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Abstract

This study aims to investigate young consumers’ views about advertising from
generation perspective. Specifically, it seeks to scrutinize the effects of both
advertising beliefs and personal values on their attitude towards advertising. As past
studies review little about the implication of generation on advertising attitude in
developing markets, the study looks into the subject matter from the standpoint of a
young generation cohort in Sarawak. Self-administered survey was utilized on the
basis of purposive sampling strategy to sample Neoteric-inheritors (aged 15-21 as of
2013) in the state. 450 copies of questionnaire were distributed, and 384 usable copies
were subsequently collected. Data was analyzed using descriptive analysis and
regressions. The findings show that product information, social role/image, being
good for the economy, not being materialistic and truthfulness have significant effect
on Neoteric-inheritors’ attitude towards advertising. Contrary to past studies, their
advertising attitude is found to be predominantly formed by positive beliefs.
Moreover, only internal value is found to be significant in predicting attitude though
the effect is weak. The study thus provides insights into how young consumers in
developing markets view advertising, and how the understanding of generation
articulates the effect of advertising beliefs and personal values on attitude and
behavioural intention. By understanding the embedded orientations in generation,
knowledge about young consumers’ attitude towards advertising, and advertising
effectiveness can be further enhanced.
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Introduction

Attitude towards advertising is generally accepted as a key indicator to advertising
effectiveness (Mehta, 2000) due to its predictive relevance to behaviours (Ling, Piew
and Chai, 2010; Mehta and Purvis, 1995). Such attitude is claimed to be mainly
constructed by beliefs about advertising (Pollay and Mittal, 1993; Tan and Chia,
2007). When beliefs about advertising change, attitude towards it changes
accordingly. It will subsequently affect purchasing intention and behaviours (Wang,
Sun, Lei and Toncar, 2009). On another note, personal values are also found to have
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positive relationship with views towards advertising (Brumbaugh, 2002; Kopanidis,
2009; Nairn and Berthon, 2003). Researchers have asserted that personal values
provide the best reflection of human behaviours (Pitts and Woodside, 1984) as they
are guiding principles in their lives (Seligman and Katz, 1996). Personal values have
often been looked into to understand why certain decisions are made (Kamakura and
Novak; 1992; White, 2005). Hence, both beliefs about advertising and personal values
provide relevant and profound explanation to attitude towards advertising.

Past studies have used different demographic variables to assess how consumers
perceive advertising (Butt and de Run, 2010, 2012; Yasin, Anwar and Sajid, 2013).
However, little is known about the simultaneous effect of advertising beliefs and
values on attitude towards advertising from the perspective of generation (de Run and
Ting, 2013). Moreover, given most of the past studies were conducted in western
countries, there has been a mounting interest to delve into the subject matter in
developing markets (Fam, Waller, Ong and Yang, 2008). Furthermore, while
advertising studies using general public as samples are abundant, how adolescents and
young adults perceive advertising remains relatively ambiguous as they are largely
assumed to be similar to adults (Wang, Holloway, Beatty and Hill, 2007). Taking the
Neoteric-inheritors, a young generational cohort in Sarawak, as the target population
(Ting, de Run and Fam, 2012), the purpose of this study is to investigate the effects of
their beliefs about advertising and personal values on attitude towards advertising. As
young consumers in this cohort are still in their formative years, the understanding of
their beliefs and values provides fundamental knowledge about their attitude towards
advertising and future behaviour (Pechmann, Linda, Loughlin and Frances, 2005;
Rogler, 2002).

Literature review

Attitude towards advertising

Attitude towards advertising is by and large referred to as response to advertising
either in favourable or unfavourable manners (Bamoriya and Singh, 2011). Moreover,
attitude towards advertising also reveals the degree of involvement in advertisement
(Chowdhury, Parvin, Weitenberner, and Becker, 2010). For example, when
consumers express favourable attitude to an advertisement, it indicates that they are
highly involved in the advertisement. Furthermore, attitude towards advertising is
found to have direct effect on the effectiveness of advertising as it affects consumer
purchasing intention and subsequent behaviour (Mehta, 2000; Mehta and Purvis,
1995).

