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The trend of using spokes-character has developed in various promotional campaigns 

over the past century. As an animated being or animated object that is used to promote 

a product, service, or idea, spokes-character must be used consistently in conjunction 

with a product over time. Spokes–character are used to create unique brand or 

company images, and to stand for the brand. To address this situation, organizations 

gain revenue by promoting more campaigns using potential spokes-character and 

keeping good relationship with consumers. Strategizing the features of spokes-

character for brand trust is among the effective tools in promoting and maintaining 

relationship with consumers. 

 

 

This research is developed to construct an understanding of the advantages of using 

spokes-characters advertising for communication in Malaysia. There are still some 

research gaps in the past studies and pointed out that popular spokes-character are 

capable of enhancing consumer preference for a brand but fail to describe the 

mechanism by which the features towards spokes-character influences the brand 

preference. 

 

 

The general purpose of this study is to investigate the relationship between features of 

spokes-character and the brand trust of consumers. To achieve the said objective, six 

features of spokes-character are tested, namely Expertise, Relevance, Nostalgia, 

Personality, Physical Characteristics and Humor. 

 

 

This study employed the quantitative method of data collection. The statistical analysis 

used includes descriptive statistics, correlation and regression analysis. Data were 

obtained through a survey questionnaire from 400 undergraduates from four high-
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ranked local universities in Selangor. Self-administered questionnaires were sent and 

personally collected by the researcher. All data were gathered and coded using 

Statistical Package for Social Science (SPSS 22.0), a statistical computer program.  

 

 

The findings analysis throughout the multiple regression was found that there were 

only three features of spokes-character which most contributed towards brand trust, 

namely Personality, Physical Characteristics and Expertise. The results indicated that, 

Personality has given the significant results. So did the combination of Personality and 

Physical Characteristics, also provided the significant results. And lastly, when 

Personality, Physical Characteristics and Expertise were merged all together also 

contributed the significant results. 
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Spokes-character telah dibangunkan dalam pelbagai bentuk kempen dan promosi 

sejak berabad lama nya. Sebagai makhluk animasi atau objek animasi yang digunakan 

untuk mempromosikan produk, perkhidmatan atau idea, spokes-character perlu 

digunakan secara konsisten dari masa ke semasa untuk mendapatkan impak yang 

produktif. Spokes-character digunakan untuk memberi impak terhadap jenama atau 

imej syarikat yang unik. Bagi membincangkan mengenai perkara ini, organisasi perlu 

peka dalam mengatasi cabaran ini dan berusaha bagi mencapai keuntungan melalui 

lebih banyak kempen serta promosi yang melibatkan penggunaan spokes-character 

dan mengekalkan perhubungan yang baik dengan pengguna. Strategi penggunaan 

spokes-character dalam pembangunan kepercayaan terhadap jenama adalah antara 

cara yang paling berkesan untuk mempromosi dan mengekalkan hubungan dengan 

pengguna. 

 

 

Kajian ini dibangunkan untuk memberi pemahaman tentang kelebihan penggunaan 

spokes-character dalam komunikasi pengiklanan di Malaysia. Terdapat beberapa 

jurang penyelidikan dalam kajian lepas yang menunjukkan bahawa ciri-ciri spokes-

character yang terkenal mampu meningkatkan keutamaan pengguna bagi sesuatu 

jenama, tetapi gagal untuk menerangkan mekanisma di mana ciri-ciri terhadap spokes-

character mampu mempengaruhi keutamaan terhadap jenama tersebut. 

 

 

Objektif umum kajian ini adalah untuk mengenal pasti perkaitan hubungan di antara 

ciri-ciri spokes-character dengan kepercayaan terhadap jenama oleh pengguna. Untuk 

mencapai matlamat tersebut, enam ciri-ciri spokes-character telah diuji, iaitu iaitu 

Kepakaran, Kerelevanan, Nostalgia, Personaliti, Ciri-ciri Fizikal dan Kelucuan. 
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Kajian ini menggunakan kaedah kuantitatif dalam pengumpulan data kajian. Antara 

kaedah yang digunakan adalah statistik deskriptif, korelasi dan analisis regrasi. Data 

kajian telah dikumpul melalui pengedaran soal selidik kepada 400 pelajar ijazah 

Sarjana muda di empat universiti awam di sekitar Selangor. Borang soal selidik telah 

diserahkan kepada responden berdasarkan kepada kaedah serah dan kutip dan borang 

soal selidik dilengkapkan sendiri oleh responden. Data di perolehi dan di proses 

menggunakan Statistical Package for Social Science (SPSS 22.0).  

