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Abstract of thesis presented to the Senate of Universiti Putra Malaysia in fulfilment 
of the requirement for the degree of Doctor of Philosophy  

 

IMPACT OF AMBIGUOUS CUES IN BILLBOARD ADVERTISING ON 
CONSUMERS' PURCHASING DECISIONS 

 

By 
 

NWANKWO OJIONU CHIMEZIEM ELIJAH 
 

March 2024 
 

Chairman : Associate Professor Nor Azura binti Adzharuddin, PhD 
Faculty : Modern Languages and Communication 
 

Despite the exceptional influence of ambiguous cues in billboard advertisements as 

discursive resources, ambiguous cues still need to be better conceptualised. This study 

examines whether high ambiguous (vs low ambiguous) cues increase consumers' 

predisposition to a more favourable purchase decision. However, to extend this 

scholarly investigation into the effects of ambiguous cues on consumers' purchase 

decisions. A sample of 64 postgraduate students and academic staff was drawn for a 

post-test-only control group with between-subject designs in 2x2x2 ensued into eight 

conditions. The study revealed several noteworthy findings; first, most respondents 

had seen a billboard advertisement before, and a significant number had seen billboard 

advertisements more than 4 to 5 times a week. Second, this study discovered that high 

ambiguous arguments ad1 significantly influence consumers' purchase decisions more 

than low ambiguous arguments ad5. Third, high ambiguous images ad2 favourably 

influenced consumers' purchase decisions more than low ambiguous images ad6. 

Fourth, the high ambiguous typefaces ad3 favourably influenced consumers' purchase 

decisions more than low ambiguous typefaces ad7. Fifth, the high ambiguous ad4 
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influenced more favourable consumers' purchase decisions than the low ambiguous ad 

8. Finally, the study showed that high-ambiguous ads influence consumers' purchase 

decisions more favourably than low-ambiguous ads. Moreover, the motivation was not 

significant across four experimental conditions. The study tested some of the key 

predictions of the Elaboration Likelihood Model, Social judgment theory, and 

Strategic ambiguity models with the cues. It discovered that people are persuaded by 

central or peripheral routes based on their capacity and perceptions to elaborate and 

judge. Therefore, it is recommended that managers and practitioners utilize ambiguous 

cues in billboard advertising to align with the multicultural and multiracial ideology. 

This will enable them to effectively communicate with various segments of consumers 

and achieve unity amidst diversity. By doing so, they can capture consumer attention, 

encourage multiple interpretations, drive favourable behaviours, and ultimately 

influence purchasing decisions and brand perception. The theoretical framework and 

future studies pertaining to this topic are thoroughly discussed. 

 

Keyword: Ambiguous cues, ambiguity situation, billboard advertising, consumer 
purchase decision, digital billboard, out of home advertising 
 
SDG: GOAL 8: Decent work and economic growth, GOAL 9: Industry, innovation 
and infrastructure 
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IMPAK KETAKSAAN PETUNJUK DALAM PAPAN IKLAN TERHADAP 
KEPUTUSAN PEMBELIAN PENGGUNA 

 
Oleh 

 

NWANKWO OJIONU CHIMEZIEM ELIJAH 
 

Mac 2024 
 

Penerusi :  Profesor Madya Nor Azura binti Adzharuddin, PhD 
Fakulti :  Bahasa Moden dan Komunikasi 
 

Walaupun terdapat pengaruh luar biasa petunjuk taksa (samar- samar) dalam iklan 

papan sebagai iklan sumber wacana, petunjuk taksa masih perlu dikonsepkan dengan 

lebih baik. Kajian ini mengkaji sama ada petunjuk taksa tinggi (lawan taksa rendah) 

meningkatkan kecenderungan pengguna kepada keputusan pembelian yang lebih 

menguntungkan. Dalam pada masa yang sama, kajian ilmiah yang lebih mendalam 

mengenai kesan petunjuk yang taksa terhadap keputusan pembelian pengguna telah 

dilakukan. Sampel daripada 64 pelajar pasca siswazah dan kakitangan akademik telah 

diambil untuk kumpulan kawalan pasca ujian dengan reka bentuk antara subjek dalam 

2x2x2 diikuti dengan lapan keadaan. Kajian itu mendedahkan beberapa penemuan 

penting; pertama, kebanyakan responden menyatakan bahawa mereka pernah melihat 

iklan papan iklan sebelum ini, dan sebilangan besar telah melihat iklan papan iklan 

lebih daripada 4 hingga 5 kali seminggu. Kedua, kajian ini mendapati bahawa hujah 

taksa tinggi ad1 secara signifikan mempengaruhi keputusan pembelian pengguna lebih 

daripada hujah taksa rendah ad5. Ketiga, imej taksa tinggi ad2 lebih mempengaruhi 

keputusan pembelian pengguna berbanding iklan imej taksa rendah. Keempat, muka 
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taip taksa tinggi ad3 lebih mempengaruhi keputusan pembelian pengguna berbanding 

muka taip taksa rendah ad7. Kelima, iklan taksa tinggi mempengaruhi keputusan 

pembelian pengguna yang lebih baik daripada iklan taksa rendah ad8. Akhir sekali, 

kajian menunjukkan bahawa iklan taksa tinggi mempengaruhi keputusan pembelian 

pengguna dengan lebih baik berbanding iklan taksa rendah. Selain itu, motivasi tidak 

signifikan dalam empat keadaan eksperimen tersebut. Kajian ini menguji beberapa 

ramalan utama Model Kemungkinan Penghuraian (Elaboration Likelihood Model), 

teori Pertimbangan Sosial (Social Judgement) dan model Kekaburan Strategik dengan 

petunjuk (Strategic ambiguity models with the cues), dan kami mendapati bahawa 

orang ramai terpujuk di laluan pusat atau laluan pinggiran degan berdasarkan kapasiti 

dan persepsi mereka untuk menghurai dan menilai. Oleh itu, disyorkan bahawa 

pengurus dan pengamal menggunakan petunjuk yang taksa dalam pengiklanan papan 

iklan untuk menyelaraskan dengan ideologi berbilang budaya dan kaum. Ini akan 

membolehkan komunikasi secara berkesan dengan pelbagai segmen pengguna dan 

mencapai perpaduan dalam kepelbagaian. Dengan berbuat demikian, mereka boleh 

menarik perhatian pengguna, menggalakkan tafsiran yang pelbagai, mendorong 

tingkah laku yang menggalakkan, dan akhirnya mempengaruhi keputusan pembelian 

dan persepsi jenama. Rangka kerja teori dan kajian masa depan yang berkaitan dengan 

topik ini telah dibincangkan dengan teliti. 

 

Kata kunci: Kesamaran petunjuk, situasi kabur, pengiklanan papan iklan, keputusan 
pembelian penguin, pengiklanan papan iklan digital, pengiklanan luar  
 
SDG: MATLAMAT 8: Pekerjaan yan sesuai dan Pembangunan ekonomi, 
MATLAMAT 9: Industri, inovasi dan infrastruktur 
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CHAPTER 1 

 

1 INTRODUCTION 

 

1.1 Overview of study 

 

The ultimate aim of billboard advertising is to grab the attention of the audience, 

influence their buying decisions, and encourage them to keep coming back for more. 

This is achieved by using various visual and rhetorical elements in the advertising 

campaign. Billboard advertising is highly effective in creating brand awareness, 

targeting mobile consumers, conveying concise messages, and engaging with 

consumers across different locations (Fortenberry & McGoldrick, 2019). In addition, 

billboard advertising is designed to stand out among competitors and attract positive 

attention to a brand. This is accomplished through carefully crafted language, 

appealing imagery, and a distinctive design that sets the brand apart from others 

(Manian, 2021; Eisenberg, 1984; Simonovic & Taber, 2023). However, it has become 

a trusted and credible form of advertising, as consumers associate it with large, well-

known companies. This perception has led to a shift in consumer behaviour, with more 

people preferring to buy products and services advertised on billboards (Vlasenko et 

al., 2021; Yassin, 2023).  

 

According to Urban et al. (2020), a billboard is a large format advertising display 

designed for viewing from more than 50 feet and is frequently seen in high-traffic 

locations where it may be viewed and accessed by the publics regularly. The billboard 

capacity to be noticed and make a powerful impression is its visibility and consistency; 
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24 hours in the public space is one of the exceptional features of a billboard 

advertisement. The billboard-advertising tendency to reach out to diverse motorists 

and pedestrians with the most eye-catching large visuals and readable messages, which 

guarantees market segmentation, penetration, product differentiation and creation of a 

communicative setting among consumers (Wibowo & Ardhianto, 2020). Accordingly, 

Wang et al. (2022), Lichtenthal, Yadav & Donthu (2005) averred that billboard 

advertising explicitly provides exposure within the public space and landscape. It is 

noteworthy that billboard advertising has drawn considerable consumers' attention to 

a brand and successfully influenced favourable behaviour towards the brand. This type 

of advertising is in various forms, pictures, written or spoken messages, billboards, 

street furniture, and transit. Billboard advertising favourably promotes promotional 

messaging on a large scale to crucial and congested regions (Batubara, 2021). 

 

The recent downward trend affecting traditional media expenditure because of social 

media advancement; has yet to impact billboard advertisements, given the competitive 

nature and lack of substitute for billboard advertising among emerging media 

advertisements. Out of home advertising has increasingly occupied primary public 

space, traffics, enhancing mobility, providing coverage and capturing the attention of 

passers-by (Thomas, 2015; Roux and Wald, 2014). Remarkably, the global 

contribution of outdoors advertising has constantly increased, irrespective of the 

setbacks experienced by other traditional media segments in recent years. The Out of 

Home Association of America (OOAA) special issues on OOH and the global ads 

economy, August 2019, reported that OOH revenue has been increasing for the past 

nine-years (2010-2018), an annual 4.1 per cent increase per year amounting to the sum 

of $31 billion in 2018. The reason for this revenue increase is because (1) consumers 



© C
OPYRIG

HT U
PM

3 

are mobile and OOH remains the most vital means of attracting their attention in heavy 

traffic all over the world and (2) immersed technological adaptation of OOH with its 

displays, which has utilized available public space (OAAA, 2022). 

 

In a similar report, Magna advertising reported an incremental growth in the global 

advertisement spending based on Magna advertising forecast winter 2019 update, and 

the topmost countries reported significant growth. For example, US 5 per cent, China 

9 per cent, Russia 7 per cent, India 13 per cent, UK 7 per cent, Germany 2 per cent. 

Some countries witnessed a downward trend in 2019 due to political uncertainty and 

fiscal effects (Asia and Latam), Peru, Chile, Malaysia, Vietnam, and Lebanon (Magna, 

2021). However, Wang & Yao (2020) stated that billboards are the most resourceful 

outdoor advertisements because of their efficiency, eye-catching, and creativity 

compared to other out of home ads. 

 

 

Figure 1.1: Electronic Billboard ads  
(Source: Ledtronic.com.my)                                                      

 

Social judgement theory plays a crucial role in shaping the effectiveness of advertising 

campaigns by influencing consumer perceptions and behaviours (Asemah & 

Nwammuo, 2017; Tripathi & Chaturvedi, 2024; Glassman, 2015). Understanding this 
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theory helps advertisers tailor persuasive strategies that resonate with consumers, 

leading to increased brand loyalty and positive responses to advertisements (Han et al., 

2020). By utilizing social judgement theory, advertisers can design campaigns that 

align with consumers' attitudes and beliefs, ultimately impacting their buying decisions 

(Yu & Noh, 2024). Research suggests that campaigns based on norms falling within 

the latitude of noncommitment, as predicted by social judgement theory, are likely to 

be more effective in bridging the gap between perceived and actual behaviours. 

Therefore, incorporating social judgement theory principles into advertising 

campaigns can enhance their impact by appealing to consumers' cognitive and 

emotional responses. 

 

Mainly, advertisers and companies intentionally use ambiguous cues such as 

polysemy, tropes and unconventional wording arrangements to differentiate their 

brand from others, which is communicated through rhetorical devices, such as phrases, 

gestures, images, digital effects and colours that differ in meaning from one individual 

to another. For example, “hot spicy burger, the best candy, big, strong and reliable 

(Kokemuller, 2021). The ambiguous cues are imagery over arguments and the 

nonappearance of sufficient information, thereby invoking multiple interpretations 

across various individuals (Han & Hong-Lim, 2015; Gordon & Wu, 2015; Eisenberg, 

1984). 

 

Conversely, Csonka-Peeren & Cozzarin (2021) established that ambiguity extends the 

idea of uncertainty by expressing settings in which outcomes and their likelihoods are 

unknown and uncertain, and it has been widely defined as perceived missing 

information or insufficiency of information over a context. Besides, Sumelius et al. 
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(2020) indicated that strategic ambiguity obscures the clarification of the message for 

the recipient. It is regarded as purposeful or strategic utilisation of messages with 

extraordinary levels of abstraction while achieving multiple and often conflicting 

organisational goals. In that view, the message initiator can prompt diverse 

interpretations from various recipients and make the audience have a variety of 

interpretations, enabling the sender’s goal to be achieved. Ambiguity typically 

comprises the use of vaguely-words, good words for behavioural change (Fitts, 2010).  

 

Although, individuals are in the pursuit of searching for meanings whenever ambiguity 

is highlighted, which presents newness, complexity, insoluble, subject to questioning 

and multiple interpretations of the stimuli used (Onifer & Swinney, 1981; Rodd, 2020). 

Accordingly, McLain (1993), Hancock & Mattick (2020) and Hitsuwari & Nomura 

(2022) described ambiguity as to the phrase we use to label a perceived information 

insufficiency on stimulus or environment. Ambiguity is an unconventional gesture 

with numerous meanings, and in a context is subject to multiple interpretations or 

categories, that may be ambiguous (Manian, 2021).  

 

The billboard advertisement has been widely used to influence consumers through its 

messages, images, vast visuals, and location. Therefore, the study examines billboard 

advertisements' persuasive use of ambiguous cues to influence consumers' purchase 

decisions. The persuasive use of ambiguous cues offers beneficial consequences 

regarding theoretical perspectives and research frameworks related to the elaboration 

likelihood model, heuristic systematic theory and strategic ambiguity situation. Firstly, 

ambiguous cues are devices or elements used to reinforce or alter behaviour and to 

drive meanings across different consumers and audiences, which is subject to multiple 
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interpretations, such as messages (polysemy), imagery, typefaces (fonts and wording 

arrangements) or excess of imagery over information (Puntoni et al., 2012). The 

essence of creative manipulation of cues is to create liking and patronage of the brand 

in question. Secondly, we have identified several elements from extant literature on 

billboard advertising, thus arguments, images, and typeface, which are essential for 

examining the effects of ambiguous cues on consumer purchase decisions. Lastly, to 

conceptualize ambiguous cues theoretically, it is essential to examine the mediating 

effects of motivation as essential variables that will enable the effects and 

determination of the relationship between independent variables and the dependent 

variable. However, ambiguous cues (arguments, images, and typefaces) partially 

influence consumer purchase decisions through motivation and artful deviation. 

 

Despite the dimensions and space occupied by billboard advertisements, their strategy 

of concise messages, consisting of nine words alongside striking visuals, presents 

significant ambiguity. This is primarily because most billboard brand communications 

need more detailed information regarding the associated products and services. As a 

result, a comprehensive examination of this approach to ambiguity is warranted. 

Therefore, the present study aims to understand better the influence of ambiguous cues 

on consumers' purchase decisions and how consumers exposed to high ambiguous cues 

differ from those exposed to low ambiguous cues in their purchase decisions. What is 

expected from ambiguous cues, and what impact do they offer to companies and 

practitioners? The study will identify consumers' desirability and tolerance of 

ambiguous cues about their purchase decisions in billboard advertisements. 
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1.2 Statement of the Research Problem 

 

Billboard advertising is a function of resourcefulness that attracts and engages the 

general public towards disseminating information, creating ideas and demands, and 

educating the general public and ultimate consumers with diverse messages and 

visuals built on good words and mostly ambiguous but irresistible (Idowu et al., 2022). 

To a certain extent, advertising has caused unprecedented challenges, competition 

among advertising media, loss of advertising revenue, criticism on the ineffectiveness 

of executed advertisement and media fragmentation (Pettigrew et al., 2020; Steppat et 

al., 2022). Moreover, the exponential growth of advertising media worldwide is 

challenging and causes media clutter.  

 

In particular, the digital media platform penetration and the aggressiveness associated 

with their emergence in advertising has increased competition and threatened the 

existence of traditional media. Nevertheless, as the clutter of billboards and other 

advertising media increases daily, attention-getting is becoming extremely difficult on 

an executed advertisement. As a result, there is fierce rivalry among advertising media 

in general. At the same time, ambiguous cues have provided many opportunities for 

companies to strategically communicate across the different facets of consumers in 

creative and distinctive marketing communication tactics to facilitate achieving 

multiple goals for the firms (Chan et al., 2021). Therefore, it is important to study the 

effects of ambiguous cues on consumers' purchase decisions.  

 

Many studies have utilized the elaboration likelihood model, social judgement theory, 

and strategic ambiguity theoretical perspective in the context of billboard 
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advertisements. Examples of these studies include Palmer (2022), Norhabiba (2019), 

Kim et al. (2018), Petty et al. (2020), and Kuo (2024). These studies have explored 

various aspects such as print advertisements, ambiguous taglines, electronic word-of-

mouth, politics, brand information, attitude and behaviour change, perceived 

interpretation, and contextual ambiguity.  

 

However, these studies did not incorporate the elaboration likelihood model, social 

judgement theory, and strategic ambiguity together in their research. In the present 

study, we aim to integrate the elaboration likelihood model, social judgement theory, 

and strategic ambiguity to examine the impact of ambiguous cues in billboard 

advertising on consumers' purchase decisions. Additionally, the Elaboration 

Likelihood Model investigates the central and peripheral pathways of information 

processing, which influence consumer behaviour based on different levels of 

motivation (Ismagilova et al., 2021; Hasan et al., 2022).  

 

The Social judgment theory emphasizes that individuals evaluate and interpret 

information based on their existing attitudes and beliefs, leading to either acceptance 

or rejection of the message (Asemah & Nwammuo, 2017). This process of social 

judgment is influenced by cognitive functions and decision-making processes in the 

brain, particularly involving the limbic system and frontal lobes (Suddaby et al. 2023). 

Additionally, social judgment theory highlights the importance of persuasive strategies 

in advertising campaigns to influence consumer behavior positively (Li et al., 2024). 

Moreover, the use of strategic ambiguity in advertising, such as through ambiguous 

taglines, stimulates cognitive reflection, brand recognition, and recall. This grants 

companies the flexibility to modify value propositions and positively influence 
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consumer attention and behavior. Each framework offers unique perspectives on 

consumer behavior, with the Elaboration Likelihood Model focusing on processing 

pathways, the social judgement theory on judgement, perception and cognitive styles, 

and strategic ambiguity on attention and recall effects. By examining how these 

theories have been applied in previous studies concerning billboard advertisements, 

we gain valuable insight into the development of our study and the use of ambiguous 

cues in billboard content. 

 

On the other hand, advertisers and companies face new challenges and opportunities 

in effectively communicating with actual consumers and capturing the attention of 

potential consumers for their brand. As a result, marketing practitioners are under 

increasing pressure to appeal to consumers in recent times. If an advertisement fails to 

attract even the slightest amount of attention, it is considered unsuccessful. This is 

concerning because commerce relies on appeals that can change consumer behavior 

towards a brand (Fortenberry & McGoldrick, 2020; Labenz et al., 2018). An 

advertisement that fails to creatively attract consumers' attention is considered a failure 

(Grigaliunaite & Pileliene, 2016; Campbell, 1995; Shen et al., 2020). Therefore, it is 

important to investigate unconventional and ambiguous content or elements used in 

billboard advertisements that can influence consumers' decision-making process 

towards a brand. 
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Figure 1.2: Bata company’s negative racial ads  
(Source: World Buzz) 

 

Nevertheless, a wide variety of businesses need to utilize linguistic and visual features 

in a more persuasive, innovative, and rhetorical manner to capture the attention and 

generate meaning for consumers. The sophistication and demands of consumers 

require creative rhetorical strategies to capture their attention with more than just 

simple, unpersuasive words. For instance, Bata Malaysia's recent advertising 

campaign for their "shoes for Indian school children" received a racist backlash from 

Malaysians due to the lack of important rhetorical elements that would engage 

different facets of consumers and lead to a positive outcome (Thiagarajan, 2017). 

Therefore, it is advantageous to pursue multiple goals and encode various meanings 

into a phrase or campaign. Unfortunately, this aspect has often been overlooked from 

a practical standpoint (Puntoni et al., 2011). Persuasive advertising relies on creating 

effective rhetorical situations that drive and facilitate the achievement of the 

advertisement's objectives without difficulty.   

 

The values and ideology of Malaysia, which are multiracial and multicultural, are 

complex and diverse. Multicultural values not only represent the country's various 
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ethnic groups but also encompass the attitudes and behavior of the Malaysian people 

(Ramli, 2013; Ahmad & Zulkepli, 2019). However, the racial diversity and values 

associated with these multicultural settings pose significant challenges for billboard 

advertising. In order to effectively influence consumer behaviour in Malaysia, 

advertisements must take into consideration the cultural context. For example, using 

the English language exclusively in ad messages would not be successful in Malaysia 

as it disregards the national identity, which is highly offensive. Additionally, the use 

of color is crucial in advertising execution in Malaysia due to the unique cultural 

meanings and interpretations associated with colors in this multiracial and 

multicultural society. Colors must be used appropriately, taking into account the 

accepted cultural norms in Malaysia, such as the association of white with death and 

red with good luck for the Chinese community (Yusoff, 2018, p.16). It is essential to 

study how to effectively harmonize the multiracial and multicultural diversity in order 

to achieve a sense of purpose and enable advertisers to capitalize on the opportunities 

available to them in Malaysia.  

 

However, consumers have recently been abandoning ads and refusing to engage with 

them due to companies' indifferent attitudes towards consumer demands. Many 

consumers feel fearful and confused when making product choices because of the 

similarity of names, information, and functions. Consequently, numerous consumers 

or viewers are giving up on advertisements, marketing promotions, and public 

relations due to the distractions they cause during important programs (Kim & Kim, 

2015; Sameti & Khalili, 2017). As this trend continues to escalate, consumers may 

ultimately boycott products and services, leading to financial losses, insolvency, and 

business closures. 
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In addition, consumers are faced with a wide range of products and services that have 

different names, information, and prices. This can make it challenging for consumers 

to identify and select the right product or service. The similarity in names, functions, 

information, and prices poses a significant risk as consumers require assistance in 

distinguishing between products and services offered by competitors. If this issue 

persists, it could impact sales and market share, leading potential consumers to switch 

to alternative products. Consequently, the intense competition in product marketing 

and similar services has made it difficult to differentiate between products, leaving 

consumers with the dilemma of choosing between familiar and unfamiliar options. In 

most cases, this creates a challenge for consumers when trying to make a decision 

among the numerous available products (Dimova & Mitchell, 2022; Lin et al., 2021; 

Krešić et al., 2022; Kolyesnikova et al., 2008; Mueller et al., 2010). 

