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By
AZHANI ALI
June 2015
Chair: Hamisah Hasan, Ph.D
Faculty: Modern Language and Communication

This research was conducted to examine the impact of Islamic symbols used in
television (TV) advertisements in influencing consumer’s attitude, trust, involvement
and purchase intention. The general objective of this research is to determine the
effectiveness of Islamic symbols in TV advertisements in reaching organizational
clients. Specifically, this study aims i) to determine the effectiveness of Islamic
symbols used in TV advertisements in influencing attitude towards the TV
advertisement, ii) to determine the strength of Islamic symbols used in TV
advertisements in influencing trust towards the TV advertisement, iii) to determine the
strength of Islamic symbols used in TV advertisements in influencing involvement
towards the TV advertisement, and iv) to determine the effectiveness of Islamic
symbols used in TV advertisements towards influencing purchase intention of products
advertised.

The framework for this study was constructed based on the Elaboration Likelihood
Model (ELM) which suggested that, persuasive messages were processed through two
routes; the central route and the peripheral route, which differ, based on consumer’s
level of involvement. ELM explained that individuals with high involvement level
would elaborate the information via central route, whilst, those who used the peripheral
routes were those with low level of involvement. Advertisers were suggested to use the
appropriate cues to help consumers process the information.

The research has utilized the experimental approach. Two experiments were conducted
for this research whereby, the first experiment involved 23 graduate students who
registered in the Integrated Marketing Communication course and the second
experiment involved 50 undergraduate students who registered in Public Speaking
course, offered by the Faculty of Modern Languages and Communication (FBMK),
Universiti Putra Malaysia (UPM). There were two stages involved in this study,
namely, the pre-test and the post-test stages. The former was conducted to identify the
changes that occurred before the respondents were exposed to the TV advertisement
with the Islamic symbols whilst the latter was conducted to identify the changes that
occurred after the respondents were exposed to the TV advertisements. During the pre-



test, the respondents were exposed to four advertisements without the presence of
Islamic symbols, whereas, for the post-test, respondents were exposed to another 4
advertisements which had Islamic symbols. Data on the respondents’ attitude, trust,
involvement and purchase intention were collected using two sets of questionnaires
(pre-test and post-test).

For the first experiment, the result showed that there was insignificant change in
respondents’ attitude, trust, involvement and purchase intention before and after they
had been exposed to Colgate, Sunsilk and McDonald Samurai burger advertisements
with the implementation of Islamic Symbols. But, there was a significant change in
respondents’ attitude after watching HSBC Amanah advertisement. However, the
changes on trust, involvement and purchase intention tested using the same
advertisements were reported as insignificant. The result on the second experiment was
almost similar, whereby the result showed insignificant change in respondents’ attitude,
trust, involvement and purchase intention towards all advertisements used in this
research. Based on the overall observation of the experiment towards the advertisement
and the result of the experiment, it shows that the effectiveness of Islamic symbols used
in our current TV advertisements was not strong enough to affect consumers’ attitude,
trust, and involvement and purchase intention. The change on respondent’s attitude
towards HSBC Amanah advertisement in the first experiment was more likely to be
influenced by emotional dimensions highlighted in the storyline.

The findings suggest that the implementation of Islamic symbols in TV advertisements
need to be more prominent. Previous researches gave indications that the use of Islamic
symbols in advertisements may affect the consumers, but the current TV
advertisements with the implementation of Islamic symbols shown in Malaysia are not
strong and effective enough due to certain elements such as the size of the symbols, the
duration of the symbols being exposed during the advertisements. Therefore, it is
suggested that in future, the use of Islamic symbols in advertisements should be more
bold and meaningful in order to attract consumers’ attention
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Kajian ini dijalankan untuk mengkaji pengaruh simbol-simbol Islam dalam iklan
televisyen (TV) terhadap sikap, kepercayaan, penglibatan pengguna dan niat membeli.
Objektif umum kajian ini adalah untuk mengkaji keberkesanan simbol Islam dalam
iklan TV dan hubungkaitnya dengan niat membeli individu. Secara khusus, kajian ini
bertujuan i) Mengkaji keberkesanan simbol Islam yang digunakan dalam iklan TV
dalam mempengaruhi sikap individu terhadap iklan TV, ii) menentukan keberkesanan
simbol Islam yang digunakan dalam iklan TV dalam mempengaruhi kepercayaan
individu terhadap iklan TV, iii) menentukan kekuatan simbol Islam yang digunakan
dalam iklan TV dalam mempengaruhi penglibatan individu terhadap iklan TV, dan iv)
mengkaji keberkesanan simbol Islam yang digunakan dalam iklan TV dalam
mempengaruhi niat membeli individu terhadap produk yang diiklankan.

Kerangka kajian ini dibina berdasarkan Elaboration Likelihood Model (ELM) yang
menyatakan bahawa, sesuatu mesej berunsur pemujukan akan diproses melalui dua
laluan; iaitu laluan utama dan laluan sisipan, yang berbeza berdasarkan tahap
keterlibatan individu tersebut. ELM menjelaskan bahawa individu yang mempunyai
tahap penglibatan yang tinggi akan memproses maklumat yang melalui laluan utama,
sementara, mereka yang menggunakan laluan sisipan adalah mereka yang mempunyai
tahap penglibatan yang rendah. Oleh yang demikian, pengiklan disarankan untuk
menggunakan simbol-simbol yang tepat untuk membantu pengguna memproses
maklumat.

Kajian ini telah menggunakan pendekatan eksperimen. Dua eksperimen yang
dijalankan bagi kajian ini di mana, bagi eksperimen pertama, ia melibatkan 23 pelajar
sarjana yang mendaftar untuk kelas Komunikasi Pemasaran Bersepadu dan eksperimen
kedua melibatkan 50 pelajar siswazah yang mendaftar dalam kursus pengucapan
Awam, yang ditawarkan oleh Fakulti Bahasa Moden dan Komunikasi (FBMK) |,
Universiti Putra Malaysia (UPM). Proses kajian eksperimen ini melibatkan dua tahap
iaitu, pra-ujian dan tahap pasca-ujian. Kaedah ini dijalankan untuk mengenalpasti
perubahan yang berlaku sebelum dan selepas responden didedahkan dengan iklan TV
yang mengandungi simbol-simbol.



Semasa prosess ujian pra dijalankan, responden didedahkan dengan empat iklan tanpa
kehadiran simbol Islam, manakala semasa prosess ujian pos dijalnkan, responden
didedahkan dengan empat iklan yang mempunyai simbol-simbol Islam. Data mengenai
sikap, kepercayaan, penglibatan dan niat responden telah dikumpulkan dengan
menggunakan dua set soal selidik.

Hasil eksperimen pertama menunjukkan bahawa terdapat perubahan yang tidak ketara
dalam sikap, kepercayaan, penglibatan dan pembelian niat responden sebelum dan
selepas mereka telah terdedah kepada iklan ubat gigi Colgate, perapi Sunsilk dan
Samurai Burger McDonald’s yang mempunyai simbol Islam. Namun, terdapat
perubahan yang ketara dalam sikap responden setelah menonton iklan Bank HSBC
Amanah. Namun begitu, perubahan terhadap kepercayaan, penglibatan dan niat
membeli individu untuk iklan Bank HSBC Amanah tidak menunjukkan perubahan
yang signifikan.

