stressed on the importance of 

re-adapting marketing theories and how brand loyalty could be created in the distinct 

and defiant Gen Y.  

 

There is an emphasis on the importance of creating cognitive loyalty, affective loyalty, 

connotative loyalty and action loyalty. The research identified innovative use of IMC 

as a branding tool for communicating and developing relationships with customers. 

According to Culache and Obada (2014), multimodality could be a semiotic method 

used by marketers and semioticians for increasing the flow of online customers to a 

brand. This can be done through optimization of signs and modes, which is an 

interdisciplinary approach that engages semiotics, positive psychology and semiotic 

advertising in order to understand how marketers and semioticians can positively 

influence customer behaviour.  

2.5.9 Semiotic Advertising, Brand Equity and Purchase Intent  

Following are some of the symbols used in advertisements to reach across to targeted 

customers. These symbols can also be used as variables to determine its impact on 
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brand equity and purchase intention. Table 2.4 below contains the list of symbols  used 

as variables to determine its impact on brand equity and purchase intention. 

 

Table 2.4  

Semiotic Symbols in Advertisements 

Symbolic Communication                                         Variables 
Symbols                                                                Image, cultural   symbols, Objects, shapes.                                                                                                                                    

Colours   Different colours. 

Ambiance of the advertisement                             Adventure, family, festivals, lights, loud, lazy, fun, 
noise.                                                                          

Cultural values and aspects                                   Equality of genders, family values, mixed                                                                                  
culture and orientation on youths 

Advertisement message                                            Storyline, taglines, Jingles, word choices, dialogues, 
words. 

Nature of the ad                                                      Male oriented, female oriented, public-oriented. 

Brand character                                                       Mascot of the ad. 

Brand personality                                                    Celebrity. 

Emotion in the advertisement                                     Fun, sadness, Happiness, erotic,                                                                     
togetherness, patriotism, sex, and ecstasy         

Source: (Sharma & Gupta, 2015) 

        

According to Aaker (1991), "brand equity is tantamount to managing brand 

semiotics”. Oswald & Mick (2006) had identified several variables pertaining to brand 

equity, such as building awareness, positive associations, and long-term customer 

loyalty. The impact of various factors in semiotic advertising was checked against 

individual factors that improve brand equity. The following figure depicts the factors 

and different influences on brand equity. It also shows that increased brand equity 

leads to greater purchase intentions. Figure 2.2 below illustrates Aaker’s Brand Equity 

Model.  
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Figure 2.2 Aaker’s Brand Equity Model 

        Source:  (EURIB, n.d) year 

2.6 Brand Equity 

Advertising professionals first introduced the brand equity construct during the 1980s. 

Despite this, there was no universal construct for brand equity (Chieng & Lee, 2011). 

The value of a brand needs to be observed from the organization’s perspective and is 

opined as the replacement or the sale price of a specific brand. The brand value is 

subject to change and is dependent on the possible trademark owner (Chieng & Lee, 

2011). This is mainly because various brand owners could successfully capture the 

potential brand value depending on their capability to leverage on brand equity. The 

appropriate as well as current levels of brand value are highly subjective and reliant 
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on the skills and resources of a particular organization. At a given time, in a specific 

group, assuming that all other factors are constant, the current value of a particular 

brand might be recognized based on the estimated profits obtained by the current 

owner of a specific brand (Chieng & Lee, 2011). Table 2.5 shows some established 

definitions of brand equity according to scholars.  

 

Table 2.5  

Established Definition of Brand Equity 

Authors   Definition 

Srivastava & Shocker (1991)  Brand equity is a multidimensional 
construct that composes both 

Faircloth et al. (2001                            Brand equity focuses on brand value and 
brand strength. 
The extreme consumer behaviour for a 
particular commodity having a brand as 
against a commodity that is devoid of a 
name. 

Broniarczyk & Gershoff (2003)  Brand equity is the outcome containing the 
mentioned features: Prejudiced information 
processing, persistent beliefs and attitudes, 
change resistance, as well as consumer 
behaviour influenced by attitude and beliefs. 
The above take on brand equity explores this 
construct on a customer – centric level. 

 

Opinion towards a particular brand might explain comprehensive attributes of brand 

value and the same might be based on ideas relating to specific attributes for a single 

consumer to construct a generalized opinion of the overall impression of a particular 

brand (Tiwari, 2010). 

2.6.1 Past Research on Brand Equity  

Scholars have proposed several views depending on the basis and taxonomies of brand 

equity. Despite this, most scholarly approaches aim to link brand equity with a 
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strategic problem. Scholars have proposed that brand equity should be composed of 

several meanings and constructs. Brand equity in accounting literature is treated 

differently compared to marketing. In accountancy, brand equity is explained as the 

link between the brand and the consumer. Field wick (1996) proposed several 

approaches to brand equity. Table 2.6 below shows Field wick’s approaches to brand 

equity.  

 

Table 2.6  

Field Wick’s Approach 

Authors                                                   Definitions 
Brand value The aggregate brand value when                                                         

considered as a separable asset being sold or included in the 
balance sheet.                                                      

Brand strength Measuring the consumer’s attachment strength towards a 
particular brand.  

Brand image Describes the beliefs about a particular brand and 
associations that a has towards a particular brand consumer                                                                                                               

 

Brand equity helps companies having brands to attain strategic benefits. These 

companies successfully manage their brands by focusing on increasing brand values 

through the capitalization of consumer attributes and behaviours to leverage on brand 

equity (Budac & Baltador, 2013). Past research on brand equity had aimed to separate 

the constructs of brand value from that of brand equity. Brand value is the disposable 

amount of future cash flow from a branded commodity less the disposable current 

value of future cash flow from a product that is devoid of a name. On the other hand, 

scholars have proposed that brand equity should form several attributable elements 

concerning consumer behaviour. Scholars maintain that this distinction is of particular 

significance mainly because the study on brand equity should aim to determine the 

manner in which capital is leveraged to produce brand value (Tiwari, 2010). 
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2.6.2 Summary of Brand Equity and Purchase Intent by Past Research from 

2005-2015  

Recent decades have witnessed an increased attention to brand equity as companies 

regard this as one of the fundamental elements for attaining success, especially in a 

highly competitive business setting. Past studies have observed that enhanced levels 

of favourable brand equity help in augmenting the willingness of a consumer to pay a 

higher price, considering the several extensions to the brand and even recommend the 

brand to relatives and friends (Keller & Lehmann, 2006). This helps in the 

development of a career perspective that leads to garnering increased profits and 

enhances the overall economic and organizational performance. Hence, brand equity 

and the manner in which companies strive to sustain their existing brand equity has 

gained significance in the academic literature.  

 

Moreover, conventional opinion surrounding brand equity has widened due to 

empirical findings, which indicates that brand equity is a process that evolves over 

time. Studies on brand equity have suggested that this construct is capable of 

developing due to several influential hierarchies that lead to an enhancement in all 

sizes of brand equity (Bidenback, 2012).  Scholars have established that augmenting 

overall brand equity contributes to augmenting brand awareness, brand association, 

brand loyalty and perceived quality of a particular brand. Satisfaction has been 

associated with brand equity, and the outcome indicates a close relationship between 

these two constructs. Academic observations have maintained a direct favourable 

impact of achievements on brand loyalty, perceived quality, and brand associations. 

Satisfaction is also associated with favourable cognitive transmissions that lead to 

increased brand loyalty and augmented quality.  
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A study conducted linking satisfaction with brand loyalty has demonstrated service 

provider efforts to satiate the expectations of consumers to be highly significant to the 

enhanced appreciation of the user and for successfully implementing more strategies 

for developing and creating a particular brand (Torres & Tribo, 2011). Past studies 

have even shown favourable associations between commodity innovation and brand 

equity.  

2.7 Generation Y or Gen Y 

A large segment of people, consumers and customers born from 1980 and into the 

1990’s and have an exclusive attitude towards brands are referred to as the Gen Y. 

Around eighty million individuals fall under this category and their average yearly 

spending ranges from $153 to $155. These consumers significantly impact their 

younger siblings as well as their parents with respect to forming opinions on spending. 

Studies have found that around 25 – 33 percent of aggregate spending by family 

members are influenced by Gen Y individuals (Bakewell & Mitchell, 2003; Beverland 

& Ewing, 2005; Clausing et al., 2003). The main reason firms pay significant attention 

to influencing the purchase intentions of Gen Y is the inference that this generation 

dominates the commodities and services market, especially at the time of maturity.  

 

Gen Y was born and brought up during the period in which the concept of brands had 

flooded the market. This trend had helped in making this generation highly 

comfortable with the concept of brands compared with past generations. This is the 

reason why Gen Y individuals have a different perspective and response towards 

branded products and services (Bush, Martin & Bush, 2004). Individuals belonging to 

this category are self–assured and educated. Such people are highly oriented towards 

materialism and view materialistic items as a representation of an individual and a 
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person’s status in society (Glass, 2007). This generation has the capability to set trends 

for the entire market as they not only respond to new commodities but strive to find 

new commodities and services (Sebor, 2006 and Phau, 2014).  

 

They easily and promptly adopt to impact the other parts of the market. According to 

the product life cycle model, several components approve new commodities and 

accordingly impact the remaining market to approve these commodities (Park & Yoon, 

2005). New products are developed and marketed by innovators. These innovators 

impact the quick adopters so that these adopters use the new products. The quick 

adopters form those individuals who are willing to experiment with new products. 

They then convince the majority of the people to purchase these products. According 

to this product life cycle framework, early adopters are highly significant for diffusing 

new commodities to the entire marketplace (Casidy, Narayana & Hati, 2015). Gen Y 

plays this crucial role to augment the speed of market adoption and diffuse the new 

product quickly.  

 

Past studies linking Gen Y with branding have observed that this group is highly brand 

conscious and loyal towards particular brands. People belonging to this group aspire 

to pay the price for commodities and services that have a brand name as long as they 

feel these products are of excellent quality and value for money. The same study had 

established that such customers possess high preference and loyalty that are shaped by 

influences from peers, colleagues and families (Casidy, Nuryana & Hati, 2015).  The 

distinct purchase habits of Gen Y and its past patterns have shown that they will 

continue to be attracted to brands even during their adulthood and old age.  
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Hence, it is significant for marketers and advertisers to consistently attract the Gen Y 

by means of segmentation, integrated marketing communication and segmentation. 

This generation of individuals are naturally inclined to embrace and purchase products 

that aim to depict a fashionable lifestyle, which might be depicted and communicated 

to colleagues and peers. Hence, organizations trying to market and offer specific 

brands to Gen Y consumers need to understand, entertain and connect with these 

people (Fernandez & Lean, 2009).  

2.8 Purchase Intent  

The purchase plan may be explained as a decision-making process involving the 

inclination to buy a commodity or service with a specific brand by a customer. Morinez 

et al. (2007) explained purchase intention as the consumer’s inclination to purchase a 

particular commodity under specific conditions. The customer’s purchase plan is a 

highly complicated mechanism because the consumer’s purchase intent is associated 

with attitudes, perceptions and behaviour. It is a critical level that aids users to evaluate 

and access particular commodities. Another definition of purchase intent refers to the 

purchase plan as an efficient mechanism to predict the purchasing process. 

 

The purchase plan is a consumer’s decision-making process regarding the preference 

for a specific brand. The scope of purchase intention examines the constructs of the 

anticipation to buy a commodity or service from a specific brand as well as the decision 

to consider buying a specific brand (Phau, 2014). The same study found that consumer 

purchase intentions towards a prospective brand depended on consumer preference 

and purchase intent attitudes toward other brands.  Consumer loyalty that leads to 

developing purchase intentions of a particular brand is a display of commitment and 
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trust in making purchase decisions favouring that particular brand (Schoen Bachler, 

2004).  

2.8.1 Past Research on Purchase Intent  

Previous studies on consumer’s purchase intentions had investigated the link between 

purchase intention of consumers and brand equity. A significant link between brand 

equity and the intention to purchase products and services of a given brand to others 

was examined (Mirabi, Akbariyeh & Tahmasebifard, 2015). Another scholarly 

research on consumer purchase intention had tried to determine the effectiveness of 

brand image on consumer’s purchase intention and found that a strong association 

between purchase intention and brand image (Arslan & Altuna, 2010).  

 

In addition, Zeeshan (2013) observed that the impact of brand image had influenced 

the purchase intention of commodities or services by men.  Hanzaee and Asandollahi 

(2012) had studied the influence of brand equity on purchase intentions and brand 

preference, with a particular focus on sports commodities and found a link between 

purchase intent, brand equity, and preference. Scholarly inferences have also drawn 

attention to the fact that awareness of a particular brand helps to significantly enhance 

a consumer’s purchase intent for services or products from that particular brand. 

Another study found that brand and price directly influenced a consumer’s purchase 

intent. The findings of the research illustrated that moderate price and an attractive 

product label helps to predict a customer’s positive purchase intent. Despite this, well-

known brands might have an emotional appeal that helps in impacting positive 

purchase intent. Hence, the study has maintained that emotions play a critical role in 

influencing the purchase intent of consumers (Somervuori & Ravaja, 2013). 
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2.9 Theory of Planned Behaviour 

According to Ajzen (1985 & 1991), the theory of planned behaviour has become one 

of the most influential and widely known conceptual frameworks. He stated that 

human behaviour cannot be totally controlled. Ajzen contended that characteristics 

such as perceived behavioural control might have an impact on human behaviour and 

he then went on to establish a new theory known as the theory of planned behaviour. 

This theory consisted of three conceptually independent determinants of behavioural 

intention, namely perceived behavioural control, subjective norm and attitude (Ajzen, 

1985, &1991). Figure 2.3 illustrates (TPB) perceived behavioural control as a 

viewpoint of the level of controlled behaviour. 

 
Figure 2.3 Theory of Planned Behaviour 

Source: (Ajzen, 2002) 



 

36 

2.10 Conceptual Frame Work 

 

 

Figure 2.4 Research Framework 
        

Employing TPB or the Theory of Planned Behaviour.  

The Theory of Planned Behaviour is a conceptual and methodological vagueness 

encompassing perceived behavioural control, combined with the elements of brand 

equity, which is applied in the conceptual framework of this study mentioned above. 

The viability in the advertisement and the customer’s perception of quality will act 

together to enhance different components of brand equity. This further increases the 

purchase intention of the customer. Thus, by combining the sub-elements of brand 

equity, brands are advertised in this context using semiotics to send a message across 

to target customers using a combination of variables that includes Brand equity, Brand 

recognition, Brand loyalty and Brand trust, in the given context. 
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In order to investigate correlations between variables, the theoretical framework was 

used as the central guide for the entire study. Figure 2.3 shows the influence of each 

variable in relation to the other. Semiotic advertising influences brand equity 

associated with the sub-elements, namely, brand recognition, brand loyalty and brand 

trust. Hence, semiotic advertising efficacy influences brand equity and purchase intent.  

2.11 Research Hypothesis 

According to Saunders, Thornhill, & Lewis, (2007), a hypothesis refers to a situation 

that can be false or true. The following hypotheses were derived according to the 

problem statement in Chapter One and literature review in Chapter Two, in response 

to the research question. 