 

Despite previous research efforts on the influence of billboard advertising (Pavlou et 

al., 2018; Gebreselassie & Bougie, 2018; Zalesinska, 2018; Wang et al., 2018; Zeqir 

et al., 2019; Zhang et al., 2019; Gitelman et al., 2019; Lowery, 2019; Fortenberry & 

McGoldrick, 2020; Gomez, 2020; Wasserbauer; 2024), these studies have primarily 

focused on the role of billboard advertisements in attracting consumers' attention. 

However, there is still a significant gap in the literature regarding the effects of 

ambiguous cues as discursive resources in billboard advertisements. To date, only a 

few empirical investigations have been conducted, limiting our scholarly 

understanding and assessment of ambiguous cues as a discourse and phenomenon of 

interest. By studying the effects of ambiguous cues, we can gain valuable insights into 

how billboard advertisements consistently utilize them to influence consumers' 

purchasing decisions. Furthermore, this research will explore how motivation 
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enhances the comprehension and processing of these cues, leading to more favorable 

behavioural changes. 

 

In conclusion, there has been a shift in research regarding the impact of billboard 

advertisements. This research focuses on factors such as retention, attention, pollution, 

and distraction. It also explores how billboard advertisements utilize ambiguous cues, 

rhetorical approaches, and various devices to convey messages. These devices include 

visual elements like images and typefaces, as well as the use of minimal wording or 

incomplete information. The relationship between ambiguous cues and consumers' 

purchasing decisions is important and requires further empirical investigation. 

Therefore, it is crucial to conduct a study that examines the influence of ambiguous 

cues in billboard advertisements on consumers' purchasing decisions. As a result, the 

following research questions have been proposed: 

 

1.3 Research Questions 

 

This study is designed to answer the following specific questions based on theoretical 

perspectives and extant literature on billboards advertising perceived to be important 

to this study. 

 
1. How does consumers expose to high ambiguous arguments (ad1) differ from 

consumers exposed to low ambiguous arguments (ad5) in their purchase 
decisions? 

2. How does consumers exposed to high ambiguous images (ad2) differ from 
consumers exposed to low ambiguous images (ad6) in their purchase 
decisions? 

3. How does consumers exposed to high ambiguous typeface (ad3) differ from 
consumers exposed to low ambiguous typeface (ad7) in their consumer 
purchase decisions? 
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4. How does consumers exposed to high ambiguous (ad4) differ from consumers 
exposed to low ambiguous (ad8) in their consumer purchase decisions? 

5. How does consumers exposed to high ambiguous arguments (ad1), images 
(ad2), typefaces (ad3) and (ad4) differ from consumers exposed to low 
ambiguous arguments (ad5), images (ad6), and typefaces (ad7) and (ad8) in 
their consumer purchase decision? 

6. Does motivation mediate the relationship between ambiguous cues (ad1and 5), 
(ad2 and 6), (ad3 and 7), and (ad4 and 8) and consumer purchase decisions? 

 

1.4 Research Objectives 

 

The study is designed to achieve the following specific objectives based on the 

theoretical perspective and extant literature on billboards advertising seen to be 

essential to this study. 

 

1.4.1 General Objective 

 

To examine the impact of ambiguous cues on consumer purchase decisions.  

 

1.4.2 Specific Objectives 

 

1. To identify whether consumers expose to high ambiguous arguments (ad1) 
differ from consumers exposed to low ambiguous arguments (ad5) in their 
purchase decision. 

2. To determine whether consumers expose to high ambiguous images (ad2) 
differ from consumers exposed to low ambiguous images (ad6) in their 
purchase decision. 

3. To determine whether consumers expose to high ambiguous typeface (ad3) 
differ from consumers exposed to low ambiguous typeface (ad7) in their 
purchase decision. 

4. To determine whether consumers expose to high ambiguous (ad4) differ from 
consumers exposed to low ambiguous (ad8) in their purchase decision. 
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5. To determine whether consumers exposed to high ambiguous arguments (ad1), 
images (ad2), typefaces (ad3) and (ad4) differ from consumers exposed to low 
ambiguous arguments (ad5), images (ad6), typefaces (ad7) and (ad8) in their 
consumer purchase decision. 

6. To determine the mediating effect of motivation on relationship between 
ambiguous cues (ad1and 5), (ad2 and 6), (ad3 and 7), and (ad4 and 8) and 
consumers purchasing decisions.  

 

1.5 Significance of the Study  

 

The study contributes to the existing knowledge of ambiguous cues by facilitating a 

profound understanding of how it influences a consumer's purchase decision through 

their creative application in various contexts. 

 

Firstly, the study contributes by providing useful insights to the practitioners on the 

creative application of ambiguous cues, designed to communicate and capture the 

attention of consumers of different facets through humour words, which sustains their 

interest and recall of the brand. The simplicity of ads and their stimuli is not persuasive 

and discourages consumers. As a result, they are eluding ads because of their non-

creative approaches in their presentation. The study will highlight the creative use of 

ambiguous cues to break the clutter and capture consumers' attention to the brand. The 

practitioners and companies will understand how to creatively communicate to 

consumers across different facets, create dilation and meaning to achieve wholistic 

goals of the organisation. In addition, it will enable practitioners to understand the 

creative application of ambiguous cues to achieve attention and profitability. The 

rhetorical manipulation of linguistic and visual properties makes the difference from 

one ad to another based on consumers' sophistication and demands. Practitioners need 

to embrace an ambiguous stimulus, increasing their earnings and advertising accounts. 
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Secondly, the contribution of this study is offering recommendations for managers and 

companies on how to leverage on the most powerful tool (ambiguous cues) to capture 

the attention of multi-facet consumers and to create a niche for their brand and sustain 

them creatively over their products and services. Also, having the essential tools to 

sustain consumers, achieve loyalty and increase profitability and market share when 

consumers' attention is intact. The billboard advertisement is one of the most effective 

means of attracting potential consumers to the product by using unconventional 

approaches and application of ambiguous stimuli in billboards advertisement. 

 

Thirdly, this study contributes by highlighting strategies on how practitioners and 

managers can stimulate consumers desire to buy the brand after watching the 

advertisement by using words, images reasonably and creatively to convey the most 

convincing advertising message in the shortest time as to achieve efficient brand goals 

with slogans and visual elements that is memorable. 

 

Fourth, the theoretical contribution of this research is by extending the literature on 

ambiguous cues in billboard advertising. The existing literature does not focus on 

ambiguous cues in billboard advertising or the effects of ambiguous cues in billboard 

advertising on consumers' purchase decisions, somewhat different perspectives of 

strategic ambiguity and billboards. For example, they revealed that ambiguous 

advertisement plays a crucial role in alcohol consumption but with minimal exposure, 

not necessarily behavioural intention (Fitts, 2010). 

 

Fifth, the study contribute by the theoretical integration of strategic ambiguity situation 

and elaboration likelihood model (ELM) will give more insights, and testing both 
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theories on the context of ambiguous cues' effect on consumer purchasing decisions 

will produce valuable results. In addition, how consumers comprehend, process cues 

and examine the various integrated variables influencing consumer purchase 

decisions. The link between this study, method and the theories will further strengthen 

the acquisition of knowledge and valuable insights on billboards advertisement 

consistent use of ambiguous cues to influence consumers' purchase decisions.  

 

Sixth, this study contributes by examining mediating variable effects (motivation) on 

the relationship between ambiguous cues and consumer purchase decisions. However, 

motivation is the wiliness to carry out a task. In addition, the method used in this study 

will contribute to the body of knowledge which will serve as a reference point for other 

scholars. 

 

Finally, the study will offer valuable insights to the policymakers, regulatory agencies 

and companies on how to regulate the use of ambiguous cues; knowing that ambiguity 

is a discursive resource that can be used to create dilation and meaning to achieve 

multiple goals for the organisation without any incriminating tendencies as earlier 

debated that ambiguity hinders effective communication. 

 

1.6 Scope of the Study 

 

The study examines billboards advertisement persuasive use of ambiguous cues on 

consumers' purchase decisions. 
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The study focuses on the postgraduate students and academic staff of Universiti Putra 

Malaysia because the postgraduate student and academic staff have a purchasing 

power that applies to the entire study population. In addition, purchasing power is 

considered very important in answering the research questions and achieving the aims 

of this study.  

 

However, the study is a quantitative with true experimental research post-test-only 

control group and between-subject design in a 2x2x2 design (three independent 

variables in two levels). That will enable the study to test the effects of ambiguous 

cues treatment (arguments, images and typeface) on consumers' purchase decisions. 

The participants will be randomised into two groups (experimental and control 

groups). The process will enable the study to eliminate bias towards examining the 

effect of ambiguous cues on the consumers' purchase decisions. Additionally, the 

experimental group and control will view different ads based on their treatment on the 

screen before completing the test question. Similarly, the study will be carried out in a 

controlled environment at the faculty of modern languages and communication to 

enable the study to achieve its validity on the effect of ambiguous cues consumers 

purchases decisions. 

 

The consideration of the purchasing power held by the population of postgraduate 

students and academic staff is an essential aspect to be taken into account in this 

particular study. It is important to highlight that a notable portion of these individuals 

possess professional expertise, which exerts a significant influence on their patterns of 

consumption. Additionally, they have also been exposed to a variety of billboard 

advertisements, which mirrors the wider population that is being investigated. The 
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Faculty of Modern Languages and Communication possesses a spacious hall or 

laboratory that is equipped with a convenient pathway, an exceptional projection 

screen, an audio system, and an admirable air circulation system.  

 

The data that will be produced from the examination will be examined by employing 

SPSS, descriptive and inferential statistics in order to facilitate the accomplishment of 

the study's objectives and to provide solutions for the research questions. 

 

1.7 Keywords Definition 

 

The conceptual and operational definitions are: 

 

1.7.1 Ambiguity Tolerance 

 

Ambiguity tolerance is an individual ability to accept or desirability of sets of unclear 

and insufficient information in a context. It is an individual's disposition towards 

recognising and reacting to ambiguous situations or inducements considered through 

an assortment of new, complex, or unpredictable evidence (Xu & Tracey, 2014). 

 

1.7.2 Ambiguous Cues  

 

Ambiguous cues are devices or elements used to reinforce behaviour subject to 

multiple interpretations or meanings in a special message (Puntoni et al., 2012). 
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1.7.3 Visual Elements 

 

Visual elements of products play a vital role in influencing product choice by 

modelling the attributes discernment of consumers, which comes in the form of 

symbols and logos and have played a role towards passing on the message that is 

interpreted in various ways (Cavallo & Piqueras-Fiszman, 2017). 

 

1.7.4 Consumer Purchase Decision 

 

Consumer purchase decision is a procedure of taking into account decision making 

process and evaluative practice, procuring information towards a context or brand 

presented to enable them to fulfil their needs, which involves five distinctive stages; 

thus, need recognition, information search, and evaluation of alternatives, purchase, 

and post-purchase stages (Khuong & Duyen, 2016; Hanaysha et al., 2021; Karimi et 

al., 2015). 

 

1.7.5 Cues 

 

Cues are designed to distract the real scrutiny of a message or context by using 

elements that are secondary to the context. It is a deliberate effort to hinder perception 

or perceived judgement of a product by applying numerous visuals and verbal to make 

the context truly real or fake in the real sense (Ewing et al., 2012). 
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1.7.6 Out of Home Advertising 

 

Out-of-home (OOH) advertising is an advertising media that occupies public space to 

disseminate information of a brand to travelling or mobile consumers outside their 

homes. Out of home advertisements are an advertising instrument that exposes 

consumers without additional cost to the consumers with compelling visuals built to 

influence purchase decisions (Geetha et al., 2020).  

 

1.7.7 Ambiguity Situation 

 

A situation that is unclear because of inadequate information cannot be categorised or 

structured because of the context's novelty, complexity, and insoluble (Budner, 1962). 

 

1.7.8 Advertising 

 

The advertising originated from the "medieval Latin verb" "adventure", meaning to 

direct one's attention". Every form of paid none personal communication of products, 

services, or ideas is conveyed to a targeted audience through mass media with an 

identified sponsor (Neza & Myftaraj, 2016). 

 

1.7.9 Digital Billboards 

 

Digital billboards use LED (light-emitting diode) technology to deliver vibrant 

presentations that enable rationalised ads content, images, video and animation 

through computerised inputs. Digital billboards can engage consumers at a particular 



© C
OPYRIG

HT U
PM

22 

spot through the cameras and display ads content based on their demographic settings 

to mobile audiences (Sisiopiku et al., 2013). 

 

1.8 Summary 

 

The chapter extensively discusses the necessary background of the study in the 

introduction. It presents a statement of the problem, focusing on the main issues and 

research questions. The research objectives are also outlined, highlighting the 

strategies to be used in investigating the overall study approach. Furthermore, the 

significance of the study is emphasized, detailing the core contributions it will offer. 

The scope of the study is clarified, indicating the areas it will cover, and key definitions 

are provided, forming the foundation of the study.  



© C
OPYRIG

HT U
PM

213 

REFERENCES 

 

Abdi, S., & Irandoust, A. (2013). The importance of advertising slogans and their 
proper designing in brand equity. International journal of Organizational 
leadership, 2(2), 62-69. https://doi.org/10.33844/IJOL.2013.60321 

Abukmeil, M., Ferrari, S., Genovese, A., Piuri, V., & Scotti, F. (2021). A survey of 
unsupervised generative models for exploratory data analysis and representation 
learning. Acm computing surveys (csur), 54(5), 1-40. 
https://doi.org/10.1145/3450963 

Adam, Craig., Carl, Taswell. (2022). Inclusion and Exclusion Criteria for Automating 
Adherence to Scope of Conference Calls for Papers. 
https://doi.org/10.1109/TransAI54797.2022.00018 

Adam, M., Al-Sharaa, A., Ab Ghafar, N., Mundher, R., Abu Bakar, S., & Alhasan, A. 
(2022). The effects of colour content and cumulative area of outdoor 
advertisement billboards on the visual quality of urban streets. ISPRS 
International Journal of Geo-Information, 11(12), 630.  
https://doi.org/10.3390/ijgi11120630 

Adelene, Hilbig. (2022). External validity, metropolitan bias and clinical guidelines: 
Improving care for our rural, regional and remote communities by expanding 
research opportunities. Emergency Medicine Australasia. 
https://doi.org/10.1111/1742-6723.14158 

Agrawal, S., Khandelwal, U., & Bajpai, N. (2021). Anthropomorphism in advertising: 
The effect of media on audience attitude. Journal of Marketing 
Communications, 27(8), 799-815. 
https://doi.org/10.1080/13527266.2020.1771403 

Ahmad Tajuddin, S. N. A., & Zulkepli, N. (2019). An investigation of the use of 
language, social identity and multicultural values for nation-building in 
Malaysian outdoor advertising. Social Sciences, 8(1), 18. 
https://doi.org/10.3390/socsci8010018 

Ahmed, Muneeb, Mehta. (2020). Yielding to Temptation Analyzing Billboard 
Advertisement and House Hold Consumers Perception in Pakistan. Academy of 
Marketing Studies Journal.  

Akase, T. T., Ishima, J. L. J., & Kwarpo, M. S. (2021). An analysis of amphibology 
and syntactic ambiguity in tiv. International journal of languages, linguistics 
and literary studies (jolls), 10(3), 1. Issn: 2636-7149-6300. 
http://www.jolls.com.ng  

Akhtar, S. (2019). Effects of billboards on buying behavior of customer in context of 
textile products. Journal of Economics and Sustainable Development. 
https://doi.org/10.7176/jesd/10-10-06  



© C
OPYRIG

HT U
PM

214 

Alam, T. G. M. R. (2019). Comparative analysis between pre-test/post-test model and 
post-test-only model in achieving the learning outcomes. Pakistan Journal of 
Ophthalmology, 35(1). https://doi.org/10.36351/pjo.v35i1.855 

Ali, B. J. (2021). Assessing (The impact) of advertisement on customer decision 
making: Evidence from an educational institution. Afak for Science Journal, 
06(01), 267–280. Retrieved from https://www.asjp.cerist.dz/en/article/141056, 
Available at SSRN: https://ssrn.com/abstract=3764088 

Ali, B. J., & Anwar, G. (2021). Marketing Strategy: Pricing strategies and its influence 
on consumer purchasing decision. Ali, BJ, & Anwar, G.(2021). Marketing 
Strategy: Pricing strategies and its influence on consumer purchasing decision. 
International journal of Rural Development, Environment and Health 
Research, 5(2), 26-39. https://dx.doi.org/10.22161/ijreh.5.2.4 

Aljazzazen, S., & Balawi, A. (2022). Risk and uncertainty in consumer decision-
making: An overview of principles and perspectives. Modern Management 
Review, 27(1), 7-19. https://doi.org/10.7862/rz.2022.mmr.01 

Allison, L., Hurst. (2015). A Healing Echo: Methodological Reflections of a Working-
Class Researcher on Class. The Qualitative Report. 
https://doi.org/10.46743/2160-3715/2008.1582 

Allison, T. H., Davis, B. C., Webb, J. W., & Short, J. C. (2017). Persuasion in 
crowdfunding: An elaboration likelihood model of crowdfunding 
performance. Journal of business venturing, 32(6), 707-725. 
https://doi.org/10.1016/j.jbusvent.2017.09.002 

Allua, S., & Thompson, C. B. (2009). Inferential statistics. Air Medical Journal, 28(4), 
168-171. https://doi.org/10.1016/j.amj.2009.04.013 

Amălăncei, B. M., Cîrtiţă-Buzoianu, C., & Daba-Buzoianu, C. (2017). Looking for the 
best slogan: An analysis of the slogans of the 2016 Romanian parliamentary 
campaign. Studies and Scientific Researches. Economics Edition, (26). 

Amar, J., Droulers, O., & Legohérel, P. (2017). Typography in destination advertising: 
An exploratory study and research perspectives. Tourism Management, 63, 77-
86. https://doi.org/10.1016/j.tourman.2017.06.002 

Amaratunga, D., Baldry, D., Sarshar, M., & Newton, R. (2002). Quantitative and 
qualitative research in the built environment: application of “mixed” research 
approach. Work study, 51(1), 17-
31.https://doi.org/10.1108/00438020210415488 

Ammar, A., Nassereddine, H., AbdulBaky, N., AbouKansour, A., Tannoury, J., Urban, 
H., & Schranz, C. (2022). Digital twins in the construction industry: a 
perspective of practitioners and building authority. Frontiers in Built 
Environment, 8, 834671. https://doi.org/10.3389/fbuil.2022.834671 

Amsteus, M., Al-Shaaban, S., Wallin, E., & Sjöqvist, S. (2015). Colors in marketing: 
A study of color associations and context (in) dependence. International Journal 
of Business and Social Science, 6(3). 



© C
OPYRIG

HT U
PM

215 

Anani, P. W. (2020). Influence of Advertising Billboard Images on Driver 
Performance. IMAGE, 21, 17-5. https://doi.org/10.7176/dcs/10-6-01 

Anderson, S. F., Kelley, K., & Maxwell, S. E. (2017). Sample-size planning for more 
accurate statistical power: A method adjusting sample effect sizes for publication 
bias and uncertainty. Psychological science, 28(11), 1547-1562. 
https://doi.org/10.1177/0956797617723724 

Andhika, Kurniawan, Pontoh., Farrah, Mardiati, Soeharno., Mutia, Adia, Risjad. 
(2019). Application of The Elaboration Likelihood Models in The Political 
Campaign of Sudrajat-Syaikhu During the West Java Regional General Election 
in 2018. https://doi.org/10.21776/UB.JPPOL.2019.002.01.4 

Andrea, Spoto., Massimo, Nucci., Elena, Prunetti., Michele, Vicovaro. (2022). 
Improving content validity evaluation of assessment instruments through formal 
content validity analysis. Psychological Methods. 
https://doi.org/10.1037/met0000545.supp 

Andrew, H., Haines, H., & Seixas, S. (2019). Using neuroscience to understand the 
impact of premium digital out-of-home media. International Journal of Market 
Research, 61(6), 588-600.  https://doi.org/10.1177/1470785319851316 

Anthony, D., Slonim. (2023). Common Threats to Validity: What Every Leader Needs 
to Know. Physician leadership journal. https://doi.org/10.55834/plj.9308111984 

Anuarudin, S., Andria, A., Heng, C. S., & Abdullah, A. N. (2013). Exploring 
Multilingual Practices in Billboard Advertisements in a Linguistic 
Landscape. Pertanika Journal of Social Sciences & Humanities, 21(2). 

Apuke, O. D., & Apollos, I. N. (2017). Public perception of the role of Facebook usage 
in political campaigns in Nigeria. Informing Science: International Journal of 
Community Development & Management Studies, 1, 85-102. 

Arceneaux, K. (2010). The Benefits of Experimental Methods for the Study of 
Campaign Effects. Political Communication, 27(2), 199–215. 
https://doi.org/10.1080/10584601003709407 

Arietta, S. M., Efros, A. A., Ramamoorthi, R., & Agrawala, M. (2014). City forensics: 
Using visual elements to predict non-visual city attributes. IEEE transactions on 
visualization and computer graphics, 20(12), 2624-2633. 
https://doi.org/10.1109/TVCG.2014.2346446 

Arquero, J. L., Polvillo, C. F., Hassall, T., & Joyce, J. (2017). Relationships between 
communication apprehension, ambiguity tolerance and learning styles in 
accounting students: Relaciones entre aprensión comunicativa, tolerancia a la 
ambigüedad y estilos de aprendizaje en estudiantes de contabilidad. Revista de 
Contabilidad-Spanish Accounting Review, 20(1), 13-24. 
https://doi.org/10.1016/j.rcsar.2015.10.002 

Arwendha, P., Ardianto, D., & Bahari, N. (2019). The study of the billboard effectivity 
of Umbul Siblarak. Proceedings of the Proceedings of the 1st Seminar and 
Workshop on Research Design, for Education, Social Science, Arts, and 



© C
OPYRIG

HT U
PM

216 

Humanities, SEWORD FRESSH 2019, April 27 2019, Surakarta, Central Java, 
Indonesia. https://doi.org/10.4108/eai.27-4-2019.2286895 

Asad, M., Kashif, M., Sheikh, U. A., Asif, M. U., George, S., & Khan, G. U. H. (2022). 
Synergetic effect of safety culture and safety climate on safety performance in 
SMEs: does transformation leadership have a moderating role? International 
journal of occupational safety and ergonomics, 28(3), 1858-1864. 
https://doi.org/10.1080/10803548.2021.1942657 

Asemah, E. S., & Nwammuo, A. N. (2017). Implications of social judgement theory 
for persuasive advertising campaigns. Journal of Research in National 
Development, 15(1). 

Asemah, E. S., & Nwammuo, A. N. (2017). Implications of social judgement theory 
for persuasive advertising campaigns. Journal of Research in National 
Development, 15(1). 