However, past advertising studies do not necessarily show consistent results. Early
researchers reported unfavourable attitude towards advertising, thus generating
interest to further look into the phenomenon (Alwitt and Prabhaker, 1994; Mittal,
1994). In particular, studies in 1970s revealed negative trends of public attitude
towards advertising (Zanot, 1984). Nevertheless, latter researchers advocated that
attitude towards advertising in general was found to be largely favourable
(Deshpande, Hoyer, and Donthu, 1986; Shavitt, Lowrey, and Haefner, 1998;
Valencia, 1985). For example, most Americans were found to have favourable
attitude towards advertising as advertisements provided information and
entertainment (Shavitt et al., 1998). Notwithstanding the rise of positive attitude,
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mixed results are still evident in recent investigations (Munusamy and Hoo, 2007,
Tan and Chia, 2007; Yaakop, Hemsley-Brown, and Gilbert, 2011).

Beliefs about advertising and personal values

Even though there are several combinations of factors to measure beliefs about
advertising in earlier studies, the seven-belief factors model by Pollay and Mittal
(1993) is found to be comprehensive and widely used in advertising studies
(Korgaonkar, Silverblan and O’Leary, 2001). Hence, the model is adopted in the
present study to investigate attitude towards advertising in a developing market. The
seven-belief factors consist of two dimensions, namely personal use and societal
effect. Personal use is made up by three factors, namely product information, social
role/image, and hedonism/pleasure. Societal effect, in turn, is made up by four factors,
and they are good for the economy, materialism, falsity/no sense, and value
corruption. The inclusion of negative beliefs as shown in the last three factors is
pivotal to provide a more holistic understanding of how attitude towards advertising is
formed.

In addition to beliefs about advertising, personal value is another antecedent of
attitude towards advertising. The List of Values (LOV) is adopted in the study
because it is found to be useful in explaining personal values with less complexity,
and provides better prediction in consumer behaviour trend (Goldsmith, Freiden and
Kilsheimer, 1993; Homer and Kahle, 1988; Kahle, Beatty and Homer, 1986; Novak
and MacEvoy, 1990). LOV is composed of three variables, namely internal values,
external values, and interpersonal values. Internal value is generally about how a
person is internally fulfilled, and it includes self fulfillment, self respect, sense of
accomplishment, and excitement. External value, in turn, is more dependent on
outside factors, and it includes sense of security, sense of belonging, and being well
respected. Lastly, interpersonal value is more concerned with the interaction and
communication between individuals, and it is composed of fun and enjoyment in life,
and warm relationship.

Generational cohort and Neoteric-inheritors

Originated from sociology, generational cohort is defined as an individual group, who
shares about the same age, born during the same time period, and experiences the
similar major external events during the developmental stages (Edmunds and Tuner,
2005; Kupperschmidt, 2000; Smola and Sutton, 2002). Cohort labels, such as
Veterans, Baby boomers, Generation X and Generation Y from the U.S sources, have
been commonly used to understand consumers in marketing literature (Cennamo and
Gardner, 2008; Munusamy et al., 2010; Yu and Miller, 2003). However, cohort labels
of one country cannot be generalized to other settings due to differences in historical
and societal contexts (de Run and Ting, 2013; Egri and Ralston, 2004; Rogler, 2002).
As there is extremely lack of empirical evidence about generational cohorts in
developing countries, an exploratory study was first conducted in Malaysia in 2011 as
a precursor to future generation studies. It was found that the major external events
which are deemed impactful in the country are largely different from that of the U.S.
sources (Ting et al., 2012). As a result, different generational cohorts are identified
based on their collective experience of the events, and they are labeled as Neoteric-
inheritors (aged 21 and below as of 2013), Prospective-pursuers (aged 22 to 35),
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Social-strivers (aged 36 to 51), Idealistic-strugglers (aged 52 to 70) and battling lifers
(aged 71 and above) accordingly. Each cohort has their own characteristics due to
their attachment to specific events during formative years (de Run and Ting, 2013;
Inglehart, 1997; Rogler, 2002). This study focuses only on Neoteric-inheritors, the
young consumers who are still in the adolescence and early adulthood years.