Hasil eksperimen kedua hampir sama, di mana dapatan kajian menunjukkan tiada
perubahan signifikan dalam sikap, kepercayaan, penglibatan dan niat membeli
responden terhadap kesemua iklan yang digunapakai dalam kajian ini. Berdasarkan
pemerhatian keseluruhan, dapat disimpulkan bahawa keberkesanan simbol Islam
diletakkan dalam iklan TV tidak mencukupi untuk memberi kesan dalam merubah
sikap, kepercayaan, tahap penglibatan dan niat membeli responden. Perubahan pada
sikap responden terhadap iklan bank HSBC Amanah yang direkodkan dalam
eksperimen pertama adalah lebih dipengaruhi oleh dimensi emosi yang terdapat dalam
jalan cerita iklan tersebut.

Hasil kajian ini menunjukkan bahawa peletak kan simbol Islam dalam iklan TV perlu
lebih menonjol. Berdasarkan kajian lepas menunjukkan bahawa penggunaan simbol-
simbol Islam dalam iklan boleh mempengaruhi pengguna. Namun begitu iklan TV di
Malaysia yang mempamerkan simbol Islam tidak begitu memberi kesan kerana faktor
saiz simbol, dan juga tempoh simbol itu ditonjolkan semasa iklan. Oleh itu,
dicadangkan bahawa pada masa akan datang, penggunaan simbol-simbol Islam dalam
iklan harus lebih menonjol dalam usaha untuk menarik perhatian pengguna
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CHAPTER 1

INTRODUCTION

This chapter covers several aspects starting with the background of the study. This
chapter also explains and analyzes the research problems where it then leads to the
development of the research questions and research objectives. This chapter also
includes the significance of the study, scope and the limitation of the study and last but
not least, the definition of concepts on the variables.

1.1 Background of study

Islam has been one of the growing religions globally. According to Kathryn & Petras,
(1996), the fastest growing religion nowdays is Islam, as cited in “The Handbook for
Citizen of The Earth: World Access”. The same handbook also stated that Islam stood
second after Christianity, with 17.1 percent of the world population. Based on The Pew
Report (2009), there were about 1.57 billion Muslims of all ages living in more than
200 countries in the world. Based on Temporal (2011), it was predicted that these
figures would increase in the future. Muslim population has been forecast to grow
approximately twice the rate of non-Muslim population globally over the next two
decades (Temporal, 2011).

Due to this rapid growth, there is no doubt that Muslim consumers represent some of
the top global marketing opportunities in the future (Temporal, 2011). Muslim
consumers in the countries such as Egypt, Iran, India, Malaysia, Morocco, Saudi
Arabia, and South Africa, show great purchasing power (Haque, Ahmed, & Jahan,
2010). Moreover, Halal Journal (2008), estimated that purchasing power among
Muslim population around the world was USD 2.7 trillion

Based on Saeed, Ahmed, & Mukhtar, (2001) there are five factors that show the
importance of Islamic religious perspective in the global markets, which are:
1) Islam provides framework that shapes the moral and ethical behavior of

all Muslims,

2) Some of the most affluent consumers in the world come from Muslim
countries,

3) Foreign investments in Islamic countries showed increments in recent
years,

4) High force towards the formation of Islamic trading block,
5) The push towards better Islamization in certain countries.

Therefore, companies wanting to market their product need to understand and
appreciate the unique needs of Muslims before entering the markets in certain
countries, especially where the majority of the populations are Muslims, such as
Indonesia, Saudi Arabia, The Emirates, Malaysia, etc. Extra attention is needed for the
marketers to understand the role of the religion in the market, particularly in marketing
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activities since religion is essential to a culture (Cornwell et al., 2005). Fam et al (2004)
mentioned that religion plays an important role among consumers whereby it influences
the manner consumers utilize certain products and services. Companies that fail to do
so, often offend the consumers by not understanding the sensitivity of the religion.
Added to this, Rice & Al-Mossawi (2002) suggested that due to this rapid development
of Islam, particularly in business, the effectiveness of some communication strategies
in marketing might have been influenced by the religion which targeted the Muslims
consumers.

Although the number of Muslims who participate in the global marketplace is
increasing, there is still the trend of strong religious conservatism and commitment
among them (Rice, Al-Mossawi, 2002). This leads to the understanding on religiosity
among the consumers where Weaver & Agle (2002) stated that religiosity has a huge
impact on consumers’ behavior and attitude. Religiosity means the level of devoutness
of an individual towards his or her religion. Conrad (2004) classified religiosity as a
faith with God and promise to pursue a philosophy is set by God which, according to
Weaver & Agle (2002) will have a strong impact on consumers’ behavior and attitude
of a person.

Islam and the fast growth of Muslim population has been the subject of studies in
different aspects, mostly in marketing. The dynamic of Muslim population today, leads
to variation of the Muslim markets. The segmentation of Islamic market helps
companies to understand Muslim markets and Muslim consumers’ behavior. J. Walter
Thompson has carried out a few studies concerning Muslim populations in the United
Kingdom, the United State of America and the Eastern Hemisphere (Asia, the Middle
East & North Africa), whereby the findings of these studies tell us how Muslims are
segmented for branding and marketing purposes (Temporal, 2011). He stated that there
are five segments of Muslim populations that have been identified. They are religious
conservatives, pragmatic strivers, extreme liberals, new age Muslims and social
conformists. All these five segments show how Muslim population feels about
progression of their society versus adhering to the society norms and the impact of
religion level (high or low) towards their personal choice (Temporal, 2011).

More recent studies by Ogilvy & Mather Worldwide has created a special practice that
is called “Ogilvy Noor” in which the findings emerged from four majority Muslim
markets, namely Saudi Arabia, Egypt, Pakistan and Malaysia. In their research, Muslim
consumers have been segmented into two macro groups, i.e. traditional and liberal. The
two macro-groups have been cohering from six different segments that represent
statement about role of faith. One of the macro-groups is “traditional”, which are more
strongly aligned with the shariah values of tolerance and compassion, and the other
group is “futurists” whereby they mostly represent the younger generation and are more
individualistic.

The knowledge of these segmentations have been used by the marketers to help them in
reaching the various segments of Muslim population when they plan their marketing
strategies. In addition, although they are only a moderate number of well-educated and
enlightened Muslims who will be more likely to respond to media advertising and
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promotion, marketers should have full awareness in delivering their message
(Temporal, 2011). It is important for marketers to avoid offensive massage with
insensitive phrases or advertising assumptions at any degree of religiosity among them.
In 1996, Nike, which specialized in sports apparels committed an error when it
released a pair of athletic shoes with the logo on the sole, which the Muslims believed
and claimed to resemble the word “Allah” written in Arabic. Due to this “incident”,
Nike had recalled 800,000 pairs of shoes globally and whether or not that design was
intentional, Nike had learned a notable experience with the Muslims community.
“Colgate’s”, which has been a household name for toothpaste in Malaysia, faced a
problem when the Muslims raised the question about “Halal” products. In 2007,
Colgate has been regarded as offering “non-Halal” toothpaste simply because the
products did not carry the “Halal” logo. However to use the logo they have to obtain
the certification from JAKIM, a government department tasked with some Islamic
matters, including the approval of “Halal” certification in Malaysia. This resulted in a
drop in sales of Colgate’s toothpaste by Malaysian Muslims. However, after receiving
the Halal certificate, Colgate made few changes in their advertisements and packaging
whereby they display the “Halal” logo conspicuously, until now.