Ashaie, S. A., & Cherney, L. R. (2021). Internal consistency and convergent validity 
of self-report and by-proxy measures of depression in persons with 
aphasia. Journal of Speech, Language, and Hearing Research, 64(6), 2047-
2052. https://doi.org/10.1044/2021_JSLHR-20-00621 

Ashina, M., Saper, J., Cady, R., Schaeffler, B. A., Biondi, D. M., Hirman, J., & Smith, 
J. (2020). Eptinezumab in episodic migraine: a randomized, double-blind, 
placebo-controlled study (PROMISE-1). Cephalalgia, 40(3), 241-254. 
https://doi.org/10.1177%2F0333102420905132  

Ashraf, A., Hameed, I., & Saeed, S. A. (2023). How do social media influencers inspire 
consumers' purchase decisions? The mediating role of parasocial 
relationships. International Journal of Consumer Studies, 47(4), 1416-1433. 
https://doi.org/10.1111/ijcs.12917 

Aslam, E. (2022). Factors Affecting Customer Retention In Islamic Banks: A Case 
Study Of Pakistan. Journal of Positive School Psychology, 448-457. 

Atkin, J. L., McCardle, M., & Newell, S. J. (2008). The role of advertiser motives in 
consumer evaluations of ‘responsibility’messages from the alcohol 
industry. Journal of Marketing Communications, 14(4), 315-335. 
https://doi.org/10.1080/13527260802141447 

Baan, A. (2022). The Persuasive speech in business advertorial discourse. Jurnal 
Onoma: Pendidikan, Bahasa, dan Sastra, 8(2), 941-952. 
https://doi.org/10.30605/onoma.v8i2.2592 

Baan, A. (2022). The Persuasive speech in business advertorial discourse. Jurnal 
Onoma: Pendidikan, Bahasa, dan Sastra, 8(2), 941-952. 
https://doi.org/10.30605/onoma.v8i2.2592 

Bacon, T., & Kennedy, A. (2015). Clinical perspectives on the relationship between 
psychosis and dissociation: utility of structural dissociation and implications for 
practice. Psychosis, 7(1), 81-91. 
https://doi.org/10.1080/17522439.2014.910252 



© C
OPYRIG

HT U
PM

217 

Baker, D. H., Vilidaite, G., Lygo, F. A., Smith, A. K., Flack, T. R., Gouws, A. D., & 
Andrews, T. J. (2021). Power contours: Optimising sample size and precision in 
experimental psychology and human neuroscience. Psychological 
Methods, 26(3), 295. https://doi.org/10.1037/met0000337 

Baker, R., Brick, J. M., Bates, N. A., Battaglia, M., Couper, M. P., Dever, J. A., Gile, 
K. J., & Tourangeau, R. (2013). Summary Report of the AAPOR Task Force on 
Non-probability Sampling. Journal of Survey Statistics and Methodology, 1(2), 
90–143. https://doi.org/10.1093/jssam/smt008 

Barrera Lemarchand, F., Semeshenko, V., Navajas, J., & Balenzuela, P. (2020). 
Polarizing crowds: Consensus and bipolarization in a persuasive arguments 
model. Chaos: An Interdisciplinary Journal of Nonlinear Science, 30(6), 
063141. https://doi.org/10.1063/5.0004504  

Barrera Lemarchand, F., Semeshenko, V., Navajas, J., & Balenzuela, P. (2020). 
Polarizing crowds: Consensus and bipolarization in a persuasive arguments 
model. Chaos: An Interdisciplinary Journal of Nonlinear Science, 30(6), 063141. 
https://doi.org/10.1063/5.0004504 

Barrera Lemarchand, F., Semeshenko, V., Navajas, J., & Balenzuela, P. (2020). 
Polarizing crowds: Consensus and bipolarization in a persuasive arguments 
model. Chaos: An Interdisciplinary Journal of Nonlinear Science, 30(6), 063141. 
https://doi.org/10.1063/5.0004504 

Bashir, M., Afzal, M. T., & Azeem, M. (2008). Reliability and validity of qualitative 
and operational research paradigm. Pakistan journal of statistics and operation 
research, 35-45. https://doi.org/10.18187/pjsor.v4i1.59 

Batubara, M. H. (2021). Strategic implementation of Speech Functions on the 
automotive Billboard Texts. Journal Polingua: Scientific Journal of Linguistic 
Literatura and Education, 10(1), 16–19. 
https://doi.org/10.30630/polingua.v10i1.148  

Beard, R. (2017). Derivation. The handbook of morphology, 44-65. 
https://doi.org/10.1002/9781405166348.ch2 

Behrens, M., Mau-Moeller, A., & Bruhn, S. (2012). Effect of exercise-induced muscle 
damage on neuromuscular function of the quadriceps muscle. International 
journal of sports medicine, 600-606. https://doi.org/10.1055/s-0032-1304642  

Belanche, D., Casaló, L. V., Flavián, C., & Schepers, J. (2020). Service robot 
implementation: a theoretical framework and research agenda. The Service 
Industries Journal, 40(3-4), 203-225. 
https://doi.org/10.1080/02642069.2019.1672666 

Belinskaya, Y. (2015). Outdoor Advertising and Gender Differences: Factors 
Influencing Perception and Attitudes. 

Berlyne, D. E. (1958). The influence of complexity and novelty in visual figures on 
orienting responses. Journal of Experimental Psychology, 55(3), 289–296. 
https://doi.org/10.1037/h0043555 



© C
OPYRIG

HT U
PM

218 

Bettencourt, G. M. (2020). " When I Think About Working Class, I Think About 
People That Work for What They Have": How Working-Class Students Engage 
in Meaning Making About Their Social Class Identity. Journal of College 
Student Development, 61(2), 154-170. https://doi.org/10.1353/csd.2020.0015 

Bettencourt, G. M. (2020). " When I Think About Working Class, I Think About 
People That Work for What They Have": How Working-Class Students Engage 
in Meaning Making About Their Social Class Identity. Journal of College 
Student Development, 61(2), 154-170. https://doi.org/10.1353/csd.2020.0015 

Bhattacherjee, A., & Sanford, C. (2006). Influence processes for information 
technology acceptance: An elaboration likelihood model. MIS quarterly, 805-
825. https://doi.org/10.2307/25148755 

Bigne, E., Chatzipanagiotou, K., & Ruiz, C. (2020). Pictorial content, sequence of 
conflicting online reviews and consumer decision-making: The stimulus-
organism-response model revisited. Journal of Business Research, 115, 403-
416. https://doi.org/10.1016/j.jbusres.2019.11.031 

Black, L. J. (2013). When visuals are boundary objects in system dynamics 
work. System Dynamics Review, 29(2), 70-86. https://doi.org/10.1002/sdr.1496 

Blair, J. A. (2012). The rhetoric of visual arguments. Groundwork in the Theory of 
Argumentation: Selected Papers of J. Anthony Blair, 261-
279.https://doi.org/10.1007/978-94-007-2363-4_19 

Blair, J. A. (2020). The persuasive ineffectiveness of arguing and arguments. Retrieved 
from  https://scholar.uwindsor.ca/ossaarchive/OSSA12/Friday/10/  

Bortoloti, R., & De Rose, J. C. (2009). Assessment of the relatedness of equivalent 
stimuli through a semantic differential. The psychological record, 59(4), 563-
590. https://doi.org/10.1007/BF03395682 

Bos, H., Oswald, A. M., & Doiron, B. (2020). Untangling stability and gain 
modulation in cortical circuits with multiple interneuron classes. bioRxiv. 
https://doi.org/10.1101/2020.06.15.148114 

Bottomley, P. A., & Doyle, J. R. (2006). The interactive effects of colors and products 
on perceptions of brand logo appropriateness. Marketing theory, 6(1), 63-83. 
https://doi.org/10.1177/1470593106061263 

Boujena, O., Ulrich, I., Piris, Y., & Chicheportiche, L. (2021). Using food pictorial 
metaphor in the advertising of non-food brands: An exploratory investigation of 
consumer interpretation and affective response. Journal of Retailing and 
Consumer Services, 62, 102605. 
https://doi.org/10.1016/j.jretconser.2021.102605 

Bradley, G., Winton., Misty, A., Sabol. (2021). A multi-group analysis of convenience 
samples: free, cheap, friendly, and fancy sources. International Journal of Social 
Research Methodology. https://doi.org/10.1080/13645579.2021.1961187 



© C
OPYRIG

HT U
PM

219 

Brañas-Garza, P., Cabrales, A., Espinosa, M. P., & Jorrat, D. (2022). The effect of 
ambiguity in strategic environments: an experiment. arXiv preprint 
arXiv:2209.11079. https://doi.org/10.48550/arXiv.2209.11079 

Branković, M., & Žeželj, I. (2016). Does it take a good argument to be persuaded? 
How manipulating quality of evidence affects message 
persuasiveness. psihologija, 49(1), 1-18. 

Breves, P. (2021). Biased by being there: The persuasive impact of spatial presence on 
cognitive processing. Computers in Human Behavior, 119, 106723. 
https://doi.org/10.1016/j.chb.2021.106723 

Broecks, K. P., van Egmond, S., van Rijnsoever, F. J., Verlinde-van den Berg, M., & 
Hekkert, M. P. (2016). Persuasiveness, importance and novelty of arguments 
about Carbon Capture and Storage. Environmental Science & Policy, 59, 58-66. 
https://doi.org/10.1016/j.envsci.2016.02.004 

Brogaard, L., Madsen, J. K., & Petersen, O. H. (2024). Interpreting performance 
information: Motivated reasoning or unbiased comprehension? A replication and 
extension. Public Administration, 102(1), 318-340. 
https://doi.org/10.1111/padm.12970 

Brône, G., & Coulson, S. (2010). Processing deliberate ambiguity in newspaper 
headlines: Double grounding. Discourse Processes, 47(3), 212-236. 
https://doi.org/10.1080/01638530902959919 

Budiyanti, R., Purwono, R., Margono, H., & Teofilus, T. (2023, September). 
Organisational Image's Moderating Effect on Cynicism and Turnover Intentions 
in Public Sector Employees. In RSF Conference Series: Business, Management 
and Social Sciences (Vol. 3, No. 3, pp. 486-493).  
https://doi.org/10.31098/bmss.v3i3.713 

Bulus, M. (2021). Sample size determination and optimal design of randomized/non-
equivalent pretest-posttest control-group designs. Adıyaman University Journal 
of Educational Sciences, 11(1), 48-69. 
https://doi.org/10.17984/adyuebd.941434 

Burton, S., & Lichtenstein, D. R. (1988). The effect of ad claims and ad context on 
attitude toward the advertisement. Journal of Advertising, 17(1), 3-11. 
https://doi.org/10.1080/00913367.1988.10673098 

Campbell, J., Sutherland, J., Bucknall, D., O’Hara, L., Heywood, A., Hobbs, M., & 
Gray, L. (2021). Equity in vaccine trials for higher weight people? A rapid 
review of weight-related inclusion and exclusion criteria for Covid-19 clinical 
trials. Vaccines, 9(12), 1466. https://doi.org/10.3390/vaccines9121466 

Campbell, M. C. (1995). When attention-getting advertising tactics elicit consumer 
inferences of manipulative intent: The importance of balancing benefits and 
investments. Journal of Consumer Psychology, 4(3), 225-254. 
https://doi.org/10.1207/s15327663jcp0403_02  



© C
OPYRIG

HT U
PM

220 

Campelo, A., Aitken, R., & Gnoth, J. (2011). Visual rhetoric and ethics in marketing 
of destinations. Journal of Travel Research, 50(1), 3-14. 
https://doi.org/10.1177/0047287510362777 

Canevelli, M., Trebbastoni, A., Quarata, F., D’Antonio, F., Cesari, M., De Lena, C., 
& Bruno, G. (2017). External validity of randomized controlled trials on 
Alzheimer’s disease: the biases of frailty and biological aging. Frontiers in 
neurology, 8, 628. https://doi.org/10.3389/fneur.2017.00628 

Cao, X., Liu, Y., Zhu, Z., Hu, J., & Chen, X. (2017). Online selection of a physician 
by patients: Empirical study from elaboration likelihood perspective. Computers 
in Human Behavior, 73, 403-412.https://doi.org/10.1016/j.chb.2017.03.060 

Castellan, C. M. (2010). Quantitative and qualitative research: A view for 
clarity. International journal of education, 2(2), 1. 

Castille, C. O. (1989). Ambiguity and sexuality: the effects of advance organizers on 
memory of an ambiguous text. Louisiana State University and Agricultural & 
Mechanical College. https://doi.org/10.31390/gradschool_disstheses.4703 

Caulfield, M., Andolsek, K., Grbic, D., & Roskovensky, L. (2014). Ambiguity 
tolerance of students matriculating to US medical schools. Academic 
medicine, 89(11), 1526-1532. 
https://doi.org/10.1097/ACM.0000000000000485 

Cavallo, C., & Piqueras‐Fiszman, B. (2017). Visual elements of packaging shaping 
healthiness evaluations of consumers: The case of olive oil. Journal of sensory 
studies, 32(1), e12246. https://doi.org/10.1111/joss.12246 

Cavanagh, R. F., & Fisher, W. P. (2018). Research design considerations in human 
science research: Reconciling conceptions of science, theories of measurement 
and research methods. In Pacific Rim Objective Measurement Symposium 
(PROMS) 2016 Conference Proceedings: Rasch and the Future (pp. 49-66). 
Springer Singapore. https://doi.org/10.1007/978-981-10-8138-5_5 

Chakroun, W. (2020). The impact of visual metaphor complexity in print 
advertisement on the viewer’s comprehension and attitude. Communication and 
linguistics studies, 6(1), 6. https://doi.org/10.11648/j.cls.20200601.12 

Chaleunvong, K. (2009). Data collection techniques. Training Course in Reproductive 
Health Research Vientine. https://doi.org/10.1016/j.jmva.2005.05.012098 

Chan, T. J., Selvakumaran, D., Idris, I., & Adzharuddin, N. A. (2021). The influence 
of celebrity endorser characteristics on brand image: A case study of Vivo. 
http://search.taylors.edu.my. Online ISSN: 2672-7080 

Chang, X., Yu, Y. L., Yang, Y., & Xing, E. P. (2016). Semantic pooling for complex 
event analysis in untrimmed videos. IEEE transactions on pattern analysis and 
machine intelligence, 39(8), 1617-1632. 
https://doi.org/10.1109/TPAMI.2016.2608901 



© C
OPYRIG

HT U
PM

221 

Charness, G., Gneezy, U., & Kuhn, M. A. (2012). Experimental methods: Between-
subject and within-subject design. Journal of economic behavior & 
organization, 81(1), 1-8. https://doi.org/10.1016/j.jebo.2011.08.009 

Cheng, K. H. (2017). Reading an augmented reality book: An exploration of learners’ 
cognitive load, motivation, and attitudes. Australasian Journal of Educational 
Technology, 33(4). https://doi.org/10.14742/ajet.2820 

Cheng, P., Wang, W., & Yang, S. (2024). Doing the right thing: How to persuade 
travelers to adopt pro-environmental behaviors? An elaboration likelihood 
model perspective. Journal of Hospitality and Tourism Management, 59, 191-
209. https://doi.org/10.1016/j.jhtm.2024.04.009 

Cherry, K. (2018). Attitudes and behavior in psychology. Verywell mind. Retrieved 
from https://www.verywellmind.com 

Cheung, C. M., & Thadani, D. R. (2012). The impact of electronic word-of-mouth 
communication: A literature analysis and integrative model. Decision support 
systems, 54(1), 461-470. https://doi.org/10.1016/j.dss.2012.06.008 

Cheung, C. M., & Thadani, D. R. (2012). The impact of electronic word-of-mouth 
communication: A literature analysis and integrative model. Decision support 
systems, 54(1), 461-470. https://doi.org/10.1016/j.dss.2012.06.008 

Childers, T. L., Houston, M. J., & Heckler, S. E. (1985). Measurement of individual 
differences in visual versus verbal information processing. Journal of Consumer 
Research, 12(2), 125-134. https://doi.org/10.1086/208501 

Choirunnisa, M. R., &; Sari, F. M. (2021). TED talks use in speaking class for 
undergraduate students. Jambura Journal of English Teaching and 
Literature, 2(1), 35-40. https://doi.org/10.37905/jetl.v2i1.7319 

Chopra, G. (2017). A study on the relationship between customer attention and 
billboards advertising with special reference to consumer durables, 22(11), 63–
69. Https://doi.org/10.9790/0837-2211136369 

Chou, C. Y., Chen, J. S., & Lin, S. K. (2022). Value cocreation in livestreaming and 
its effect on consumer‐simulated experience and continued use 
intention. International Journal of Consumer Studies, 46(6), 2183-2199. 
https://doi.org/10.1111/ijcs.12777  

Christmann, A., & Van Aelst, S. (2006). Robust estimation of Cronbach's 
alpha. Journal of Multivariate Analysis, 97(7), 1660-1674. 
https://doi.org/10.1016/j.jmva.2005.05.012 

Chu, K., Lee, D. H., & Kim, J. Y. (2019). The effect of verbal brand personification 
on consumer evaluation in advertising: Internal and external 
personification. Journal of Business Research, 99, 472-480. 
https://doi.org/10.1016/j.jbusres.2017.11.004 



© C
OPYRIG

HT U
PM

222 

Clark, L. A., & Watson, D. (2019). Constructing validity: New developments in 
creating objective measuring instruments. Psychological assessment, 31(12), 
1412. https://psycnet.apa.org/doi/10.1037/pas0000626 

Conor, Ryan, and, Peter, Wilson., Rabiah, Arshad., Maria, Sapouna., David, 
McGillivray., Stephanie, Zihms. (2022). ‘PGR Connections’: Using an online 
peer- learning pedagogy to support doctoral researchers. Innovations In 
Education and Teaching International. 
https://doi.org/10.1080/14703297.2022.2141292 

Conway, B. R., & Tsao, D. Y. (2009). Color-tuned neurons are spatially clustered 
according to color preference within alert macaque posterior inferior temporal 
cortex. Proceedings of the National Academy of Sciences, 106(42), 18034-
18039. https://doi.org/10.1073/pnas.0810943106 

Cooksey, R. W. (1996). The methodology of social judgement theory. Thinking & 
Reasoning, 2(2-3), 141-174. https://doi.org/10.1080/135467896394483 

Craig, A., & Taswell, C. (2022, September). Inclusion and Exclusion Criteria for 
Automating Adherence to Scope of Conference Calls for Papers. In 2022 Fourth 
International Conference on Transdisciplinary AI (TransAI) (pp. 71-74). IEEE. 
https://doi.org/10.1109/TransAI54797.2022.00018 

Crew, T. (2022). Classed markers of a working-class academic identity. Journal of 
class & culture. https://doi.org/10.1386/jclc_00011_1 

Crowley, A. E. (1993). The two-dimensional impact of color on shopping. Marketing 
letters, 4, 59-69. https://doi.org/10.1007/BF00994188 

Csonka-Peeren, J., & Cozzarin, B. P. (2021). A conceptual model of ambiguity 
attitudes for entrepreneurship experiments. Journal of Behavioral and Applied 
Management, 21(2), 62-80. 

Cyr, D., Head, M., Lim, E., & Stibe, A. (2018). Using the elaboration likelihood model 
to examine online persuasion through website design. Information & 
Management, 55(7), 807-821.https://doi.org/10.1016/j.im.2018.03.009 

Dalrymple, K. A., Gomez, J., & Duchaine, B. (2013). The Dartmouth Database of 
Children’s Faces: Acquisition and validation of a new face stimulus set. PloS 
one, 8(11), e79131. https://doi.org/10.1371/journal.pone.0079131 

Daugherty, T., Eastin, M. S., & Bright, L. (2008). Exploring consumer motivations for 
creating user-generated content. Journal of interactive advertising, 8(2), 16-25. 
https://doi.org/10.1080/15252019.2008.10722139 

Davis, F. C., Neta, M., Kim, M. J., Moran, J. M., & Whalen, P. J. (2016). Interpreting 
ambiguous social cues in unpredictable contexts. Social cognitive and affective 
neuroscience, 11(5), 775-782. https://doi.org/10.1093/scan/nsw003 

Davis, L. L. (1992). Instrument review: Getting the most from a panel of 
experts. Applied nursing research, 5(4), 194-197. 
https://doi.org/10.1016/S0897-1897(05)80008-4 



© C
OPYRIG

HT U
PM

223 

Dela-Sávia, S. (2022). CASTORIADIS AND THE ANCIENT IMAGINARY: THE 
GREEK ROOTS OF AUTONOMY. Journal of Philosophy Dissertation, 159-
175. 

Delbaere, M., McQuarrie, E. F., & Phillips, B. J. (2011). Personification in 
Advertising. Journal of Advertising, 40(1), 121–130. 
https://doi.org/10.2753/joa0091-3367400108 

Dewaele, J. M., & Wei, L. (2013). Is multilingualism linked to a higher tolerance of 
ambiguity? Bilingualism: Language and Cognition, 16(1), 231-240. 
https://doi.org/10.1017/S1366728912000570 

Dewi, G. A. A. O., & Kustina, K. T. (2018). Culture of tri hita karana on ease of use 
perception and use of accounting information system. Dewi, IGAAO, Dewi, 
IGAAP, Kustina, KT, & Prena, GD (2018). Culture of tri hita karana on ease of 
use perception and use of accounting information system. International Journal 
of Social Sciences and Humanities, 2(2), 77-86. 