Theoretical foundation

The Theory of Reasoned Action (TRA) is adapted as the underpinning basis to
investigate attitude of Neoteric inheritor towards advertising (Ajzen and Fishbein,
1980). It provides a framework to develop path relationships between belief, attitude
and behavioural intention about advertising. While belief serves as the antecedent of
attitude, behavioural intention serves as the consequence in the model to enhance the
explanation about attitude towards advertising. Behavioural intention is included
because it enhances the explanation of attitude and predicts actual behaviour (Jason,
Chow and Leitch, 1997). As such, the seven-belief factors model by Pollay and Mittal
(1993) is adopted to decompose the construct of belief in TRA. Moreover, since
personal values are found to be predictors of attitude, they are also incorporated in the
model as another antecedent of attitude towards advertising.

Hypotheses development

Past studies have clearly established the effect of beliefs about advertising on attitude
towards advertising (Eze and Lee, 2012; Pollay and Mittal, 1993; Wolin, Korgaonkar
and Lund, 2002; Yaakop et al., 2011). Since the seven-belief factors model is
composed of both positive and negative beliefs about advertising (Pollay and Mittal,
1993), all negative beliefs and their statements are re-worded positively in order to
formulate one-directional relationship consistently for all hypotheses. As such,
hypotheses are developed as follows:

Hi: Product information will positively affect attitude of Neoteric-inheritors
towards advertising.

H,: Social role and image will positively affect attitude of Neoteric-inheritors
towards advertising.

Hs: Hedonic or pleasure will positively affect attitude of Neoteric-inheritors
towards advertising.

Hs: Good for the economy will positively affect attitude of Neoteric-inheritors
towards advertising.

Hs:  Not being materialistic (reverse of materialism) will positively affect attitude of
Neoteric-inheritors towards advertising.

He: Truthfulness (reverse of falsity/no sense) will positively affect attitude of
Neoteric-inheritors towards advertising.

H7:  Not being value corrupted (reverse of value corruption) will positively affect
attitude of Neoteric-inheritors towards advertising.

Additionally, past studies have also shown the effect of personal values on attitude
(Chaplin and John, 2010; Gurel-Atay, Xie, Chen and Kahle, 2010), and the
association between values and advertising views (Brumbaugh, 2002). By using LOV
utility, personal values are also postulated to have positive effect on attitude towards
advertising. As such, hypotheses are developed as follows:
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Hg: Internal values will positively affect attitude of Neoteric-inheritors towards
advertising.

Ho: External values will positively affect attitude of Neoteric-inheritors towards
advertising.

Hio: Interpersonal values will positively affect attitude of Neoteric-inheritors
towards advertising.

Prior empirical studies have established that when respondents portray positive
attitude towards advertising, they tend to reveal favourable intention towards
advertising, and act accordingly (Jun and Lee, 2007; Wang and Sun, 2012).
Therefore, the last hypothesis is formulated as follows:

Hii: Attitude towards advertising will positively affect behavioural intention towards
advertising.

Methodology

Sarawak, the biggest state in Malaysia by size, was chosen as the research site in the
study. The state is as diverse as Peninsular Malaysia and Sabah, and has different
cultural and historical background. The state is also emerging as a lucrative market
due to its strategic location, vast areas and rich resources. Hence, it is of great interest
to investigate how advertising is perceived by the younger generation, namely
Neoteric-inheritors (aged 21 and below as of 2013), in such a developing market.
Given the quantitative nature of the study, self-administered questionnaire was used.
Purposive sampling technique was appropriated since the aim was to sample only
adolescents and young adults whose age was not more than 21 years old (Burns and
Bush, 2005). A pre-test was conducted to ensure the usability of the questionnaire and
that potential errors were addressed (Ruyter, Wetzels and Kleijnen, 2001). Eateries,
colleges and universities were some of the locations predetermined for distributing
questionnaire. Accordingly, 450 copies of questionnaire were distributed throughout
Sarawak in October of 2013, and 395 copies were collected in a month time.