Hence, all these developments can be considered as a turning point for all companies to
realize that religion plays such a significant role in influencing consumers’ attitudes
and behavior (Shaari & Arifin, 2010). This happened due to the nature of human
beings, whereby their religion plays a major role in shaping the behavior and attitudes
of individuals (Arnould, Price & Zikhan, 2004). Consumers’ purchase intents differ
based on their points of view and levels of religiosity. Therefore, companies and
organizations needs to find ways and means to convey a “clear message” to their target
consumers that their products comply with the shariah law.

Companies in Malaysia have taken an extra step to capture the Muslim market when
they provide reassurance that their products, which are not only limited to “food items”
are Halal or permissible under Islamic law by having the products officially certified
(Gooch, 2010). The use of Halal certification and logos is the way marketers and
manufacturers inform the consumers, particularly Muslim consumers that their
products are Halal and Shariah-complaint (Abdul Aziz & Vui, 2012). Generally in
Malaysia, halal logo and certification system are used to guide Malay Muslim
consumers in making decisions when purchasing certain products in the market without
any hesitation and reservation (Mohd Rizal Razali, Suzzaini Abdullah, & Rushami Zien
Yusoff, 2012). Jumaaton Azmi, Managing Director of Kaseh Dia Sdn.Bhd, who cited
in Islam Online.net in 2005 said, “issues regarding halal has become a territory in
business and trade which does not only relate purely to religious issues.” She also said
that Halal has turned into a universal symbol used globally in representing declaration
and lifestyle.

Understanding the Muslim market is not limited by just placing symbols or displaying
certificates. Unilever took a different approach whereby they tried to understand the
needs and requirements of Muslim consumers and undertook a research on Muslim
women who wear head-scarves. Feedbacks from the research showed that Muslim
women who wear head-scarves have “oily scalp” problems. Based on their research,
Unilever produced a conditioner, specially targeting Muslim women who wear head-
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scarves. They also hired a Muslim woman who wears a head-scarf to become the main
cast in the commercial. Focusing on religion and targeting the Muslims, would benefit
marketers or advertising producers who venture in Muslim markets by giving them
understanding towards Muslim values (Rice & Al-Mossawi, 2002).

In view of this, the need to develop more researches in understanding the impact of
Islam in marketing strategies must not be under-estimated. This topic of research is
important to countries like Malaysia, where Muslims are the dominant group which
constitutes approximately 60.4% of the population. (Aziz & Vui, 2012). Therefore, the
role of Multinational Corporations (MNCs) in today’s global economy has increased
and that makes it necessary for them to appreciate the dynamics of the Islamic
perspective and to better understand the mindset of Muslim consumers (Saeed,
Ahmed, & Mukhtar, 2001).

1.2 Research Problems

Religion plays an important role in our daily life whereby it shapes human behavior
(Arnold et al. 2004), knowledge (Ateeg-ur-rehman & Shabbie, 2010) and attitudes
(Arnold et al. 2004; Ateeq-ur-rehman & Shabbie, 2010). Religion affects consumers in
various ways, whereby the differences in religious affiliations influence people’s lives,
how they live, making choices, what to eat and with whom they associate with (Fam,
Waller, & Erdogan, 2004).

Saeed, Ahmed, & Mukhtar (2001) mentioned that there was a lack of published Islamic
perspective literature on various aspects in business fields which include marketing.
Sandikci & Ger (2011) discussed scholarship on Islam and marketing and referred it as
an omission, which means the lack of interest towards Muslims as consumers. The
omission was partially related to the marginalization of Muslims who have been
viewed as the low-income and uneducated people that did not constitute a significant
market for branded products. Based on this statement, Muslims were categorized
similar to the world’s poor, or what Prahalad (2004) mentioned in (Sandikci & Ger,
2011) labeled Muslims as the “bottom-of-the-pyramid”.

Although these religious commitments and individuals’ beliefs influenced the feelings
and attitudes of people’s consumption (Jamal, 2003), there were little research being
conducted in exploring the relationship between religions, specifically Islam, towards
advertising. Religion is viewed as a powerful moderator in decoding the advertising
messages (Michell & Al-Mossawi 1995) which later helped consumers in defining
what is proper and fitting, and has frequently prohibited the use of certain appeals (Rice
& Al-Mossawi (2002). Research by Keenan & Shoreh (2000) in Saudi Arabia has
shown that over 70% of Muslim respondents view advertising as a threat to Islamic
culture where their research findings show that the Muslims think that advertisements
ignore Arabic history and customs and presence western values. However, the Quran
does not prohibit advertising that is used to promote products, services and faith (Rice,
Al-Mossawi, 2002).



Advertising is a communication channel from an identified sponsor using mass media
in order to persuade audience. Every firm has its own objective(s) in creating an
advertisement and to achieve it, the advertisement must be expressed well from
planning, creation and execution. Many researches have been conducted to understand
the relationship between attitude towards advertising and it has been the focus of
attention for a long time (Tsang et al, 2004). There are also researches that discuss the
determinants of consumers’ attitude towards advertising such as product information
(Petrovici et al, 2007) and credibility (Wang et al, 2009).

Although religiosity of consumers have become a vital factor in determining marketing
strategy especially in advertisement (Froehle, 1994), there is little research conducted
to understand the relationship between religions as the determinants of consumers’
attitudes towards advertising. Most researches conducted on Muslim consumers’
behavior focused more on religiosity and its effects towards consumers’ behavior
(Nazlida & Mizerski 2010). Those research findings may not fully explain the intent of
Muslim consumers’ behavior towards Islamic labels or symbols in products as
marketing tools.

Naseri & Tamam ( 2012) stated that the use of cues and symbols acts as an instrument
which will remind the consumers of their cultural values’ affiliations. Consumers will
be influenced by certain symbols or cues that are close to their values or way of life.
Using certain symbols in advertisements will unconsciously encourage the processing
of information which generates a favorable feeling (Naseri & Tamam, 2012) which
may lead to a change of attitude.

Elaboration Likelihood Model (ELM) is the best tool in discussing persuasion process
which leads to attiude change. ELM introduces two distinct routes to the attitude
change (Petty & Cacioppo 1986). The first route is called “central route” whereby
persuasion process is involved when elaboration is high. The second route is called
“peripheral route”, whereby, the persuasion process is involved when elaboration is
low (O'Keefe, 2008). ELM also predicted that the effect of persuasive messages relies
on people’s involvement. If they are less involved in the process, then they would be
strongly affected by the simple cues from the advertisement such as the presenter’s
attractiveness or expertise. Petty, Cacioppo, & Schumann, (1983) explained that, under
high involvement condition, people are required to evaluate the issue-relevent
arguments and their attitudes change due to the information process activity. Low
involvement condition needs information—processing activities where attitude change
is due to a simple acceptance or rejection of cues in the persuasion context. Advertisers
have been using cues or symbols extensively to solve the high involvement process in
decision making.