Dey, P., Pal, P., Kevin, J. D., & Das, D. B. (2020). Lignocellulosic bioethanol 
production: prospects of emerging membrane technologies to improve the 
process–a critical review. Reviews in Chemical Engineering, 36(3), 333-367. 
https://doi.org/10.1515/revce-2018-0014 

Dhariwal, A., Junges, R., Chen, T., & Petersen, F. C. (2021). ResistoXplorer: a web-
based tool for visual, statistical and exploratory data analysis of resistome 
data. NAR Genomics and Bioinformatics, 3(1), lqab018. 
https://doi.org/10.1093/nargab/lqab018  

Dimova, E. D., & Mitchell, D. (2022). Rapid literature review on the impact of health 
messaging and product information on alcohol labelling. Drugs: Education, 
Prevention and Policy, 29(5), 451-463. 
https://doi.org/10.1080/09687637.2021.1932754 

Djakasaputra, A., Wijaya, O., Utama, A., Yohana, C., Romadhoni, B., & Fahlevi, M. 
(2021). Empirical study of Indonesian SMEs sales performance in digital era: 
The role of quality service and digital marketing. International Journal of Data 
and Network Science, 5(3), 303-310. https://doi.org/10.5267/j.ijdns.2021.6.003 

Dmitri, Vinogradov., Dmitri, Vinogradov., Yousef, Makhlouf. (2021). Signaling 
probabilities in ambiguity: who reacts to vague news? Theory and Decision. 
https://doi.org/10.1007/S11238-020-09759-Z 

Doebel, S., & Frank, M. C. (2022). Broadening Convenience Samples to Advance 
Theoretical Progress and Reduce Bias in Developmental Science. Preprint]. 
PsyArXiv. https://doi. org/10.31234/osf. io/s8zxm. 
https://doi.org/10.31234/osf.io/s8zxm 

Dona, H. S. G., Solvi, C., Kowalewska, A., Mäkelä, K., MaBouDi, H., & Chittka, L. 
(2022). Do bumble bees play? Animal Behaviour, 194, 239-251. 
https://doi.org/10.1016/j.anbehav.2022.08.013 



© C
OPYRIG

HT U
PM

224 

Dona, Lowii, Madon., Azahar, bin, Harun., Abdul, Rauf, Ridzuan. (2022). Social 
Cohesion Commotion in Malaysia’s Public Service Advertisements Between 
2018-2021. https://doi.org/ 10.4108/eai.24-8-2021.2315046 

Donald, R., Bacon. (2015). Further comparisons of semantic differential scales and 
monopolar scales: test-retest reliabilities and order effects. In Proceedings of the 
1993 Academy of Marketing Science (AMS) Annual Conference (pp. 327-331). 
Cham: Springer International Publishing.  https://doi.org/ 10.1007/978-3-319-
13159-7_73 

Donderi, D. C. (2006). Visual complexity: a review. Psychological bulletin, 132(1), 
73. https://psycnet.apa.org/doi/10.1037/0033-2909.132.1.73 

Eckart, C., Kraft, D., & Fiebach, C. J. (2021). Internal consistency and test–retest 
reliability of an affective task-switching paradigm. Emotion. 
https://psycnet.apa.org/doi/10.1037/emo0000972 

Edwards, J. L. (2004). Echoes of Camelot: how images construct cultural memory 
through rhetorical framing. Defining Visual Rhetorics, 179-194. 
https://doi.org/10.4324/9781410609977 

Eifler, S., & Menold, N. (2018). Linearity, symmetry, and equidistance in semantic 
differential scales for measuring images of self and images of 
others. Mathematical population studies, 25(2), 82-98. 
https://doi.org/10.1080/08898480.2018.1439242 

Einola, K., & Alvesson, M. (2021). Behind the numbers: questioning 
questionnaires. Journal of Management Inquiry, 30(1), 102-114. 
https://doi.org/10.1177/1056492620938139 

Eisenberg, E. M. (1984). Ambiguity as strategy in organizational 
communication. Communication monographs, 51(3), 227-242. 
https://doi.org/10.1080/03637758409390197 

Ellis, H. D., & Young, A. W. (1998). Faces in their social and biological context. 
Oxford University 
Press. https://doi.org/10.1093/acprof:oso/9780198524205.003.0002  

Ellis, H. D., & Young, A. W. (1998). Faces in their social and biological 
context.  Oxford University Press. 
https://doi.org/10.1093/acprof:oso/9780198524205.003.0002 

Englander, M. (2012). The interview: Data collection in descriptive phenomenological 
human scientific research. Journal of phenomenological psychology, 43(1), 13-
35. https://doi.org/10.1163/156916212X632943 

Eskridge, K. M. (1995). Statistical analysis of disease reaction data using 
nonparametric methods. HortScience, 30(3), 478-480. 
https://doi.org/10.1177/109821401665148911 



© C
OPYRIG

HT U
PM

225 

Espinoza, M. M. (2021). Calculating the Strength of Rhetorical Arguments in 
Persuasive Negotiation Dialogues. Inteligencia Artificial, 24(67), 36-39. 
https://doi.org/ 10.4114/intartif. vol24iss67pp36-39 

Everlin, S., & Erlyana, Y. (2020, December). Creative Strategy Analysis on the 
Billboard Ads of Gojek AnakBangsaBisa Edition. In 1st International 
Conference on Folklore, Language, Education and Exhibition (ICOFLEX 
2019) (pp. 150-155). Atlantis Press. 
https://dx.doi.org/10.2991/assehr.k.201230.029  

Evers, K., & Chen, S. (2022). Effects of an automatic speech recognition system with 
peer feedback on pronunciation instruction for adults. Computer Assisted 
Language Learning, 35(8), 1869-1889. 
https://doi.org/10.1080/09588221.2020.1839504 

Ewing, B. R., Hawkins, T. R., Wiedmann, T. O., Galli, A., Ercin, A. E., Weinzettel, 
J., & Steen-Olsen, K. (2012). Integrating ecological and water footprint 
accounting in a multi-regional input–output framework. Ecological 
indicators, 23, 1-8. https://doi.org/10.1016/j.ecolind.2012.02.025 

Fabrigar, L. R., Wegener, D. T., & Petty, R. E. (2020). A Validity-Based Framework 
for Understanding Replication in Psychology. Personality and Social 
Psychology Review, 24(4), 316–344. 
https://doi.org/10.1177/1088868320931366 

Fahizah, Shamsuddin., Mohamad, Saleeh, Rahamad., Hasmah, Zanuddin. (2023). 
Challenges of creative development by advertising industry players in malaysia. 
https://doi.org/10.47836/ajac.12.01.02 

Faul, F., Erdfelder, E., Lang, A.-G., & Buchner, A. (2007). G*Power 3: A flexible 
statistical power analysis program for the social, behavioral, and biomedical 
sciences. Behavior Research Methods, 39(2), 175–191. 
https://doi.org/10.3758/bf03193146  

Febriyanti, R., & Rahayu, Y. S. (2024). The influence of word of mouth and brand 
image on purchase intention with product knowledge as a mediation 
variable. Jurnal Tabarru': Islamic Banking and Finance, 7(1), 100-110. 
https://doi.org/10.25299/jtb.2024.vol7(1).16785 

Feng, X., Xie, K., Gong, S., Gao, L., & Cao, Y. (2019). Effects of Parental Autonomy 
Support and Teacher Support on Middle School Students’ Homework Effort: 
Homework Autonomous Motivation as Mediator. Frontiers in Psychology, 10. 
https://doi.org/10.3389/fpsyg.2019.00612. 

Field, A., & Hole, G. (2002). How to design and report experiments. SAGE 
Publications Ltd. SBN 978 0 76I9 7382 9. 
http://digital.casalini.it/9781847872982 

Fikriyudin, M., Ramdani, M., Abdullah, M., & Mokhtar, A. (2020). The Identification 
of Cultural Symbols In Maybank Advertisements By Malay University 
Students. Asian Journal of Applied Communication (Ajac). 



© C
OPYRIG

HT U
PM

226 

Filzmoser, P., Hron, K., & Reimann, C. (2009). Principal component analysis for 
compositional data with outliers. Environmetrics: The Official Journal of the 
International Environmetrics Society, 20(6), 621-632. 
https://doi.org/10.1002/env.966 

Fitts, J. K. (2010). Strategic ambiguity: the effects of viewing ambiguous 
advertisements on college students (Doctoral dissertation, Washington State 
University). https://hdl.handle.net/2376/103252 

Flavell, J. C., Over, H., & Tipper, S. P. (2020). Competing for affection: Perceptual 
fluency and ambiguity solution. Journal of Experimental Psychology: Human 
Perception and Performance, 46(3), 231. https://doi.org/10.1037/xhp0000702 

Fonteyn, L. (2021). Varying Abstractions: a conceptual vs. distributional view on 
prepositional polysemy. Glossa: a journal of general linguistics, 6(1). 
https://doi.org/10.5334/gjgl.1323 

Forgas, J. P. (2020). Affect and social judgments: An introductory review. Emotion 
and social judgements, 3-29. 

Fortenberry, J. L., & McGoldrick, P. J. (2020). Do Billboard Advertisements Drive 
Customer Retention? Journal of Advertising Research, 60(2), 135–147. 
https://doi.org/10.2501/jar-2019-003. 

Frankenhuis, W., Panchanathan, K., & Smaldino, P. E. (2022, July 23). Strategic 
ambiguity in the social sciences. https://doi.org/10.31222/osf.io/kep5b 

Frederik, Funke., Ulf-Dietrich, Reips., Ulf-Dietrich, Reips. (2012). Why semantic 
differentials in web-based research should be made from visual analogue scales 
and not from 5-point scales. Field Methods. https://doi.org/ 
10.1177/1525822X12444061 

Frenkel-Brunswik, E. (1949). Intolerance of ambiguity as an emotional and perceptual 
personality variable. Journal of personality, 18(1). 
https://doi.org/10.1111/j.1467-6494.1949.tb01236.x 

Funke, F., & Reips, U. D. (2012). Why semantic differentials in web-based research 
should be made from visual analogue scales and not from 5-point scales. Field 
methods, 24(3), 310-327. https://doi.org/10.1177/1525822X12444061 

 Gabriel, N. V., & Ryoke, M. (2020). Communication through Typefaces: Affective 
Selection of English, Myanmar and Japanese Typefaces. In International 
Symposium on Affective Science and Engineering ISASE2020 (pp. 1-4). Japan 
Society of Kansei Engineering. https://doi.org/10.5057/isase.2020-C000039 

Gabriel, N. V., & Ryoke, M. (2020). Communication through Typefaces: Affective 
Selection of English, Myanmar and Japanese Typefaces. In International 
Symposium on Affective Science and Engineering ISASE2020 (pp. 1-4). Japan 
Society of Kansei Engineering. https://doi.org/10.5057/isase.2020-C000039 



© C
OPYRIG

HT U
PM

227 

Gali, N., Mariescu-Istodor, R., & Fränti, P. (2017). Using linguistic features to 
automatically extract web page title. Expert Systems with Applications, 79, 296-
312. https://doi.org/10.1016/j.eswa.2017.02.045 

Gannon, M. J., Taheri, B., & Azer, J. (2022). Contemporary research paradigms and 
philosophies. In Contemporary research methods in hospitality and tourism (pp. 
5-19). Emerald Publishing Limited. https://doi.org/10.1108/978-1-80117-546-
320221002 

Gao, X., Xu, X. Y., Tayyab, S. M. U., & Li, Q. (2021). How the live streaming 
commerce viewers process the persuasive message: An ELM perspective and 
the moderating effect of mindfulness. Electronic Commerce Research and 
Applications, 49, 101087. https://doi.org/10.1016/j.elerap.2021.101087 

Garg, R., & Goyal, R. (2019). Inferential statistics as a measure of judging the short-
term solvency an empirical study of three steel companies in India. International 
Journal of Advanced Studies of Scientific Research, 4(1). Retrieved from 
https://papers.ssrn.com/sol3/papers.cfm?abstract_id=3329388 

Gebreselassie, A., & Bougie, R. (2018). The meaning and effectiveness of billboard 
advertising in least developed countries: the case of Ethiopia. Journal of 
Promotion Management, 25(6), 827–860. 
https://doi.org/10.1080/10496491.2018.1536618.  

Geelan, D., & Nichols, K. (2021). Complexity and simplicity: looking back and 
looking forward. Complexity and Simplicity in Science Education, 213–216. 
https://doi.org/10.1007/978-3-030-79084-4_12  

Geetha, G., Saranya, G., Chakrapani, K., Ponsam, J. G., Safa, M., & Karpagaselvi, S. 
(2020, December). Early detection of depression from social media data using 
machine learning algorithms. In 2020 international conference on power, 
energy, control and transmission systems (ICPECTS) (pp. 1-6). IEEE. 
https://doi.org/10.1109/ICPECTS49113.2020.9336974 

Gegenfurtner, K. R., & Kiper, D. C. (2003). Color vision. Annual review of 
neuroscience, 26(1), 181-206. 
https://doi.org/10.1146/annurev.neuro.26.041002.131116 

Ghaiath, Altrjman., Asaad, Hameed, Al-ali., Raed, Ahmad, Momni., Khaleel, Ibrahim, 
Al-Daoud. (2022). Moderating impact of billboard location and quality on the 
relationship between advertisement elements and its goals. Innovative 
marketing. https://doi.org/10.21511/im.18(2).2022.03 

Gilmer, P. J. (1995). Commentary and criticism on scientific positivism. Science and 
Engineering Ethics, 1, 71-72. https://doi.org/10.1007/BF02628699 

Glassman, M. (2015). The applicability of social judgment theory to advertising. 
In The 1980’s: A Decade of Marketing Challenges: Proceedings of the 1981 
Academy of Marketing Science (AMS) Annual Conference (pp. 306-306). 
Springer International Publishing. https://doi.org/10.1007/978-3-319-16976-
7_81 



© C
OPYRIG

HT U
PM

228 

Goh, D., & Chi, J. (2017). Central or peripheral? Information elaboration cues on 
childhood vaccination in an online parenting forum. Computers in Human 
Behavior, 69, 181-188. https://doi.org/10.1016/j.chb.2016.11.066 

Golant, S., & Burton, I. (2010). A semantic differential experiment in the interpretation 
and grouping of environmental hazards*. Geographical Analysis, 2(2), 120–134. 
https://doi.org/10.1111/j.1538-4632.1970.tb00150.x 

Golman, R., Gurney, N., & Loewenstein, G. (2021). Information gaps for risk and 
ambiguity. Psychological Review, 128(1), 86. 
https://doi.org/10.1037/rev0000252 

Gopalsamy, B., Yazan, L. S., Razak, N. N. A., & Man, M. (2021). Association of 
Temperature and Rainfall with Aedes Mosquito Population in 17 th College of 
Universiti Putra Malaysia. Malaysian Journal of Medicine & Health 
Sciences, 17(2). 

Gopnik, A., & Rosati, A. (2001). Duck or rabbit? Reversing ambiguous figures and 
understanding ambiguous representations. Developmental science, 4(2), 175-
183. https://doi.org/10.1111/1467-7687.00163 

Gordon, Hodson. (2022). Reconsidering reconsent: Threats to internal and external 
validity when participants reconsent after debriefing. British journal of 
psychology. https://doi.org/10.1111/bjop.12561 

Gorn, G. J., Chattopadhyay, A., Sengupta, J., & Tripathi, S. (2004). Waiting for the 
web: how screen color affects time perception. Journal of marketing 
research, 41(2), 215-225. https://doi.org/10.1509/jmkr.41.2.215.28668 

Grant, C., & Osanloo, A. (2014). Understanding, selecting, and integrating a 
theoretical framework in dissertation research: creating the blueprint for your 
“house.” Administrative issues. Journal Education Practice and Research, 4(2). 
https://doi.org/10.5929/2014.4.2.9 

Grau-Moya, J., Delétang, G., Kunesch, M., Genewein, T., Catt, E., Li, K., ... & Ortega, 
P. (2022). Beyond Bayes-optimality: meta-learning what you know you don't 
know. arXiv preprint arXiv:2209.15618. 
https://doi.org/10.48550/arXiv.2209.15618 

Greenwood, M., Jack, G., & Haylock, B. (2019). Toward a methodology for analyzing 
visual rhetoric in corporate reports. Organizational Research Methods, 22(3), 
798-827.  https://doi.org/10.1177%2F1094428118765942 

Greg, R., Guerin. (2022). Four points regarding reproducibility and external statistical 
validity. Journal of Evidence-based Medicine. 
https://doi.org/10.1111/jebm.12498 

Griffith, E. E., Kadous, K., & Young, D. (2021). Improving complex audit judgments: 
A framework and evidence. Contemporary Accounting Research, 38(3), 2071-
2104. https://doi.org/10.1111/1911-3846.12658 



© C
OPYRIG

HT U
PM

229 

Grigaliunaite, V., & Pileliene, L. (2016). Emotional or Rational? The Determination 
of the Influence of Advertising Appeal on Advertising Effectiveness. Scientific 
Annals of Economics and Business, 63(3), 391–414. 
https://doi.org/10.1515/saeb-2016-0130  

Grohmann, B. (2016). Communicating brand gender through type fonts. Journal of 
Marketing Communications, 22(4), 403-418. 
https://doi.org/10.1080/13527266.2014.918050 

Gu, J., Xu, Y. C., Xu, H., Zhang, C., & Ling, H. (2017). Privacy concerns for mobile 
app download: An elaboration likelihood model perspective. Decision Support 
Systems, 94, 19-28. https://doi.org/10.1016/j.dss.2016.10.002 

Guerin, G. R. (2022). Four points regarding reproducibility and external statistical 
validity. Journal of Evidence-Based Medicine, 15(4), 317. 
https://doi.org/10.1111/jebm.12498 

Guido, G., Pichierri, M., Pino, G., & Nataraajan, R. (2019). Effects of face images and 
face pareidolia on consumers' responses to print advertising: an empirical 
investigation. Journal of Advertising Research, 59(2), 219-231. 
https://doi.org/ 10.2501/JAR-2018-030 Published 1 June 2019 

Gulmez, M., Karaca, S., & Kitapci, O. (2010). The effects of outdoor advertisements 
on consumers: A case study studies in business & economics, 5(2). Retrieved 
from https://www.researchgate.net/ publication/46513458. 

Gundry, D., & Deterding, S. (2019). Validity threats in quantitative data collection 
with games: A narrative survey. Simulation & Gaming, 50(3), 302-328. 
https://doi.org/10.1177%2F1046878118805515 

Guterresa, L. F. D. C., Armanu, A., & Rofiaty, R. (2020). The role of work motivation 
as a mediator on the influence of education-training and leadership style on 
employee performance. Management Science Letters, 10(7), 1497-1504. 
https://doi.org/10.5267/j.msl.2019.12.017  

Habib, H. (2020). Positivism and post-positivistic approaches to research. UGC Care 
Journal, 31(17), 1000-1007. 

Han, J. T., Chen, Q., Liu, J. G., Luo, X. L., & Fan, W. (2018). The persuasion of 
borrowers’ voluntary information in peer to peer lending: An empirical study 
based on elaboration likelihood model. Computers in Human Behavior, 78, 200-
214. https://doi.org/10.1016/j.chb.2017.09.004 

Han, K. W., & Hong-Lim, C. (2015). Use of ambiguity in advertising creativity: A 
cross-cultural perspective. Indian Journal of Science and Technology, 8(26), 1-
5. https://doi.org/10.17485/ijst/2015/v8i26/87112 

Han, L., Maddalena, E., Checco, A., Sarasua, C., Gadiraju, U., Roitero, K., & 
Demartini, G. (2020, January). Crowd worker strategies in relevance judgment 
tasks. In Proceedings of the 13th international conference on web search and 
data mining (pp. 241-249). https://doi.org/10.1145/3336191.3371857 



© C
OPYRIG

HT U
PM

230 

Hanaysha, J. R., Al Shaikh, M. E., & Alzoubi, H. M. (2021). Importance of marketing 
mix elements in determining consumer purchase decision in the retail 
market. International Journal of Service Science, Management, Engineering, 
and Technology (IJSSMET), 12(6), 56-72. 
https://doi.org/10.4018/IJSSMET.2021110104 

Hancock, J., & Mattick, K. (2020). Tolerance of ambiguity and psychological well‐
being in medical training: a systematic review. Medical education, 54(2), 125-
137. https://doi.org/10.1111/medu.14031 

Hart Advertising. (2019). http://www.hartbillboards.com/ 

Harun, A. N., Mohamed, N., Ahmad, R., & Ani, N. N. (2019). Improved Internet of 
Things (IoT) monitoring system for growth optimization of Brassica 
chinensis. Computers and Electronics in Agriculture, 164, 104836. 
https://doi.org/10.1016/j.compag.2019.05.045 

Hasan, H., Tamam, E., Bolong, J., Mohd Nor, M. N., & Ali, A. (2016). An exploratory 
study on the relationship between involvement and attitude towards tv 
advertisements with islamic symbols and purchase intent. Jurnal Komunikasi, 
Malaysian Journal of Communication, 32(2), 817–831. 
https://doi.org/10.17576/jkmjc-2016-3202-39. 

Hasan, S., Nabella, S. D., & Yerikania, U. (2022). Customer Intention to Quantify the 
Feasibility of BUMD during The Modern Economic Era: Case Study of BUMD 
in Kampar Regency. International Journal of Economics Development Research 
(IJEDR), 3(2), 158-171. https://doi.org/10.37385/ijedr.v3i2.529 

Hasan, Z., Naeem, M., Ahmed, S., & Zeerak, S. (2022). Impact of Strategic Ambiguity 
Tagline on Billboard Advertising on Consumers Attention. Market 
Forces, 17(1), 163-184. https://doi.org/10.51153/mf.v17i1.538 

Hayes, A. F. (2013). Introduction to mediation, moderation, and conditional process 
analysis: Methodology in the Social Sciences. Kindle Edition, 193. Retrieved 
from https://www.oeaw.ac.at/resources/Record/990003105430504498 

Hayes, A. F. (2015). An index and test of linear moderated mediation. Multivariate 
behavioral research, 50(1), 1-22. 
https://doi.org/10.1080/00273171.2014.962683 

Henderson, P. W., Giese, J. L., & Cote, J. A. (2004). Impression Management using 
Typeface Design. Journal of Marketing, 68(4), 60–72. 
https://doi.org/10.1509/jmkg.68.4.60.42736 

Hendrayani, Y. (2023). Elaboration Model for Sustainable Development Education in 
CSR and Community Development Courses. Asian Journal of Management, 
Entrepreneurship and Social Science, 3(04), 458-475. 

Hendrayani, Y. (2023). Elaboration Model for Sustainable Development Education in 
CSR and Community Development Courses. Asian Journal of Management, 
Entrepreneurship and Social Science, 3(04), 458-475. 



© C
OPYRIG

HT U
PM

231 

Henríquez Ramírez, A. (2023). Some conceptions about distributive justice and its 
problems in relation to the enjoyment of the right to education. 
https://doi.org/10.22235/rd.v0i17.1528 

Herz, M., Diamantopoulos, A., & Riefler, P. (2023). Consumers' use of ambiguous 
product cues: The case of “regionality” claims. Journal of Consumer 
Affairs, 57(3), 1395-1422. https://doi.org/10.1111/joca.12548 

Hidayat, R., Menhard, M., Charli, C. O., Masnum, A., & Hartoyo, B. (2023). 
Determination Purchase Intention and Purchase Decision: Brand Image and 
Promotion Analysis (Marketing Management Literature Review). Dinasti 
International Journal of Economics, Finance & Accounting, 4(1), 152-165. 
https://doi.org/10.38035/dijefa.v4i1.1749 

Hilbig, A. (2023). External validity, metropolitan bias and clinical guidelines: 
Improving care for our rural, regional and remote communities by expanding 
research opportunities. Emergency Medicine Australasia, 35(1). 
https://doi.org/10.1111/1742-6723.14158 

Hill, C. A. (2012). The psychology of rhetorical images. In defining visual 
rhetorics (Pp. 37-52). Routledge. https://doi.org/10.4324/9781410609977 

Hill, R. (1998). What sample size is “enough” in internet survey 
research. Interpersonal Computing and Technology: An electronic journal for 
the 21st century, 6(3-4), 1-12. Retrieved from researchgate.net 

Hilton, A., & Armstrong, R. A. (2006). Statnote 6: Post-Hoc ANOVA 
tests. Microbiologist, 2006, 34-36. Retrieved from 
http://issuu.com/societyforappliedmicrobiology/docs/septmicro_web  

Hiranuma, Y., Doizaki, R., Shimotai, K., Sato, H., Iwamoto, M., Okano, D. & 
Sakamoto, M. (2017). Multiobjective optimization of outdoor advertisements 
focusing on impression, attention, and Memory. International journal of 
affective engineering, 16(2), 157-163. https://doi.org/10.5057/ijae.IJAE-D-16-
00035 

Hitsuwari, J., & Nomura, M. (2022). Ambiguity and beauty: Japanese-German cross-
cultural comparisons on aesthetic evaluation of haiku poetry. Psychology of 
Aesthetics, Creativity, and the Arts. https://doi.org/10.1037/aca0000497 

Hitsuwari, J., & Nomura, M. (2022). Ambiguity tolerance can improve through poetry 
appreciation and creation. The Journal of Creative Behavior. 
https://doi.org/10.1002/jocb.574 

Hodson, T. O. (2022). Root mean square error (RMSE) or mean absolute error (MAE): 
When to use them or not. Geoscientific Model Development Discussions, 2022, 
1-10. https://doi.org/10.5194/gmd-15-5481-2022 

Hoffjann, O. (2021). Between strategic clarity and strategic ambiguity–oscillating 
strategic communication. Corporate communications: An international Journal. 
https://doi.org/10.1108/CCIJ-03-2021-0037 



© C
OPYRIG

HT U
PM

232 

Holton, E. F., & Burnett, M. F. (2005). The basics of quantitative research. Research 
in organizations: Foundations and methods of inquiry, 29-44. 