In addition to demographics section, the questionnaire had two major sections, firstly
to measure belief-attitude-behavioural intention towards advertising, and secondly
personal values. 21 statements from the seven-belief factors model by Pollay and
Mittal (1993) were adapted to measure beliefs about advertising. In order to allow
adjustment of measurement error and better reliability, multiple statements were used
for all statements pertaining to advertising (Hair, Hult, Ringle and Sarstedt, 2014).
Moreover, 9 statements from the LOV (Kahle et al., 1986) were adopted to measure
personal values. These statements were made up by 4 items for measuring internal
values, 3 items for measuring external values and 2 items for measuring interpersonal
values. A seven-point Likert scale from one end of strong disagreement to another end
of strong agreement was used throughout the gquestionnaire. Statistical Package for
Social Sciences (SPSS) was utilized to run reliability test, descriptive analysis, simple
and multiple linear regressions.
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Findings

In the preliminary assessment, non-response bias is not considered as a major issue
during the survey due to the high response rate (Parashos, Morgan and Messer, 2005).
However, after keying in the data, 9 observations are deemed not usable since their
missing data exceeds 15% of the total items (Hair et al., 2014). Therefore, these
observations are removed from the data set. Scattered missing data are then imputed
using Expectation Maximization algorithm in SPSS so as to retain all remaining
observations to facilitate subsequent analyses (Little and Rubin, 2002).

As a result, the final sample is made up by 384 respondents. Demographic

information of respondents is shown in Table 1. Gender, age, race and residence of
respondents are provided in the same table to indicate sample characteristics.

Table 1: Respondent Profile

Variable Frequency Percent (%)
Gender Male 164 41.0
Female 236 59.0
Age 15 51 12.8
16 68 17.0
17 56 14.0
18 58 14.5
19 46 11.5
20 60 15.0
21 61 15.3
Race Malay 58 14.5
Chinese 218 54.5
Iban 68 17.0
Others 56 14.0
Residence Kuching 238 59.5
Miri 49 12.3
Sibu 28 7.0
Bintulu 19 4.8
Others 66 16.5

Table 2 presents scores for mean and standard deviation of all variables. While
product information has the highest mean score for beliefs about advertising, not
being materialistic (reverse of materialism), truthfulness (reverse of falsity/no sense)
and not being value corrupted (reverse of value corruption) have mean scores below
the midpoint. Internal, external and interpersonal values, in turn, share similar mean
scores. Moreover, Cronbach alpha is also shown to indicate the reliability of data.
Since Cronbach alpha values of 0.7 and above are commonly accepted, alpha value
that is below 0.7 may suggest unreliable data (Streiner and Norman, 2008). However,
as an alpha value of 0.50 or greater is acceptable for attitude and preference
assessments, all the variables are therefore retained (Huang, Lin and Huang, 2012;
Tuckman, 1999).
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Table 2: Mean, Standard Deviation and Cronbach Alpha Values

Variable Items Mean Standard Deviation | Cronbach Alpha
Product Information 3 5.46 1.02 0.833
Social Role/Image 3 4.81 1.23 0.785
Hedonic/Pleasure 3 4.97 1.21 0.764
Good for the Economy 3 4.91 1.03 0.566
Materialism " 4 3.31 1.41 0.837
Falsity/ No sense " 3 3.66 1.22 0.626
Value Corruption® 2 3.68 1.39 0.808
Internal Value 4 5.96 0.82 0.773
External Value 3 6.06 0.85 0.783
Interpersonal Value 2 6.01 0.90 0.628
Attitude 3 4.80 0.96 0.771
Intention 3 4.75 131 0.880

R indicates reverse-coding. Hence, Materialism should become Not Being Materialistic,

Falsity/No sense become Truthfulness, and Value Corruption become Not Being Value
Corrupted.

Table 3 shows that only product information, social role/image, good for the
economy, not being materialistic (reverse of materialism) and truthfulness (reverse of
falsity/no sense) are found to be significant in regression analysis. Hence, these five
beliefs of Neoteric-inheritors have significant effect on their attitude towards
advertising. The findings about beta values also indicate that product information and
good for the economy have the strongest effect on advertising attitude. The variance
explained of over 40% denotes strong explanatory capacity of the model.

Table 3: Effect of Beliefs on Attitude towards Advertising

Variable Beta T Sig.
(Constant) 0.745 2.897 0.002
Product Information 0.244 5.096 0.000**
Social Role and Image 0.101 2.033 0.022*
Hedonic/ Pleasure 0.080 1.579 0.058
Good for the Economy 0.289 6.070 0.000**
Materialism ® 0.096 1.860 0.032*
Falsity/ No sense " 0.038 4.128 0.000**
Value Corruption® 0.033 0.673 0.251
R 0.414

Adjusted R* 0.404

F 39.301

Sig 0.000

Durbin Watson 1.911

**p<0.01, * p <0.05 (one-tailed)

R indicates reverse-coding. Hence, Materialism should become Not Being Materialistic,
Falsity/No sense become Truthfulness, and Value Corruption become Not Being Value
Corrupted.