2.11.1 Semiotic Advertising Efficacy and Brand Equity 

Literature indicates that the use of signs and symbols in advertisements enables 

marketers to reach out to their audiences and promote their products and services 

among them (Solik, 2014). There is a positive relationship between marketing in 

virtual communities and the purchase intention as well as brand loyalty of Gen Y. They 

are individualistic and hence, do not like to be pushed to purchase a product, which is 

also why typical advertisements do not work when trying to attract them. Lazarevic 

(2009) found that the use of signs, colours and meaningful text messages also enabled 

marketers to construct ideologies and capture their share of consumers.  

 

Semiotics allows consumers to explore ideas and terms and then connect it with the 

other (Kim, 2015). According to Berger (2011), a considerable degree of sense about 

oneself is interconnected with the way advertising assists in shaping identities and how 
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focus attributes to brands as a way for signifying the self. Brands have a signifier and 

a signified image that attracts the Gen Y to help and define a self-image. According to 

Balakrishnan, Dahnil, and Yi (2014), the social marketing medium is especially useful 

to reach emerging younger generations as it enables marketers to reach their target 

consumers faster and efficiently.  

 

H1: Semiotic advertising efficacy influences brand equity. 

H1a: Semiotics advertising efficacy influences brand recognition. 

H1b: Semiotic advertising efficacy influences brand parity. 

H1c:  Semiotic advertising efficacy influences brand Perception. 

H1d:  Semiotic advertising efficacy influences brand loyalty. 

H1e:  Semiotic advertising efficacy influences brand trust. 

2.11.2 Brand Equity and Purchase Intent 

Brand equity in marketing explains the linkages between the diverse brands created 

and customers (Chieng & Lee, 2011). Brand equity is a highly debatable concept in 

the subject domain of marketing with the significance of developing a long-term 

emphasis within the broad confines of brand management. According to Naeini et.al., 

(2015), the perceived quality of a brand has an impact on its equity. Brand equity has 

the highest impact on the customer’s purchase intent. There is also a positive 

correlation between the perceived qualities of brand equity, and the building blocks of 

effective branding strategies. Purchase intention, willingness to pay premium prices 

and brand extensions are all contradistinctive kinds of customer responses, in 

association with the creation of brand equity (Naeni et al, 2015). Brand equity is also 

defined as “the differential effect of brand cognizance on consumer replication to the 
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marketing of the brand” (Keller, 2002). Naeini, Azali, and Tamaddoni (2015) had 

evaluated the creation of brand equity and its impact on customer responses and found 

that there was a particular emphasis on the brand’s perceived quality and its positive 

impact on brand equity.  

 

Chi, Yeh, and Yang (2009) had studied the impact of brand awareness on consumer 

purchase intention and the mediating effect that perceived quality has on brand loyalty. 

The findings demonstrated that brand equity could help organizations in leveraging 

increased market share, secure increased short term and long-term profits, excellent 

positioning to enter into new markets and infuse life into stagnant or mature business 

ventures (Norskov, Chrsochou & Milenkova, 2015). The study found that there was 

an active and mediating effect between the factors that were considered in the research. 

When there is a high level of brand awareness, there will be an increase in brand 

loyalty. Shah, Adeel, Hanif and Khan (2016) suggested that subjective norms have a 

moderating role in the relationship between brand equity and brand purchase intention 

of a consumer.  

 

Past research on purchase intent had examined the perspective of a committed buyer 

whose intention to buy a particular service or commodity by a given brand did not 

depend on its price. In other words, having a favourable attitude towards a specific 

brand helps to influence the purchase intention of a consumer (Mirabi, Akbariyeh & 

Tahmasebifard, 2015). Purchase intent has been associated with emotions. An 

emotional response is significantly determined by the cognitive appraisal of a 

particular circumstance or an event. Few scholarly studies have linked purchase intent, 

emotions, and price. The same survey has maintained that one of the primary 
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determinants of purchase intent is enjoyment. It has also been observed that product 

classification augments favourable emotions.  

 

H2: Brand equity influences purchase intent. 

        H2a: Brand recognition influences purchase intent. 

        H2b: Brand parity influences purchase intent. 

        H2c: Brand perception influences purchase intent. 

        H2d: Brand loyalty influences purchase intent. 

        H2e: Brand trust influences purchase intent.  

2.11.3 Semiotic Advertising Efficacy and Purchase Intent  

 In this construct, studies have found that developing a high level of awareness about 

a brand helps to establish an increased association with that given brand leading to an 

inclination in purchase intentions towards that given brand. This leads to the formation 

of a positive purchase intent that might instigate the consumer to buy a product by 

forming a perception about the quality and price (Paine, Heitman & Herrman, 2009). 

The consumer’s purchase intent has strong associations with the brand and other driver 

aspects such as price, packaging, and labelling.  

 

It was found that branding that uses integrated marketing communications had helped 

to augment the consumer’s purchase intent of a specific product. Purchase intent is a 

term that helps to effectively reflect the construct explained by measuring it in a 

particularly applied environment. Specific items to scale are made with specifications 

warranted by a brand using specific brand-related intent to purchase the product or 

service offering. An associated component is the measure that emphasizes the intent 
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to purchase rather than the actual purchase. There are multiple types of research related 

to brand equity, purchase intention, and semiotics. 

H3: Semiotic advertising efficacy influences purchase intent. 

2.12 Summary 

Based on discussions regarding the literature review, it was evident that past studies 

had focused on the impact of advertising when building brand equity among 

customers. However, not much research has been conducted on the subject of semiotic 

advertising and its impact on building brand equity, specifically among Gen Y 

customers. Therefore, the main gap identified in the existing literature was the specific 

need to update the impact of semiotic advertising on the minds of Gen Y customers. 

In addition, it was found that not many theories were available on semiotic advertising 

and its impact on customers, especially the Gen Y customers. Focus should be on the 

development of brand associations and perceived quality of the product (Roozy, 

Arastoo & Vazifehdust, 2014). There is a need to consider brand equity and its 

different components when branding strategies and other marketing activities are 

planned and developed for a product (Porral, Fernadez, Boga, & Mangin, 2015).
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CHAPTER THREE  

RESEARCH METHODOLOGY 

3.1 Introduction 

This chapter outlines the research methodology applied in this study, which was to 

“examine the impact of semiotic advertising on Gen Y brand equity and purchase 

intention”. It reflects on the research objectives, research design, questionnaire design, 

sampling design, variables, measurement plans and their validity as well as data 

collection that was intended to be used for this study. This chapter also explains the 

development and application of research instruments in this study.  

3.2 Research Design  

This study applied the cross-sectional design, because it is a snap shot of a time horizon. 

It employs a one-time sample collection based on new items developed for semiotic 

advertising efficacy and variables for brand equity and purchase intent. Pictures of four 

smartphone brands that use semiotic advertising were included (IPhone, Samsung, Oppo 

and Lenovo) and shown to respondents for data collection using the survey method. 

This research is a causal relation study in nature framed to meet two objectives. First, 

how far the cause (Semiotic Advertising) influences Brand Equity by means of its sub-

variables such as Brand Recognition, Brand Parity, Brand Perception, Brand Loyalty, 

and Brand Trust that influences Purchase Intention. According to Mooi and Sarstedt, 

(2011), the cause comes before the effect. Secondly, Advertisement Influences Brand 
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Equity and leads to Purchase Intention. Controlling other influential elements of brand 

equity is impossible (Mooi, & Sarstedt, 2011). Also, a perception about global brands 

has set in the minds of Gen Y customers over the years through their experiences that 

have been influenced by availability, marketing or good will at the point-of-purchase.  

        

There is a valid theory behind the formation of the research statement (Mooi & Sarstedt, 

2011), which is, ‘semiotic advertising is now a cornerstone to brand equity' (Oswald, 

2012). The study employed a one-time sample collection from Gen Y smartphone 

customers in Malaysia. In addition, the researcher adopted a self-administered 

questionnaire as an effective way of collecting data because the intention was to 

distribute the questionnaires by-hand to each respondent and collect it back once they 

have finished (drop and collect method). 

3.3 Sampling Design 

Sampling allows all the procedures required for drawing conclusions from a selected 

population. A sample is a subset of a chosen larger population. The concept being that 

by following statistical procedures, the results obtained from a good sample could 

replicate the results that would otherwise be produced from the whole population 

(Zikmund et.al., 2008).  It is important that data for the study is collected from a targeted 

population. Ultimately, the results of the study are dependent on the nature of the data 

that is fed into the software used for data analysis (Procter, 2005).  The target population 

chosen for this study were Gen Y smartphone users in Malaysia.  

 

There is no doubt that a large sample size provides better and accurate results compared 

to a smaller sample size (Procter, 2005). The sample size chosen in this survey was 620, 
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which was aimed at increasing statistical accuracy. Krejcie and Morgan (1970) stated 

that 385 samples were adequate to represent 1,000,000 units of a population. Thus, this 

study adopted a sampling size of 620 in order to increase statistical accuracy. 

3.3.1 Sampling Method 

The sample design for this study was judgmental and multiple identification samples. 

The sample size chosen in this survey was 620, which was aimed at increasing statistical 

accuracy. According to Krejcie and Morgan (1970), 385 samples are adequate to 

represent 1,000,000 units of a population. Thus, this research adopted a sampling size 

of 620 in order to increase statistical accuracy. Four pictures of semiotic advertising 

involving smartphone brands (iPhone, Samsung, Lenovo and Oppo) ranked 1st to 4th in 

the smartphone market were included in the questionnaire followed by the questions. 

Respondents were selected according to smartphone users and not the brand of 

smartphone used by them. The focus was on Gen-Y smartphone users in three regions 

in Malaysia, namely East (UTM Johor Bahru), North (UUM Sintok, Kedah) and Central 

(KLMU, Kuala Lumpur) involving 207 samples from each of these segments in order 

to increase the flexibility of the data. Gen Y smartphone users were potential 

respondents in this study because of higher chances of obtaining different rates of 

influence. The themes and promises preferred by genders are different; hence, also their 

perspective towards various elements of advertising (Kraft & Weber, 2012).  

3.4 Data Collection  

Data collection was conducted using the formulation-sampling plan and the data 

collection tool was a questionnaire. Though there are multiple methods for data 

collection, this study specifically relied on the convenient data collection method (hand-
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in-hand). Questionnaires were coded for each smartphone brand and distributed with 

the picture of the smartphone based on the code (IP=iPhone, SG=Samsung, 

LN=Lenovo, OP=Oppo). The researcher had personally distributed the questionnaire 

attached with a copy of a semiotic advertisement in an A4 size poster to the respondents 

and collected it once they were done. The strategy adopted by the researcher was to 

collect 620 sample questionnaires from the target audience, which were Gen Y 

smartphone users in Malaysia and accommodate the mistakes in the questionnaire by 

eliminating obscure responses from customers. 

3.5 Research Variables and Measurements 

A range of variables and measures were used to conduct this research. This research 

was influenced by studies conducted by various authors and hence adopted variables 

from multiple authors to gain a new perspective on the influence of semiotic 

advertisement on brand equity. The concept behind the study was “consumers shop for 

meanings, not stuff” (Oswald, 2012) and “semiotics is a cornerstone of brand equity 

management” (Oswald, 2012) as well as, “Series of items moderately aligned in 

accordance to the value of which the item can be kept in harmony to its capability”, 

Zikmund (2003).  

 

The measurement items for the study were adopted and developed by the researcher. 

The new variable, such as semiotic advertising, was adopted and developed. While the 

measures of brand equity and purchase intent were adopted. The table below shows the 

adopted constructs.  
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3.5.1 The Measurements that Used in This Study   

Table 3.1 

Summary of the constructs used in this study 

 Constructs Status Source Items 
Brand                
Equity               

Adapted Gopaldas 
(2015) 

A1: I am willing to pay more for 
purchasing products from a brand that is 
well known. 
A2: Brand equity can be enhanced by 
making products superior in quality        
and more reliable. 
A3: Brand equity can be enhanced with 
the help of mass marketing campaigns. 
A4: I would consider a brand that has 
more brand equity if I can clearly 
remember its products. 
A5: If I am willing to pay more for a 
generic product as compared to its 
branded equivalent, brand equity         of 
that brand is negative. 
 

Brand 
Recognition 

Adapted Keelson  
(2012) 

B1: I would be able to recognize a        
brand if it provided exceptional customer 
service 
B2: I would be able to recognize a        
brand if value provided by it       exceeds 
my expectations 
B3: I will be able to recognize a        brand 
if I can relate to it and it is active in terms 
of its marketing effort. 
B4: The phenomenon of 'out of         sight, 
out of mind' impacts brand recognition. 
B5: In order to be constantly         
recognized by the target market, a brand 
needs to stay ahead of its        
competition. 
 

Brand Parity                                Adapted    Gopaldas   
(2015) 

C1: I can purchase from an accepted 
group of brand alternatives. 
C2: Quality is not a major concern with 
the operation of brand parity. 
C3: Brand parity provides me with 
various product/ service options without 
me having to compromise on any major 
brand attribute. 
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Brand              
Perception                             

Adapted    Gopaldas   
(2015) 

D1: Regardless of the brand's message, I 
might have a positive or a negative 
interpretation of the brand. 
D2: Brand perception is owned by me 
and other customers and not the brand. 
D3: Brands might be able to understand 
what their customers perceive about 
them by analysing social conversations. 
 

Brand 
Loyalty        

Adapted Akaah,                                                   
(2015) 
 

E1: Working with consumers who have 
had a positive experience        with the 
brand and asking them to convey the 
message to their        friends and family 
members are an effective way of 
building brand        loyalty. 
E2: Brands might be able to build a loyal 
customer base by constantly        striving 
to exceed expectations. 
E3: Brand loyalty is associated with 
higher profits. 
E4: Brand loyalty can help brands 
remain ahead of their competitors. 
 

Brand Trust Adapted  Keelson  
(2012) 

F1: I will always look         towards    a 
brand I trust         whenever I want to         
purchase new        products/ services. 
F2:  I will repeatedly use         products/ 
services of a         brand that I trust. 
F3: I will not shy away from  trying out 
new products/ services launched by a 
brand that I trust 
F4: I will be willing to pay        more for 
products/services of a brand that I         
trust. 

Purchase   
Intent    

Adapted Gopaldas 
2015 

G1: My purchase intent depends on the 
level to which a product/service                                                                                         
fulfils my need. 
G2: My purchase intent depends on 
product/service pricing 
G3: My purchase intent depends on 
competing product/service 
G4: My purchase intent depends on 
marketing efforts undertaken by a                                                                                        
brand. 
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3.6 Questionnaire Design 

The questionnaire in any study is the most pivotal data collection tool. There are six 

steps required for developing a questionnaire. These steps are, setting objectives for the 

survey (which includes determining the analysis techniques), deciding the nature of the 

sampling and administration method of designing questions, designing samples by 

bringing various questions together, pretesting the questionnaire and executing the 

questionnaire (Mooi & Sarstedt, 2014). The questionnaire designed for data collection 

in this study was based on the variables in this study, which consisted of three sections 

(Section A, B, and C). Section A comprised two parts, namely semiotic advertising (SA) 

and the intensity of semiotism (IS), subsisting as the new items developed for semiotic 

advertising efficacy. Section B comprised six parts, namely brand equity (BE) 

(Gopaldas, 2015), brand recognition (BR), brand parity (BPA) (Keelson, 2012), brand 

perception (BP) (Gopaldas, 2015), brand loyalty (BL) (Akaah, 2015), and brand trust 

(BT) (Keelson, 2012), which was adapted based on literature. Section C, the last section 

for variables, consists of purchase intent (PI) also adapted from Gopaldas, (2015) and 

the last part was the demographic section. Pictures of semiotic advertising for iPhone, 

Samsung, Lenovo, and Oppo smartphones were included in the questionnaire.  