Huang, M., Fang, Z., Xiong, S., & Zhang, T. (2019). Interest-driven outdoor 
advertising display location selection using mobile phone data. IEEE Access, 7, 
30878-30889. https://doi.org/10.1109/ACCESS.2019.2903277 

Huang, S. C. L., & Lin, L. P. L. (2017). Awareness effects of the tourism slogans of 
ten destinations in Asia. Journal of China Tourism Research, 13(4), 375-387. 
https://doi.org/10.1080/19388160.2017.1399191 

Hubert, Makaruk., Marcin, Starzak., Maciej, Płaszewski., Jason, B., Winchester. 
(2022). Internal Validity in Resistance Training Research: A Systematic Review. 
Journal of Sports Science and Medicine. https://doi.org/ 
10.52082/jssm.2022.308 

Hughes, D. J. (2018). Psychometric Validity: Establishing the accuracy and 
appropriateness of psychometric Measures. The Wiley handbook of 
psychometric testing: A multidisciplinary approach to survey, scale and test 
development. Chichester, UK: Wiley, 751-779. 
https://doi.org/10.1002/9781118489772.ch24 

Hung, Y., Grunert, K. G., Hoefkens, C., Hieke, S., & Verbeke, W. (2017). Motivation 
outweighs ability in explaining European consumers’ use of health claims. Food 
quality and preference, 58, 34-44. 
https://doi.org/10.1016/j.foodqual.2017.01.001 

Hunziker, S., & Blankenagel, M. (2021). Experimental Research Design. Research 
Design in Business and Management, 221–234. https://doi.org/10.1007/978-3-
658-34357-6_12 

Hunziker, S., & Blankenagel, M. (2024). Experimental Research Design. Research 
Design in Business and Management, 221–234. https://doi.org/10.1007/978-3-
658-42739-9_12 

Hussain, J., & Nizamani, R. K. (2011). Factors affecting consumer attention in 
billboards advertising. South Asian journal of management sciences, 5(2), 60-
64. Retrieved from iurc.edu.pk 

Hutter, K. (2015). Unusual location and unexpected execution in advertising: A 
content analysis and test of effectiveness in ambient advertisements. Journal of 
Marketing Communications, 21(1), 33-47. 
https://doi.org/10.1080/13527266.2014.970823 

Hwang, I. J., Lee, B. G., & Kim, K. Y. (2014). Information asymmetry, social 
networking site word of mouth, and mobility effects on social commerce in 
Korea. Cyberpsychology, Behavior, and Social Networking, 17(2), 117-124. 
https://doi.org/10.1089/cyber.2012.05 

Hwang, Y., & Mattila, A. S. (2022). The effect of smart shopper self-perceptions on 
word-of-mouth behaviors in the loyalty reward program context. Journal of 



© C
OPYRIG

HT U
PM

233 

Hospitality & Tourism Research, 46(2), 243-266.  
https://doi.org/10.1177/1096348020985212 

Hynes, N. (2009). Colour and meaning in corporate logos: An empirical study. Journal 
of brand management, 16, 545-555. https://doi.org/10.1057/bm.2008.5 

Idowu, A. A., Aderemi, A. S., Olawale, A. I., & Omotayo, A. N. (2022). Assessing the 
impact of advertising agencies on effective advertising campaigns. British 
Journal of Mass Communication and Media Research, 2(1), 71-80. 
https://doi.org/10.52589/bjmcmr-1m0spe4y 

Idres, N. F. M., Haron, H., & Ismail, I. (2019). Factors influencing the intention of 
state foundation loan recipients to payback the education loan. Journal of 
governance and integrity, 2(2), 24-33. 
https://doi.org/10.15282/jgi.2.2.2019.5465 

Ierodiakonou, K. (2005). Plato’s Theory of Colours in the Timaeus. Rhizai. A Journal 
for Ancient Philosophy and Science, 2(2), 219-233. 

Ikart, E. M. (2019). Survey questionnaire survey pretesting method: An evaluation of 
survey questionnaire via expert reviews technique. Asian Journal of Social 
Science Studies, 4(2), 1. https://doi.org/10.20849/ajsss.v4i2.565 

Imed, Eddine, Semassel., Sadok, Ben, Yahia. (2022). Effective Optimization of 
Billboard Ads Based on CDR Data Leverage. Australian Journal of 
Telecommunications and the Digital Economy.  https://doi.org/ 10.18080/jtde. 
v10n2.527 

Ingram, P. (2023). Identity multiplicity and the formation of professional network 
ties. Academy of Management Journal, 66(3), 720-743. 
https://doi.org/10.5465/amj.2021.0230 

Iosim, I., Popescu, G., Suba, A., Sirbulescu, C., & Dumitrescu, C. (2022). Humour in 
food advertising. Review on Agriculture and Rural Development, 11(1-2), 112-
120. https://doi.org/10.14232/rard.2022.1-2.112-120 

Iqbal, R., & Batool, S. (2016). Impact of billboard advertisement on customer buying 
behavior: A study on Islamia University of Bahawalpur (IUB). International 
Interdisciplinary Journal of Scholarly Research, 2(1), 9-15. Retrieved from 
bishopkingdom.com 

Iskandar, N., Ganesan, N., & Maulana, N. S. E. A. (2021). Students’ perception 
towards the usage of online assessment in University Putra Malaysia amidst 
COVID-19 pandemic. Journal of Research in Humanities and Social 
Science, 9(2), 9-16.  

Islam, M. M. (2018). Islamic marketing practice as a panacea to social marketing 
criticism. International Journal of Islamic Marketing and Branding, 3(2), 104-
115.  https://doi.org/10.1504/IJIMB.2018.094080 



© C
OPYRIG

HT U
PM

234 

Ismagilova, E., Rana, N. P., Slade, E. L., & Dwivedi, Y. K. (2021). A meta-analysis 
of the factors affecting eWOM providing behaviour. European Journal of 
Marketing, 55(4), 1067-1102. https://doi.org/10.1108/EJM-07-2018-0472 

Jacobs, R. S., Werning, S., Jansz, J., & Kneer, J. (2021). Procedural arguments of 
persuasive games: An elaboration likelihood perspective. Journal of Media 
Psychology: Theories, Methods, and Applications, 33(2), 49–
59. https://doi.org/10.1027/1864-1105/a000278 

Jakesch, M., & Leder, H. (2009). Finding meaning in art: Preferred levels of ambiguity 
in art appreciation. Quarterly Journal of Experimental Psychology, 62(11), 
2105-2112.https://doi.org/10.1080%2F17470210903038974  

Jan, Stoklasa., Tomáš, Talášek., Jana, Stoklasová. (2019). Semantic differential for the 
twenty-first century: scale relevance and uncertainty entering the semantic 
space. Quality & Quantity. https://doi.org/10.1007/S11135-018-0762-1 

Jebb, A. T., Parrigon, S., & Woo, S. E. (2017). Exploratory data analysis as a 
foundation of inductive research. Human Resource Management Review, 27(2), 
265-276. https://doi.org/10.1016/j.hrmr.2016.08.003 

Jeong, M., Zhang, D., Morgan, J. C., Ross, J. C., Osman, A., Boynton, M. H & Brewer, 
N. T. (2019). Similarities and differences in tobacco control research findings 
from convenience and probability samples. Annals of behavioral 
Medicine, 53(5), 476-485. https://doi.org/10.1093/abm/kay059  

Johansson, C., & Nord, L. (2018). The simple truth: ambiguity works. Discursive 
strategies by Swedish public authorities during the 2008 financial 
crisis. International journal of business communication, 55(2), 220-236. 
https://doi.org/10.1177%2F2329488417710439 

Kambiranda, S. C., Shetty, N., Chaitra, A. S., Azwin, A., Abdulla, R., & Fahizah, A. 
(2023). A Comparative Evaluation of the Shear Bond Strength of Veneering 
Ceramics and Composite Resin to Zirconia Core: An In Vitro Study. World 
Journal of Dentistry, 14(2), 149-154. https://doi.org/10.5005/jp-journals-10015-
2182 

Kao, T. F., & Du, Y. Z. (2020). A study on the influence of green advertising design 
and environmental emotion on advertising effect. Journal of cleaner 
production, 242, 118294. https://doi.org/10.1016/j.jclepro.2019.118294  

Kappen, D. L., Mirza-Babaei, P., & Nacke, L. E. (2020). Older adults’ motivation for 
physical activity using gamified technology: an eight-week experimental study. 
In Human Aspects of IT for the Aged Population. Healthy and Active Aging: 6th 
International Conference, ITAP 2020, Held as Part of the 22nd HCI 
International Conference, HCII 2020, Copenhagen, Denmark, July 19–24, 2020, 
Proceedings, Part II 22 (pp. 292-309). Springer International Publishing. 
https://doi.org/10.1007/978-3-030-50249-2_22 

 



© C
OPYRIG

HT U
PM

235 

Karimi, S., Papamichail, K. N., & Holland, C. P. (2015). The effect of prior knowledge 
and decision-making style on the online purchase decision-making process: A 
typology of consumer shopping behaviour. Decision Support Systems, 77, 137-
147. https://doi.org/10.1016/j.dss.2015.06.004 

Karimi, S., Papamichail, K. N., & Holland, C. P. (2015). The effect of prior knowledge 
and decision-making style on the online purchase decision-making process: A 
typology of consumer shopping behaviour. Decision Support Systems, 77, 137-
147. https://doi.org/10.1016/j.dss.2015.06.004 

Karupiah, P. (2022). Positivism. In Principles of social research methodology (pp. 73-
82). Singapore: Springer Nature Singapore. https://doi.org/10.1007/978-981-19-
5441-2_6 

Kauf, S., & Tłuczak, A. (2014). Społeczna odpowiedzialność łańcucha dostaw jako 
element zrównoważonego rozwoju (analiza postaw wobec CSR). Gospodarka 
Materiałowa i Logistyka, (3), 6-12. 

Kauppinen-Räisänen, H., & Jauffret, M. N. (2018). Using colour semiotics to explore 
colour meanings. Qualitative Market Research: An International Journal. 
https://doi.org/10.1108/QMR-03-2016-0033 

Keesman, M., Aarts, H., Vermeent, S., Häfner, M., & Papies, E. K. (2016). 
Consumption simulations induce salivation to food cues. Plos one, 11(11), 
e0165449. https://doi.org/10.1371/journal.pone.0165449 

Kertechian, K. S., Karkoulian, S., Ismail, H. N., & Aad Makhoul, S. S. (2022). A 
between-subject design to evaluate students' employability in the Lebanese labor 
market. Higher Education, Skills and Work-Based Learning, 12(4), 732-748. 
https://doi.org/10.1108/HESWBL-04-2021-0083 

Kevin, J., Flannelly., Laura, T., Flannelly., Katherine, R, B, Jankowski. (2018). 
Threats to the Internal Validity of Experimental and Quasi-Experimental 
Research in Healthcare. Journal of Health Care Chaplaincy.  
https://doi.org/10.1080/08854726.2017.1421019 

Khan, A. N. (2023). Elucidating the effects of environmental consciousness and 
environmental attitude on green travel behavior: Moderating role of green self‐
efficacy. Sustainable Development. https://doi.org/10.1002/sd.2771 

Khan, K., Hussainy, S. K., Khan, A., & Khan, H. (2016). Billboard advertising and 
customer attention: A Pakistani perspective. International journal of scientific 
and research publications, 6(3), 504. Retrieve from researchgate.net 

Khan, K., Hussainy, S. K., Khan, A., & Khan, H. (2016). Billboard advertising and 
customer attention: A Pakistani perspective. International Journal of Scientific 
and Research Publications, 6(3), 502-506. 

Khanam, A. (2023). Visualizing Linguistics: Harnessing Canva's Power For 
Collaborative Groups. Boletin de Literatura Oral-The Literary Journal, 10(1), 
1811-1825. ISSN: 2173-0695 



© C
OPYRIG

HT U
PM

236 

Khoshsima, H., & Toroujeni, S. M. H. (2017). An introduction to the ambiguity 
tolerance: As a source of variation in English-Persian translation. International 
Journal of Applied Linguistics and English Literature, 6(4), 91-103. 
https://doi.org/10.7575/aiac.ijalel.v.6n.4p.91 

Khuong, M. N., & Duyen, H. T. M. (2016). Personal factors affecting consumer 
purchase decision towards men skin care products—A study in Ho Chi Minh 
city, Vietnam. International Journal of Trade, Economics and Finance, 7(2), 
44-50. https://doi.org/10.18178/ijtef.2016.7.2.497 

Khuong, M. N., & Duyen, H. T. M. (2016). Personal factors affecting consumer 
purchase decision towards men skin care products—A study in Ho Chi Minh 
city, Vietnam. International Journal of Trade, Economics and Finance, 7(2), 
44-50. https://doi.org/10.18178/ijtef.2016.7.2.497 

Kim, D. Y. (2010). The Interactive effects of colors on visual attention and working 
memory: In Case of Images of tourist attractions. Retrieved from 
https://scholarworks.umass.edu/refereed/CHRIE_2010/Saturday/1 

Kim, K., Lee, S., & Choi, Y. K. (2019). Image proximity in advertising appeals: spatial 
distance and product types. Journal of Business Research, 99, 490-497. 
https://doi.org/10.1016/j.jbusres.2017.08.031 

Kim, M. J., Lee, C. K., & Jung, T. (2020). Exploring consumer behavior in virtual 
reality        tourism using an extended stimulus-organism-response 
model. Journal of Travel Research, 59(1), 69-89. 
https://doi.org/10.1177%2F0047287518818915 

Kim, S., Jung, A. R., & Kim, Y. (2020). The effects of typefaces on ad effectiveness 
considering psychological perception and perceived communicator’s 
power. Journal Of Marketing Communications, 1-26. 
https://doi.org/10.1080/13527266.2020.1765407 

Kim, S., Jung, A. R., & Kim, Y. (2021). The effects of typefaces on ad effectiveness 
considering psychological perception and perceived communicator’s 
power. Journal of Marketing Communications, 27(7), 716-741. 
https://doi.org/10.1080/13527266.2020.1765407 

Kimberlin, C. L., & Winterstein, A. G. (2008). Validity and reliability of measurement 
instruments used in research. American journal of health-system 
pharmacy, 65(23), 2276-2284. https://doi.org/10.2146/ajhp070364 

Kjeldsen, J. E. (2012). Pictorial argumentation in advertising: visual tropes and figures 
as a way of creating visual argumentation. In Topical Themes in Argumentation 
Theory (Pp. 239-255). Springer, Dordrecht. https://doi.org/10.1007/978-94-007-
4041-9_16 

Kochoian, N. (2017). Getting older, thinking further, working better: the role of age-
related variables in workplace learning motivation (Doctoral dissertation, UCL-
Université Catholique de Louvain). http://hdl.handle.net/2078.1/188227 



© C
OPYRIG

HT U
PM

237 

Kochoian, N., Raemdonck, I., Frenay, M., & Zacher, H. (2017). The role of age and 
occupational future time perspective in workers’ motivation to learn. Vocations 
and Learning, 10, 27-45. https://doi.org/10.1007/s12186-016-9160-9 

Koeck, R., & Warnaby, G. (2015). Digital Chorographies: conceptualising experiential 
representation and marketing of urban/architectural geographies. arq: 
Architectural Research Quarterly, 19(2), 183-192. 
https://doi.org/10.1017/S1359135515000202 

Kohli, C., Thomas, S., & Suri, R. (2013). Are you in good hands? slogan recall: what 
really matters. Journal of Advertising Research, 53(1), 31-42. 
https://doi.org/10.2501/JAR-53-1-031-042 

Kokemuller, N. (2021, May 25). What is an ambiguous statement in advertising? 
Retrieved from Https://Smallbusiness.Chron.Com.  

Kolyesnikova, N., Dodd, T. H., & Duhan, D. F. (2008). Consumer attitudes towards 
local wines in an emerging region: a segmentation approach. International 
Journal of Wine Business Research, 20(4), 321-334. 
https://doi.org/10.1108/17511060810919434 

Konovalova, A., & Petrova, T. (2022, August). Image and text in ambiguous 
advertising posters. In Proceedings of Seventh International Congress on 
Information and Communication Technology: ICICT 2022, London, Volume 
4 (pp. 109-119). Singapore: Springer Nature Singapore. 
https://doi.org/10.1007/978-981-19-2397-5_11  

Konstantinou, N., & Paton, N. W. (2020). Feedback Driven Improvement of Data 
Preparation Pipelines. Information Systems, 92, 101480. 
https://doi.org/10.1016/j.is.2019.101480 

Koppikar, U., Vijayalakshmi, M., Mohanachandran, P., & Shettar, A. (2022, March). 
Effectiveness of introducing concept-wise questions through post-tests in 
ensuring student learning. In 2022 IEEE Global Engineering Education 
Conference (EDUCON) (pp. 894-900). IEEE. 
https://doi.org/10.1109/EDUCON52537.2022.9766616 

Kothari, C. R. (2004). Research methodology: Methods and techniques. New Age 
International. ISBN. 8122415229, 9788122415223 

Kothari, N., Bogra, J., Abbas, H., Kohli, M., Malik, A., Kothari, D., ... & Singh, P. K. 
(2013). Tumor necrosis factor gene polymorphism results in high TNF level in 
sepsis and septic shock. Cytokine, 61(2), 676-681.  
https://doi.org/10.1016/j.cyto.2012.11.016 

Koyama, M., Takahashi, Y., & Shiizuka, H. (2020). Basic Model for Memory 
Retention of Advertising Content in Outdoor Advertising. In International 
Symposium on Affective Science and Engineering ISASE2020 (Pp. 1-4). Japan 
Society of Kansei Engineering. https://doi.org/10.5057/isase.2020-C000026 



© C
OPYRIG

HT U
PM

238 

Kpedor, D. E. (2021). Personification in Advertising: A Rhetorical Analysis of Digital 
Video Ads in the Insurance Industry (Doctoral dissertation, East Tennessee State 
University). https://dc.etsu.edu/etd/3894  

Krešić, G., Dujmić, E., Lončarić, D., Zrnčić, S., Liović, N., & Pleadin, J. (2022). Fish 
consumption: influence of knowledge, product information, and satisfaction 
with product attributes. Nutrients, 14(13), 2691. 
https://doi.org/10.3390/nu14132691 

Krishnan, D. G., Keloth, A. V., Ubedulla, S., & Mohandas, P. G. (2021). Effectiveness 
of Jigsaw Active Learning Method in Promoting Knowledge Gain and Retention 
among Medical Students: A Quasi-experimental Study. Group, 1, 0-293. 
https://doi.org/10.7860/JCDR/2021/52422.15779 

Krishnan, N. (2021). A hemodialysis curriculum for nephrology fellows using a 
blended learning approach: best of both worlds? Journal of Nephrology, 34(5), 
1697-1700. https://doi.org/10.1007/s40620-020-00945-4 

Kumar, A., Sikdar, P., Gupta, M., Singh, P., & Sinha, N. (2023). Drivers of satisfaction 
and usage continuance in e-grocery retailing: a collaborative design supported 
perspective. Journal of Research in Interactive Marketing, 17(2), 176-194. 
https://doi.org/10.1108/JRIM-02-2020-0035 

Kumar, R. V., & Joshi, R. (2007). Colour, colour everywhere: In Marketing too. SCMS 
Journal of Indian Management. https://ssrn.com/abstract=969272 

Kumari, K., & Yadav, S. (2018). Linear Regression Analysis Study. Journal of the 
Practice of Cardiovascular Sciences, 4(1), 33. 
https://doi.org/10.4103/jpcs.jpcs_8_18 

Kuo, K. M. (2024). Decision process for digital contact tracing acceptance: a cross-
sectional survey based on the elaboration likelihood model. Multimedia Tools 
and Applications, 1-22. https://doi.org/10.1007/s11042-024-18396-5 

Kwon, J. H., Jung, S. H., Choi, H. J., & Kim, J. (2021). Antecedent factors that affect 
restaurant brand trust and brand loyalty: focusing on US and Korean 
consumers. Journal of Product & Brand Management, 30(7), 990-1015. 
https://doi.org/10.1108/JPBM-02-2020-2763 

Kyllingsbæk, S. (2006). Modeling visual attention. Behavior Research 
Methods, 38(1), 123-133. https://doi.org/10.3758/BF03192757 

Labenz, F., Wiedmann, K.-P., Bettels, J., & Haase, J. (2018). Sensory Stimuli in Print 
Advertisement – Analyzing the Effects on Selected Performance Indicators. 
Journal of International Business Research and Marketing, 3(2), 7–15. 
https://doi.org/10.18775/jibrm.1849-8558.2015.32.3001 

Lagerwerf, L., Van Hooijdonk, C. M., & Korenberg, A. (2012). Processing Visual 
Rhetoric in Advertisements: Interpretations Determined by Verbal Anchoring 
and Visual Structure. Journal of Pragmatics, 44(13), 1836-1852. 
https://doi.org/10.1016/j.pragma.2012.08.009 



© C
OPYRIG

HT U
PM

239 

Larasati, K. L. D., & Yasa, N. N. K. (2021). The role of positive emotion in mediating 
the effect of price discount on impulse buying Indomaret customers in Denpasar 
city, Indonesia. European Journal of Management and Marketing Studies, 6(2). 
http://dx.doi.org/10.46827/ejmms.v6i2.1009 

Larson, R. (2006). Positive youth development, willful adolescents, and 
mentoring. Journal of community psychology, 34(6), 677-689. 
https://doi.org/10.1002/jcop.20123 

LEDtronics. (2020). https://ledtronics.com.my/ 

Lee, C. C., Qin, S., & Li, Y. (2022). Does industrial robot application promote green 
technology innovation in the manufacturing industry?. Technological 
Forecasting and Social Change, 183, 121893. 
https://doi.org/10.1016/j.techfore.2022.121893 

Lee, J., & Lim, H. (2022). Design matters: Cross-modal correspondences between 
vision and taste in food advertising. Journal of Marketing 
Communications, 28(2), 132-151. 
https://doi.org/10.1080/13527266.2020.1846071 

Lee, Ooi, Tan., Sarata, a/p, Balaya., Peng, Hooi, Aaron, Goh. (2022). Creative struggle 
in Malaysia: a case study of the advertising, film, and animation industry sectors. 
Creative Industries Journal.  https://doi.org/ 10.1080/17510694.2022.2077530 