Table 4 shows that only internal value is a significant predictor of attitude towards
advertising. Additionally, the variance explained is found to be extremely low. Hence,
despite being significant, internal value contributes little to explaining attitude of
Neoteric-inheritors towards advertising.
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Table 4: Effect of Personal VValues on Attitude towards Advertising

Variable B t Sig.
(Constant) 3.319 9.159 0.000
Internal Value 0.175 2.208 0.014*
External Value 0.021 0.288 0.387
Interpersonal Value 0.032 0.423 0.336

R’ 0.046

Adjusted R 0.039

F 6.357

Sig 0.000

Durbin Watson 1.936

*p < 0.05 (one-tailed)

Table 5 shows that attitude towards advertising significantly affect behavioural
intention towards advertising. Variance explained of over 20% indicates that the
effect is moderate, and thus acceptable.

Table 5: Effect of Attitude on Intention towards Advertising

Variable B t Sig.

(Constant) 1.740 5.955 0.000
Attitude 0.468 10.544 0.000**

R? 0.219

Adjusted R? 0.217

F 111.176

Sig 0.000

Durbin Watson 1.749

**p < 0.01 (one-tailed)

Discussions

Neoteric-inheritors in Sarawak strongly believe advertising is a provider of product
information. Hence, such belief has positive effect on attitude towards advertising.
Due to their tender age and inexperience, Neoteric-inheritors tend to look at
advertising for information before making purchase. They look for updates through
advertisement and consider what is best for them accordingly (Eze and Lee, 2012;
Pollay and Mittal, 1993). Without advertising, they feel less confident about the
product, and may not consider buying the product at all. Moreover, social role/image
is found to have positive effect on Neoteric inheritors’ advertising attitude. It is
because they are still young and susceptible to change, and hence tend to follow the
most current trend of fashion. They believe products shown in recent advertisements
are new and fashionable.

In addition to the products that Neoteric-inheritors buy and use, they may also be
caught by the lifestyles that advertising portrays (Eze and Lee, 2012). Hence,
advertising updates them on recent social image and impress them with personal
identity that they admire or aspire to have (Usman, Ilyas, Hussain and Qureshi, 2010).
Furthermore, good for the economy is also found to be a significant predictor of
advertising attitude because they believe advertising can improve their standard of
living by consistently introducing new products to the markets. As most of the young
ones are educated, it is relatively easy for them go online to read and understand all
the updates, including the latest development of new products (Hess, Magnuson and
Beeler, 2012). Past empirical studies have shown evidence to support that advertising
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is often expediting consumer’s adoption on just launched products (Eze and Lee,
2012; Pollay and Mittal, 1993; Wang et al, 2009). It shortens the product life cycle
and makes the market more competitive. Neoteric-inheritors like to have more
alternatives so that they can make switches from one product to another whenever
necessary.

Despite using negative advertising beliefs in the study, the findings suggest Neoteric-
inheritors are generally in favour of advertising. Although advertising has often been
accused of promoting materialism, they do not regard it as such. In other words, they
not only believe advertising is a useful source of product information, it also
facilitates purchase decision. In the same wvein, Neoteric-inheritors do not see
advertising as something falsified. Adolescents and young adults nowadays spend
more time in searching advertisement information than older generation (Anwar,
2012). When they expect certain advertising information to be credible, they will
spend more time and effort to look into it (Mittal, 1994; Alwitt and Prabhaker, 1992).
This may well suggest they are highly selective in advertising that they are interested
in. When the information is suspected to be misleading, they will most likely refer to
other advertising information for confirmation and more details.

As far as personal values are concerned, the findings show only internal value has
positive impact on attitude of Neoteric-inheritors towards advertising. Despite being
young, they expect advertisement that they are interested in to fulfill their desires
(Homer and Kahle, 1988). They tend to spend more effort on advertisement which
they believe is relevant to them, and they hope to get something valuable out of it
(Homer and Kahle, 1988). Particularly, they are more easily attracted by
advertisements in which the products reflect the identity they possess or are after.
Such reaction corresponds to the belief about product information and social
role/image of advertising. Hence, internal value is surmised to have close association
with product information and social role/image because both affect the manner they
want to become and be perceived. Although they are still in their adolescence and
early adulthood, they consider self-respect as one of the most important virtues
(Gurel-Atay et al., 2010). As they are still coming of age, they want to be conformed
to someone that earns respect from others. In other words, they do not want to be
treated differently or anyway less than their peers. This might well explain why they
can be easily persuaded to buy things that they do not really need in order to have the
sense of self-fulfillment or self-accomplishment and to impress others.