 

In this study, the researcher developed a set of new items for semiotic advertising 

efficacy, while the others were adapted from various sources. According to Greener 

(2008), the design and format adapted for the questionnaire should not be off-putting or 

too long, should be easy to read and answer the questions, and have clear instructions 

on how to complete the questionnaire (Greener, 2008). These conditions are also a 

challenge to the researcher, because the questionnaires in this study were the only source 

of primary data; hence, more questions should be involved in seeking information.  
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The Likert Scale was applied with multiple categories, where 1 to 3 = ‘strongly 

disagree’, 4= ‘neither disagree’ nor ‘agree’ (neutral) and 5 to 7= ‘strongly agree’. 

Likert’s scale is the most commonly used scale in research (Mooi & Sarstedt, 2008). 

The Likert’s scale in the questionnaire was balanced and equidistant in the given 

options. This helps to conduct various tests and therefore, increases the scope of the 

research. The questionnaire was constructed in English but as a requirement, it was also 

translation into Malay. Instrumentation for the newly developed item for semiotic 

advertising efficacy was conducted using the items developed for semiotic advertising 

efficacy and level of semiotics in order to substantiate it from any flaws and make 

adequate changes where required.  Moreover, a pilot study was conducted using the 

initial questionnaire to detect any flaws and make necessary changes if required 

(Zikmund et. al, 2008).  

3.7 Instrument Development for Semiotic Advertising Efficacy 

The following steps for developing instruments and measures were used towards the 

fulfilment of this research. Content validity, face validity, (EFA) and (CFA) factor 

analyses, convergent and discriminant validity, reliability tests and re-test for a second 

group were the proposed steps for instrument development that was used for data 

collected. The first step to develop the measure for semiotic advertising efficacy was 

the conceptualization of semiotic advertising, as stated in the literature review. Once the 

conceptualization was done, it was reviewed by a set of expert reviewers who had vast 

knowledge in the area of semiotic advertising for content validity.  

 

In order to eliminate, discard and rewrite items that were in disagreement with the 

experts, face validity was conducted (Anastasi, 1998). Considering that the intended 
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sample size was 400-questionnaire samples, exploratory and confirmatory factor 

analyses (EFA &CFA) were conducted. One portion of data was used for the 

exploratory factor analysis and the other portion for the confirmatory factor analysis. 

The range of validity tests, such as face validity, convergent validity, and discriminant 

validity, were conducted for developing the necessary measures for this study. 

Reliability refers to the consistency between a set of items (Anastasia, 1998). The last 

measure to be developed was the test and re-test for measurement error via samples at 

two points using the same measure (Seth & Noar, 2003). Figure 3.1 describes the steps 

involved in developing new instruments for semiotic advertising efficacy. The process 

combined the guideline from five authors to ensure the authenticity of the development 

(Gilber A. Churchill, 1979; Jurgen Kai-uwe, Yu-j Zhou, and Bad Honnet Germany 

2004; Peter Caberera Nguyen 2010). 
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Figure 3.1 Item development process for semiotic advertising efficacy 

Source: Churchill (1979) 

3.10 Data Analysis  

The researcher intended to utilize the partial least square (PLS) regression method to 

analyse data. The strength of the relationship between independent variables and 

dependent variables could be found through regression analysis (calculated through 

coefficient of determination) (Saunder, Thornhill & Lewis, 2007). Coefficient of 

determination, identified as the regression coefficient, produces a percentage, and 
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describes the variation of a dependent variable on the basis of the independent variable 

(Greener, 2008). This helps in understanding the strength of the relationship between 

quantifiable dependent and independent variables (Saunders, Thornhill & Lewis, 2008). 

The SPSS 23 software was utilized to conduct the data analysis for the reliability test. 

In addition, Smart PLS 2.0 was also adopted for hypothesis testing. The partial least 

square (PLS) regression analysis helps in analysing the relationship between one 

variable and the other (Mooi and Sartedt, 2011). 

3.11 Structural Equation Modelling 

Structural equation modelling (SEM) has been emphasised as a statistical methodology 

that considers a proved approach of a structural theory that produces observations on 

multiple variables that is based on some phenomenon (Barbara, 2010; Bentler, 1988). It 

was argued (Reinartz et al., 2010, Barroso et al., 2010) that SEM was developed as an 

alternative analytical technique to perform functions that are similar to multiple 

regression but outweighs it in some instances. Besides that, SEM is useful in examining 

a set of relationships between one or more dependent variables that are either continuous 

or discrete (Hair et al., 2010). Therefore, this study utilized the PLS-SEM as a statistical 

technique. 

3.12 Conclusion 

As a conclusion, this chapter summarized the research methodology adopted for 

completing the study entitled, “The impact of semiotic advertising on Generation Y’s 

brand equity and purchase intention”. The study engaged a cross-sectional data research 

method, which was both descriptive and causal in nature because of the nature of the 

objectives set for the research. A questionnaire with open-ended and close-ended 
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questions that employed a Likert ranking and ratio scale was used for data collection 

purposes.  Once coded, various statistical tests were performed, including frequency 

analysis, covariance and correlation, hypothesis testing, factor analysis and cluster 

analysis to fulfil the research objectives.  
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CHAPTER FOUR  

  FINDINGS AND DATA ANALYSIS 

4.1 Introduction 

This chapter presents the results of the analysis of randomly collected data from 

respondents in a few states, namely, Kedah, Johor Bharu and Kuala Lumpur, using the 

survey method. Results of the data analysis using the Statistical Package for Social 

Science (SPSS) IBM version 23 and SmartPls version 2.0. The inception of this chapter 

is the description of demographic profile analysis and test of response and non-response 

bias. Furthermore, this chapter tends to the instrumentation of the newly developed items 

for semiotic advertising efficacy, pilot test and various tests conducted on the data 

collected.  

4.2 Analysis of Survey Response 

In order to help the researcher to proceed with the analysis of collected survey responses, 

the researcher needed to discover and apply necessary measures on the returned 

questionnaires. (Ranjit, 2011; 141 Mamdouh, 2010; David & Dursun, 2008) laid 

emphasis that identification of the main theme of study becomes easier while analysing 

the gathered response from the field. Hence, the returned questionnaire for this study was 

analysed using of IBM SPSS version 23 which tends to the response rate, test of non-

response bias and descriptive statistic of respondents.  
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4.3 Response Rate 

It took approximately four weeks to commence and conclude data collection from the 

chosen states. Two weeks from Kuala Lumpur, one week from Johor Bahru, and two 

weeks from Kedah Malaysia. The data collection process commenced from 28th February 

2017 to 28th March 2017 excluding instrumentation of new items developed and pilot test. 

A total number of 621 questionnaires were distributed (drop and collect) personally by 

hand by the researcher to potential respondents and 100 percent of all 621 had returned 

the completed questionnaire. However, one data was unusable, thereby, 99.9% or 620 

were treated as useable data.  

4.4 Demographic Profile 

The demographic profile displays the general background of the respondents, such as 

respondent’s age, gender, level of education, nationality, number of years using a 

smartphone, job title, length of years in current job position, and respondent’s smartphone 

brand. The respondents’ profiles are shown below.  

 

4.4.1 Age  

 

Table 4.1  

Age of Respondent 
 

Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 
25< 504 81.3 81.3 81.3 
26 -40 113 18.2 18.2 99.5 
41 - 54 3 0.5 0.5 100 
 620 100 100 100 
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Table 4.1 illustrates that from a total of 620 respondents, 81.3% were less than 25 years 

old (504), 18.2% were aged 26 – 40 years old (113), and 0.5% was aged 41-54 years old 

(3). 

 

4.4.2  Gender 

 

Table 4.2  

Gender of Respondent 
 

Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 
Male 235 37.9 38  
Female 384 61.9 62 38 
Total 619 99.8 100 100 
Missing System 1 0.2   
 620 100 100 100 

 

Table 4.2 illustrates that there were a total number of 620 respondents, which consisted 

of 235 (38%) male smartphone users, and 384 (62%) female smartphone users.  

 

4.4.3 Educational Level 
 

Table 4.3  

Educational Level of Respondent 
 

Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 
Diploma 246 39.7 39.7  
Bachelor Degree 332 53.5 53.5 39.7 
Master Degree or Higher 42 6.8 6.8 93.2 
 620 100 100 100 

 
 

Table 4.3 shows a total of 620 respondents with the majority being Bachelor’s degree 

graduates 332 (53.5%). Diploma holders were the second largest respondents with a 

frequency of 246 (39.7%) and those with a Master’s degree or higher were 42 (6.8%).  
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4.4.4 Respondent’s Nationality 

Table 4.4  

Nationality of Respondent 
 

Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 
Malaysian 555 89.5 89.5  

Other than Malaysian 64 10.03 10.03 89.5 
Specify 01 0.02 0.02 99.08 
 620 100 100 100 

 
Table 4.4 illustrates the nationality of all 620 respondents. A total of 555 (89.5) were 

Malaysians, non-Malaysians made up 64 (10.3) and ‘Not Specified’ was 1 respondent 

with percentage of (0.2). 

4.4.5 Number of Years Using A Smartphone 

Table 4.5 

Number of Years Using a Smartphone 
 

Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 
1 10 1.6 1.6 1.6 
2 37 6 6 7.7 
3 65 10.5 10.6 18.2 
4 69 11.1 11.2 29.5 
5 99 16 16.1 45.6 
6 72 11.6 11.7 57.3 
7 59 9.5 9.6 66.9 
8 68 11 11.1 78 
9 34 5.5 5.5 83.6 
10 51 8.2 8.3 91.9 
11 19 3.1 3.1 95 
12 19 3.1 3.1 98 
13 3 0.5 0.5 98.5 
14 1 0.2 0.2 98.7 
15 4 0.6 0.7 99.3 
16 1 0.2 0.2 99.5 
17 2 0/3 0.3 99.8 
18 1 0.2 0.2 100 

 620 100 100 100 
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Table 4.5 illustrates the number of years the respondents have been using smartphones. 

10 (1.6%) respondents had used the smartphone for less than 1 year, 37 (6%) respondents 

for 2 years, 65 (10.5) respondents for 3 years, 69 (11.1) respondents for 4 years, 99 (16%) 

respondents for 5 years, 72 (11.6%) respondents for 6 years, 59 (9.5%) respondents for 7 

years, 68 (11%) respondents for 8 years, 34 (5.5%) respondents for 9 years, 51 (8.3%) 

respondents for 10 years, 19 (3.1%) respondents each for 11 and 12 years, 3 (0.5%) 

respondents for 13 years, while just 1(0.2%) respondent has been using a smartphone in 

the 14 & 18 years category, 4 (0.6%) respondents for 15 years, 1 (0.2%) respondent for 

16 years and lastly 2 (0.3) respondents for 17 years. 

4.4.6 Brand of Smartphone  

Table 4.6  

Respondent’s Brand of Smartphone Country Origin 
 

Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 
USA 171 27.6 28.1 28.1 
South Korea 134 21.6 22 50.2 
China 210 33.9 34.5 84.7 
Japan 23 3.7 3.8 88.5 
Europe 6 1 1 89.5 
Other Asian  64 10.3 10.5 100 
Total 608 98.1 100 100 

 

Table 4.6 illustrates the smartphone brand’s country of origin. 171 (28.1%) were using 

USA brand of smartphone, 134 (22%) were using South Korean brand of smartphone, 

210 (34.5%) were using a Chinese brand while Japanese and European brands took up 23 

(3.8%) and 6 (1%) respectively. ‘Other Asian countries’ took up a total of 64 (10.5%), 

thus, totalling 620 (100%) smartphone brands of different brands and country origin. 
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4.5 The Instrument Development Procedure for Semiotic Advertising Efficacy 

A range of instruments and measures were developed for fulfilling the requirements of 

this study. Figure 4.1 shows the steps involved in the instrument development procedure 

(Based on Gilbert A. Churchill, 1979; Jurgen Kai-uwe, Yu-j Zhou, and Bad Honnet 

Germany (2004); Peter Cabrera Nguyen (2010)). 
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Figure 4.1 Steps in developing new items 

Source: Churchill (1979)  
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4.5.1 Steps In Developing New Instrument For Semiotic Advertising Efficacy 

 These steps were based on previous studies (Gilbert A. Churchill, 1979; Jurgen Kai-uwe, 

Yu-j Zhou, and Bad Honnet Germany (2004); Peter Cabrera Nguyen (2010). The 

researcher had put together the literature from four studies for the instrument development 

procedure needed to successfully develop new items for semiotic advertising efficacy.  

4.5.1.1 Specification Of The Domain And Generation Of Sample Items For Semiotic 

Advertising Efficacy 

First step in the process is to review the literature and conceptualize semiotic advertising, 

where each important element is recognized and identified. The second step is to generate 

samples of the items. Base on the literature review and conceptualization of semiotic 

advertising efficacy, a group of items were generated. Third step in the process was to 

conduct content validity. Results displayed below in Table 4.7.  

 

Table 4.7 

Pertaining to The First Stage in Items Development. 
No. Citing From  Reference text(s) Justification Item (s) perspective 

1. Reinartz & Saffert 
(2013) 

 

“One ad we studied, which 
scored among the highest in 
artistic value, was an 
animated commercial for 
Danone’s Fantasia yogurt 
that aired at the end of 2009. 
It showed a woman floating 
on a flower petal through a 
sea of Fantasia yogurt, 
surrounded by flowers laden 
with fruits” (Reinartz & 
Saffert, 2013, p. 2 

Promotions that 
have a high value 
of artistic 
promotion are 
simply appealing 
to the eye and 
influences the 
consumer’s 
decisions to 
purchase. 

 

Consumers view 
advertisements that 
have high creativity 
as quality products 
 
 

2.  Malhotra (2015) 
 

Eventually, the buyers are 
seeking for more 
innovativeness, more 
uniqueness and more alluring 
component for their 
promotion, the same number 

Creativity and 
uniqueness of 
advertisements 
are key aspects 
that influence and 
attract buyers. 

Consumers desire for 
creativity and 
uniqueness in adverts 
since they depict the 
probable value or 
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of the respondents have 
asserted that the customary 
ad methods, for example, TV, 
radio, boards and so on, are 
coming to an eventual end, 
and it is time for creativity to 
be on the top–most priority 
aspect of advertising 
companies (Malhotra, 
2015.p.60) 
 

 features of the 
product. 
 

3. Trehan & Maan 
(2013) 

 

“The knowledge gap created 
by the teaser ads not only 
galvanize the consumer to 
seek the final ad and the 
thereby the name of the 
product but also propels them 
to try the product identified. 
Teasers play a vital role in 
consumer motivation and 
product trial. Smith says that 
teaser ads are specially 
designed to create ambiguity 
and the resulting desire for 
closure thereby increasing 
the consumers processing 
motivation” (Trehan & 
Maan, 2013, p.4) 

Consumers can 
only be convinced 
to buy a certain 
product when 
there is enough 
information about 
the product from 
the 
advertisements. 
 