Lee, S., & Lee, D. K. (2018). What is the proper way to apply the multiple comparison 
test? Korean journal of Anesthesiology, 71(5), 353. 
https://doi.org/10.4097/kja.d.18.00242 

Leon, A. C., Davis, L. L., & Kraemer, H. C. (2011). The role and interpretation of pilot 
studies in clinical research. Journal of psychiatric research, 45(5), 626-629. 
https://doi.org/10.1016/j.jpsychires.2010.10.008 

Leong, L. Y., Hew, T. S., Ooi, K. B., & Lin, B. (2019). Do electronic word-of-mouth 
and elaboration likelihood model influence hotel booking? Journal of Computer 
Information Systems, 59(2), 146-160. 
https://doi.org/10.1080/08874417.2017.1320953 

Leong, L.-Y., Jaafar, N.I. and Sulaiman, A. (2017), "Understanding impulse purchase 
in Facebook commerce: does Big Five matter?", Internet Research, Vol. 27 No. 
4, pp. 786-818. https://doi.org/10.1108/IntR-04-2016-0107 

Levy, Y., & J. Ellis, T. (2011). A Guide for Novice Researchers on Experimental and 
Quasi-Experimental Studies in Information Systems Research. Interdisciplinary 
Journal of Information, Knowledge, and Management, 6, 151–161. 
https://doi.org/10.28945/1373 

Li, D. J., Kao, W. T., Shieh, V., Chou, F. H. C., & Lo, H. W. A. (2020). Development 
and implementation of societal influences survey questionnaire (SISQ) for 
peoples during COVID-19 Pandemic: a validity and reliability 
analysis. International journal of environmental research and public 
health, 17(17), 6246. https://doi.org/10.3390/ijerph17176246 



© C
OPYRIG

HT U
PM

240 

Li, J., & Wagner, M. W. (2020). The value of not knowing: Partisan cue-taking and 
belief updating of the uninformed, the ambiguous, and the misinformed. Journal 
of Communication, 70(5), 646-669. https://doi.org/10.1093/joc/jqaa022 

Li, S., Suhari, U., Shidiqqi, M. F., Aras, M., & Mani, L. (2023). The Role of Celebrity 
Endorsement on Impulse Buying Behavior with Customer Loyalty as a 
Moderating in the E-Commerce Industry. Business Economic, Communication, 
and Social Sciences Journal (BECOSS), 5(1), 59-72.  
https://doi.org/10.21512/becossjournal.v5i1.9076 

Li, T. G., Zhang, C. B., Chang, Y., & Zheng, W. (2024). The impact of AI identity 
disclosure on consumer unethical behavior: A social judgment 
perspective. Journal of Retailing and Consumer Services, 76, 103606. 
https://doi.org/10.1016/j.jretconser.2023.103606 

Li, T., Zheng, Y., Wang, Z., Zhu, D. C., Ren, J., Liu, T. S., & Friston, K. (2022). Brain 
information processing capacity modeling. Scientific reports, 12(1), 1-16. 
https://doi.org/10.1038/s41598-022-05870-z  

Lichtenthal, J. D., Yadav, V., & Donthu, N. (2006). Outdoor advertising for business 
markets. Industrial marketing management, 35(2), 236-247. 
https://doi.org/10.1016/j.indmarman.2005.02.006 

Lin, J., Li, T., & Guo, J. (2021). Factors influencing consumers’ continuous purchase 
intention on fresh food e-commerce platforms: An organic foods-centric 
empirical investigation. Electronic Commerce Research and Applications, 50, 
101103.https://doi.org/10.1016/j.elerap.2021.101103 

Liu, H., Fan, J., Fu, Y., & Liu, F. (2018). Intrinsic motivation as a mediator of the 
relationship between organizational support and quantitative workload and 
work‐related fatigue. Human Factors and Ergonomics in Manufacturing & 
Service Industries, 28(3), 154-162. https://doi.org/10.1002/hfm.20731 

Long, Y. (2024). Advertising Appeal and Emotional Awakening: The Influence of 
Rational and Emotional Beauty Advertisements on Consumer Purchase 
Intention. International Journal of Social Sciences and Public 
Administration, 2(3), 301-308.  https://doi.org/10.62051/ijsspa.v2n3.42 

Lou, Kaihao., Yang, Yongjian., Yang, Funing., Zhang, Xingliang. (2021). Maximum-
Profit Advertising Strategy Using Crowdsensing Trajectory Data. ZTE 
communications. https://doi.org/10.12142/ZTECOM.202102005 

Louella, Jean, Mariano., Joel, Potane. (2022). Benefits and Difficulties of Postgraduate 
Student-Researchers: A Qualitative Inquiry. Social Science Research Network. 
https://doi.org/10.2139/ssrn.4064833 

Lowrey, W. (2006). Mapping the journalism–blogging relationship. Journalism, 7(4), 
477-500. https://doi.org/10.1177/1464884906068363 

 



© C
OPYRIG

HT U
PM

241 

Luttrell, A., & Petty, R. E. (2021). Evaluations of self-focused versus other-focused 
arguments for social distancing: An extension of moral matching effects. Social 
Psychological and Personality Science, 12(6), 946-954. 
https://doi.org/10.1177/1948550620947853 

Ma, C., Au, N., & Ren, L. (2020). Biased minds experience improved decision-making 
speed and confidence on social media: a heuristic approach. Information 
Technology & Tourism, 22, 593-624. https://doi.org/10.1007/s40558-020-
00184-0 

MacDonald, E., Milfont, T., & Gavin, M. (2016). Applying the elaboration likelihood 
model to increase recall of conservation messages and elaboration by zoo 
visitors. Journal of Sustainable Tourism, 24(6), 866-881. 
https://doi.org/10.1080/09669582.2015.1091464 

Madupu, V. I. V. E. K., Sen, S., & Ranganathan, S. (2013). The impact of visual 
structure complexity on ad liking, elaboration and comprehension. Marketing 
Management Journal, 23(2), 58-70. Retrieved from researchgate.net 

Magna. (2021, December 6). Industry Reports. 
MAGNA. https://magnaglobal.com/intelligence/industry-reports/ 

Makaruk, H., Starzak, M., Płaszewski, M., & Winchester, J. B. (2022). Internal 
validity in resistance training research: A systematic review. Journal of Sports 
Science & Medicine, 21(2), 308. http://dx.doi.org/10.52082/jssm.2022.308 

Manavirad, M., & Madadi, S. (2021). Visual representation of metaphors in urban 
billboards. The Monthly Scientific Journal of Bagh-e Nazar, 17(93), 93-104.. 
https://doi.org/ 10.22034/bagh.2020.226694.4516 

Mandeville, G. K., & Roscoe, J. T. (1971). Fundamental research statistics for the 
behavioral sciences. Journal of the American Statistical Association, 66(333), 
224. https://doi.org/10.2307/2284880 

Manian, V. G. (2021). Microfoundations and measurement for ambiguity in 
communication with application to social networks. Stanford University. 
Retrieved from proquest.com 

Marc, Florian, Herz., Adamantios, Diamantopoulos., Petra, Riefler. (2023). 
Consumers' use of ambiguous product cues: The case of “regionality” claims. 
Journal of Consumer Affairs. https://doi.org/10.1111/joca.12548 

Marc, Florian, Herz., Adamantios, Diamantopoulos., Petra, Riefler. (2023). 
Consumers' use of ambiguous product cues: The case of “regionality” claims. 
Journal of Consumer Affairs. https://doi.org/10.1111/joca.12548 

Marco, Canevelli., Alessandro, Trebbastoni., Federica, Quarata., Fabrizia, D'Antonio., 
Matteo, Cesari., Matteo, Cesari., Carlo, de, Lena., Giuseppe, Bruno. (2017). 
External Validity of Randomized Controlled Trials on Alzheimer’s Disease: The 
Biases of Frailty and Biological Aging. Frontiers in Neurology. 
https://doi.org/10.3389/FNEUR.2017.00628 



© C
OPYRIG

HT U
PM

242 

Mariano, L. J., & Potane, J. (2022). Benefits and Difficulties of Postgraduate Student-
Researchers: A Qualitative Inquiry. International Journal of Social Sciences and 
Humanities Invention, 9(03), 6852-6861. 
https://doi.org/10.18535/ijsshi/v9i03.02 

Martikainen, J. (2019). Social representations of teachership based on cover images of 
Finnish teacher magazine: A visual rhetoric approach. Journal of Social and 
Political Psychology, 7(2), 890–912. https://doi.org/10.5964/jspp.v7i2.1045 

Martutik, Santoso, A., Rani, A., Prastio, B., & Maulidina, A. (2024). Exploring 
flaming in the discourse of negative judgment: invoked strategies used by 
Indonesian netizens in Instagram comments. Cogent Arts & Humanities, 11(1), 
2333601. https://doi.org/10.1080/23311983.2024.2333601 

Martutik, Santoso, A., Rani, A., Prastio, B., & Maulidina, A. (2024). Exploring 
flaming in the discourse of negative judgment: invoked strategies used by 
Indonesian netizens in Instagram comments. Cogent Arts & Humanities, 11(1), 
2333601. https://doi.org/10.1080/23311983.2024.2333601 

Mastura, Adam., Ammar, Al-Sharaa., Norafida, Ab, Ghafar., Riyadh, Mundher., 
Shamsul, Abu, Bakar., Ameer, Alhasan. (2022). The Effects of Colour Content 
and Cumulative Area of Outdoor Advertisement Billboards on the Visual 
Quality of Urban Streets. ISPRS international journal of geo-information. 
https://doi.org/10.3390/ijgi11120630 

Mat Razali, N., Cheah, B. H., & Nadarajah, K. (2019). Transposable elements adaptive 
role in genome plasticity, pathogenicity and evolution in fungal 
phytopathogens. International journal of molecular sciences, 20(14), 3597. 
https://doi.org/10.3390/ijms20143597 

Matthes, J., & Schmuck, D. (2017). The effects of anti-immigrant right-wing populist 
ads on implicit and explicit attitudes: A moderated mediation 
model. Communication Research, 44(4), 556-581. 
https://doi.org/10.1177/0093650215577859 

Mbanaso, U. M., Abrahams, L., & Okafor, K. C. (2023). Research philosophy, design 
and methodology. In Research Techniques for Computer Science, Information 
Systems and Cybersecurity (pp. 81-113). Cham: Springer Nature Switzerland. 
https://doi.org/10.1007/978-3-031-30031-8_6 

McAlister, A.R. and Bargh, D. (2016), "Dissuasion: the elaboration likelihood model 
and young children", young consumers, Vol. 17 No. 3, pp. 210-
225. https://doi.org/10.1108/YC-02-2016-00580 

McCarthy, M. S., & Mothersbaugh, D. L. (2002). Effects of typographic factors in 
advertising-based persuasion: A general model and initial empirical tests. 
Psychology and Marketing, 19(7–8), 663–691. 
https://doi.org/10.1002/mar.10030 

McLain, D. L. (1993). The MSTAT-I: A new measure of an individual's tolerance for 
ambiguity. Educational and psychological measurement, 53(1), 183-189. 
https://doi.org/10.1177/0013164493053001020 



© C
OPYRIG

HT U
PM

243 

McQuarrie, E. F., & Mick, D. G. (1996). Figures of rhetoric in advertising 
language. Journal of consumer research, 22(4), 424-438. 
https://doi.org/10.1086/209459 

McQuarrie, E. F., & Phillips, B. J. (2005). Indirect persuasion in advertising: How 
Consumers Process Metaphors Presented in Pictures and Words. Journal of 
Advertising, 34(2), 7–20. https://doi.org/10.1080/00913367.2005.10639188 

McQuoid, J., Lowery, B. C., Wright, L. S., & Cohn, A. M. (2023). Outdoor Medical 
Cannabis Advertising in Oklahoma: Examining Regulatory Compliance and 
Social Meanings in Billboard Content. Substance Use & Misuse, 58(11), 1425-
1437.  https://doi.org/10.1080/10826084.2023.2223299 

Mehta, A. M. (2020). Yielding to Temptation; Analyzing Billboard Advertisement and 
House Hold Consumers Perception in Pakistan. Academy of Marketing Studies 
Journal, 24(1), 1-7. 

Mehta, S., Saxena, T., & Purohit, N. (2020). The new consumer behaviour paradigm 
amid COVID-19: permanent or transient?. Journal of health 
management, 22(2), 291-301.  https://doi.org/10.1177/0972063420940834 

Meilikhov, E. Z., & Farzetdinova, R. M. (2019). Bistable perception of ambiguous 
images: simple Arrhenius model. Cognitive Neurodynamics, 13(6), 613–621. 
https://doi.org/10.1007/s11571-019-09554-9 

Meng, Z., Wang, T., Li, C., Chen, X., Li, L., Qin, X., & Luo, J. (2020). An 
experimental trial of recombinant human interferon alpha nasal drops to prevent 
coronavirus disease 2019 in medical staff in an epidemic area. MedRxiv. 
https://doi.org/10.1101/2020.04.11.20061473 

Metwally, E. (2021). Achieving the Visual Perception and Gestalt Psychology in 
Sultan Hassan Mosque Building. Open Journal of Applied Sciences, 11(1), 21-
40. https://doi.org/10.4236/ojapps.2021.111003 

Meuwissen, A. S., Anderson, J. E., & Zelazo, P. D. (2016). The creation and validation 
of the Developmental Emotional Faces Stimulus Set. Behavior Research 
Methods, 49(3), 960–966. https://doi.org/10.3758/s13428-016-0756-7 

Meyer, A., Frederick, S., Burnham, T. C., Guevara Pinto, J. D., Boyer, T. W., Ball, L. 
J., Pennycook, G., Ackerman, R., Thompson, V. A., & Schuldt, J. P. (2015). 
Disfluent fonts don’t help people solve math problems. Journal of Experimental 
Psychology: General, 144(2), e16–e30. https://doi.org/10.1037/xge0000049 

Michael, Tvilling, Madsen., Knud, Juel., Erik, B., Simonsen., Ismail, Gögenur., Ann-
Dorthe, Zwisler. (2021). External validity of randomized clinical trial studying 
preventing depressive symptoms following acute coronary syndrome. Brain and 
behavior. https://doi.org/ 10.1002/BRB3.2132 

Milenović, Ž. (2011). Application of mann-whitney u test in research of professional 
training of primary school teachers. Metodički Obzori/Methodological 
Horizons, 6(1), 73–79. https://doi.org/10.32728/mo.06.1.2011.06  



© C
OPYRIG

HT U
PM

244 

Miller, D. W., & Toman, M. (2015). An analysis of the syntactic complexity in service 
corporation brand slogans. Services Marketing Quarterly, 36(1), 37-50. 
https://doi.org/10.1080/15332969.2015.976520 

Mishra, P., Pandey, C. M., Singh, U., Gupta, A., Sahu, C., & Keshri, A. (2019). 
Descriptive statistics and normality tests for statistical data. Annals of cardiac 
anaesthesia, 22(1), 67. https://dx.doi.org/10.4103%2Faca.ACA_157_18 

Misra, S. (2012). Randomized double blind placebo control studies, the “Gold 
Standard” in intervention-based studies. Indian journal of sexually transmitted 
diseases and AIDS, 33(2), 131. https://dx.doi.org/10.4103%2F0253-
7184.102130 

Mohammad, Hassan, Murad., Abdulrahman, Katabi., Raed, Benkhadra., Victor, M., 
Montori. (2018). External validity, generalisability, applicability and directness: 
a brief primer. https://doi.org/10.1136/EBMED-2017-110800 

Montoya, A. K. (2022). Selecting a within-or between-subject design for mediation: 
Validity, causality, and statistical power. Multivariate Behavioral Research, 1-
21.  https://doi.org/10.1080/00273171.2022.2077287 

Morando, S., Jemei, S., Hissel, D., Gouriveau, R., & Zerhouni, N. (2017). ANOVA 
method applied to proton exchange membrane fuel cell ageing forecasting using 
an echo state network. Mathematics and Computers in Simulation, 131, 283-
294. https://doi.org/10.1016/j.matcom.2015.06.009 

Morrison, B. J., & Dainoff, M. J. (1972). Advertisement Complexity and Looking 
Time. Journal of Marketing Research, 9(4), 396. 
https://doi.org/10.2307/3149302 

Motoki, K., Saito, T., Nouchi, R., & Sugiura, M. (2020). Cross-modal correspondences 
between temperature and taste attributes. Frontiers in psychology, 11, 2336. 
https://doi.org/10.3389/fpsyg.2020.571852  

Mposi, Z. S., & Roux, T. (2020). Towards a conceptual framework for contemporary 
digital out-of-home advertising media. Journal of Global Business and 
Technology, 16(2), 18-30. 

Mueller, S., Lockshin, L., Saltman, Y., & Blanford, J. (2010). Message on a bottle: 
The relative influence of wine back label information on wine choice. Food 
Quality and Preference, 21(1), 22-32. 
https://doi.org/10.1016/j.foodqual.2009.07.004 

Muhammad, Salman, Arshad., Tanveer, Aslam. (2015). The Impact of Advertisement 
on Consumer's Purchase Intentions. Social Science Research Network. 
https://doi.org/10.2139/SSRN.2636927 

Mullineaux, D. R., & Wheat, J. (2017). Research methods: sample size and variability 
effects on statistical power. In Biomechanical Evaluation of Movement in Sport 
and Exercise (pp. 195-220). Routledge. 



© C
OPYRIG

HT U
PM

245 

Murad, M. O. F., Jones, E. J., Minasny, B., McBratney, A. B., Wijewardane, N., & 
Ge, Y. (2022). Assessing a VisNIR penetrometer system for in-situ estimation 
of soil organic carbon under variable soil moisture conditions. Biosystems 
Engineering, 224, 197-
212.https://doi.org/10.1016/j.biosystemseng.2022.10.011 

Murwonugroho, W., & Yudarwati, G. A. (2020). Exposure to unconventional outdoor 
media advertising. Pertanika Journal of Social Sciences and Humanities, 28(4). 
https://doi.org/10.47836/pjssh.28.4.50 

Mustafa, S., & Al-Abdallah, G. (2020). The evaluation of traditional communication 
channels and its impact on purchase decision. Management Science Letters, 
1521–1532. https://doi.org/10.5267/j.msl.2019.12.014 

Muth, C., Hesslinger, V. M., & Carbon, C. C. (2015). The appeal of challenge in the 
perception of art: How ambiguity, solvability of ambiguity, and the opportunity 
for insight affect appreciation. Psychology of Aesthetics, Creativity, and the 
Arts, 9(3), 206. http://dx.doi.org/10.1037/a0038814 

Myers, J., & Jung, J. M. (2019). The interplay between consumer self-view, cognitive 
style, and creative visual metaphors in print advertising. Journal of marketing 
communications, 25(3), 229-246. 
https://doi.org/10.1080/13527266.2016.1197296 

Mzoughi, M. N., Chaieb, S., & Garrouch, K. (2017). The effects of rhetorical 
ambiguity in advertising on comprehension and persuasion: moderating role of 
tolerance of ambiguity. Recherches en Sciences de Gestion, (6), 103-134. 

Nel, J., & Boshoff, C. (2017). Development of application-based mobile-service trust 
and online trust transfer: An elaboration likelihood model 
perspective. Behaviour & Information Technology, 36(8), 809-826. 
https://doi.org/10.1080/0144929X.2017.1296493 

Neta, M., Berkebile, M. M., & Freeman, J. B. (2021). The dynamic process of 
ambiguous emotion perception. Cognition and Emotion, 35(4), 722-729. 
https://doi.org/10.1080/02699931.2020.1862063 

Neza, V., & Myftaraj, E. (2016). The influence of advertising in insurance companies 
in Albania and consumer decision making process. Interdisciplinary Journal of 
Research and Development, 3(1), 111-117 

Nicola, Ingram. (2018). Researching with Working-Class Teenage Boys: A Working-
Class Feminist Approach. https://doi.org/ 10.1057/978-1-137-40159-5_4 

Niedenthal, P. M., & Showers, C. (2020). The perception and processing of affective 
information and its influences on social judgment. In Emotion and social 
judgements (pp. 125-143). Garland Science. 

 Niedenthal, P. M., & Wood, A. (2019). Does emotion influence visual perception? 
Depends on how you look at it. Cognition and Emotion, 33(1), 77-84. 
https://doi.org/10.1080/02699931.2018.1561424 



© C
OPYRIG

HT U
PM

246 

Nikbin, D., Ismail, I., Marimuthu, M., & Armesh, H. (2012). Perceived justice in 
service recovery and switching intention: Evidence from Malaysian mobile 
telecommunication industry. Management Research Review, 35(3/4), 309-325. 
https://doi.org/10.1108/01409171211210181 

Noraini, Md, Yusof., Z., J., Esmaeil. (2017). Reconstructing Multiculturalism in 
Malaysia through Visual Culture. Mediterranean journal of social sciences. 
https://doi.org/10.2478/MJSS-2018-0078 

Norton, R. W. (1975). Measurement of ambiguity tolerance. Journal of personality 
assessment, 39(6), 607-619. https://doi.org/10.1207/s15327752jpa3906_11 

Nowghabi, A. S., & Talebzadeh, A. (2019). Psychological influence of advertising 
billboards on city sight. Civil Engineering Journal, 5(2), 390-397. 
http://dx.doi.org/10.28991/cej-2019-03091253 

Ntapiapis, N. T., & Özkardeşler, Ç. (2020). A Neuromarketing Perspective for 
Assessing the Role and Impact of Typefaces on Consumer Purchase Decision. 
In Analyzing the Strategic Role of Neuromarketing and Consumer 
Neuroscience (pp. 208-228). IGI Global. https://doi.org/10.4018/978-1-7998-
3126-6.ch011 

Ntapiapis, N. T., & Özkardeşler, Ç. (2020). A Neuromarketing Perspective for 
Assessing the Role and Impact of Typefaces on Consumer Purchase Decision. 
In Analyzing the Strategic Role of Neuromarketing and Consumer 
Neuroscience (pp. 208-228). IGI Global.https://doi.org/10.4018/978-1-7998-
3126-6.ch011 

Nurfebiaraning, S., & Mutia, L. (2020). The impact of divergence and relevance as 
determinants of advertising creativity to consumer responses (study on AirAsias 
billboard# BikinJadiNyata). In Advances in Business, Management and 
Entrepreneurship (pp. 400-403). CRC Press. 

OAAA. (2022, November 3). Educational Resources. https://oaaa.org/resource-
center/educational-resources/ 

OAAA. (2022a, August 31). OOH Resources. https://oaaa.org/resource-center/ooh-
resources/ 

O'Brien, W., & Aliabadi, F. Y. (2020). Does telecommuting save energy? A critical 
review of quantitative studies and their research methods. Energy and 
buildings, 225, 110298. https://doi.org/10.1016%2Fj.enbuild.2020.110298 

Ogah, A. I., & Abutu, D. O. (2021). Theoretical analysis on persuasive communication 
in advertising and its application in marketing communication. EJOTMAS: 
Ekpoma Journal of Theatre and Media Arts, 8(1-2), 313-331. 
https://doi.org/10.4314/ejotmas.v8i1-2.17 

Ogiemwonyi, O., Alam, M. N., Alshareef, R., Alsolamy, M., Azizan, N. A., & Mat, 
N. (2023). Environmental factors affecting green purchase behaviors of the 
consumers: Mediating role of environmental attitude. Cleaner Environmental 
Systems, 10, 100130. https://doi.org/10.1016/j.cesys.2023.100130 



© C
OPYRIG

HT U
PM

247 

Olayemi, T. A. (2018). Residue Number System-Based Digital Image Integrity 
Checking (Doctoral dissertation, Kwara State University (Nigeria). 