However, based on other research and reviews suggest, the use of western antecedents
such as celebrity spokesperson has so far being seen in advertisements to solve the high
involvement process. Sunsilk’s conditioner was the first advertisement in Malaysia to
use Islamic symbol, whereby a young woman was the main cast and there was not a
strain of hair in sight. Her hair was completely covered by the hijab or the headscarf
worn by Muslim women. Are those cues or symbols able to affect consumer’s attitude

5



and increasing the involvement and trust towards the advertisements and does it affect
consumers to purchase the product? Can Islamic symbols or antecedents be applied
from the ELM perspective whereby it can be predicted to affect consumers’ attitude
towards the advertisements? Empirical evidence is needed to confirm the effectiveness
of Islamic symbols used in advertisements in creating the intent to purchase among
consumers.

Therefore, the issue that needs to be addressed in this study, whether those Islamic
symbols or cues used in the advertisements nowadays are adequate to carry the concept
of Islamic advertisements, or are they used just because the advertisers “feel” that they
should be there. Therefore, based on the prediction of the ELM, the general hypothesis
that needs to be tested in this study is whether the strength of Islamic symbols or cues
exposed in the advertisements, will affect consumers’ attitude towards the
advertisements.

1.2 Research Questions

This study seeks to answer the following research questions:
i) How TV advertisements with Islamic symbols affect viewers
i) How TV advertisements with Islamic symbols affect viewers trust
iii) How TV advertisements with Islamic symbols affect viewers
involvement towards the advertisements.
iv) How TV advertisements with Islamic symbols affect viewers
purchase intent towards the products.

1.3 Research Objective
1.4.1 General research objective

This research aims to determine the effectiveness of Islamic symbols in TV
advertisements in reaching organizational clients.

1.4.2 Specific research objectives

The specific objectives of this study are:-

1) To determine the effectiveness of Islamic symbols used in TV advertisements
towards influencing attitude towards the TV advertisement.

2) To determine the effectiveness of Islamic symbols used in TV advertisements
towards influencing trust towards the TV advertisement.

3) To determine the effectiveness of Islamic symbols used in TV advertisements
towards influencing involvement towards the TV advertisement.

4) To determine the effectiveness of Islamic symbols used in TV advertisements
towards influencing purchase intent towards the products advertised.



1.4 Significance of the study

From a theoretical perspective, this research will explain the Elaboration Likelihood
Model (ELM) from the perspective of Islamic representation in advertisements.
Although there are many books and studies which discuss the ELM, this research tries
to incorporate the ELM with Islamic representation. The findings of this study will
extend the knowledge of ELM and it is hoped that it can serve as guidance for future
researches.

From the methodology perspective, this research will contribute knowledge on
experimental approach. Although there were many researches on advertisement but
there are only few utilizing an experimental approach. Therefore, this study helps in
providing more practical knowledge on how to conduct advertising research using an
experimental approach.

From the practical perspective, the use of experiment approach can provide empirical
evidence in defining attitude and purchase intent among consumers, which can be
attributed to the knowledge of the effectiveness of Islamic representation in
advertisements. This study will also be able to contribute additional information for
marketers and advertisers about consumers’ attitude towards Islamic representation in
advertisements which will later come in handy in advertisement’s process stage.

1.5 Scope and limitation

The scopes of this study mainly focuses on the effect of Islamic symbols in TV
advertisements towards these three variables which is attitude, trust, involvement and
also purchase intention. Although there are other elements that might be applicable, this
study only focused on the involvement and trust elements in discussing the effects of
Islamic representation towards consumers’ attitudes and purchase intent.

This study also focuses mainly on Islamic symbols but not on the religious aspect.
Although Islamic symbols and religious aspect is somewhat related, this study seek to
explore the effect of the presence of Islamic symbols in TV advertisement rather than
the religious aspect. Therefore, the respondents for this study did not limited to only
Muslims.

There are few limitations which have been identified in this study. Firstly, the number
of respondents involved in the experiment was rather small and merely constitute
graduate students of the Faculty of Modern Language and Communications,
Universiti Putra Malaysia (UPM) and undergraduates who enroll in public speaking
course offered by Faculty of Modern Language and Communications, Universiti Putra
Malaysia (UPM). Secondly, the advertising medium used is only limited to TV whereas
there are other media such as the radio and the print media such as the newspapers,
magazines, billboards, etc.



In future researches, it is suggested that the number of respondents be increased and
they represent a wider representation of the population. Researchers may also consider
exploring on other elements that can help explain the consumers’ attitudes. The use of
other media of advertising may give extra knowledge in understanding the unique
relationship between consumers’ attitude towards Islamic representation and the
purchase intent.

1.7 Definition of concepts

1.7.1 Attitude

In this research, attitude is the individual’s enduring evaluation towards TV
advertisement with Islamic symbols. The evaluation made by the individual would
either be favourable or unfavourable. The change on individual attitude towards the
TV advertisement with Islamic symbols will lead to changes in individual purchase
intent.

1.7.2 Involvement

In this research, level of involvement towards Islamic symbols that were shown in the
TV advertisements would affect the individual in their decision making and attitudes.
The level of involvement was divided into “high” involvement and “low” involvement.
Whether the level of involvement was high or low, will depend on the individual’s
level of cognitive process or consideration towards the information or cues.

1.7.3 Trust

Trust is the individual’s expectation. This expectation is dependent on the individual’s
confidence and acceptance whereby, in this research, towards the Islamic symbols
shown in the TV advertisements. The individual’s trust towards the Islamic symbols
would therefore reflect his or her attitude towards the advertisement.

1.7.4 Purchase intent

In this research, purchase intent is viewed as the consumer’s intent, whether or not to
purchase certain product. Consumers’ purchase intent are constructed by their attitude
and assessment towards certain cues or images about the product. Purchase intent is
developed by consumer attitude and assessment towards certain products that include
Islamic symbols in their TV advertisements.



REFERENCES

Aaker, D. A.,, & Douglas M. S. (1990). Measuring audience perceptions of
commercials and relating them to ad Impact. Journal of Advertising
Research. 7-17.

Abdullah, N. 1., & Dusuki, A. W. (2006). Customers' perception of Islamic hire-
purchase facility in Malaysia : An empirical analysis. [IUM Journal of
Economic and Management, Vol 14(2), 177-204.

Ackermann, P., & Jacobs, E. (2008). Developing banking products for Islamic
corporate client. Southern African Business Review, 67-88.

Ahmad, H., Shah, I. A., & Ahmad, K. (2010). Factors in enviromental advertising
influencing consumer's purchase intention. European Journal of Science
Research, 217-226.

Ahmad, S. (2007). Critical thoughts on islam, rights and freedom in Malaysia.
Selangor, Malaysia: Strategic Information and Research Development
Centre.

Ahmad, W., & Mahmood, Z. (2011). An experimental study to evaluate the
effectiveness of cooperatibe learning versus traditional learning method.
International Journal of Marketing Studies Vol 3 (2), 32 - 52.

Ahmed, A. S. (1999). Islam today : a short introduction to the muslim world. London,
New York: |.B. Tauris Publishers.

Akhtar, M. R. (1996). Towards an Islamic approach for enviromental balance. Islamic
Economic Studies, 58-75.