Inadequate details of 
a product during 
promotion creates a 
desire for product 
trial. 
 
The advertisement 
that creates 
ambiguity in the 
customer results in 
higher purchase 
motivation. 
 

4. Putra & Putu, 
(2014  

“An interesting 
advertisement is usually 
constructed by both verbal 
and visual signs” Putra, & 
Putu, 2014, p8). 
 

Verbal and visual 
signs carry more 
weight compared 
to plain adverts 
 

Good visual sign 
presentation of an 
advert manages to 
attract higher 
attentions. 
 

5. Buil, Chernatony 
& Martínez (2013) 
 

“marketing managers should 
be attentive to the effects that 
promotional actions have on 
consumers' perceptions of 
brand equity. While price 
promotions are common, the 
results of this study indicate 
that frequent use of monetary 
promotions dilutes some 
brand equity dimensions” 
(Buil, Chernatony & 
Martínez, 2013, p.121). 
 

Non-monetary 
promotions are 
less likely to 
negatively affect 
consumers’ 
perceived quality 
since they do not 
affect their 
internal reference 
to price. 
 

Perception of 
consumers regarding 
a brand’s monetary 
promotion negatively 
affects perceived 
quality and brand 
associations. 
 

6.  Putra & Putu, 
(2014) 

 

“Each signifier and the 
signified concept both from 
verbal and visual signs in the 
advertisement support each 

Decisions to 
purchase a 
product depends 
on effectiveness 

Adverts that are 
verbally presented 
alongside images 
carry a lot of weight 
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other and to produce 
meaning” (Putra, & Putu, 
2014, p8). 
 

of the promotion 
through verbal 
and visual 
methods. 
 

as compared to visual 
signs only. 
 

7. Amatulli et al., 
(2016) 

 

“this trend can not only spur 
greater brand recognition for 
major firms (because a 
luxury fashion brand turns 
out to be more recognizable 
when paired with a fast-
fashion brand), but it also 
allows them to apply higher 
mark-ups (because mark-ups 
on accessories are usually 
higher than those on clothes, 
the increased importance of 
this product category allows 
luxury brands to increase 
their premium price” 
(Amatulli et al., 2016, p.18) 
 

Brands that are 
presented with 
signs and symbols 
are quick to 
identify. 
 

Signs and symbols in 
adverts make them 
easily recognizable. 

8. Buil, Chernatony 
& Martínez (2013) 
 

“Findings show that by using 
an original, creative and 
different advertising 
strategies, companies can 
develop higher brand 
awareness and positive 
perceptions of their brands” 
(Buil, Chernatony & 
Martínez, 2013, p.121). 
 

Creativity in 
adverts come with 
aspects such as 
images of the 
branded products. 
 

Advertisements that 
present creative ideas 
are appealing to the 
eye. 
 

9. Huang & Sarigöllü 
(2014) 
 
 

“Specifically, price 
promotion encourages brand 
switching and provides 
consumers with an incentive 
to try those brands which 
they would not purchase 
otherwise at full price 
(Huang & Sarigöllü, 2014, 
p.98). 
 

Buyers rely on 
adverts that are 
accompanied with 
different signs and 
symbols to show 
possible prices for 
their desired 
products. 
 

Advertisements that 
use different signs 
and symbols to 
present prices of 
different products are 
most likely to 
promote brand 
switching. 
 

10. Amatulli et al., 
(2016) 
 

“It is also prudent for 
managers to consider the 
importance of accessories in 
luxury brand recognition. 
Since accessories are the 
most important element in 
terms of luxury brand 
recognition, luxury fashion 
companies should emphasize 

Buyers consider 
products that have 
replaceable 
accessories. 
 

Advertisements that 
are accompanied by 
images of accessories 
of certain products 
build trust and 
confidence. 
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this product category 
(Amatuli et al., 2016, p18). 
 

11. Behe, Huddleston 
& Sage (2016) 

 

“The brand appeared to be 
more important and appeared 
to create product 
differentiation (although 
images for branded and 
unbranded plants were 
identical) for the younger 
aged consumers compared 
with Boomers. Future 
marketing strategies should 
include branding as a piece of 
information used by 
(especially those younger) 
consumers to help facilitate 
their buying decision” (Behe, 
Huddleston & Sage, 2016, 
p.150). 

Branding 
differentiates 
similar products. 
Thus, use of 
images of certain 
brands is strongly 
related to easy 
identification and 
purchase of 
products. 
 

Signs and symbols in 
advertisements 
differentiate one 
product from 
another, which then 
manages to influence 
quick purchase 
decisions. 
 

12.  Hu & Luo, (2016) 
 

“The textual components also 
matter in the establishment of 
the brand value. The 
corporate title and its main 
slogan of the campaign, 
placed on top of the print 
advertisement, builds up a 
sense of authority and adds 
up the credibility” (Hu & 
Luo, 2016, p.38) 

Texts in adverts 
show additional 
information about 
a product. 
 

Semiotic 
advertisements that 
are accompanied by 
texts are extremely 
influential. 
 

13. Hu & Luo, (2016) 
 

“Unlike many other airline 
advertisements in which the 
travelling destination or 
image of steward are 
presented for attraction, Air 
France makes full use of its 
national image by combing it 
with its own brand 
positioning and presentation” 
(Hu & Luo, 2016, p.38) 
 

Effectiveness in 
sales promotion 
depends on brand 
positioning and 
general 
presentation of an 
advert. 
 

Advertisements that 
come with images of 
a certain brand are 
deemed effective in 
sales promotion. 

 
The second step was to develop new items base on the researcher’s conceptualization that 

was strongly guided by literature. Ten new instruments for semiotic advertising efficacy 

were developed (based on conceptualizations in Table 4.7). However, after content 

validity was conducted through expert opinion (consisting of experts in marketing, 

including professors in marketing, practitioners, and marketing researchers) and the 
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results indicated that some items needed to be refined in order to make it easier to 

understand.  

 

Table 4.8  
 

The Refined Items for Semiotic Advertising Efficacy 

         Instrument (s) Base on Conceptualization from  

This advertisement …………  

i. convinces me to remember the brand 
appearing in the advertisement. 

Buil, Chernatony & Martínez (2013) 
 

ii. convinces me to correlate the brand with the 
quality of the product. 

Reinartz & Saffert (2013) 
 

iii. influences my intention to buy products. Kress and Van Leeuwen (2002); Trehan 
& Maan (2013) 

iv. allows me to remember the advertisement 
longer. Buil, Chernatony & Martínez (2013) 

v. catches my attention to know more about the 
product. 

Buil, Chernatony & Martínez (2013) 
 

vi. leads me to associate it with the value offered 
by the products. 

Kress and Van Leeuwen (2002) 
 

vii. stimulates me to have a product trial.  Trehan & Maan (2013) 
 

viii. helps me to develop a positive brand 
perception. 

Buil, Chernatony & Martínez (2013) 
 

ix. allows me to remember corporate slogan, 
tagline, logo, and trademarks 

Hu & Luo, (2016) 
 

x. makes me feel more confident on the brand. 
Hu & Luo, (2016) 
 

 

After the items were revised, a questionnaire was developed and sent for face validity by 

several experts in advertising.  The items were then pre-tested before it was distributed 

among the first group. Forty samples were collected for pilot-test after which a reliability 

test was then performed. Table 4.9 below displays the pilot test result for forty samples.  
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Table 4.9  
 

Pilot Test Results For Semiotic Advertising Efficacy  

Cronbach's Alpha N of Items 

.782 10 

  

 Scale Mean 
if Item 
Deleted 

Scale 
Variance if 

Item Deleted 

Corrected 
Item-Total 
Correlation 

Cronbach's 
Alpha if Item 

Deleted 
SA1.Remember the brand name 42.1250 40.625 .623 .739 
SA2. Quality of the product 41.9250 42.481 .586 .747 
SA3. Influences my intention to buy 41.8000 43.190 .509 .756 
SA4. Remember the advertisement 41.9250 45.661 .282 .787 
SA5. Catches my attention  41.8750 39.240 .648 .734 
SA6. Associate with the value offered                      41.8750 43.394 .598 .748 
SA7. Have a product trial 42.0500 51.741 .022 .804 
SA8. Positive brand perception 41.4750 48.153 .254 .784 
SA9. Remember corporate slogan, tagline 42.1750 39.892 .534 .752 
SA10. Confident on the brand 41.5000 45.538 .437 .765 
 

The results for forty samples in the pilot test displayed above shows that the first test for 

internal consistency of constructs was met. 

4.5.1.2 Collection of First Data Set 

The next step was to collect the first data set. A set of questionnaires was then distributed 

to the respondents in the study. 300 samples were collected randomly from three regions 

(Northern region- UUM Sintok, Kedah, Central region-KLMU, Kuala Lumpur and the 

Southern region-UTM Johor Bharu) in Malaysia using judgmental sampling a convenient 

method. The Procedure: - Four (4) semiotic advertisements of famous smartphone brands 

(Apple, Samsung, Lenovo, and Oppo) were shown to the respondents before they were 

asked to complete the questionnaire. 
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Each respondent was only given ONE (1) advertisement to look at before answering the 

questions. The distribution of advertisements is as follows: iPhone - 25%, Samsung - 

25%, Lenovo - 25%, Oppo - 25%.  

4.5.1.3 Purification of Measures (Factoring for First Data Set) 

Once the first set of data were collected, two factoring tests were administered, such as 

KMO Bartlett’s Test, and the Unrotated Factor Analysis using the Principle Component 

Analysis technique. Table 4.10 below displays the results for first data set factoring 

analysis. Factors were determined at a cut-off value of 0.50, with eigenvalues more than 

1.0. 

 

Table 4.10  

Results for first 300 data set 

 Initial Eigenvalues Extraction Sums of Squared Loadings 
Component 

Total 
% of 

Variance 
Cumulative 

% Total 
% of 

Variance 
Cumulative 

% 
1 4.459 44.592 44.592 4.459 44.592 44.592 
2 1.002 10.020 54.612 1.002 10.020 54.612 
3 .801 8.009 62.620    
4 .724 7.236 69.857    
5 .662 6.623 76.480    
6 .599 5.986 82.465    
7 .523 5.228 87.693    
8 .477 4.769 92.462    
9 .384 3.836 96.299    

10 .370 3.701 100.000    
 

Total variance explained 

The total variance table above shows that the results are satisfactory with a total value of 

4.459 and a cumulative value of 44.592, indicating there is no response bias existing in 

this result. 
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Principal Component Analysis 

Overall, the results displayed in Table 4.10 are satisfactory.  

 

Table 4.11  

Extraction Method: Principal Component Analysis 
Model Unstandardized Coefficients Standardized 

Coefficients t Sig. 
Collinearity Statistics 

B Beta Beta Tolerance VIF 
1.9967377 0.265125  7.531317 6.51E-13   

SA1.Remember 
the brand name 0.1520918 0.041414 0.235404704 3.672464 0.000286 0.541610877 1.846344 

SA2. Quality of 
the product 0.0071505 0.044778 0.010145149 0.159688 0.873239 0.551354004 1.813717 

SA3. Influences 
my intention to 
buy 

0.1255938 0.043435 0.166751537 2.89151 0.004126 0.669132659 1.494472 

SA4. Remember 
the advertisement 0.04044 0.040053314 0.731525 0.465053 0.74230868  

 
1.347148 

SA5. Catches my 
attention  0.1510218 0.047225 0.2062918 3.197887 0.001539 0.534767302 1.869972 

SA6. Associate 
with the value 
offered                      

0.1153055 0.047146 0.146544769 2.445698 0.015056 0.619822629 1.613365 

SA7. Have a 
product trial 0.0503466 0.040955 0.068220159 1.229323 0.219954 0.722618918 1.383855 

SA8. Positive 
brand perception -0.04879 0.046347 -0.062670357 -1.05119 0.294054 0.626090964 1.597212 

SA9. Remember 
corporate slogan, 
tagline 

-0.004942 0.041904 -0.007410351 -0.11796 0.906185 0.563844849 1.773538 

SA10. Confident 
on the brand 0.006802 0.041142 0.009902076 0.165335 0.868796 0.620413475 1.611828 

a. Dependant Variable: BRAND EQUITY 

 

The coefficient results above show that the results are satisfactory as all values are above 

1.3. Therefore, the result for coefficients were satisfactory. 
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Table 4.12 

Reliability Test Results (Cronbach’s Alpha) For First Dataset 

 N % 
Cases Valid 299 99.7 

Excludeda 1 .3 
Total 300 100.0 

 

Cronbach's Alpha No of Items 

.860 10 

    
Item Std. Deviation N 

SA1.Remember the brand name 4.6221 1.49977 299 
SA2. Quality of the product 4.9231 1.37479 299 
SA3. Influences my intention to buy 4.9231 1.28652 299 
SA4. Remember the advertisement 4.9398 1.31194 299 
SA5. Catches my attention  4.9197 1.32360 299 
SA6. Associate with the value offered                      4.9866 1.23150 299 
SA7. Have a product trial 4.7893 1.31298 299 
SA8. Positive brand perception 5.1003 1.24646 299 
SA9. Remember corporate slogan, tagline 4.8161 1.45270 299 
SA10. Confident on the brand 4.9833 1.41055 299 
 

The statistical results show that all items are reliable. The statistical results for the first 

data set shows that the mean value is satisfactory and all standard deviations are above 

0.1. Therefore, the results are confirmed to be satisfactory.  

 

Table 4.13 

Cronbach Alpha 

 Scale Mean 
if Item 
Deleted 

Scale 
Variance if 

Item Deleted 

Corrected 
Item-Total 
Correlation 

Cronbach's 
Alpha if Item 

Deleted 
SA1.Remember the brand name 44.3813 63.982 .592 .845 
SA2. Quality of the product 44.0803 65.423 .590 .845 
SA3. Influences my intention to buy 44.0803 66.826 .569 .847 
SA4. Remember the advertisement 44.0635 68.201 .485 .854 
SA5. Catches my attention  44.0836 64.949 .644 .841 
SA6. Associate with the value offered                      44.0167 66.835 .600 .845 
SA7. Have a product trial 44.2140 68.847 .453 .856 
SA8. Positive brand perception 43.9030 67.323 .565 .847 
SA9. Remember corporate slogan, tagline 44.1873 64.274 .603 .844 
SA10. Confident on the brand 44.0201 65.020 .590 .845 
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The items’ total statistical results show all results of more than 44.1, which means that 

the results are satisfactory.  

 

Table 4.15 

Items’ Total Statistical 
Mean Variance Std. Deviation N of Items 

49.0033 80.440 8.96881 10 

 

The mean value for scale statistics displayed is 45.00; therefore, the overall results are 

satisfactory and acceptable. 