Onifer, W., & Swinney, D. A. (1981). Accessing lexical ambiguities during sentence 
comprehension: Effects of frequency of meaning and contextual bias. Memory 
& Cognition, 9(3), 225-236. https://doi.org/10.3758/BF03196957  

Oryila, S. S., & Umar, A. (2016). Vagueness and ambiguity in print media 
advertisements. The Beam: Journal of Arts & Science, 9, 1-13.  

Oryila, S. S., & Umar, A. (2016). Vagueness and ambiguity in print media 
advertisements. The Beam: Journal of Arts & Science, 9, 1-13. 

Osatuyi, B., & Hughes, J. (2018). A Tale of Two Internet News Platforms-Real vs. 
Fake: An Elaboration Likelihood Model Perspective. Proceedings of the Annual 
Hawaii International Conference on System Sciences. 
https://doi.org/10.24251/hicss.2018.500 

Osman, S., & Leng, T. P. (2020). Factors influencing behavioural intention for mobile 
banking adoption among students of Universiti Putra Malaysia. Malaysian 
Journal of Consumer and Family Economics, 24(1), 79-100. 

Ossa-Richardson, A. (2019). A history of ambiguity. Princeton University Press. 
https://doi.org/10.1515/9780691188775 

Palmieri, D. (2018). Impact of online advertising clutter on Advertising Avoidance 
Behaviours: a comparative cross-national study. Retrieved from researchgate.net 

Pand, Y. R., & Gui, W. (2016). Influence of Advertisement Message on Fitbar 
Billboard towards Brand Awareness and Its Implication to Brand 
Image. Humaniora, 7(1), 63-76. https://doi.org/10.21512/humaniora.v7i1.3489 

Panuccio, F., Galeoto, G., Marquez, M. A., Tofani, M., Nobilia, M., Culicchia, G., & 
Berardi, A. (2021). Internal consistency and validity of the Italian version of the 
Jebsen–Taylor hand function test (JTHFT-IT) in people with tetraplegia. Spinal 
Cord, 59(3), 266-273. https://doi.org/10.1038/s41393-020-00602-4 

Park, Y. S., Konge, L., & Artino Jr, A. R. (2020). The positivism paradigm of 
research. Academic medicine, 95(5), 690-694. 
https://doi.org/10.1097/ACM.0000000000003093 

Parker, C., Kay, J., & Tomitsch, M. (2018, January). Device-free: an implicit 
personalisation approach for public interactive displays. In Proceedings of the 
Australasian Computer Science Week Multiconference (pp. 1-8). 
https://doi.org/10.1145/3167918.3167959 

Parker, C., Tomitsch, M., & Kay, J. (2018). Does the public still look at public 
displays? A field observation of public displays in the wild. Proceedings of the 
ACM on interactive, mobile, wearable and ubiquitous technologies, 2(2), 1-24. 
https://doi.org/10.1145/3214276 



© C
OPYRIG

HT U
PM

248 

Patel, M. R., & Bhatt, M. K. (2018). A study to know impact of outdoor advertising 
on customer purchase decision. SEMCOM Management & Technology 
Review, 6(1), 113-117. Retrieved from semcom.ac.in 

Peterson, M. O. (2019). Aspects of visual metaphor: an operational typology of visual 
rhetoric for research in advertising. International Journal of Advertising, 38(1), 
67-96.  https://doi.org/10.1080/02650487.2018.1447760  

Peterson, R. A. (2001). On the use of college students in social science research: 
Insights from a second-order meta-analysis. Journal of consumer 
research, 28(3), 450-461. https://doi.org/10.1086/323732 

Petrocelli, J. V. (2021). Bullshitting and persuasion: The persuasiveness of a disregard 
for the truth. British Journal of Social Psychology, 60(4), 1464-1483. 
https://doi.org/10.1111/bjso.12453 

Pettigrew, S., Jongenelis, M. I., Jongenelis, G., Pierce, H., Stafford, J., & Keric, D. 
(2020). Get them laughing to get them drinking: An analysis of alcohol 
advertising themes across multiple media in Australia. Journal of studies on 
alcohol and drugs, 81(3), 311-319. https://doi.org/10.15288/jsad.2020.81.311 

Petty, R.E., Cacioppo, J.T. (1986). The Elaboration Likelihood Model of Persuasion. 
In: Communication and Persuasion. Springer Series in Social Psychology. 
Springer, New York, NY. https://doi.org/10.1007/978-1-4612-4964-1_1 

Phillips, B. J., & McQuarrie, E. F. (2004). Beyond visual metaphor: A new typology 
of visual rhetoric in advertising. Marketing theory, 4(1-2), 113-136. 
https://doi.org/10.1177%2F1470593104044089 

Phillips, B. J., & Mcquarrie, E. F. (2009). Impact of Advertising Metaphor on 
Consumer Belief: Delineating the Contribution of Comparison Versus Deviation 
Factors. Journal of Advertising, 38(1), 49-62. https://doi.org/10.2753/JOA0091-
3367380104 

Pieters, R., & Wedel, M. (2004). Attention Capture and Transfer in Advertising: 
Brand, Pictorial, and Text-Size Effects. Journal of Marketing, 68(2), 36–50. 
https://doi.org/10.1509/jmkg.68.2.36.27794  

Pieters, R., Wedel, M., & Batra, R. (2010). The Stopping Power of Advertising: 
Measures and Effects of Visual Complexity. Journal of Marketing, 74(5), 48-
60. https://doi.org/10.1509%2Fjmkg.74.5.048 

Pilatova, A. (2015). The Language of Advertising: Analysis of Advertising Slogans in 
Fast Food Industry. Brno: Masaryk University. 

Pilelienė, L., & Grigaliūnaitė, V. (2016). Influence of print advertising layout 
complexity on visual attention. Eurasian Business Review, 6(2), 237–251. 
https://doi.org/10.1007/s40821-015-0040-2 

Pizarro, M., & Kohli, R. (2020). “I stopped sleeping”: Teachers of color and the impact 
of racial battle fatigue. Urban Education, 55(7), 967-991. 
https://doi.org/10.1177/0042085918805788 



© C
OPYRIG

HT U
PM

249 

Prasad, N. S. (2017). Nature's Grammar Talk: A Lesson on Graded Language Learning 
For IX/X Graders*. Humanising Language Teaching, 19(3). Retrieved from 
https://openurl.ebsco.com 

Puntoni, S., Vanhamme, J., & Visscher, R. (2011). Two birds and one stone. Journal 
of Advertising, 40(1), 25-42. https://doi.org/10.2753/JOA0091-3367400102  

Puntoni, S., Vanhamme, J., & Visscher, R. (2012). Strategic ambiguity in minority 
targeting. RSM Discovery-Management Knowledge, 10(2), 15-17. 

Puškarević, I., Nedeljković, U., Pinćjer, I., Franken, G., & Pušnik, N. (2018, June). 
The effects of typeface and image complexity on consumer’visual attention and 
attitudinal responses in advertising. In 8th Conference on Information and 
Graphic Arts Technology (pp. 101-106). Retrieved from researchgate.net 

Qader, K. S., Hamza, P. A., Othman, R. N., Anwer, S. A., Hamad, H. A., Gardi, B., & 
Ibrahim, H. K. (2022). Analyzing different types of advertising and its influence 
on customer choice. International Journal of Humanities and Education 
Development (IJHED), 4(6), 8-21. https://doi.org/10.22161/jhed.4.6.2 

Rahman, S. T., & Rabiul Islam, M. (2022). Experimental Method. In Principles of 
Social Research Methodology (pp. 157-165). Singapore: Springer Nature 
Singapore. https://doi.org/10.1007/978-981-19-5441-2_11 

Rahman, T., Khandakar, A., Qiblawey, Y., Tahir, A., Kiranyaz, S., Kashem, S. B. A., 
... & Chowdhury, M. E. (2021). Exploring the effect of image enhancement 
techniques on COVID-19 detection using chest X-ray images. Computers in 
biology and medicine, 132, 104319. 
https://doi.org/10.1016/j.compbiomed.2021.104319 

Reijnders, F. (2019). A is (not) B. The influence of meaning operation in ads with 
visual metaphors on the comprehension and consumer reaction across high-
context and low-context cultures. Retrieved from 
https://theses.ubn.ru.nl/handle/123456789/8150 

Ren, H., Liu, Y., Naren, G., & Lu, J. (2024). The impact of multidirectional text 
typography on text readability in word clouds. Displays, 102724. 
https://doi.org/10.1016/j.displa.2024.102724 

Rigoni, A., Colombo, M. P., & Pucillo, C. (2018, February). Mast cells, basophils and 
eosinophils: From allergy to cancer. In Seminars in immunology (Vol. 35, pp. 
29-34). Academic Press.  https://doi.org/10.1016/j.smim.2018.02.001 

Roberts, L. (2018). How digital out-of-home contributes to traditional out-of-home 
advertising: an exploratory study from the perspective of irish industry 
practitioners (doctoral dissertation, dublin, national college of ireland). 
Retrieved from https://norma.ncirl.ie/id/eprint/3401 

Rochefort, C., Baldwin, A. S., & Chmielewski, M. (2018). Experiential avoidance: An 
examination of the construct validity of the AAQ-II and MEAQ. Behavior 
Therapy, 49(3), 435-449. https://doi.org/10.1016/j.beth.2017.08.008 



© C
OPYRIG

HT U
PM

250 

Rodd, J. M. (2020). Settling into semantic space: An ambiguity-focused account of 
word-meaning access. Perspectives on Psychological Science, 15(2), 411-427. 
https://doi.org/10.1177/1745691619885860 

Roose, G., Vermeir, I., Geuens, M., & Van Kerckhove, A. (2019). A match made in 
heaven or down under? The effectiveness of matching visual and verbal horizons 
in advertising. Journal of Consumer Psychology, 29(3), 411-427.. 
https://doi.org/10.1002/jcpy.1088 

Roscoe, J. T. (1975). Fundamental research statistics for the behavioral sciences [by] 
John T. Roscoe. Retrieved from agris.fao.org  

Roux, T. (2018). Industry perspectives on digital out-of-home advertising in South 
Africa. Communicare: Journal for Communication Sciences in Southern 
Africa, 37(1), 17-37.  https://hdl.handle.net/10520/EJC-10573becf7 

Rudolph, C. W., & Zacher, H. (2021). Raw data+ analysis code> descriptive 
statistics. Industrial and Organizational Psychology, 14(4), 527-530. 
https://doi.org/10.1017/iop.2021.97 

Sakr, M. (2020). ‘It just opened my eyes a bit more’: student engagement with 
Instagram to develop understanding of complex concepts. Teaching in Higher 
Education, 25(7), 858-871. https://doi.org/10.1080/13562517.2019.1613356 

Saliya, C. A. (2023). Research Philosophy: Paradigms, world views, perspectives, and 
theories. In Social Research Methodology and Publishing Results: A Guide to 
Non-Native English Speakers (pp. 35-51). IGI Global. 
https://doi.org/10.4018/978-1-6684-6859-3.ch004 

Salminen, J., Kaate, I., Kamel, A. M. S., Jung, S. G., & Jansen, B. J. (2021). How Does 
Personification Impact Ad Performance and Empathy? An Experiment with 
Online Advertising. International Journal of Human–Computer 
Interaction, 37(2), 141-155. https://doi.org/10.1080/10447318.2020.1809246 

Sameti, A., & Khalili, H. (2017). Influence of in-store and out-of-store creative 
advertising strategies on consumer attitude and purchase intention. Intangible 
Capital, 13(3), 523-547. https://doi.org/10.3926/ic.986 

Sameti, A., & Khalili, H. (2017). Influence of in-store and out-of-store creative 
advertising strategies on consumer attitude and purchase intention. Intangible 
Capital, 13(3), 523-547. https://doi.org/10.3926/ic.986 

Sapriadil, S., Setiawan, A., Suhandi, A., Malik, A., Safitri, D., Lisdiani, S. A. S., & 
Hermita, N. (2018, May). Optimizing students’ scientific communication skills 
through higher order thinking virtual laboratory (HOTVL). In Journal of 
Physics: Conference Series (Vol. 1013, No. 1, p. 012050). IOP Publishing.. 
https://doi.org/ 10.1088/1742-6596/1013/1/012050 

 Sari, S. N., &; Aminatun, D. (2021). STUDENTS'perception on the use of English 
movies to improve vocabulary mastery. Journal of English language teaching 
and learning, 2(1), 16-22.https://doi.org/10.33365/jeltl.v2i1.757 



© C
OPYRIG

HT U
PM

251 

Sarstedt, M., Bengart, P., Shaltoni, A. M., & Lehmann, S. (2018). The use of sampling 
methods in advertising research: A gap between theory and 
practice. International Journal of Advertising, 37(4), 650-663. 
https://doi.org/10.1080/02650487.2017.1348329 

Savitsky, T. D., Williams, M. R., Gershunskaya, J., Beresovsky, V., & Johnson, N. G. 
(2022). Methods for combining probability and nonprobability samples under 
unknown overlaps. arXiv preprint arXiv:2208.14541. 
https://doi.org/10.48550/arXiv.2204.02271 

Schmidt, A. F., & Finan, C. (2018). Linear Regression and the Normality 
Assumption. Journal of Clinical Epidemiology, 98, 146-151. 
https://doi.org/10.1016/j.jclinepi.2017.12.006 

Schmitt, B. H. (1994). Contextual priming of visual information in 
advertisements. Psychology & Marketing, 11(1), 1-14. 
https://doi.org/10.1002/mar.4220110103 

Schouten, A. P., Janssen, L., & Verspaget, M. (2020). Celebrity vs. Influencer 
endorsements in advertising: the role of identification, credibility, and Product-
Endorser fit. International journal of advertising, 39(2), 258-281. 
https://doi.org/10.1080/02650487.2019.1634898 

Schrage, R., Hubert, M., & Linzmajer, M. (2019, January). Content is king? The 
effectiveness of message content, personalization, and location in mobile in-
store advertising. In Proceedings of the Hawaii International Conference on 
System Sciences (pp. 1373-1382). https://hdl.handle.net/10125/59578 

Schroll, R., Schnurr, B., & Grewal, D. (2018). Humanizing products with handwritten 
typefaces. Journal of Consumer Research, 45(3), 648-672. 
https://doi.org/10.1093/jcr/ucy014 

Scott, L. M. (1994). Images in advertising: The need for a theory of visual 
rhetoric. Journal of consumer research, 21(2), 252-273. 
https://doi.org/10.1086/209396 

Seltman, H. J. (2018). Experimental design and analysis. Book is on the World Wide 
Web. Academic Press.  https://doi.org/10.1016/j.smim.2018.02.001001 

Semaan, R. W., Kocher, B., & Gould, S. (2018). How well will this brand work? The 
ironic impact of advertising disclosure of body‐image retouching on brand 
attitudes. Psychology & Marketing, 35(10), 766-777. 
https://doi.org/10.1002/mar.21133 

Semassel, I. E., & Ben Yahia, S. (2022). Effective optimization of billboard ads based 
on cdr data leverage. Journal of Telecommunications and the Digital 
Economy, 10(2), 76-95. 

Shabnam, Mousavi., Gerd, Gigerenzer. (2017). Heuristics are Tools for Uncertainty. 
Homo Oeconomicus. https://doi.org/10.1007/S41412-017-0058-Z 



© C
OPYRIG

HT U
PM

252 

Shahab, M. H., Ghazali, E., & Mohtar, M. (2021). The role of elaboration likelihood 
model in consumer behaviour research and its extension to new technologies: A 
review and future research agenda. International Journal of Consumer Studies, 
45(4), 664–689. Portico. https://doi.org/10.1111/ijcs.12658 

Shen, W., Gu, H., Ball, L. J., Yuan, Y., Yu, C., Shi, R., & Huang, T. (2020). The 
impact of advertising creativity, warning-based appeals and green dispositions 
on the attentional effectiveness of environmental advertisements. Journal of 
Cleaner Production, 271, 122618. 
https://doi.org/10.1016/j.jclepro.2020.122618  

Shim, T. E., & Lee, S. Y. (2020). College students’ experience of emergency remote 
teaching due to COVID-19. Children and youth services review, 119, 105578. 
https://doi.org/10.1016/j.childyouth.2020.105578 

Shirley, Y., Su. (2022). Quantitative Methods. The Encyclopedia of Applied 
Linguistics. https://doi.org/10.1002/9781405198431.wbeal0989.pub2 

Siddiqui, K. A., Tarani, S. S. A., Fatani, S. A., Raza, A., Butt, R. M., & Azeema, N. 
(2016). Effect of size, location and content of billboards on brand 
awareness. Journal of Business Studies Quarterly, 8(2), 40. Retrieved from 
academia.edu 

Simms, L. J., Zelazny, K., Williams, T. F., & Bernstein, L. (2019). Does the number 
of response options matter? Psychometric perspectives using personality 
questionnaire data. Psychological assessment, 31(4), 557. 
http://dx.doi.org/10.1037/pas0000648 

Simola, J., Kuisma, J., & Kaakinen, J. K. (2020). Attention, memory and preference 
for direct and indirect print advertisements. Journal of Business Research, 111, 
249-261. https://doi.org/10.1016/j.jbusres.2019.06.028 

Simonovic, N., & Taber, J. M. (2023). Effects of construal level on responses to 
ambiguous health information about alcohol consumption. Health 
Communication, 38(2), 238-251. 
https://doi.org/10.1080/10410236.2021.1945197 

Sinaulan, R. L. (2022). Qualitative Research Paradigm in Education. The Journal of 
Inventions Pedagogical and Practices, 1(3), 77–82. 
https://doi.org/10.58977/jipp.v1i3.12 

Sisiopiku, V. P., Islam, M. M., Wittig, S., Welburn, S. C., & Stavrinos, D. (2014). 
Perceived and real impacts of digital advertising billboards on driving 
performance. Advances in Human Aspects of Transportation: Part II, 8, 408-419 

Siti, M. W., Tungadio, D. H., Sun, Y., Mbungu, N. T., & Tiako, R. (2019). Optimal 
frequency deviations control in microgrid interconnected systems. IET 
Renewable Power Generation, 13(13), 2376-2382. https://doi.org/10.1049/iet-
rpg.2018.5801 

 



© C
OPYRIG

HT U
PM

253 

Siti, Nor, Amalina, Ahmad, Tajuddin., Noraini, Zulkepli. (2019). An Investigation of 
the Use of Language, Social Identity and Multicultural Values for Nation-
Building in Malaysian Outdoor Advertising. The Social Sciences. 
https://doi.org/10.3390/SOCSCI8010018 

Skaggs, S. (2023). The Hidden Factor: Mark and Gesture in Visual Design. MIT 
Press. 

Slonim, R., Gauriot, R., & Heger, S. (2023). Eliciting Preferences for Risk and 
Altruism: Experimental Evidence. Available at SSRN 4416427. 
http://dx.doi.org/10.2139/ssrn.4416427 

Small, D. A., & Verrochi, N. M. (2009). The face of need: Facial emotion expression 
on charity advertisements. Journal of marketing research, 46(6), 777-787.. 
https://doi.org/10.1509/jmkr.46.6.777_JMR6F  

Smith, S. W., Atkin, C. K., & Roznowski, J. (2006). Are" drink responsibly" alcohol 
campaigns strategically ambiguous? Health communication, 20(1), 1-11. 
https://doi.org/10.1207/s15327027hc2001_1 

Song, Y., & Luximon, Y. (2019). Design for sustainability: the effect of lettering case 
on environmental concern from a green advertising 
perspective. Sustainability, 11(5), 1333. https://doi.org/10.3390/su11051333 

Sopory, P., & Dillard, J. P. (2002). The persuasive effects of metaphor: A meta‐
analysis. Human communication research, 28(3), 382-419. 
https://doi.org/10.1111/j.1468-2958.2002.tb00813 

Soti, R. (2022). The impact of advertising on consumer behavior. World Journal of 
Advanced Research and Reviews, 14(3), 706-711.  
https://doi.org/10.30574/wjarr.2022.14.3.0577 

Spasova, L. (2023). Influence of gender and marital status on susceptibility of 
persuasion strategies in advertisement. Amazonia Investiga, 12(65), 307-316. 
https://doi.org/10.34069/AI/2023.65.05.29 

Spoto, A., Nucci, M., Prunetti, E., & Vicovaro, M. (2023). Improving content validity 
evaluation of assessment instruments through formal content validity 
analysis. Psychological methods. https://doi.org/10.1037/met0000545 

Srivastava, S. B. (2015). Intraorganizational network dynamics in times of 
ambiguity. Organization Science, 26(5), 1365-1380. 
https://doi.org/10.1287/orsc.2015.0999 

Stahl, M., Bewersdorf, J. P., Xie, Z., Della Porta, M. G., Komrokji, R., Xu, M. L., ... 
& Zeidan, A. M. (2023). Updates in classification, risk stratification and 
response assessment in myelodysplastic syndromes/neoplasms (MDS): a state-
of-the-art report on behalf of the International Consortium of MDS 
(icMDS). Blood reviews, 101128. https://doi.org/10.1016/j.blre.2023.101128 



© C
OPYRIG

HT U
PM

254 

Stanley Budner, N. Y. (1962). Intolerance of ambiguity as a personality variable 
1. Journal of personality, 30(1), 29-50. https://doi.org/10.1111/j.1467-
6494.1962.tb02303.x 

Starcevic, S. (2015). The origin and historical development of branding and 
advertising in the old civilizations of Africa, Asia and Europe. Marketing, 46(3), 
179-196. SSRN: https://ssrn.com/abstract=2737046 

Stefanie, Eifler., Natalja, Menold. (2018). Linearity, symmetry, and equidistance in 
semantic differential scales for measuring images of self and images of others. 
Mathematical Population Studies. 
https://doi.org/10.1080/08898480.2018.1439242 

Steppat, D., Castro Herrero, L., & Esser, F. (2022). Selective exposure in different 
political information environments–How media fragmentation and polarization 
shape congruent news use. European Journal of Communication, 37(1), 82-102. 
https://doi.org/10.1177/02673231211012141 

Stoklasa, J., Talášek, T., & Stoklasová, J. (2019). Semantic differential for the twenty-
first century: scale relevance and uncertainty entering the semantic 
space. Quality & Quantity, 53, 435-448. https://doi.org/10.1007/s11135-018-
0762-1 

Suddaby, R., Israelsen, T., Bastien, F., Saylors, R., & Coraiola, D. (2023). Rhetorical 
history as institutional work. Journal of Management Studies, 60(1), 242-278. 
https://doi.org/10.1111/joms.12860 

Suddaby, R., Manelli, L., & Fan, Z. (2023). Corporate purpose: A social judgement 
perspective. Strategy Science, 8(2), 202-211. 
https://doi.org/10.1287/stsc.2023.0185 

Sukamolson, S. (2007). Fundamentals of quantitative research. Language Institute 
Chulalongkorn University, 1(3), 1-20. 