Akhter, W., Abassi, A. S., & Umar, S. (2011). Ethical issues in advertising in Pakistan
. an Islamic perspective. Worlds Applied Science Journal 13 (3), 444-452.

Alam, S. S., Mohd, R., & Hisham, B. (2011). Is Religiosity an important determinant
on Muslim consumer behavior in Malaysia. Journal of Islamic Marketing,
83-96.

Al-Makaty, S., Van, T. G., Whitlow, S., & Boyd, D. (1996). Attitude towards
advertising in Islam. Journal od Advertising Research, 16-26.

Andrews, J., Durvasula, S., & Akhter , S. (1990). A framework for conceptualizing
and measuring the involvement construct in advertising research. Journal of
Advertisisng Vol 19 (4), 27 - 40.

Andrews, J., Durvasula, S., & Akhter, S. (1990). A Framework for conceptualizing
and measuring the involvement construct in advertising research. Journal of
Advertising Vol 19 (4), 27 - 40.

Anthony M. G., & Michael L. R. (2000). Research method: A process of inquiry .
United States of America: Allyn & Bacon.

70



Antil, J. H. (1984). Conceptualization and operationalization of involvement. In T. C.
Kinnear, Advance in Consumer Research 11 (pp. 203 - 209). Provo, Utah:
Association for Consumer Research.

Arham, M. (2010). Islamic perspective on marketing. Journal of Islamic Marketing,
149-164.

Ashaduzzaman, M., & Asif-Ur-Rahman, S. (2011). Impact of television
advertisements on buying pattern of women in Dhaka City. European
Journal of Business and Management Vol 3, No.3, 16-28.

Azaze-Azizi, A., & Jun, K. H. (2013). Antecedents of brand recall and brand attitude
towards purchase intention in advergames. European Journal of Business
and Management, Vol 5(18), 58-67.

Aziz, A. Y. & Vui, C. N. (2012). The role of Halal awareness and Halal certification
in influencing Non-Muslims’ purchasing intention. Paper presented at 3rd
International Conference on Business and Economic Research (3rd ICBER
2012) Proceeding, 1819-1830

Bakar, A., Lee, R., & Rungie, C. (2013). The effects of religious symbols in product
packaging on Muslim consumer responses. Austrailan Marketing Journal,
198-204.

Bari, A., & Abbas, R. (2011). Advertisement & Islam : A Muslim world perspective.
Australian Journal of Business and Management Research Vol 1(6), 152-
157.

Behravan, N., Jamalzadeh, M., & Masoudi, R. (2012). A review study of developing
an advertising strategy for westerner's companies among Middle East
countries : The Islamic perspetive. Information Management and Business
Review, Vol 4(3), 107-113.

Bemmaor, A. (1995). Predicting behavior from intention-to-buy measures: The
parametric case. Journal of Marketing Research, Vol: XXXII, 176 -191.

Benn, T., Dagkas, S., & Jawa, H. (2011). Embodied faith : Islam, religious freedom
and educational practise in physical education. Sport, Education and Society
Vol 16(1), 17-34.

Braun , K. A. (1999). Post experience advertising effect on consumer memory. The
Journal of Consumer Research, Vol 25(4), 319-334.

Braun, K., Ellis, R., & Loftus, E. (2002). Make my memory: How advertising can
change our memories of the past. Psychology & Makrting Vol.19 (1), 1-23.

Brennan, M., Rae, N., & Parackal, M. (1999). Survey-based experimental research via
the web: Some observations. Marketing Bulleting, 83-92.

Butt, M. M., & De Run, E. C. (2012). Can ethnically targeted advertising work for
malay adolecent?: The moderating role of the strength of ethnic identity.
Asian Academy of Management Journal, Vol.17 (1), 13-39.

71



Chachi, A. (2005). Origin and development of commercial and Islamic banking
operations. Islamic Economics 18(2), 3-25.

Chi, H., Yeh, H. R., & Tsai, Y. C. (2011). The influence of perceived value on
consumer purchase intention: The moderating effect of advertisisng endorser.
Journal of International Managgement Studies 6(1), 92-97.

Chittithaworn, C., Islam, M., & Thooksoon, O. (2011). Belief dimension and viewer's
attitude towards tv advertising in Thailand. International Journal of
Marketing Studies Vol 3(1), 95-102.

Choi, S. M., & Salmon, C. (2003). The Elaboration Likelihood Model of persuasion
after two decades : a review of criticsms and contributions. The Kentucky
Journal of Communication, 47-77.

Cline, T., Altsech, M., & Kellaris , J. (2003). When Does humor enhance or inhibit ad
responses? the moderating role of the need for humor. Journal of
Advertising, Vol 32 (3), 31-45.

Cornwell, B., Cui, C. C., Mitchell, V., Schlegelmilch, B., Dzulkiflee, A., & Chan, J.
(2005). A cross-cultural study of the role of religion in consumers' ethical
positions. International Marketing Review, Vol 22(5), 531-546.

Daneshvary, R., & Schwer, R. (2000). The Association endorsement and consumers'
intention to purchase. Journal of Consumer Marketing, 203-213.

Darley, W., & Smith, R. (1993). Advertising claim objectivity: Antecedents and
effects. Journal of Marketing, Vol 57 (4), 100-113.

Davis, J. J. (2012). Advertising Research: Theory and Practice. New Jersey: Prentice
Hall.

De Run, E. C., Butt, M., Fam, K. S., & Jong, H. Y. (2010). Attitude Towards
offensive advertising : Malaysian Muslims' views. Journal of Islmic
Marketing Vol 1(1), 25-36.

Deutsken, E., Ruyter, K. D., Wetzels, M., & Oosterveld, P. (2004). Response rate and
response quality of internet-based surveys: An experimental study.
Marketing Letters 15:1 , 21-36.

Dimitrov, D., & Rumrill, P. J. (2003). Pretest-posttest design and measurement of
change. Work, 159-165.

Dotson, M., & Hyatt, E. (2000). Religious symbols as peripheral cues in advertising: a
replication of the Elaboration Likelihood Model. Journal of Business
Research, 63-68.

Duduki, A. W., & Abdullah, N. I. (2007). Why do Malaysian customers patronise

Islamic banks?. International Journal of Bank Marketing Vol 25 (3) , 142-
160.

72



Erdogan, B. (1999). Celebrity endorsement: A literature review. Journal of Marketing
Management, Vol 15(4), 291-314.

Erol, C., & EI-Bdour, R. (1989). Attitudes, behaviour and patronage factors of bank
customers towards Islamic banks. International Journal of Bank Marketing,
Vol. 7,31 -37.

Ertike, A. (2011). 17-25 Year old turkish college students' attitude towards TV
advertisements. International Journal of Business and Social Science Vol 2,
No 3, 201 - 203.

Fam, K. S., Waller, D., & Erdogan, B. (2004). The influence of religion on attitudes
towards the advertising of controversial products. European Journal of
Marketing, 537-555.

Fam, K.-S., & Waller, D. (2006). Identifiying likeable attributes: A qualitative study
of television advertisements in asia. Qualitative Market Research : An
International Journal, 38 - 50.