 

Table 4.16 

KMO-Barlett Result  

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .893 

Bartlett's Test of Sphericity Approx. Chi-Square 973.998 

Df 45 

Sig. .000 

 

Table 4.14 

Component Matrix 

 Items Component 

  1 2 

SA1.Remember the brand name 0.691799447 -0.48019044 
SA2. Quality of the product 0.687185961 -0.4875907 
SA3. Influences my intention to buy 0.663240109 0.134942078 
SA4. Remember the advertisement 0.581692503 0.09284253 
SA5. Catches my attention 0.73713465 -0.16261604 
SA6. Associate with the value offered  0.69698932 -0.08092697 
SA7. Have a product trial 0.547373687 0.569486663 
SA8. Positive brand perception 0.661899929 0.289845305 
SA9. Remember corporate slogan, tagline 0.698887243 0.254569981 
SA10. Confident on the brand 0.689031387 0.026914603 
Extraction Method: Principal Component Analysis. 

a. 2 components extracted. 
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The KMO and Bartlett’s test results illustrate a sampling adequacy value of 893 and 

significant at 000. 

 

The statistical analysis of the first dataset revealed that there was one item cross-loaded 

in the component matrix. The second test will verify whether this issue arises because of 

the sample size problem or an items error.   

4.5.1.4 Data Collection (Second Dataset) to Retest for Second Group 

Data collection (second dataset) to retest the second group of 300 samples collected 

randomly from three regions (Northern region- UUM Sintok, Kedah, Central region-

KLMU, Kuala Lumpur, Southern region- UTM Johor Bharu) in Malaysia had used the 

judgmental sampling and convenience method. The procedure was the same as the first 

data set sample method. iPhone - 25%, Samsung - 25%, Lenovo - 25%, Oppo - 25%. 

4.5.1.5 Factoring for Second Data Set (Retest for Second Group) 

Factoring tests were conducted for the second data set. The KMO Bartlett Test and the 

Unrotated Factor Analysis using the Principle Component Analysis technique were 

applied. Factors were determined at a cut-off value of 0.50, with each given value being 

more than 1.0. Reliability and validity tests were conducted on the second group. Table 

4.12 below displays the results for second group retest.  

 

Table 4.17 

Reliability test for Second Data Set 

  N % 
Cases Valid 299 99.7 

Excludeda 1 .3 
Total 300 100.0 
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Cronbach's Alpha N of Items 
.923 10 

 

 

The reliability test result above illustrates that the results are satisfactory and reliable with 

a total value of 100%. The table above shows that the results for all 10 items in semiotic 

advertising efficacy are acceptable and reliable.  

 

Table 4.18 

The Reliability Results 

 Scale Mean 
if Item 
Deleted 

Scale 
Variance if 

Item Deleted 

Corrected 
Item-Total 
Correlation 

Cronbach's 
Alpha if 

Item Deleted 
SA1.Remember the brand name 46.0502 90.860 .712 .914 
SA2. Quality of the product 46.2107 92.214 .723 .914 
SA3. Influences my intention to buy 46.4816 90.170 .740 .913 
SA4. Remember the advertisement 46.3244 92.998 .683 .916 
SA5. Catches my attention  46.0970 93.772 .668 .917 
SA6. Associate with the value offered                      46.1773 93.247 .722 .914 
SA7. Have a product trial 46.1271 94.091 .653 .918 
SA8. Positive brand perception 46.1338 91.438 .751 .912 
SA9. Remember corporate slogan, tagline 46.0903 92.096 .663 .917 
SA10. Confident on the brand 46.1371 89.609 .747 .912 

 
The above results show that the items’ total statistical values are all valid with a mean 

value of 45%. 

 

Table 4.19 

Items’ Total Statistical 
Mean Variance Std. Deviation N of Items 

51.3144 112.673 10.61474 10 
 

The scale statistics result of 10 items showed that the result is valid. 
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Table 4.20 

 Multicollinearity Test for Second Data Set 

Model R R Square Adjusted R Square 
Std. Error of the 

Estimate 
1 .173a .030 -.004 57.60101 

a. Predictors: (Constant), SA10. Confidence in the brand, SA4. Remember the 
advertisement, SA7. Have a product trial, SA1.Remember the brand name, SA5. Catches 
my attention, SA9. Remember corporate slogan, tagline, SA6. Associate with the value 
offered, SA2. Quality of the product, SA3. Influences my intention to buy, SA8. Positive 
band perception 

The result above indicates that there is no multicollinearity breach.   

 

Table 4.21 

 Coefficient Statistics 
Model Unstandardized Coefficients Standardized 

Coefficients t Sig. 
Collinearity Statistics 

B Beta Beta Tolerance VIF 
-.624 17.056  -.037 .971   

SA1.Remember 
the brand name .826 3.444 

.021 
.240 .811 

.445 2.246 

SA2. Quality of 
the product -4.937 3.779 -.115 -1.306 .193 .432 2.315 

SA3. Influences 
my intention to 
buy 

.045 3.557 .001 .013 .990 .418 2.393 

SA4. Remember 
the 
advertisement 

2.139 3.510 .050 .609 .543 .492 2.031 

SA5. Catches my 
attention  5.782 3.503 .133 1.651 .100 .517 1.934 

SA6. Associate 
with the value 
offered                      

-1.512 3.896 -.034 -.388 .698 .450 2.220 

SA7. Have a 
product trial 2.664 3.458 .062 .770 .442 .528 1.894 

SA8. Positive 
brand perception -6.382 3.838 -.150 -1.663 .097 .414 2.417 

SA9. Remember 
corporate slogan, 
tagline 

2.598 3.167 .066 .820 .413 .527 1.898 

SA10. Confident 
on the brand .423 3.541 .011 .119 .905 .407 2.456 

a. Dependant Variable: BRAND EQUITY 
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The above result shows that the result is valid and significant. 

 

Table 4.22. 

 Factor Analysis for Second Group 

KMO and Bartlett's Test 
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .943 
Bartlett's Test of Sphericity Approx. Chi-Square 1.686E3 

df 45 
Sig. .000 

 

The result demonstrates the factor analysis is worthy and acceptable. 

 

Table 4.23 

Extraction Method: Principal Component Analysis 
 Initial Extraction 
SA1.Remember the brand name 1.000 .600 
SA2. Quality of the product 1.000 .613 
SA3. Influences my intention to buy 1.000 .637 
SA4. Remember the advertisement 1.000 .559 
SA5. Catches my attention  1.000 .540 
SA6. Associate with the value offered  1.000 .613 
SA7. Have a product trial 1.000 .521 
SA8. Positive brand perception 1.000 .651 
SA9. Remember corporate slogan, tagline 1.000 .531 
SA10. Confident on the brand 1.000 .646 

 

The above communality results are valid and above 0.4. 

 

Table 4.24 

Extraction Method: Principal Component Analysis 

 Initial Eigenvalues Extraction Sums of Squared Loadings 

Component 
Total % of 

Variance 
Cumulative 

% Total 
% of 

Variance 
Cumulative 

% 
1 5.234 52.344 52.344 5.234 52.344 52.344 
2 .794 7.935 60.280    
3 .645 6.450 66.730    
4 .591 5.907 72.637    
5 .534 5.342 77.979    
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6 .530 5.303 83.282    
7 .486 4.857 88.139    
8 .444 4.442 92.581    
9 .379 3.794 96.375    

10 .363 3.625 100.000    
 

The above result illustrates that the result is valid and acceptable. 

 

Table 4.25 

Extraction Method: Principal Component Analysis 

Items Component 1 
SA1.Remember the brand name .736 
SA2. Quality of the product .736 
SA3. Influences my intention to buy .727 
SA4. Remember the advertisement .674 
SA5. Catches my attention  .737 
SA6. Associate with the value offered                      .746 
SA7. Have a product trial .656 
SA8. Positive brand perception .741 
SA9. Remember corporate slogan, tagline .718 
SA10. Confident on the brand .756 

 

The results from second dataset show that all items under SAE are scientifically 

acceptable and fall under a single construct. This confirms that the new construct, namely 

semiotic advertising efficacy, has been scientifically and successfully developed.  

4.4.1.6 Confirming the Items for Semiotic Advertising Efficacy 

The final stage involves the confirmation of items for semiotic advertising efficacy 

(SAE). The confirmed items were then used to measure Semiotic Advertising Efficacy 

involving 620 samples using principal component analysis (PCA).  Table 4.15 displays 

the results for item confirmation involving the 620 samples. A total of 620 samples were 

chosen to increase the statistical credibility. According to Krejcie and Morgan (1970), 

385 samples are enough to represent 1,000,000 units of a population. Thus, this research 

adopted a sampling size of 620 in order to increase statistical credibility. 
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Table 4.26 

Factor Analysis (PCA) for 620 Samples 

KMO and Bartlett's Test 
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .937 

Bartlett's Test of Sphericity 2.647E3 1.686E3 
45 45 

.000 .000 
 

The KMO results above demonstrate that the results are considered valid. 

 

Table 4.27 

Extraction Method: Principal Component Analysis 

 Initial Extraction 

SA1.Remember the brand name 1.000 .542 
SA2. Quality of the product 1.000 .542 
SA3. Influences my intention to buy 1.000 .529 
SA4. Remember the advertisement 1.000 .454 
SA5. Catches my attention  1.000 .544 
SA6. Associate with the value offered  1.000 .557 
SA7. Have a product trial 1.000 .430 
SA8. Positive brand perception 1.000 .550 
SA9. Remember corporate slogan, tagline 1.000 .515 
SA10. Confident on the brand 1.000 .571 

  

The above communality results are valid with a score of above 0.4. 

 

Table 4.28 

Total Variance Explained 
 Initial Eigenvalues Extraction Sums of Squared Loadings 

Component 
Total % of 

Variance 
Cumulative 

% Total 
% of 

Variance 
Cumulative 

% 
1 5.234 52.344 52.344 5.234 52.344 52.344 
2 .794 7.935 60.280    
3 .645 6.450 66.730    
4 .591 5.907 72.637    
5 .534 5.342 77.979    
6 .530 5.303 83.282    
7 .486 4.857 88.139    
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8 .444 4.442 92.581    
9 .379 3.794 96.375    

10 .363 3.625 100.000    
 

The result demonstrates that the values could be considered valid and acceptable 

Table 4.29 

Extraction Method: Principal Component Analysis 

 Component 
Items 1 

SA1.Remember the brand name .736 
SA2. Quality of the product .736 
SA3. Influences my intention to buy .727 
SA4. Remember the advertisement .674 
SA5. Catches my attention  .737 
SA6. Associate with the value offered                      .746 
SA7. Have a product trial .656 
SA8. Positive brand perception .741 
SA9. Remember corporate slogan, tagline .718 
SA10. Confident on the brand .756 
The results above show that all items are acceptable. 

 

Table 4.30 

Reliability Result for 620 Samples 
  N % 
Cases Valid 618 99.7 

Excludeda 2 .3 
Total 620 100.0 

a. Listwise deletion based on all variables in the procedure. 

 

The result above shows that all 620 items are valid, reliable and acceptable. 

 

Table 4.31 

Reliability Result  
Cronbach's Alpha N of Items 

.898 10 
 

The result above shows that all 10 items are valid, reliable and acceptable 
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Table 4.32  
 
Item Statistics 

Items Mean Std. Deviation N 
SA1.Remember the brand name 4.9644 1.50591 618 
SA2. Quality of the product 5.0275 1.34522 618 
SA3. Influences my intention to buy 4.8964 1.36010 618 

SA4. Remember the advertisement 4.9822 1.32475 618 
SA5. Catches my attention  5.0809 1.32178 618 
SA6. Associate with the value offered                      5.0793 1.24939 618 
SA7. Have a product trial 5.0081 1.32851 618 
SA8. Positive brand perception 5.1440 1.28839 618 
SA9. Remember corporate slogan, tagline 5.0372 1.45608 618 
SA10. Confident on the brand 5.1003 1.43908 618 

 

The result above shows that all items are valid with the mean value of 4.0 and above.  

Table 4.33 

Item-Total Statistics 

Items Scale Mean 
if Item 
Deleted 

Scale 
Variance if 

Item Deleted 

Corrected 
Item-Total 
Correlation 

Cronbach's 
Alpha if Item 

Deleted 
SA1.Remember the brand name 45.3560 77.296 .659 .887 
SA2. Quality of the product 45.2929 79.355 .661 .887 
SA3. Influences my intention to buy 45.4239 79.389 .651 .888 
SA4. Remember the advertisement 45.3382 81.132 .592 .891 
SA5. Catches my attention  45.2395 79.648 .662 .887 
SA6. Associate with the value offered                      45.2411 80.404 .672 .887 
SA7. Have a product trial 45.3123 81.473 .574 .892 
SA8. Positive brand perception 45.1764 79.996 .666 .887 
SA9. Remember corporate slogan, tagline 45.2832 78.375 .641 .888 
SA10. Confident on the brand 45.2201 77.663 .681 .885 

 

The above results depict that the items are valid with a scale variance of 77% and above. 
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Table 4.34 

Multicollinearity Result for 620 Samples 

Model R R Square Adjusted R Square 
Std. Error of the 

Estimate 
1 .124a .015 .000 40.01818 

a. Predictors: (Constant), SA10. Confident on the brand, SA7. Have a product trial, SA4. 
Remember the advertisement, SA1.Remember the brand name, SA5. Catches my attention, 
SA3. Influences my intention to buy, SA9. Remember corporate slogan, tagline, SA6. Associate 
with the value offered, SA8. Positive brand perception, SA2. Quality of the product. 

Table 4.35 
 
Coefficientsa 

Model Unstandardized Coefficients Standardized 
Coefficients t Sig. 

Collinearity Statistics 

B Beta Beta Tolerance VIF 
1.756 8.598  .204 .838   

SA1.Remember 
the brand name .298 1.502 .011 .198 .843 .507 1.972 

SA2. Quality of 
the product -2.244 1.695 -.075 -1.324 .186 .499 2.002 

SA3. Influences 
my intention to 
buy 

-.079 1.571 -.003 -.051 .960 .569 1.758 

SA4. Remember 
the 
advertisement 

1.341 1.530 .044 .877 .381 .632 1.582 

SA5. Catches my 
attention  3.174 1.637 .105 1.939 .053 .555 1.803 

SA6. Associate 
with the value 
offered                      

-.688 1.751 -.021 -.393 .695 .542 1.844 

SA7. Have a 
product trial 1.150 1.519 .038 .757 .449 .637 1.570 

SA8. Positive 
brand perception -2.782 1.725 -.090 -1.613 .107 .525 1.904 

SA9. Remember 
corporate slogan, 
tagline 

.670 1.465 .024 .457 .648 .570 1.754 

SA10. Confident 
on the brand .163 1.570 .006 .104 .917 .508 1.967 

 

The results above indicate that there is no multicollinearity breach, therefore, all the 

results are valid and acceptable. 



 

79 

4.5.1.7 Normality Test for Semiotic Advertising Efficacy 

The Test of Normality determines the level of distributed sample data compared to a 

normal distribution (Hair et al., 2010). It functions to assume that the data is normal using 

parametric tests that have the ability to increase the detection of a significant outcome 

from the data. Histogram charts, skewness and kurtosis values as well as normal q-q plots 

were the three main methods used to determine the normality of data (Pallant, 2011). 

Moreover, measurements of skewness and kurtosis were used in this study to assume the 

normality of data. The value of kurtosis determines whether the data is normally 

distributed based on the curve’s height, which is either flat or in peak form. Table 4.18 

below shows that there is no non-normality in this result. 