However, the findings also indicate that internal value does not contribute much to
explaining attitude of Neoteric-inheritors towards advertising. This may due to the
fact that they are still in the formative years. Therefore, their personal value is still
taking shape, and has not yet consolidated into something permanent. They can still
change their views about many things if something cataclysmic happens at the cusp of
their growth and development (Rogler, 2002). As a result, their attitude and
behavioural intention towards advertising are still gullible to change at their age.

Finally, the behavioural intention of Neoteric-inheritors towards advertising is found
to be significantly affected by their attitude towards advertising. It means that when
they have favourable attitude towards advertising, their intention towards advertising
will also be favourable (Jun and Lee, 2007). Conversely, if they have unfavourable
attitude due to negative beliefs about advertising, their intention will likely be
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unfavourable as well. Since they have positive attitude towards advertising, they also
have positive behavioural intention towards advertising.

Managerial implication and conclusion

Understanding consumers’ views about advertising in developing markets is of utmost
importance in managerial practice. Even though Neoteric-inheritors in Sarawak and
Generation Y in the U.S share similar age-range, their beliefs about advertising and
value orientation cannot be regarded the same (de Run and Ting, 2013; Zemke,
Raines and Filipczak, 2000). Out of the seven-belief factors, only five factors are
found to have effect on attitude about advertising in the Sarawakian context.
Moreover, contrary to past studies, all these factors show positive relationships with
advertising attitude. This suggests that negative advertising, which is more than often
used to generate awareness and interest, may not work well with young generation in
developing countries. Additionally, only internal value is found to have significant
relationship with advertising attitude but the effect is very minimal.

Even though Neoteric-inheritors are young, and most of them have not had their own
income, they can be as influential as working adults or their parents. Their views can
be decisive in many ways in most families. They can be more opinionate and assertive
than young people in the past generations (Dwyer, 2009; Schewe and Meredith,
2004). Hence, failure to keep track of their beliefs and attitude towards advertising
may not only lose them as potential buyers and users, it may also cause people around
them to be unhelpfully affected. Given the fact that they are potential consumers with
growing purchasing ability, it is essential to understand their beliefs about advertising
during adolescence and early adulthood years in order to secure favourable attitude
and behavioural intention towards advertising in the long run.

Since Neoteric-inheritors are still in the formative years, their personal value may still
change over time. This implies that innovative yet appropriate advertising is very
much needed to match their beliefs and values today (Mittal, Holbrook, Beatty,
Raghubir and Woodside, 2008). As the findings infer the connection between product
information, social role/image and internal value, this gives marketers and managers
alike a clear indication of what young consumers in Sarawak and emerging markets
might be after. Advertising with the right ideas and positive messages will stimulate
their interest to find out more about the products and generate favourable impression
about the advertisement and the products. Hence, it is pivotal to monitor both the
development of their personal values and the impact of any societal change. Tracking
personal values of young consumers in such a way will also provide more credible
predictions to their attitude and future behaviours towards advertising (Rogler, 2002;
Schewe and Meredith, 2004).

Notwithstanding the magnitude of the present study, population and sample under
investigation are delimited to Sarawakians. It is because there is no empirical study to
date that explicates the actual generational cohorts in Malaysia. Moreover, it is also
limited to Neoteric-inheritors who are in their adolescence and early adulthood years.
Despite investigating the effect of beliefs about advertising and personal values on
advertising attitude, the interacting effect between the two antecedent variables is not
assessed. Hence, nationwide studies are needed to firstly explore and identify
generational cohorts in Malaysia. This would then allow subsequent studies to be
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carried out to gain insights about attitude towards advertising and specific
advertisement, and the implication of generation in a more comprehensive manner.
Instead of just looking at one cohort, multi-group comparison between cohorts can
also be conducted to extend knowledge pertaining to the effect of generational
differences on advertising attitude.
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