Sumelius, J., Smale, A., & Yamao, S. (2020). Mixed signals: employee reactions to 
talent status communication amidst strategic ambiguity. The International 
Journal of Human Resource Management, 31(4), 511-538. 
https://doi.org/10.1080/09585192.2018.1500388 

Sun, Z., & Firestone, C. (2021). Curious objects: How visual complexity guides 
attention and engagement. Cognitive science, 45(4), e12933. https://doi.org/ 
10.1111/cogs.12933 

Susanka, T. M., & Kramer, O. (2021). Introduction: Knowledge Design–Visual 
Rhetoric in Science Communication. Design Issues, 37(4), 4-8. 
https://doi.org/10.1162/desi_a_00653 

Szubielska, M., Ganczarek, J., Pietras, K., & Stolińska, A. (2021). The impact of 
ambiguity in the image and title on the liking and understanding of contemporary 
paintings. Poetics, 101537. https://doi.org/10.1016/j.poetic.2021.101537 



© C
OPYRIG

HT U
PM

255 

Taherdoost, H. (2016). Validity and reliability of the research instrument; how to test 
the validation of a questionnaire/survey in research. How to test the validation 
of a questionnaire/survey in a research (August 10, 2016). 
http://dx.doi.org/10.2139/ssrn.3205040 

Tavakol, M., & Dennick, R. (2011). Making sense of Cronbach's alpha. International 
journal of medical education, 2, 53. https://doi.org/10.5116%2Fijme.4dfb.8dfd 

Tavassoli, N. T., & Lee, Y. H. (2003). The differential interaction of auditory and 
visual advertising elements with Chinese and English. Journal of Marketing 
Research, 40(4), 468-480. https://doi.org/10.1509/jmkr.40.4.468.19 

Taylor, C. R. (2015). Creating win–win situations via advertising: new developments 
in digital out-of-home advertising. International Journal of Advertising, 34(2), 
177-180. https://doi.org/10.1080/02650487.2015.1021132 

Taylor, C. R., & Franke, G. R. (2003). Business Perceptions of the Role of Billboards 
in the US Economy. Journal of Advertising Research, 43(2), 150-161. 
https://doi.org/10.1017/S002184990303023X 

Taylor, C. R., Franke, G. R., & Bang, H. K. (2006). Use and effectiveness of 
billboards: Perspectives from selective-perception theory and retail-gravity 
models. Journal of advertising, 35(4), 21-34. https://doi.org/10.2753/JOA0091-
3367350402 

Teng, S., Khong, K. W., & Goh, W. W. (2014). Conceptualizing persuasive messages 
using ELM in social media. Journal of Internet Commerce, 13(1), 65-87. 
https://doi.org/10.1080/15332861.2014.910729 

Teng, S., Wei Khong, K., Wei Goh, W., & Yee Loong Chong, A. (2014). Examining 
the antecedents of persuasive eWOM messages in social media. Online 
information review, 38(6), 746-768. https://doi.org/10.1108/OIR-04-2014-0089 

Thanos, Hatziapostolou., Dimitris, Dranidis., Anna, Sotiriadou., Petros, Kefalas., 
Ioannis, Nikolakopoulos. (2018). An authentic student research experience: 
fostering research skills and boosting the employability profile of students.   
https://doi.org/10.1145/3197091.3197131 

Themistocleous, C., Pagiaslis, A., Smith, A., & Wagner, C. (2019). A comparison of 
scale attributes between interval-valued and semantic differential 
scales. International Journal of Market Research, 61(4), 394-407. 
https://doi.org/10.1177/1470785319831227 

Thiagarajan. (2017). Malaysians furious batas racist advertisement heres truth. 
https://worldofbuzz.com/malaysians-furious-batas-racist-advertisement-heres-
truth/ 

Tian, T., Zhang, H. X., He, C. P., Fan, S., Zhu, Y. L., Qi, C., ... & Gao, J. (2018). 
Surface functionalized exosomes as targeted drug delivery vehicles for cerebral 
ischemia therapy. Biomaterials, 150, 137-149. 
https://doi.org/10.1016/j.biomaterials.2017.10.012 



© C
OPYRIG

HT U
PM

256 

Tibert, Verhagen., Bart, van, den, Hooff., Selmar, Meents. (2015). Toward a Better 
Use of the Semantic Differential in IS Research: An Integrative Framework of 
Suggested Action. Journal of the Association for Information Systems. 
https://doi.org/ 10.17705/1JAIS.00388 

Till, B. D., & Baack, D. W. (2005). Recall and persuasion: Does creative advertising 
matter? Journal of Advertising, 34(3), 47–57. 
https://doi.org/10.1080/00913367.2005.10639201 

Timothy, A., Slocum., Sarah, E., Pinkelman., P., Raymond, Joslyn., Beverly, Nichols. 
(2022). Threats to Internal Validity in Multiple-Baseline Design Variations. 
Perspectives on behavior science. https://doi.org/10.1007/s40614-022-003261 

Timothy, V. L. (2022). The effect of top managers’ human capital on SME 
productivity: the mediating role of innovation. Heliyon, 8(4). 
https://doi.org/10.1016/j.heliyon.2022.e09330 

Tripathi, S., & Chaturvedi, R. K. (2024). How personal beliefs determine adherence 
to standards of research ethics: an EFA and path analysis study. International 
Journal of Ethics and Systems. https://doi.org/10.1108/IJOES-05-2023-0117 

Tsai, W. H. S., Tian, S. C., Chuan, C. H., & Li, C. (2020). Inspection or play? A study 
of how augmented reality technology can be utilized in advertising. Journal of 
interactive advertising, 20(3), 244-257. 
https://doi.org/10.1080/15252019.2020.1738292 

Tseronis, A. (2021). From visual rhetoric to multimodal argumentation: exploring the 
rhetorical and argumentative relevance of multimodal figures on the covers of 
The Economist. Visual Communication, 20(3), 374–396. 
https://doi.org/10.1177/14703572211005498 

Tsuji, R. (2017). What Factors Make Outdoor Advertising More Effective. Kansai 
University. Retrieved from researchgate.net 

Tsumoto, Y., & Tsumoto, S. (2010). Exploratory univariate analysis on the 
characterization of a university hospital: A preliminary step to data-mining-
based hospital management using an exploratory univariate analysis of a 
university hospital. The Review of Socionetwork Strategies, 4, 47-63. 
https://doi.org/10.1007/s12626-010-0014-x 

Turgut, O. P. (2017). Expressive Typography as a Visualisation of Ideas. New Trends 
and Issues Proceedings on Humanities and Social Sciences, 4(11), 164–170. 
https://doi.org/10.18844/prosoc.v4i11.2871  

Urban, M., Avilés, D. J. V., Bojović, M., & Urban, K. (2020). Artificial, cheap, fake: 
Free associations as a research method for outdoor billboard advertising and 
visual pollution. Human Affairs, 30(2), 253-268.  
https://doi.org/10.1515/humaff-2020-0023 

Uslu, A. (2017). The dissolution of the frame problem from the perspective of 
embodied and enactive intertwinement of affect and cognition. 



© C
OPYRIG

HT U
PM

257 

Valle, M. D. L. Á. G., Ballesteros, M. A. A., Valle, C. A. G., Ninaquispe, J. C. M., 
Santa María, A. L. P., Chacón, S. V. R., ... & Muñoz, W. T. C. (2024). Potential 
Impact of Sustainable Business Practices: Brand Equity in Fast Food and 
Millennials’ Purchase Intentions. Sustainability, 16(9), 1-17. 
https://doi.org/10.3390/su16093768 

Van de Donk, T., Niesters, M., Kowal, M. A., Olofsen, E., Dahan, A., & van Velzen, 
M. (2019). An experimental randomized study on the analgesic effects of 
pharmaceutical-grade cannabis in chronic pain patients with 
fibromyalgia. Pain, 160(4), 860. 
https://dx.doi.org/10.1097%2Fj.pain.0000000000001464 

Van der Pas, S. L. (2019). Merged block randomisation: A novel randomisation 
procedure for small clinical trials. Clinical trials, 16(3), 246-252. 
https://doi.org/10.1177/1740774519827957 

Van Meurs, L., & Aristoff, M. (2009). Split-second recognition: What makes outdoor 
advertising work? Journal of Advertising Research, 49(1), 82-92. 
https://doi.org/10.2501/S0021849909090011 

Varpio, L., Paradis, E., Uijtdehaage, S., & Young, M. (2020). The distinctions between 
theory, theoretical framework, and conceptual framework. Academic 
Medicine, 95(7), 989-994. 

Vaske, J. J., Beaman, J., & Sponarski, C. C. (2017). Rethinking internal consistency 
in Cronbach's alpha. Leisure sciences, 39(2), 163-173. 
https://doi.org/10.1080/01490400.2015.1127189 

Verhagen, T., Hooff, B. V. D., & Meents, S. (2015). Toward a better use of the 
semantic differential in IS research: An integrative framework of suggested 
action. Journal of the Association for Information Systems, 16(2), 1. 
https://doi.org/10.17705/1jais.00388 

Victor, G. A., Strickland, J. C., Kheibari, A. Z., & Flaherty, C. (2020). A mixed-
methods approach to understanding overdose risk-management strategies among 
a nationwide convenience sample. International Journal of Drug Policy, 86, 
102973. https://doi.org/10.1016/j.drugpo.2020.102973 

Vincenzo, F., Matteucci, F., Vattakunnel, S., & Lanfranchi, G. A. (2014). Chemical 
evolution of classical and ultra-faint dwarf spheroidal galaxies. Monthly Notices 
of the Royal Astronomical Society, 441(4), 2815-2830. 
https://doi.org/10.1093/mnras/stu710 

Vlasenko, N. A., VOSKRESENSKA, O. Y., & Vlasenko, A. L. (2021). Ensuring 
competitiveness of enterprises through the design of external advertising as a 
means of marketing communication. Economic innovations, 23(2 (79)), 43-50. 
https://doi.org/10.31520/ei.2021.23.2(79).43-50 

von Hurst, P. R., Walsh, D. C., Conlon, C. A., Ingram, M., Kruger, R., & Stonehouse, 
W. (2016). Validity and reliability of bioelectrical impedance analysis to 
estimate body fat percentage against air displacement plethysmography and 



© C
OPYRIG

HT U
PM

258 

dual‐energy X‐ray absorptiometry. Nutrition & Dietetics, 73(2), 197-204. 
https://doi.org/10.1111/1747-0080.12172 

Wachyuni, S. S., & Priyambodo, T. K. (2020). The influence of celebrity endorsement 
in restaurant product purchase decisions making. International Journal of 
Management, Innovation & Entrepreneurial Research, 6(2), 45-54. 
https://doi.org/10.18510/ijmier.2020.625 

Walker, J., Pan, E., Johnston, D., Adler-Milstein, J., Bates, D. W., & Middleton, B. 
(2005). The Value of Health Care Information Exchange and Interoperability: 
There is a business case to be made for spending money on a fully standardized 
nationwide system. Health affairs, 24(Suppl1), W5-10. 
https://doi.org/10.1377/hlthaff.w5.10 

Wang, L., Yu, Z., Guo, B., Yang, D., Ma, L., Liu, Z., & Xiong, F. (2022). Data-driven 
targeted advertising recommendation system for outdoor billboard. ACM 
Transactions on Intelligent Systems and Technology (TIST), 13(2), 1-23. 
https://doi.org/10.1145/3495159 

Wang, L., Yu, Z., Yang, D., Ma, H., & Sheng, H. (2019). Efficiently targeted billboard 
advertising using crowdsensing vehicle trajectory data. IEEE transactions on 
industrial informatics, 16(2), 1058-1066. 
https://doi.org/10.1109/TII.2019.2891258 

Wang, Y., & Yao, M. Z. (2020). Did you notice the ads? Examining the influence of 
telepresence and user control on the effectiveness of embedded billboard ads in 
a VR racing game. Journal of Interactive Advertising, 20(3), 258-272. 

Wasserbauer, M. (2024). Effect of Billboard Advertising and Social Media Marketing 
on Consumer Buying Interest. Dinasti International Journal of Education 
Management And Social Science, 5(3). 
https://doi.org/10.31933/dijemss.v5i3.2346 

Wedel, M., & Pieters, R. (2015). The buffer effect: The role of color when advertising 
exposures are brief and blurred. Marketing Science, 34(1), 134-143. 
https://doi.org/10.1287/mksc.2014.0882 

Wei, Z., Dou, W., Jiang, Q., & Gu, C. (2021). Influence of incentive frames on offline-
to-online interaction of outdoor advertising. Journal of Retailing and Consumer 
Services, 58, 102282. https://doi.org/10.1016/j.jretconser.2020.102282 

Westlund, E., & Stuart, E. A. (2017). The nonuse, misuse, and proper use of pilot 
studies in experimental evaluation research. American Journal of 
Evaluation, 38(2), 246-261. https://doi.org/10.1177/1098214016651489 

White, A. R., Martinez, L. M., Martinez, L. F., & Rando, B. (2021). Color in web 
banner advertising: The influence of analogous and complementary colors on 
attitude and purchase intention. Electronic Commerce Research and 
Applications, 50, 101100. https://doi.org/10.1016/j.elerap.2021.101100 

 



© C
OPYRIG

HT U
PM

259 

White, P., Redford, P., & Macdonald, J. (2019). An example motivated discourse of 
the independent samples t-test and the Welch test. Qualitative and Quantative 
Research Methods Project, University of the West of England, 1-6. Retrieved 
from https://uwe-repository.worktribe.com/preview/4159112/Paper%203. 

Wibowo, A. A., & Ardhianto, P. (2020). Iconology Analysis in Advertising Design, 
Case Study Go-Jek Billboard Advertising: Series “Mager Tanpa Laper” in 
Yogyakarta-Indonesia. International Journal of Visual and Performing Arts, 
2(1), 8–14. https://doi.org/10.31763/viperarts.v2i1.57 

Willett, F. R., Avansino, D. T., Hochberg, L. R., Henderson, J. M., & Shenoy, K. V. 
(2021). High-performance brain-to-text communication via 
handwriting. Nature, 593(7858), 249-254. https://doi.org/10.1038/s41467-019-
11527-9   

Wilson, R. T., & Casper, J. (2016). The Role of Location And Visual Saliency In 
Capturing Attention To Outdoor Advertising: How Location Attributes Increase 
The Likelihood For A Driver To Notice A Billboard Ad. Journal of Advertising 
Research, 56(3), 259-273. 

Wilson, R. T., & Suh, T. (2018). Advertising to the masses: The effects of crowding 
on the attention to place-based advertising. International Journal of 
Advertising, 37(3), 402-420. https://doi.org/10.1080/02650487.2017.1331967 

Wilson, R. T., & Till, B. D. (2011). Effects of outdoor advertising: Does location 
matter? Psychology & Marketing, 28(9), 909-933. 
https://doi.org/10.1002/mar.20418 

Wixom, B. H., & Todd, P. A. (2005). A theoretical integration of user satisfaction and 
technology acceptance. Information systems research, 16(1), 85-102. 
https://doi.org/10.1287/isre.1050.0042 

Wolf, M. G. (2023, June 7). The problem with over-relying on quantitative evidence 
of validity. https://doi.org/10.31234/osf.io/v4nb2 

Wright, S., O'Brien, B. C., Nimmon, L., Law, M., & Mylopoulos, M. (2016). Research 
design considerations. Journal of graduate medical education, 8(1), 97-98. 
https://doi.org/10.4300/JGME-D-15-00566.1 

Wu, C., Zhu, H., Huang, C., Liang, X., Zhao, K., Zhang, S., ... & He, X. (2022). Does 
a beautiful environment make food better-The effect of environmental aesthetics 
on food perception and eating intention. Appetite, 175, 106076. 
https://doi.org/10.1016/j.appet.2022.106076 

Wu, Y. L., & Li, E. Y. (2018). Marketing mix, customer value, and customer loyalty 
in social commerce: A stimulus-organism-response perspective. Internet 
Research. https://doi.org/10.1108/IntR-08-2016-0250 

Xu, H., & Tracey, T. J. (2015). Career decision ambiguity tolerance scale: 
Construction and initial validations. Journal of Vocational Behavior, 88, 1 
9.https://doi.org/10.1016/j.jvb.2015.01.006 



© C
OPYRIG

HT U
PM

260 

Xu, H., & Tracey, T. J. (2015). Reciprocal influence model of working alliance and 
therapeutic outcome over individual therapy course. Journal of Counseling 
Psychology, 62(3), 351. https://doi.org/10.1037/cou0000089 

Xu, J. (2022). Research on the Mechanism of Food Endorsement’s Influence on 
Consumers’ Consumption Psychology. In SHS Web of Conferences (Vol. 151, 
p. 01012). EDP Sciences. https://doi.org/10.1051/shsconf/202215101012 

Xu, X., & Yao, Z. (2015). Understanding the role of argument quality in the adoption 
of online reviews: an empirical study integrating value-based decision and needs 
theory. Online Information Review. https://doi.org/10.1108/OIR-05-2015-0149 

Xue, K., Wang, L., Gursoy, D., & Song, Z. (2021). Effects of customer-to-customer 
social interactions in virtual travel communities on brand attachment: The 
mediating role of social well-being. Tourism Management Perspectives, 38, 
100790. https://doi.org/10.1016/j.tmp.2021.100790 

Yadav, D. (2022). Criteria for good qualitative research: A comprehensive review. The 
Asia-Pacific Education Researcher, 31(6), 679-689. 
https://doi.org/10.1007/s40299-021-00619-0 

Yang, Q., & Lee, Y. C. (2024). The effect of live streaming commerce quality on 
customers’ purchase intention: extending the elaboration likelihood model with 
herd behaviour. Behaviour & Information Technology, 43(5), 907-928. 
https://doi.org/10.1080/0144929X.2023.2196355 

Yassin, A. K. (2023). Anamorphic Illusion Technology and its Creative Applications 
in Digital out Door Advertising. International Design Journal, 13(2), 21-30. 
https://dx.doi.org/10.21608/idj.2023.288284 

Ye, Z., Xue, C., & Lin, Y. (2021, February). Visual perception based on gestalt theory. 
In International Conference on Intelligent Human Systems Integration (pp. 792-
797). Springer, Cham. https://doi.org/10.1007/978-3-030-68017-6_118 

Yilmaz, K. (2013). Comparison of quantitative and qualitative research traditions: 
Epistemological, theoretical, and methodological differences. European journal 
of education, 48(2), 311-325. https://doi.org/10.1111/ejed.12014 

Yin, J., Yuan, J., Arfaei, N., Catalano, P. J., Allen, J. G., & Spengler, J. D. (2020). 
Effects of biophilic indoor environment on stress and anxiety recovery: A 
between-subjects experiment in virtual reality. Environment International, 136, 
105427. https://doi.org/10.1016/j.envint.2019.105427 

Yu, C. H., & Ohlund, B. (2010). Threats to validity of research design. Retrieved from 
http://www.creative-wisdom.com/teaching/WBI/threat.shtml 

Yu, K. H., & Noh, S. C. (2024). Forsaking an Organization in Favor of Another: 
Judgment Change in an Occupational Community. Work and Occupations, 
07308884241237253. https://doi.org/10.1177/07308884241237253 



© C
OPYRIG

HT U
PM

261 

Yusoff, M. M. (2018). Advertising appeals: a cross-cultural perspective. Jurnal 
komunikasi: Malaysian journal of communication, 1. Retrieved from 
www.ukm.edu.my 

Yusoff, M. S. B. (2019). ABC of content validation and content validity index 
calculation. Resource, 11(2), 49-54. https://doi.org/10.21315/eimj2019.11.2.6 

Yusuff, Adebayo, Adebisi. (2022). Undergraduate students' involvement in research: 
Values, benefits, barriers and recommendations. Annals of medicine and 
surgery. https://doi.org/ 10.1016/j.amsu.2022.104384 

Zaenati, M., Hidayati, L. L. A., & Kurnia, M. (2022). The Effect of The Brand Image, 
Advertising and Social Media Marketing on Purchase Decisions. Urecol 
Journal. Part B: Economics and Business, 2(2), 65-79. 
https://doi.org/10.53017/ujeb.166 

Zaenati, M., Hidayati, L. L. A., & Kurnia, M. (2022). The Effect of The Brand Image, 
Advertising and Social Media Marketing on Purchase Decisions. Urecol 
Journal. Part B: Economics and Business, 2(2), 65-79. 
https://doi.org/10.53017/ujeb.166 

Zait, A. (2016). Conceptualization and operationalisation of specific variables in 
exploratory researches–an example for business negotiation. Scientific Annals of 
Economics and Business, 63(1), 125-131. 

Zaki, Muhamad, Hasan., Muhammad, Usman, Naeem., Saleem, Ahmed., Syeda, 
Zeerak. (2022). Impact of Strategic Ambiguity Tagline on Billboard Advertising 
on Consumers Attention. Market Forces. https://doi.org/10.51153/mf.v17i1.538 

Zalesinska, M. (2018). The impact of the luminance, size and location of LED 
billboards on drivers’ visual performance—Laboratory tests. Accident Analysis 
& Prevention, 117, 439-448. https://doi.org/10.1016/j.aap.2018.02.005 

Zanjabila, Z., Yudhiantoro, D., Suryono, I. A., & Amajida, A. (2023). The Influences 
of Social Media Marketing, E-Wom, and Information Quality on Purchasing 
Decisions through Trust as The Mediation. International Journal of 
Multidisciplynary Research and Analysis, 6(04), 1649-1655. 
https://doi.org/10.47191/ijmra/v6-i4-39, Impact Factor: 7.022 

Zekiri, J. (2019). The impact of billboard advertising on consumer buying 
behaviour. Ecoforum Journal, 8(2). Retrieved from 
http://www.ecoforumjournal.ro/index.php/eco/article/view/983 

Zeng, J., Li, J., He, Y., Gao, C., Lyu, M., & King, I. (2020, April). What changed your 
mind: The roles of dynamic topics and discourse in argumentation process. 
In Proceedings of the Web Conference 2020 (pp. 1502-1513). 
https://doi.org/10.1145/3366423.3380223 

Zhao, H., & Lin, X. (2019, September). A review of the effect of visual metaphor on 
advertising response. In The 4th International Conference on Economy, 
Judicature, Administration and Humanitarian Projects (JAHP 2019) (pp. 29-
34). Atlantis Press.  https://doi.org/10.2991/jahp-19.2019.7 



© C
OPYRIG

HT U
PM

262 

Zhou, T., Lu, Y., & Wang, B. (2016). Examining online consumers’ initial trust 
building from an elaboration likelihood model perspective. Information Systems 
Frontiers, 18, 265-275. https://doi.org/10.1007/s10796-014-9530-5  

Zourrig, H., & El Hedhli, K. (2023). Consumption coping strategies and well‐being 
among refugee consumers. Journal of Consumer Affairs, 57(1), 140-170. 
https://doi.org/10.1111/joca.12494 

 

 

  


	Blank Page