Feiz, D., Fakharyan, M., Jalilvand, M., & Hashemi, M. (2013). Examining the efect of
TV advertising appeals on brand attitudes and advertising efforts in Iran.
Journal of Islamic Marketing Vol 4 (1), 101-125.

Fiacher, J. (2012). Branding Halal : A photographic essay on global Muslim markets.
Anthropology Today, Vol 28(4), 18-21.

Frith, K. (2009). Advertising and the homogenization of cultures : Perspectives from
ASEAN. Asian Journal of Communication, Vol 13 (1), 37 - 54.

Gardner, M. P., Mitchell, A., & Russo, J. (1985). Low involvement strategies for
processing advertisements. Journal of advertising, 4-12.

Gayatri, G., Hume, M., & Mort, G. S. (2011). The role of Islamic culture in service
quality research. Asian Journal on Quality, 35-53.

Gazley, A., Krisjanous, J., Fam, K.S., & Grohs, R. (2012). Like it or not : Differences
in advertising likeability and disability within Asia. Asian Pacific Journal of
Marketing and Logistic Vol 23(1), 23-40.

Ghadelehbashi, S., Asadollahi, A., & Nikfar, F. (2011). Acquaintance with all type of
involvement in consumer behavior. Interdisciplinary of Journal of
Contemporary Research Business 3(5), 493-507.

Gibbs, P., & Ilkan, M. (2008). The Ethics of marketing in Islamic and Christian
communities: Insights for global marketing. Cross Cultural Management,
162-175.

Grazer, W., & Keesling, G. (1995). The effect of print advertisisng's use of sexual
themes on brand recall and purchase intention : A product specific
investigation of male responses. Journal of Applied Business Research Vol
11 (3), 47-57.

73



Greenwald, A. G., & Leavitt, C. (1984). Audiance involvement in advertising : Four
levels. The Journal of Consumer Research, Vol 11, 581-592.

Ha, Y., & Lennon , S. (2010). Effect of site design on consumer emotions: Role of
product involvement. Journal of Research in Interactive Marketing Vol 4(2),
80 - 96.

Hakim, S. A., Bhatti, O. K., & Al-Jubari, I. (2011). Advertising of Islamic banking
products. Annals of Management Research, Vol 1(2), 60-70.

Hanzee, K. H., & Ramezani, M. R. (2011). Intention to Halal products in the world
markets. Interdisciplinary Journal of Research in Business, 01-07.

Haque, A., Ahmed, K., & Jahan, S. (2010). Shariah observation : Advertising practie
of Bank Muamalat in Malaysia. Journal of Islamic Marketing Vol (1), 70-77.

Haque, A., Al Mahmud, S., Tarofder, A., & Ismail, A. (2007). Internet advertisement
in malaysia : A study of attitudinal differences. The Electronic Journal on
Information System in Developing Countries Vol 31 (9), 1-15.

Harris, J., Bargh, J., & Brownell, K. (2009). Priming effect of television food
advertising in eating behavior. Health Psychology Vol 28(4), 404 - 413.

Hashim, A. (2010). Print advertisements in Malaysia. Worls Englishes Vol 29(3), 378-
393.

Hassan, A., Chachi, A., & Latiff, S. (2008). Islamic marketing ethinic and its impact
on customer satisfaction in the Islamic banking industry. Islamic Economic
Vol21 (1), 27-46.

Hasan, H. (2007). Iklan siber dan perancangan media dalam komunikasi pemasaran
bersepadu: Satu kajian faktor mempengaruhi tingkah laku pembelian melalui
iklan siber. Unpublished doctoral dissertation, Univerisiti Kebangsaan
Malaysia, Bangi, Malaysia

Heath, R., & Nairn, A. (2005). Measuring affective advertising : Implication of low
attention processing on recall. United Kingdom: University of Bath, School
of Management.

Henley Jr., W., Philhours, M., Ranaganathan, S. K., & Bush, A. (2009). The effect of
symbol product relebance and religiosity on consumer perception of
Christian symbols in advertising. Journal of Current Issues and Research in
Advertising Vol 31 (1), 89-103.

Herbst, K., Finkel, E., Allan, D., & Fitzsimons, G. (2012). On The dangers of pulling
a fast one: Advertisement disclaimer speed, brand, trust, and purchase
intention. Journal of Consumer Research, Vol 38(5), 909-919.

Hj.Ishak, M., & Abdullah, O. C. (2012). Islamic perspective on marketing mix.
European Journal of Scientific Research, 214-220.

74



Homer, P., & Kahle , L. (1990). Source expertise , time of source identification, and
involvement in persuasion: An elaborative processing perspective. Journal of
Advertising Vol 19 (1), 30-39.

Houston , M., Childers, T., & Heckler, S. (1987). Picture-word consistency and the
elaborative processing of advertisements. Journal of Marketing Research,
359-369.

Hultsch, D., MacDonald, S., Hunter, M. A., Maitland, S. B., & Dixin, R. A. (2002).
Sampling and generalisability in developmental research: Comparison of
random and convenience sample of older adults. International Journal of
Behavioral Development, 345-359.

Jamalzadeh, M., Behravan, N., & Masoudi, R. (2012). An empirical study of email-
based advertisement and its influence on consumers' attitude. International
Review of Management and Marketing Vol2, No 3, 130-138.

Joel J. D. (1997). Advertising Research : Theory and Practice. New Jersey: Prentice-
Hall.Inc.

Johar, G. V. (1995). Consumer involvement and deception from implied advertising
claims. Journal of Marketing Research, 267-279.

John O'shaughnessy, & Nicholas jackson O'Shaughnessy. (2004). Persuasion in
Advertising. New York: Routledge.

Karim, J. A., Rahman, S. A., & Ariffin, Z. Z. (2011). Do Muslim Purchase Muslim
products? Muslim Centric Ness: An exploratory study. International
Conference on E-Business, Management and Economics, Vol 25, 60-65.

Khiabany, G. (2003). De-Westernizing media theory, or reverse orientalism: 'Islamic
communication' as theorized by Hamis Mowla. Media, Culture & Society Vol
25, 415-422.

Khorvash, M., Iravani, M., & Mosavi, S. E. (2012). Evaluation of role of emotional
types on decision making towards advertising among students in Malaysia.
Journal of Basic and Applied Scientific Research, 6139-6142.

Khrain, H. S. (2012). Jordanian male consumers' attitude towards using women in
advertisement. International Journal of Business and Social Science Vol 3,
No 2, 182 -192.

Kim, H.-S., Damhorst, M. L., & Lee, K.-H. (2002). Apparel Involvement and
advertisement processing: A Model. Journal of Fashion Marketing and
Management, Vol 6(3), 277-302.

Kim S.F., Waller, D. S., & Erdogan, B.Z. (2004). The influence of religion on
attitudes towards the advertising controversial products. European Journal of
Marketing, 537-555.

Kyle, G., Absher, J., Norman , W., Hammitt, W., & Jodice, L. (2007). A modified
involvement scale. Leisure Studies, 399-427.

75



Lada, S., Tanakinjal, G. H., & Amin, H. (2009). Predicting intention to choose Halal
products using theory of reasoned action. International Journal of Islamic
and Mlddle Eastern Finance and Management, 66-76.

Laurent, G., & Kapferer, J.-N. (1985). Measuring consumer involvement profiles.
Journal of Marketing Research, 41-53.