 

Table 4.36 

 
Normality Test Result for Semiotic Advertising Efficacy. 

 
 

 

 

 

 

 

 

 

4.4.1.8 Assessment Of Outliers’ Treatment For Semiotic Advertising Efficacy 

Outliers are the opposite value in a construct to the overall data, which could influence 

the normality level of data. Any numerical value of an item too large or too small that is 

distinct from other values of items should be considered as outliers (Byrne, 2013). In this 

study, the parameter multivariate analysis was used to determine the outliers based on the 

CONSTRUCT ITEMS SKEWNESS KURTOSIS 

Semiotic Advertising Efficacy 

SA1 -0.62 -0.06 
SA2 -0.59 0.19 
SA3 -0.48 0.15 
SA4 -0.48 0.27 
SA5 -0.74 0.60 
SA6 -0.62 0.42 
SA7 -0.45 0.06 
SA8 -0.53 0.20 
SA9 -0.65 0.22 

SA10 -0.56 -0.16 
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data from the total sample size of at least 89, which requires Z-score data lying outside 

the range of ± 3.0 and ± 4.0 (Hair et al, 2010). Hence, since this study dealt with a large 

sample size, which was larger than 80, so a value of up to 4.0 was used as the Z-score to 

detect outliers in the data.  

 

The following histograms below were structured to display non-outliers in the semiotic 

advertising efficacy variables. Other variables can be found in the appendix.  

 

 

 

 

 

 

Figure 4.2 Z-score for ‘remembering the brand name’ 

Figure 4.2 shows the histogram for the frequency of the Z-score based on semiotic 

advertising efficacy for ‘remembering the brand name’. Therefore, when the mean is -

2.61 E-15, the standard deviation is 1.00000 for all 620 respondents. This means there 

are no outliers in this section for ‘remembering brand name’. 
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Figure 4.3 Z-score for ‘quality of the product’ 

Figure 4.3 shows the histogram for the frequency of Z-score based on semiotic advertising 

efficacy for ‘quality of product’. Therefore, when the mean is -3.50E-15, the standard 

deviation is 1.00000 for all 620 respondents. This means there are no outliers in the 

‘quality of product’ section.  

 

 

 

 

 

 

 

Figure 4.4 Z-score for ‘influences my intention to buy’ 

Figure 4.4 shows the histogram for the frequency of Z-score based on semiotic advertising 

efficacy for ‘influences my intention to buy’. Therefore, when the mean is -1.940E-16, 
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the standard deviation is 1.00000 for all 620 respondents. This means there are no outliers 

in this section.  

 

 

 

 

 

 

 

 

 

 

 

Figure 4.5 Z-score for ‘remember the advertisement’ 

Figure 4.5 shows the histogram for the frequency of Z-score based on semiotic advertising 

efficacy for ‘remember the advertisement’. Therefore, when the mean is -2.22E-16, the 

standard deviation is 1.00000 for all 620 respondents. This means there are no outliers.  

 

 

 

 

 

 

 

Figure 4.6 Z-score for ‘catches my attention’ 
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Figure 4.6 shows the histogram for the frequency of Z-score based on semiotic advertising 

efficacy for ‘catches my attention’. Therefore, when the mean is -1.92E-15, the standard 

deviation is 1.00000 for all 620 respondents. This means there are no outliers in this 

section for ‘catches my attention’. 

 

Figure 4.7 Z-score for ‘associate with the value offered’ 

Figure 4.7 shows the histogram for the frequency of Z-score based on semiotic advertising 

efficacy for ‘associate with the value offered’. Therefore, when the mean is 3.47E-15, the 

standard deviation is 1.00000 for all 619 respondents. This means there are no outliers in 

this section. 

 

Figures 4.8 Z-score for ‘have a product trial’ 



 

84 

Figure 4.8 shows the histogram for the frequency of Z-score based on semiotic advertising 

efficacy for ‘have a product trial’. Therefore, when the mean is 1.11E-15, the standard 

deviation is 1.00000 for all 620 respondents. This means there are no outliers in this 

section for ‘have a product trial’. 

 

 

 

 

 

 

Figures 4.9 Z-score for ‘positive brand perception’ 

Figure 4.9 shows the histogram for the frequency of Z-score based on semiotic    

advertising efficacy for ‘positive brand perception’. Therefore, when the mean is 3.39E-

15, the standard deviation is 1.00000 for all 620 respondents. This means there are no 

outliers in this section for ‘positive brand perception’. 

 

 

 

 

 

 

Figures 4.10 Z-score for ‘remember corporate slogan, tagline’ 
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Figure 4.10 shows the histogram for the frequency of Z-score based on semiotic 

advertising efficacy for ‘remember corporate slogan, tagline’. Therefore, when the mean 

is -1.11E-16, the standard deviation is 1.00000 for all 619 respondents. This means there 

are no outliers in this section. 

 

 

Figures 4.11 Z-score for ‘confident on the brand’ 

Figure 4.11 shows the histogram for the frequency of Z-score based on semiotic 

advertising efficacy for ‘confident on the brand’. Therefore, when the mean is 2.50E-15, 

the standard deviation is 1.00000 for all 620 respondents. This means there are no outliers.  

4.5.1.9 Linearity Test for Semiotic Advertising Efficacy 

Linearity deals with a function or relationship that can be mathematically and graphically 

represented as a straight line, as in two quantities that are directly proportional to each 

other. Figure 4.12 indicates the relationship between the variables analysing a p-p plot 

graph. The findings according to the graph shows that the data in this study is assumed to 

be linear and there is no quadratic data trend. 
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Figure 4.12 Linearity test 

4.5.1.10 Homoscedasticity Test for Semiotic Advertising Efficacy 

Homoscedasticity means that the variance around the regression line is the same for all 

values of the predictor/independent variables or otherwise also known as homogeneity of 

variance. This test utilizes Levene’s test, which offers a statistical test to ascertain if 

several groups are equal or not, while generalizing the t-test to more than two groups. 

Levene’s test is useful for testing and comparing three or more means for the statistical 

significance. Table 4.19 below displays the result. 

 

Table 4.37  

Test of Homoscedasticity for Semiotic Advertising Efficacy 

 

 

 

 

 

Construct (s) Levene's Test for Equality of Variances 

 

Semiotic Advertising  Efficacy 
F Sig. 

0.92 0.338 
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4.5.1.11 MulticolinearityTest for Semiotic Advertising Efficacy 

Table 4.38 

Multicolinearity Result for Semiotic Advertising Efficacy  

 

The test of multicolinearity in this study determines the tolerance and VIF values. The 

value of VIF should not exceed 10, while the value of tolerance should not be below 0.10 

(Hair, Black, & Anderson, 2010). The tolerance and VIF values in Table 4.20 show that 

all the values of tolerance are more than 0.10, while the VIF values are less than 10. The 

result below indicates that there is no breach in multicolinearity in this study.  Table 4.20 

shows the Multicolinearity result for semiotic advertising efficacy.The result above 

indicates that there is no multicollinearity breach.    

4.6 Data Screening for Research Variables  

Data screening is an analysis consisting of various methods to analyse data to ensure its 

dependability, trustworthiness as well as usability. The data gathered by researchers 

generally has an assortment of issues, ranging from missing value imputation, outliers, as 

well as extraordinary cases. For instance, erroneous data prompts a number of data 

dependability quality issues including multicollinearity, violating normality, linearity, 

and also violating homoscedasticity assumptions. In this study, the data was screened by 

means of a progression test, which incorporated exploratory data analysis (EDA) for 

normality, response bias testing, common method variance and homoscedasticity.            

CONSTRUCT 
 

  Collinearity Statistics  
Sig. Tolerance VIF 

(Constant) 0.008     
Semiotic Advertising Efficacy 0.041 0.65 1.538 
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4.6.1  Normality Test 

Test of normality is to determine the level of the distributed sample data that tallies with 

a normal distribution (Hair et al., 2010). It functions to assume that the data is normal 

using parametric tests that have the ability to increase the detection of a significant 

outcome from the data. Histogram chart, skewness and kurtosis values as well as normal 

q-q plots are the three main methods used to determine the normality of the data (Pallant, 

2011). Hence, skewness and kurtosis measurements were used in this study to assume the 

normality of data. The value of kurtosis shows whether the data is normally distributed 

based on the curve’s height, which is either flat or in a peak form. 

 

However, the value of the skewness figures shows that the data is normal based on the 

balance of the curve, whether it is in the middle, left or right. The normal distribution 

value range for kurtosis should be ± 2 and the value range for skewness should be ± 1. 

Therefore, the findings based on Table 4.21 indicate there is no non-normality in this 

study. 

 

Table 4.39 

Normality Test 

CONSTRUCT ITEMS SKEWNESS KURTOSIS 

Semiotic Advertising 
Efficacy 

SA1 -0.62 -0.06 
SA2 -0.59 0.19 
SA3 -0.48 0.15 
SA4 -0.48 0.27 
SA5 -0.74 0.60 
SA6 -0.62 0.42 
SA7 -0.45 0.06 
SA8 -0.53 0.20 
SA9 -0.65 0.22 
SA10 -0.56 -0.16 

Brand Equity 

BE1 -0.69 0.19 
BE2 -0.53 0.31 
BE3 -0.51 0.48 
BE4 -0.49 0.46 
BE5 -0.37 0.15 
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Brand Recognition 

BR1 -0.46 0.08 
BR2 -0.63 0.65 
BR3 -0.40 0.15 
BR4 -0.57 0.60 
BR5 -0.43 -0.06 

Brand Parity 
BP1 -0.33 0.17 
BP2 -0.10 -0.84 
BP3 -0.17 0.20 

Brand Perception 
BP1 -0.47 0.41 
BP2 -0.13 0.33 
BP3 -0.59 0.77 

Brand Loyalty 

BL1 -0.59 0.58 
BL2 -0.66 0.49 
BL3 -0.58 0.17 
BL4 -0.66 0.41 

Brand Trust 

BT1 -0.68 0.08 
BT2 -0.74 0.50 
BT3 -0.64 0.39 
BT4 -0.75 0.43 

Purchase Intent 

PI1 -0.77 0.53 
PI2 -0.52 0.18 
PI3 -0.57 0.38 
PI4 -0.52 0.02 

 

4.6.2 Assessment of Outliers’ Treatment 

Outliers are data values that differ greatly from the majority of a set of data. These values 

fall outside of an overall trend that is present in the data. Any numerical value of an item 

too large or too small that is distinct from other values of items should be considered as 

outliers (Byrne, 2013). In this study, parameter multivariate analysis was used to 

determine the outliers based on the data from a total sample size of at least 89, which 

requires Z-score data outside the range of ±3.0 and ± 4.0 (Hair et al., 2010). Hence, this 

study dealt with a sample larger than 80, so a value up to 4.0 was used as Z-score to detect 

outliers in the data.  
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The following histograms below were structured and displays the non-outliers in semiotic 

advertising efficacy variables. Other variables can be found in the appendix.  

 

 

 

 

 

 

Figure 4.13 Z-score for ‘remembering the brand name’ 

Figure 4.13 shows the histogram for the frequency of Z-score based on semiotic 

advertising efficacy for ‘remembers the brand name’. Therefore, when the mean is -2.61 

E-15, the standard deviation is 1.00000 for all 620 respondents. This means there are no 

outliers in this section for ‘remembering brand name’. 

 

 

 

Figure 4.14 Z-score for ‘quality of the product’ 
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Figure 4.14 shows the histogram for the frequency of Z-score based on semiotic 

advertising efficacy for ‘quality of product’. Therefore, when the mean is -3.50E-15, the 

standard deviation is 1.00000 for all 620 respondents. This means there are no outliers in 

the ‘quality of product’ section.  

 

 

 

 

 

Figure 4.15 Z-score for ‘Influences my intention to buy’ 

Figure 4.15 shows the histogram for the frequency of Z-score based on semiotic 

advertising efficacy for ‘influences my intention to buy’. Therefore, when the mean is -

1.940E-16, the standard deviation is 1.00000 for all 620 respondents. This means there 

are no outliers in this section.  

 

Figure 4.16  Z-score for ‘remember the advertisement’ 
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Figure 4.16 shows the histogram for the frequency of Z-score based on semiotic 

advertising efficacy for ‘remember the advertisement’. Therefore, when the mean is -

2.22E-16, the standard deviation is 1.00000 for all 620 respondents. This means there are 

no outliers.  

 

Figure 4.17 Z-score for ‘catches my attention’ 

Figure 4.17 shows the histogram for the frequency of Z-score based on semiotic 

advertising efficacy for ‘catches my attention’. Therefore, when the mean is -1.92E-15, 

the standard deviation is 1.00000 for all 620 respondents. This means there are no outliers 

in this section for ‘catches my attention’. 

 

 

 

Figure 4.18 Z-score for ‘Associate with the value offered’ 
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Figure 4.18 shows the histogram for the frequency of Z-score based on semiotic 

advertising efficacy for ‘associate with the value offered’. Therefore, when the mean is 

3.47E-15, the standard deviation is 1.00000 for all 619 respondents. This means there are 

no outliers in this section. 

 

 

 

 

 

 

 

 

Figures 4.19 Z-score for ‘have a product trial’ 

Figure 4.19 shows the histogram for the frequency of Z-score based on semiotic 

advertising efficacy for ‘have a product trial’. Therefore, when the mean is 1.11E-15, the 

standard deviation is 1.00000 for all 620 respondents. This means there are no outliers in 

this section for ‘have a product trial’. 

 

 

 

 

 

 

Figures 4.20 Z-score for ‘positive brand perception’ 
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Figure 4.20 shows the histogram for the frequency of Z-score based on semiotic    

advertising efficacy for ‘positive brand perception’. Therefore, when the mean is 3.39E-

15, the standard deviation is 1.00000 for all 620 respondents. This means there are no 

outliers in this section for ‘positive brand perception’. 

 

Figures 4.21 Z-score for ’remember corporate slogan, tagline’ 

Figure 4.21 shows the histogram for the frequency of Z-score based on semiotic 

advertising efficacy for ‘remember corporate slogan, tagline’. Therefore, when the mean 

is -1.11E-16, the standard deviation is 1.00000 for all 619 respondents. This means there 

are no outliers in this section. 
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Figures 4.22 Z-score for ’confident on the brand’ 

Figure 4.22 shows the histogram for the frequency of Z-score based on semiotic 

advertising efficacy for ‘confident on the brand’. Therefore, when the mean is 2.50E-15, 

the standard deviation is 1.00000 for all 620 respondents. This means there are no outliers. 

4.6.3 Linearity Test 

Linearity deals with a function or relationship that can be mathematically and graphically 

represented as a straight line, as in two quantities that are directly proportional to each 

other. The following Figures 4.23 indicate the relationship between the variables 

analysing p-p plot graph. The findings of these graphs show that the data in this study is 

assumed to be linear and there is no quadratic data trend. 
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Figure 4.23  Linearity test 

4.6.4 Homoscedasticity 

Test of homoscedasticity illustrates a situation where the error term is the same across all 

values of the exogenous variable. This test utilizes Levene’s test, which offers a statistical 

test to ascertain if several groups are equal or not, also generalizes the t-test to more than 

two groups. Levene’s test is useful for testing and comparing three or more means for the 

significance of statistics. 