Levy, S. (2010). ITV viewers' attitudes towards ITV advertising and their influence on
interactive behavior. Innovative Marketing, 82-90.

Li, F., & Miniard, P. (2006). On the potential for advertising to facilitate trust in the
advertised brand. Journal of Advertising, 101-112.

Ling, K. C., Piew, T. H., & Chai, L. T. (2010). The determinants of consumers'
attitude towards advertising. Canasian Social Science Vol.6 (4), 114-126.

Loken, B., & Howard-Pitney, B. (1988). Effectiveness of Cigarrette Advertisements
on Women : An Experimental Study. Journal of Applied Psychology, 378-
382.

Lukens-Bull, R., Pandich, A., & Woods, J. (2012). Islamization as part of
globalization : Some Southeast Asian examples. Journal of International and
Global Studies Vol. 3 Issue 2, 32 - 46.

Lumpkins, C. (2010). Sacred symbols as a peripheral cue in health advertisements :
An Assessment of using religion to appeal to african american women about
breast cancer screening. Journal of Media and Religion, 181-201.

Lutz, R. J. (1986). Affective and cognitive antecedents of attitude towards the Ad : A
conceptual framework. In L. Allowed, & A. Mitchell, Psychological Prosess
and Advertising Effect: Theory, Research, and Applications. Hillsdale, NJ:
Lawrance Erlbaum Associates.

Macdonald, M. (2006). Muslim women and the veil. Feminist Media Studies, Vol
6(1), 7-23.

Mackenzie, S., Lutz, R., & Belch, G. (1986). The role of attitude towards the Ad as a
mediator of advertising effectiveness : A test of competing explanation.
Journal of Marketing Research, 130-143.

Mahajar, A., & Mohd Yunus, J. (2011). The effectiveness of the promotional tools in
creating awareness towards customers of Islamic Banking in Malaysia.
Problems and Perspective in Management, 32-38.

Mastro, D., & Stern, S. (2003). Representations of race in television commersials: A
content analaysis of prime-time advertising. Journal of Broadcasting &
Electronic Media, 638-647.

Md Husin, M., & Rahman, A. (2013). What drives consumers to participate into

Family Takaful Schemes? A literature review. Journal if Islamic Marketing
Vol 4(3), 264-280.

76



Mehta, A. (1999). Celebrities in Advertising. In J. P. Jones, The Advertising Business
(pp. 193-208). New Delhi: SAGE Publications.

Metwally, M. (1997). Economic Consequences of Applying Islamic Principles in
Muslim Societies. International Jounal of Social Economic, 24(7), 941-957.

Michaelidou, N., & Dibb, S. (2008). Consumer involvement : A new perspective.
Marketing Research, 83-99.

Mohamad , A., & Hassan, H. (2011). The influence of Halal integrity on product
adaptation strategy for global trade. International Business Management,
5(6), 421-426.

Mohamed, Z., Rezai, G., Shamsudin, M. N., & F.C, E. C. (2008). Halal logo and
consumers' confidence: What are the important factors? Economic and
Techonology Management Review, 37-45.

Yatim, M. M. N., & Nasir, M. A. H. (2006). The Principles and Practise of Islamic
Banking & Financer 2nd Edition . Kuala Lumpur, Malaysia: Pearson
Malaysia Sdn. Bhd.

Mokhlis, S. (2009). Relevancy and measurement of religiosity. International Business
Research, 2(3), 75-84.

Mokhlis, S. (2009). Relevancy and measurement of religiosity in consumer behavior
research. International Business Research, 75-84.

Mostafa, M. (2001). An investigation of Egyptian consumers' attitudes towards ethical
issues in advertising. Journal of Promotion Management, Vol 17, 42-60.

Muammad, N., & Mizerski, D. (2010). The constructs mediating religions' influence
on buyers and consumers. Journal of Islaimc Marketing Vol 1 (2), 124-135.

Mustafa, H. (2010). Kaedah eksperimen dalam penyelidikan komunikasi di Malaysia :
Mengapa terus terpinggir? Malaysian Journal of Media Studies Vol 12(1),
77-90.

Nardella, C. (2012). Religious symbols in Italian advertising : Symbolic appropriation
and the management of consent. Journal of Contemporary Religion, 217-240.

Naseri, A., & Tamam, E. (2012). Impact of Islamic religious symbols in producing
favorable attitude toward advertisement. The Public Administration and
Social Policies Review, 61-77.

Naseri, A. (2012). Impact of Islamic Religious Symbols on Muslims Consumers
Perception of Advertisement. Unpublished doctoral dissertation, University
Putra Malaysia, Serdang, Malaysia.

Ohanian, R. (1991). The impact of celebrity spokespersons' perceived image on
consumers' intention to purchase. . Journal of Advertising Research, Vol
31(1), 46-54. .

77



Oriester, J., & Petty, R. (2003). The influence of spokesperson trustworthiness on
message elaboration, attitude strength, and advertising effectiveness. Journal
of Consumer Psychology 13(4) , 408 - 421.

Pamela M. Homer , & Lynn R. Kahle. (1990). Source expertise, time of source
identification, and involvement in persuasion: An elaborative processing
perspective. Journal of Advertising, vol 19, 30-39.

Petty, R., Cacioppo, J., & Schumann, D. (1983). Central and peripheral routes to
advertising effectiveness: The moderating role of involvement. Journal of
Consumer Research Vol 10 (2), 135 - 146.

Priester, J., & Petty, R. (2003). The influence of spokeperson trustworthiness on
message elaboration, attitude strength, and advertising effectiveness. Journal
of Consumer Psychology 13(4), 408-421.

Rahman, B. (2012). Framing of Pakistani Muslim women in international media:
Muslim feminist's perspective. American International Journal of
Contemporary Research Vol 2 (1), 106 - 113.

Rammal, H., & Zurbruegg, R. (2007). Awareness of Islamic banking product among
Muslims : The case of Australia. Journal of FInancial Services Marketing
Vol 12(1), 65-74.

Ranjbarian, B., Shekarchizade, Z., & Momeni, Z. (2010). Celebrity endorser influence
on attitude toward advertisements and brands. European Journal of Social
Sciences, Vol 13(3), 399-407.

Razalli, M., Abdullah, S., & Zien Yusoff, R. (2013). The influence of human factors
in Halal certification process on organizational performance. World Review
of Business Research, 3 (3), 157-166.

Rehman, A. U., & Shabbir, M. S. (2010). The Relationship between religiosity and
new product adoption. Journal of Islamic Marketing, 63-69.

Reinard, J. C. (1997). Introduction to Communication Research. United States of
America: McGraw-Hill.

Rezai, G., Mohamed, Z., & Shamsudin, M. (2012). Assessment of consumers'
confidence on Halal labelled manufactured food in Malaysia. Pertanika
Journal Social Science & Humanities, Vol 20(1), 33-42.

Rezai, G., Mohamed, Z., & Shamsudin, M. (2012). Non-Muslim consumers'
understanding of Halal principles in Malaysia. Journal of Islamic Marketing,
Vol 3 (1), 35-46.

Rice, G., & Al-Mossawi, M. (2002). The implication of Islamic for advertising

messages: The Middle Eastern contect . Journal of Euromarketing,
Vol.11(3).

78



Romani, S. (2006). Price misleading advertising: Effects on Trustworthiness toward
the source of information and willingness to buy. Journal of Product &
Brand Management, 130-138.

Rothschild , M., & Ray, M. (1974). Involvement and political advertising effect: An
exploratiry experiment. Communication Research Vol 1(3), 264 - 284.

Run, E. C. (2007). Ethnically Targeted advertising: Views of those not targeted. Asia
Pacific Journal of Marketing, 265-285.

Saadeghvaziri, F., & Seyedjavadain, S. (2011). Attitude towards advertising : Mobile
advertising vs advertising-in-general. European Journal of Economics,
FInance and Administrative Science, 104-114.

Saeed, M., Ahmed, Z. U., & Mukhtar, S. M. (2001). International marketing ethics
from an Islamic perspective: A value-maximization approach. Journal of
Business Ethics , 127-142.

Salimi, M. (2012). Sexy element in advertising and intention to buy among youngster
in Islamic countries like Malaysia. Report and Opinion, 1-7.

Sandikci, O. (2011). Researching Islamic marketing: Past and future perspectives.
Journal of Islamic Marketing, 246-258.

Sengupta, J., Goodstein, R. C., & Boninger, D. (1997). All Cues Are Not Created
Equal: Obtaining Low Involvement Attitude Persistence. Journal of
Marketing Research, 210 - 224.

Shaari, J., & Mohd Arifin, N. (2012). Dimension of Halal Purchase Intention : A
Preliminaru Study. International Review of Business Research Papers Vol
6(4), 444-456.

Sharma, S. & Sigh, R. (2006). Advertisisng Planning and Implementation. New Delhi:
Prentice Hall of India Private Limited.

Shavitt, S., Lowrey, P., & Haefner, J. (1998). Public attitudes towards advertising:
More favorable than you might think. Journal of Advertising Research, 7-22.

Shepard, W. (1987). Islami and ideology : Toward a typology. International Journal
Middle East Studies, 307-336.

Shirazi, F. (2001). The veil unveiled: The hijab in modern culture. The American
Journal of Islamic Social Science 19:4, 118-121.

Silk, A. J., & Vavra, T. G. (1974). The influence od advertising's affective qualities on
consumer response. In G. D. Hughes, & M. L. Ray, Buyer/ consumer
information prosessing (pp. 157 -186). Chapel Hill, NC: University of North
Carolina.

Soh, H. (2006). Measuring Trust in Advertising: Development and validation of the
ADTRUST Scale. Unpublished doctoral dissertation, University of Georgia,
Athens, Georgia

79



Solomon, M., & Rabolt, N. (2004). Consumer Behavior in Fashion. New Jersey:
Prantice Hall.

Srivastava, M., & kamdar, R. M. (2009). Brand image formation as a function of
involvement and familiiarity. Paradigm, 84 - 90.

Ssenyonjo, M. (2007). The Islamic veil and freedom of religion, the rights to
education and work: A survey of recent international and national cases.
Chinese Journal of International Law , 653-710.

Lada, S., Tanakinjal, G. H., & Amin, H. (2009). Predicting intention to choose Halal
products using theory of reasones action. International Journal of Islamic
and Middle Eastern Finance and Management, 66-76.

Harari, T. T., Wilzig, S. N. L., & Lampert, S. I. (2009). The importance of product
involvement for predicting advertising effectiveness among young people.
International Journal of Advertising, 203-229.

Tameme, M., & Asutay, M. (2012). An empirical inquiry into marketing islamic
mortgages in The UK. International Journal od Bank Marketing Vol 30(3),
150-167.

Tarig, M. I, Nawaz, M. R., Nawaz , M. M., & Butt, H. A. (2013). Customer
perception about branding and purchase intention: A Study of FMCG in an
emerging market. Journal of Basic and Applied Scientific Research, 340-347.

Tsiotsou, R. (2005). Perceived quality levels and their relation to involvement,
satisfaction, and purchase intentions. Marketing Bulletin, 1-10.

Um, N. H. (2008). Revisit elaboration likelihood model : How advertising appeals
work on attitudinal and behavioral brand loyalty centering around low vs.
high-involvement product. European Journal of Social Science , 126-139.

Walker, D., Fam, K.S., & Erdogan, Z. (2005). Advertising of controversial products:
A cross-cultural study. Journal of Consumer Marketing, Vol 22, 6-13.

Waller, D. (2000). Cultural values and advertising in Malaysia: Views from the
industry. Asian Pasific Journal of Marketing and Logistics, 3-16.

Waller, D. S., & Fam, K. S. (2000). Advertising of controversial products: The
Malaysian experience. ANZMAC 2000 Visionary Marketing for the 21st
Century : Facing the Challenge, 1348-1351.

Waller, D., & Fam , K. S. (2000). Cultural value and advertising in Malaysia: Views
from the Industry. Asian Pacific Journal of Marketing and Logistics, 2-16.

Wang, C., Zhang, P., Choi, R., & D'Eredita, M. (2002). Understanding consumer
attitude toward advertising. Eighth American Conference on Information
Systems, 1143-1148.

80



Weatherby, G., & Pugh, J. (2008). The secularization of religion and television
commercials in the U.S; An update. Journal of Sociology, Social Work and
Social Welfare Vol.2 (1).

Wilson, J. A., & Grant, J. (2013). Islamic marketing - A challenger to the classical
marketing canon?. Journal of Islamic Marketing, 7-21.

Wilson, J. A., & Liu, J. (2011). The challenges of Islamic branding: Navigating
emotions and Halal. Journal of Islamic Marketing, 28-42.

Wright, A., & Lynch , J. (1995). Communication effects of advertisisng versus direct
experience when both search and experience attributes are present. Journal of
Consumer Research Vol 21, 708 - 718.

Wu, S.I. (2001). An experimental study on the relationship betweem consumer
invovement and advertising effectiveness. Asian Pasific Journal of
Marketing and Logistic, Vol 13 (1), 43-56.

Yahya, M., Ariffin, A. B., & Hadi, A. A. (2011). Reuvisiting the test of purchasing
power parity and structural breaks of East Asian countries. International
Journal of Economic and Management, Vol 5(1), 333-350.

Zaichkowsky, J. L. (1985). Measuring the involvement construct. Journal of
Consumer Research, 341-352.

Zaichkowsky, J. L. (1994). Research notes: The personal involvement iventory:
Reduction, revision, and application to advertising. Journal of Advertising,
59-70.

Farahani, Z. H., & Henserson, J. (2010). Islamic Tourism and managing tourism
development in Islamic societies : The cases of Iran and Saudi Arabia.
International Journal of Tourism Research, 79 - 89.

Zhongwei, L., King, K. C., Jia, T. W., & Hooi, K. K. (2012). Effectiveness of
interaction advertising in the contact of social media. Interational Conference
on Management, Economics and Finance (ICMEF 2012) Proceeding.
Sarawak, Malaysia.

81



	EFFECTIVENESS OF ISLAMIC SYMBOLS IN TV ADVERTISEMENTS
IN REACHING ORGANIZATIONAL CLIENTS
	Abstract
	TABLE OF CONTENTS
	Chapter 1- B5
	Reference