 

Table 4.40 

Test of Homoscedasticity 

Construct (s) 
Levene's Test for Equality of Variances 

F Sig. 

Semiotic Advertising  Efficacy 0.92 0.338 
Brand Equity 1.095 0.296    
Brand Recognition 0.005 0.941    
Brand Parity 3.267 0.071    
Brand Perception 4.785 0.029    



 

97 

Brand Loyalty 0.435 0.51    
Brand Trust 0.421 0.517    
Purchase Intent 0.083 0.773 

 

4.6.5 Test of Sampling Adequacy  

Sampling adequacy is to test for the validity of data. Therefore, Kaiser- Meyer-Olkin 

measure of sampling adequacy was used in this study where the value of above 0.5 is 

significant. Table 4.41 below demonstrates the results considered valid for further 

analysis.  

 

Table 4.41 

KMO and Bartlett’s Test 

Semiotic advertising 

efficacy 
KMO Measure 
Of Sampling 

Adequacy 

Bartlette's Test 
Of Shericity 
Approx. Chi-

Square 

df sg 

Intensity of semiotism 0.711 1488.416 15 0 
Brand equity 0.774 964.236 10 0 
Brand recognition 0.8 985.84 10 0 
Brand parity 0.533 175.221 3 0 
Brand perception 0.642 225.919 3 0 
Brand loyalty 0.792 854.512 6 0 
Brand trust 0.776 823.729 6 0 
Purchase Intent 0.69 694.276 6 0 

 

4.6.6 Multi-Collinearity 

Test of multi-collinearity in this study determined the tolerance and VIF values. The VIF 

values should not exceed 10; while the value of tolerance should not be below 0.10 (Hair, 

Black, & Anderson, 2010). The values of tolerance and VIF in Table 4.24 show that all 
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the values of tolerance are more than 0.10, while VIF values are less than 10. The result 

below indicates that there is no multicollinearity breach in this study,.   

 

Table 4.42 

MuitiCollinearity 

           

a. 

Dependent Variable: PURCHASE INTENT  

4.6.7 Anti-Image Analysis 

The Anti-image test is conducted for data consistency by testing the constructs to 

calculate the measurement-sampling adequacy (MSA). The results for anti-image with 

values for all items ranging from 0.57 to 0.94; thus, exceeding the stipulated cut-off MSA 

value of 0.5, even higher at a diagonal order (Field, 2009). The value for these items are 

greater than 0.5; therefore, the diagonal value denotes that the measurement sampling 

adequacy (MSA) assumption for this data is satisfactory. Below are the details of the anti-

image table for semiotic advertising efficacy and intensity of semiotics. Anti-imaging for 

brand equity, and purchase intent are found in the appendixes 

4.6.8 Common Method Variance 

Response bias refers to the mistake done y respondents, either intentionally or 

unintentionally, when completing the questionnaire. The misrepresented truth will have 

a significant influence on the validity of the questionnaire (Zikmund et al., 2010). In this 

CONSTRUCT 
 

  Collinearity Statistics  
Sig. Tolerance VIF 

(Constant) 0.008     
Semiotic Advertising Efficacy 0.041 0.65 1.538 
Brand Equity 0.625 0.988 1.012 

Brand Recognition 0.226 0.475 2.103 

Brand Parity 0.000 0.708 1.412 

Brand Perception 0.008 0.537 1.861 

Brand Loyalty 0.004 0.476 2.099 

Brand Trust 0.000 0.476 2.101 



 

99 

study, the common method variance (CMV) was used to test the response bias. The 

communality extraction value should not be below 0.4 in order to represent no response 

bias. The extraction values for both dependent and independent variables should be more 

than 0.689, which shows that there is no response bias in this data.  

 

Table 4.43 
 
Total Variance  

 

Table 4.43 shows the principle component analysis, indicating that all items forming 10 

factors with a total variance of 62.25% at Eigenvalues of 1.007, while the highest factor 

had a 31.77 percent of variance. Since the first variance is 31.77%, which is within 50% 

of the cumulative percent, which reaches 50%, and above indicating there is no response 

bias existing in this study. Table 4.25 displays the principle component analysis. 

4.6.9 Convergent Validity  

Convergent validity is a a parameter that refers to the degree to which two measures of 

constructs that theoretically should be related, are in fact related. The value of average 

variance extracted (AVE) should be at least 0.50 for every construct. Factor loading 

estimates are used to evaluate the convergent validity and the factor loading value should 

Component 
Initial Eigenvalues Extraction Sums of Squared 

Loadings 

Total % of 
Variance 

Cumulative 
% Total % of 

Variance 
Cumulative 
% 

1 13.981 31.774 31.774 13.981 31.774 31.774 
2 3.432 7.799 39.574 3.432 7.799 39.574 
3 2.176 4.945 44.519 2.176 4.945 44.519 
4 1.764 4.009 48.527 1.764 4.009 48.527 
5 1.402 3.185 51.713 1.402 3.185 51.713 
6 1.276 2.9 54.613 1.276 2.9 54.613 
7 1.169 2.657 57.27 1.169 2.657 57.27 
8 1.151 2.617 59.886 1.151 2.617 59.886 
9 1.007 2.29 62.176 1.007 2.29 62.176 
10 0.907 2.061 64.237    
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be at least 0.50 for each item in order to reach an acceptable level according to the 

literature on multivariate analysis (Hair et al., 2010). Composite reliability analysis is a 

popular method in confirmatory factor analysis. It supports convergent validity and the 

recommended value should be at least 0.60 (Bagozzi &Yi, 1988).  

 

Table 4.26 below displays the related matter suggested by Hair et al., (2010). It also shows 

that all items have an individual loading value of more than 0.5, and the composite 

reliable value of all constructs is larger than 0.60. Additionally, the AVE for all the 

constructs is larger than 0.5, which is in the range of 0.9995 to 0.0.53240. This indicates 

a good level of construct validity of the measures used. The findings of this statistical test 

have met the convergent validity criteria that Hair et al., (2010) formulated. The results  

indicate that this study has entirely achieved the requirements of convergent validity with 

the presumption that the constructs used are able to measure the concept of the study. 

 
Table 4.44 

The Convergent Validity Assessment Results 
Model 

Construct 
Measurement 

Items Loadings AVE 
Composite 
Reliability 

Brand  Equity 

BE1 0.999724 0.999507 0.999901 
BE2 0.999823   
BE3 0.999825   
BE4 0.999755   
BE5 0.999641   

Brand Loyalty 

BL1 0.81384 0.651566 0.882036 
BL2 0.819651   
BL3 0.78067   
BL4 0.814035   

Brand Perception 
BP1 0.807813 0.51834 0.754365 
BP2 0.477517   
BP3 0.82124   

Brand Parity 
BPA1 0.767021 0.575403 0.802291 
BPA2 0.713883   
BPA3 0.792628   

Brand Recognition 

BR2 0.807022 0.591832 0.852742 
BR3 0.778942   
BR4 0.7226   
BR5 0.766253   

Brand Trust BT1 0.863616 0.533269 0.783659 
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BT2 0.86842   
BT3 0.791985   
BT4 0.076486   

Purchase Intent 
PI2 0.791853 0.643229 0.843932 
PI3 0.819527   
PI4 0.794376   

Semiotic Advertising 
Efficacy 

SA1 0.760911 0.532405 0.900798 
SA10 0.751762   
SA2 0.758377   
SA3 0.74524   
SA4 0.670531   
SA5 0.748242   
SA7 0.647963   

4.6.10 Discriminant Validity 

Discriminant validity is a type of construct validity used to predict two variables that are 

correlated (Sekaran & Bougie, 2013). According to Hair et al., (2010), AVE for each 

construct and the squared correlation with another construct should be compared. When 

the square root of AVE is greater than the squared correlation, then discriminant validity 

is satisfied. Therefore, discriminant validity is used to measure the construct validity in 

order to examine its connection with other constructs. Table 4.27 below displays the 

results for the latent construct. 

 

Table 4.45  
 
Discriminant Validity of Constructs 
 BE BL BP BPA BR BT LS1 PI SAE 

BE 0.9998                 
BL 0.0416 0.8072               
BP 0.0875 0.4458 0.7200             

BPA 0.0794 0.5838 0.5513 0.7586           
BR 0.0568 0.5889 0.4805 0.5113 0.7693         
BT 0.0526 0.5909 0.3390 0.4543 0.6083 0.7303       
LS1 0.9123 0.0596 0.0880 0.0737 0.0388 0.0567 0.8750     
PI 0.0470 0.4846 0.4229 0.4598 0.4214 0.5307 0.0615 0.8020   

SAE 0.0211 0.4464 0.4304 0.4474 0.4841 0.4443 0.0194 0.4158 0.7297 
Note: BE stands for brand equity, BL = brand loyalty, BP represents brand perception, while BPA = brand 
parity, BR stands for brand recognition, BT = brand trust, LS represents level or intensity of semiotism, PI 
stands for purchase intent, and lastly, SAE stands for semiotic advertising efficacy. 
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The validation procedure for the reflective measurement model was ended once the 

discriminant validity was examined and had fulfilled all the assumptions. As 

demonstrated in Table 4.20, the square root of AVE for the latent variables are all greater 

than its squared correlations; this means that the discriminant validity in this study is 

confirmed.  

4.6.11 Hypotheses Testing 

In order to test the hypotheses in this study, the Smart PLS 2.0 M3 version was employed. 

After testing the measurement model, structural model and the moderation effect, the 

following tables were generated to illustrate the assessment results. T value with the 

required value level was more than 1.65 for 5 percent of significant level for a one-tailed 

test, which is the standard needed to support the hypotheses. Table 4.28 below 

summarizes the results of the hypothesis testing. There are 13 hypotheses in this study, 

and 11 out of 13 hypotheses are supported. 

 

Table 4.46 

Results of the Hypothesis Testing 

  Full Model  

Hypotheses Relationship B S.E T Supported  

H1 SAE -> BE 0.00767 0.174624 5.515615* Yes 

H1a SAE -> BR 0.483479 0.068291 7.079643* Yes 

H1b SAE -> BPA 0.446222 0.087886 5.07729* Yes 

H1c SAE -> BP 0.428921 0.082616 5.19172* Yes 

H1d SAE -> BL 0.444189 0.080533 5.515615* Yes 

H1e SAE -> BT 0.442737 0.059992 7.379946* Yes 

H2 BE -> PI 0.368273 1.100349 0.334688 No 

H2a BR -> PI -0.045294 0.057473 0.7881 No 

H2b BPA -> PI 0.125171 0.054723 2.287338* Yes 

H2c BP -> PI 0.164393 0.046426 3.540999* Yes 
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H2d BL -> PI 0.118026 0.061178 1.929226* Yes 

H2e BT -> PI 0.315435 0.060532 5.211011* Yes 

H3 SAE -> PI 0.41501 0.073272 5.663951* Yes 

Note: * Sig. at p<0.05, t = 1.65. Where SAE = Semiotic Advertising Efficacy, BE = Brand Equity, BR = 
Brand Recognition, BPA = Brand Parity, BP = Brand Perception, BL = Brand Loyalty, BT = Brand Trust, 
PI = Purchase Intent 
 

There are 13 hypotheses in this study, out of which 11 are positively supported at a 

significant level of p<0.05. The above results show that semiotic advertising efficacy has 

a positive influence on brand equity at a significant level of p<0.05. Semiotic advertising 

efficacy also has a positive and significant influence on the 5 sub-elements of brand 

equity, which were formed to measure the link between brand equity and purchase intent. 

The results showed that 11 out of 13 hypotheses are positively significant. Two items, 

namely SAE -> BE and SAE -> BR, indicated high significance with a T value of 5.515, 

and 7.079, respectively. Meanwhile, SAE ->BPA, SAE ->BP, SAE ->BL and SAE -> BT 

were found to be highly significant at p<0.05, where the t values = 5.077, 5.191, 5.151 

and 7.379. This indicates that H1 is highly significant and the most significant of all the 

hypotheses is H1e with a T value at 7.379. This means that semiotic advertising efficacy 

positively influences brand equity and the sub-elements. 

 

The second hypothesis findings showed that brand equity influences purchase intent with 

its sub-elements, brand recognition influences purchase intent, brand parity influence 

purchase intent, brand perception influences purchase intent, brand loyalty and brand trust 

influences purchase intent. The result depicts a positive and high significance for H2b, 

H2c, H2d, and H2e as represented by the beta values of 0.1251, 0.164, 0.118 and 0.315 

with T = 2.287, 3.540, 1.929 and 5.21, respectively, significant at p<0.05. Thus, 

hypotheses H2b, H2c, H2d, and H2e are positively supported, which means that they are 

positively influenced, while H2 and H2a are not supported.  
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The third hypothesis stated that semiotic advertising efficacy influences purchase intent. 

From the results above, it is seen that semiotic advertising efficacy has a positively high 

and significant influence on purchase intent with the T value at 5.663 and sig at p<0.05 

4.6.12 Summary of the Findings  

The hypotheses results found in this study are summarized in this segment. The sub-

hypotheses and its remarks are explained in table 4.29. 

 

Table 4.47  

Summary of the Study Findings 

Hypothesis 
Number Statement of Hypothesis Results 

H1 

 

Semiotic Advertising Efficacy Influences Brand 

Equity         

Supported  

(Positively Influences) 

H1a Semiotic advertising efficacy influences brand Supported  
(Positively Influences) 

H1b Semiotic advertising efficacy influences brand 
parity 

Supported  
(Positively Influences) 

H1c Semiotic advertising efficacy influences brand                      Supported  
(Positively Influences) 

H1d Semiotic advertising efficacy influences brand     Supported  
(Positively Influences) 

H1e Semiotic advertising efficacy influences brand 
trust              

Supported 
 (Positively Influences) 

 

The impact of semiotic advertising efficacy on brand equity was tested, and the results 

showed that the impact of semiotic advertising efficacy was positive on different aspects 

of brand equity, i.e. brand recognition (t=7.079, P<0.05), brand parity (t=5.077, P<0.05), 

brand perception (t=55.191, P<0.05), brand loyalty (t=5.515, P<0.05) and brand trust 

(t=7.379, P<0.05). These findings thus confirmed the findings by Christodoulides and De 

Chernatony (2010), Boyles et al., (2009) as well as Akaka and Alden (2010), that higher 

efficacy of semiotic advertising results in higher brand equity. The results confirmed that 
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semiotic advertising is extremely crucial and important in influencing the consumer’s 

brand equity because the advertising method leads to higher brand recognition, trust, 

loyalty, parity and perceptions. Akaka and Alden (2010) and Rossolatos (2014) 

established that efficacy of semiotic advertising means that consumers relate to the 

advertisements and consider them to be unique, attractive and aligned with their values 

and this tends to develop positive perceptions about the brand, resulting in higher 

perceived brand value and equity. Hence, the results seem to align with previous findings 

in the literature that established a positive influence of semiotic advertising on brand 

equity, as perceived by the consumers. 

 

Table 4.48 

H2 Summary of Findings  

Hypothesis 
Number Statement of Hypothesis Results 

H2 
 

Brand equity influences purchase intent                                           No Supported  
Influences 

H2a Brand recognition influence purchase intent                                  No Supported  
Influences 

H2b Brand parity influences purchase intent                                       Supported  
(Positively Influences) 

H2c Brand perception influences purchase intent                                Supported  
(Positively Influences) 

H2d Brand loyalty influences purchase intent                                     Supported  
(Positively Influences) 

H2e H2e Brand trust influences purchase intent                                         Supported 
 (Positively Influences) 

 

The second hypothesis and its sub-hypotheses evaluated the influence of brand equity on 

purchase intention. The values of T were obtained from path analysis (Table 1) and 

exhibited the impact of different aspects of brand equity, i.e. brand recognition (t=.7881, 

P<0.05), brand parity (t=2,28, P<0.05), brand perception (t=3.54, P<0.05), brand loyalty 

(t=1,92, P<0. 05) and brand trust (t=5.211, P<0. 05), and revealed that the values were 

higher than 1.96 for all the variables except for brand recognition. Thus, this finding did 
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not align with the findings by Malik et al., (2013) and Huang and Sarigollu (2014), who 

established that consumers have a positive and higher purchase intention towards a brand 

that they recognize. Therefore, brand recognition of any given brand has a positive 

influence and impact on the overall purchase intention of consumers.  

 

While the statistical results did not confirm a positive influence by brand recognition on 

purchase intent, the influence of other measures or components of brand equity were 

found to be positive and significant. These findings comply and align with literature 

findings presented by Santos (2012), Jalilvand et al., (2011) and Chang and Liu (2009), 

who revealed that different components of brand equity, including trust and loyalty of 

buyers, have a positive and direct impact on purchase intent. Chi et al., (2009) explained 

that as brand equity increases, consumers feel that they are receiving higher value for 

their money by purchasing the products and services sold by the brand and hence, this 

results in a decision to purchase the product. Although the path analysis results obtained 

for ‘influence of overall brand equity on purchase intention’ did not confirm the 

hypothesis, the brand equity components were shown to influence it positively and it 

could be concluded that the consumer’s purchase intentions do increase when the overall 

equity of brand is higher. 

 

Table 4.49  

H3 Summary of Findings 

Hypothesis 
Number Statement of Hypothesis Results 

H3 
 

Semiotic advertising efficacy influences 
purchase           
  

Supported  
(Positively Influences) 

 

The main purpose and objective of the research, as defined earlier, was to test the 

influence and impact of semiotic advertising efficacy on purchase intent. According to 



 

107 

the framework developed based on the literature review, semiotic advertising efficacy has 

a high positive influence on brand equity, which also has a high positive influence on 

consumer purchase intention, thus, suggesting an indirect positive impact of semiotic 

advertising efficacy on the consumer’s purchase intent. The results obtained from the 

study to demonstrate the influence of semiotic advertising efficacy on purchase intent 

reflected a T-value of 5.66 (p<0.05) and hence, the path as defined in the hypothesis, is 

acceptable. Thus, the results comply and align with the findings and discussions by Freire 

(2014), Azevedo (2016) and Akbari et al., (2014). These studies have shown that 

consumer’s purchase intentions are higher when semiotic advertising adopted by a brand 

is effective; hence, it was suggested that brands need to focus on and adopt this approach 

to advertising and promotion for higher sales and better profits. 

4.7 Summary 

The findings of this study have been explained and examined in this chapter. It includes 

the descriptive analysis of the 620 respondents’ ‘profiles’, exploratory factor analysis 

(EFA) to fulfil the requirements of the new instruments developed for semiotic 

advertising efficacy, confirmatory factor analysis (CFA), the measurement model 

validation with internal consistency as well as convergent and discriminant validities. In 

conforming with the measurement and structural model validation, the hypotheses were 

tested using the SmartPLS program. All findings in this study were summarized in tables 

and further elaborated with explanations. 
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CHAPTER FIVE    

DISCUSSION AND CONCLUSION 

5.1 Introduction  

This chapter discusses and outlines the results and findings of this study as well as 

addresses potential contributions forthcoming from the study. As an overview of this 

study, this chapter provides a discussion on the data analysis and its implications, 

including the contributions of this study. Furthermore, it discusses the limitations and 

suggestions for further studies inclined to annotate directions for research in this area. 

5.2 Recapitulation of the Study Findings 

The aim of this study was to provide empirical examination of semiotic advertising 

efficacy on purchase intention of Gen Y, its antecedents and outcomes. For the purpose 

of making semiotic advertising efficacy an established instrument for further research 

in advertising, the researcher had taken the initiative to develop new constructs for 

semiotic advertising efficacy. All procedures related to instrument development 

processes were adhered to and fulfilled. Then, a series of hypotheses were developed 

and tested specifically to study the influence of semiotic advertising efficacy on 

purchase intent of Gen Y. A total number of 621 questionnaires were distributed via 

(drop and collect) hand-in-hand approach. The findings of this study established that 

semiotic advertising has a strong and significant influence on purchase intentions and 

decisions of Gen Y smartphone users. 
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The key purpose of this study was to evaluate the influence of semiotic advertising 

efficacy on purchase intents of Gen Y smartphone users. The results also confirmed 

that purchase intentions of GenY are positively influenced by all the components of 

brand equity except for brand recognition and hence, based on the conceptual 

framework developed when establishing the relations between semiotic advertising 

efficacy, brand equity and purchase intent of consumers, it could be concluded that the 

purchase intentions of Gen Y increased when semiotic advertising adopted by brands 

were effective. Thus, companies must ensure that their advertisements are appealing 

to customers from a semiotic point of view. This study has helped in meeting the 

objectives to a large extent; however, future studies can focus on multiple brands or 

carry out separate studies for different geographic clusters in order to generalize the 

outcomes.  Table 5.1 below displays the summary of the hypotheses formed in this 

study.  

 

Table 5.1  

Summary of Hypotheses 

Hypothesis 
Number Statement of Hypothesis Remarks 

H1 
 

Semiotic Advertising Efficacy Influences Brand Equity         Supported  
 

H1a Semiotic advertising efficacy influences brand Supported  
 

H1b Semiotic advertising efficacy influences brand parity Supported  
 

H1c Semiotic advertising efficacy influences brand                      Supported  
 

H1d Semiotic advertising efficacy influences brand     Supported  
 

H1e Semiotic advertising efficacy influences brand trust              Supported 
  

H2 
 

Brand equity influences purchase intent                                           No Supported  
 

H2a Brand recognition influence purchase intent                                  No Supported  
 

H2b Brand parity influences purchase intent                                       Supported  
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H2c Brand perception influences purchase intent                                Supported  
 

H2d Brand loyalty influences purchase intent                                     Supported  
 

H2e H2e Brand trust influences purchase intent                                         Supported 
  

H3 
 

Semiotic advertising efficacy influences purchase           Supported  

5.3 Discussions and Findings 

This section summarizes the results of the tests conducted in this study to confirm the 

hypotheses. The sub-hypotheses and its remarks are explained in a proper table form, 

as in Table 5.1 above. The discussions on the study’s findings are explained below.  

5.3.1 Findings Related to The Influence of Semiotic Advertising on Brand           

Equity  

The influence of semiotic advertising efficacy on brand equity were tested and the 

results suggested that the influence of semiotic advertising efficacy is significantly 

positive on different aspects such as brand equity, brand recognition, brand parity, 

brand perception, brand loyalty and brand trust. The findings revealed that brand 

recognition was not positively supported though there is a significant influence on 

purchase intent. Thus, these findings confirmed the findings obtained by 

Christodoulides and De Chernatony (2010), Boyles et al., (2009) and Akaka and Alden 

(2010), that higher efficacy of semiotic advertising results in higher brand equity. 

Results of this study confirmed that semiotic advertising is extremely crucial and 

important in influencing the brand equity of consumers because the advertising method 

results in higher brand recognition, trust, loyalty, parity and perceptions.  
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Akaka and Alden (2010) and Rossolatos (2014) had established that efficacy of 

semiotic advertising means that the consumers relate to the advertisements and 

consider them to be unique, attractive and aligned with their values and hence, tend to 

develop positive perceptions towards the brand, resulting in higher perceived brand 

value and equity. Hence, the results seem to align with previous findings found in the 

literature that establish a positive influence of semiotic advertising on brand equity, as 

perceived by consumers. 

5.3.2 Findings Related to The Influence of Semiotic Advertising on Purchase            

Intent 

The second hypothesis and its sub-hypotheses evaluated the influence of brand equity 

on purchase intention. Brand equity and brand recognition were not positively 

supported; however, there was a significant influence by brand equity and brand 

recognition on purchase intent. All other sub-hypotheses regarding brand equity were 

positively supported with a high significant value.  This finding does not align with 

the finding obtained by Malik et al., (2013) and Huang and Sarigollu (2014), who 

established that consumers have a positive and higher purchase intention towards the 

brand that they recognize and hence, brand recognition of any given brand has a 

positive influence and impact on the overall purchase intention of consumers. While 

the statistical results do not confirm a positive influence by brand recognition on 

purchase intent, the influence of other measures or components of brand equity were 

found to be positive and significant.  

 

These findings comply and align with findings from previous studies such as Santos 

(2012), Jalilvand et al., (2011) and Chang and Liu (2009), who revealed that different 

components of brand equity, including trust and loyalty of buyers, have a positive and 
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direct impact on purchase intent. Chi et al., (2009) explained that as the brand equity 

increases, consumers feel that they are receiving higher value for their money by 

purchasing the products and services being sold by the brand and this results in an 

increase in their decision to purchase the product. Although the path analysis results 

obtained for ‘influence of overall brand equity on purchase intention’ did not confirm 

the hypothesis, brand equity components were found to positively influence it and 

hence, it could be concluded that consumers’ purchase intentions do increase when the 

overall brand equity is higher. 

5.3.2 Findings Related to The Influence of Brand Equity on Purchase Intent  

 The main purpose and objective of this study, as defined earlier, was to test the 

influence and impact of semiotic advertising efficacy on purchase intent. According to 

the framework developed based on the literature review, semiotic advertising efficacy 

has a positive and significant influence on brand equity, which in turn has a positive 

impact on consumer purchase intention; thus, suggesting an indirect positive impact 

by semiotic advertising efficacy on consumers’ purchase intent. The results obtained 

from the study related to the influence of semiotic advertising efficacy on purchase 

intent showed that semiotic advertising has a strong influence on purchase intent; 

hence, the path as defined in the hypothesis could be accepted. The results, thus comply 

and align with findings and discussions by Freire (2014), Azevedo (2016) and Akbari 

et al., (2014), whereby purchase intentions of consumers increase when the semiotic 

advertising adopted by a brand is effective and it can be suggested that brands need to 

focus on and adopt this approach of semiotic advertising and promotion for higher 

sales. 
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5.4 Contributions of The Study 

The research findings mainly focused on highlighting the positive impact of semiotic 

advertising on the minds of customers, specifically on Gen Y customers, who are 

highly influenced by technology. With the help of these research findings, the research 

gaps mainly in the form of lack of adequate information regarding semiotic 

advertisements and its impacts on the minds of Gen Y customers, had been covered. 

This is because the research findings developed in this study had helped to effectively 

cover the research gaps (Arslan & Altuna, 2010).  

5.4.1 Theoretical, Methodological and Practical Contributions 

Theoretically, this study is the first quantitative study conducted on semiotic 

advertising efficacy. It is the first to empirically test the determinants of Gen Y’s 

purchase intent of smartphones in Malaysia. The main theoretical contribution of this 

study is the development of new measures for semiotic advertising efficacy. A series 

of items were developed based on strict scientific procedure, as recommended by 

Gilbert A. Churchill (1979), Jurgen Kai-uwe, Yu-j Zhou, and Bad Honnet Germany 

(2004), and Peter Cabrera Nguyen (2010). This study had also successfully contributed 

by providing empirical evidence and extended literature on semiotic advertising, 

adding to the corpus of knowledge about Gen Y purchase intent, and understanding 

the impact of semiotics on brand equity and purchase intent. Previous studies had 

focused on semiotic advertising; therefore, this current study provided a theoretical 

implication through new instruments developed by researcher-based conceptualization 

by Buil, Chernatony &Matinez (2013), Kress and Van Leeuween (2002); Trehan and 

Maan (2013) and lastly Hu & Luo, (2016). This had made the contextual setting 
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replicable, thereby future research might be conducted on the efficacy level of semiotic 

advertising by international firms on all smartphone users in Malaysia.  

 

Methodologically, the researcher had successfully used the quantitative method to 

study semiotic advertising since previously the qualitative research method was widely 

used to study this issue. The quantitative technique method could be used in various 

ways, such as developing new instruments for SAE and also for hypothesis testing. 

For instrument development, the accumulated literature was then conceptualized from 

various authors in numerous settings. Forty samples were specifically collected for 

instrumentation of new items developed for SAE. Data were screened to eliminate 

statistically unsatisfactory items. Methodologically, this study contributed through the 

process of new item development and conceptualization of semiotic advertising 

efficacy. Practically, the study is also important for various stakeholder groups such 

as (but not limited to) marketers, and advertising officials as the findings had 

established that semiotic advertising efficacy had a positive and significant influence 

on brand equity and purchase intent.  Therefore, this study practically contributed by 

informing international firms and Gen Y customers about the effectiveness of using 

semiotic advertising to capture customers. 

5.5 Limitation and Recommendations for Future Studies 

Every research has some limitations and therefore, even when conducting this study, 

some limitations were encountered. Due to time constraints, the cross-sectional 

investigation became a cumbersome process for this study. In addition, the data was 

collected through self-administered hand-in-hand questionnaire survey, whereby the 

strategy of one-time collection was used (Chernatony, 2006). In addition to this, the 

study was conducted in three regions in Malaysia, namely the Northern Region (UUM 
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Sintok Kedah), Southern Region (UTM Johor Bahru) and Central Region (KLMU and 

Segi College Kuala Lumpur). However, at the same time, it was realized that the results 

of the study might differ when conducted in other areas in Malaysia due to the 

differences in culture and the geography of the regions. In this regard, future studies 

could be conducted in the other areas in Malaysia.  

 

Despite the fact that the researcher had screened the collected data, it is proposed that 

a predominant and peer assessed overview is administered in future studies, 

notwithstanding self-managed and multiple strategies that will limit the predisposition 

component in the information gathering process. The result might differ when 

conducted in other countries due to different cultures. Thus, further studies are 

recommended to compare the result of this study with that from other countries.  

5.6 Conclusion 

Based on extensive findings made in this study, it was found that these findings could 

be related to theories in an effective manner. The findings highlighted that semiotic 

advertisements played a positive role by impacting the buying decisions of Gen Y 

customers as they leave a lasting impression in the minds of customers and thus, it is 

easier to build loyalty amongst them. The statistical results and outcomes obtained 

from the study revealed and established that semiotic advertising efficacy results in 

better brand equity as perceived by Gen Y. In addition, the results also confirmed that 

the purchase intentions of Gen Y are positively influenced by all the components of 

brand equity except for brand recognition. Hence, based on the conceptual framework 

developed to establish the relations between semiotic advertising efficacy, brand 

equity and purchase intent of consumers, it could be concluded that the purchase 
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intentions of Gen Y increases when semiotic advertising adopted by brands are 

effective. 
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