 

 

Hasil kajian melalui analisis regrasi menunjukkan bahawa terdapat 3 ciri-ciri spokes-

character yang banyak menyumbang terhadap kepercayaan jenama, iaitu Personaliti, 

Ciri-ciri Fizikal dan Kepakaran. Keputusan menunjukkan bahawa, Personaliti telah 

memberikan hasil yang signifikan. Begitu juga kombinasi diantara Personaliti dan 

Ciri-Ciri Fizikal, juga memberikan hasil yang signifikan. Dan dapat disimpulkan 

bahawa apabila Personaliti, Ciri-ciri Fizikal dan Kepakaran apabila digabungkan 

bersama, turut menyumbangkan hasil yang signifikan. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



© C
OPYRIG

HT U
PM

 

v 

ACKNOWLEDGEMENTS 

 

 

In the Name of Allah, the Most Beneficent, the Most Merciful 

 

Alhamdulillah with the Grace of the Almighty I have today achieved 

success in completing this study 

 

I take this opportunity to convey my deepest gratitude to my supervisor, Dr. Nizam 

Osman in guiding me throughout this study. My special thanks too, to Dr. Akmar 

Hayati binti Ahmad Ghazali who had provided comments and suggestions. 

 

 

To my beloved father, Hj. Bidin Mat and to my beloved mother, Hajah Hamidah 

Mohd. Sultan, thanks for being there. No words can explain my gratefulness of your 

presence and support. To all sibling, thank you for listening when 1 needed to talk. 

 

 

Deepest regard to all lecturers of the Faculty of Modern Languages and 

Communication, in providing me the necessary information and knowledge. 

 

 

Dear friends, thank you for granting me your precious time to listen and understand. 

 

 

I owe the success of this study to all the above. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



© C
OPYRIG

HT U
PM

 

vii 

This thesis was submitted to the Senate of the Universiti Putra Malaysia and has been 

accepted as fulfilment of the requirement for the degree of Master of Science. The 

members of the Supervisory Committee were as follows: 

 

 

Mohd Nizam bin Osman, PhD  

Senior Lecturer  

Faculty of Modern Languages and Communication  

Universiti Putra Malaysia  

(Chairman)  

 

 

Akmar Hayati binti Ahmad Ghazali, PhD 

Senior Lecturer  

Faculty of Modern Languages and Communication   

Universiti Putra Malaysia  

(Member)  

 

 

 

 

 

 

ROBIAH BINTI YUNUS, PhD  

Professor and Dean  

School of Graduate Studies  

Universiti Putra Malaysia 

 

 

Date: 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



© C
OPYRIG

HT U
PM

 

viii 

Declaration by graduate student  

 

 

I hereby confirm that:  

 this thesis is my original work;  

 quotations, illustrations and citations have been duly referenced;  

 this thesis has not been submitted previously or concurrently for any other degree 

at any institutions; 

 intellectual property from the thesis and copyright of thesis are fully-owned by 

Universiti Putra Malaysia, as according to the Universiti Putra Malaysia 

(Research) Rules 2012; 

 written permission must be obtained from supervisor and the office of Deputy 

Vice-Chancellor (Research and innovation) before thesis is published (in the form 

of written, printed or in electronic form) including books, journals, modules, 

proceedings, popular writings, seminar papers, manuscripts, posters, reports, 

lecture notes, learning modules or any other materials as stated in the Universiti 

Putra Malaysia (Research) Rules 2012;  

 there is no plagiarism or data falsification/fabrication in the thesis, and scholarly 

integrity is upheld as according to the Universiti Putra Malaysia (Graduate 

Studies) Rules 2003 (Revision 2012-2013) and the Universiti Putra Malaysia 

(Research) Rules 2012. The thesis has undergone plagiarism detection software  

 

 

 

Signature:                        Date:     

 

 

Name and Matric No: Hernani Bidin GS41065 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



© C
OPYRIG

HT U
PM

 

ix 

Declaration by Members of Supervisory Committee 

 

 

This is to confirm that: 

 the research conducted and the writing of this thesis was under our  supervision; 

 supervision responsibilities as stated in the Universiti Putra Malaysia (Graduate 

Studies) Rules 2003 (Revision 2012-2013)  were adhered to. 

 

 

 

Signature:   

Name of  Chairman  

of Supervisory 

Committee: 

 

 

Dr. Mohd Nizam bin Osman 

 

 

 

 

Signature: 

  

Name of  Member 

of Supervisory 

Committee: 

 

 

Dr. Akmar Hayati binti Ahmad Ghazali 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



© C
OPYRIG

HT U
PM

 

x 

TABLE OF CONTENTS 

 

 

Page 

 

ABSTRACT      i 

ABSTRAK iii 

ACKNOWLEDGEMENTS v 

APPROVAL vi 

DECLARATION viii 

LIST OF TABLES                                                                                                        xii 

LIST OF ABBREVIATIONS xiii 

  

CHAPTER  

1 INTRODUCTION 1 
Background of the Study 1 

Statement of the Research Problem 2 
Research Questions 4 

Research Objectives 4 
General Objectives 4 

Specific Objectives 4 
Significance of the Study 4 

Scope and Limitation of the Study 5 
Keywords Definition 6 

 

2 LITERATURE REVIEW 8 

Introduction 8 
Background 8 

Introduction: Malaysian Animation History and Industry. 8 
Overview on Branding 10 

Brand Communication 10 
Brand Attitude 11 

Brand Knowledge 12 
Brand Trust 13 

Spokes-character 15 
The Features of Spokes-character 16 

Expertise 17 
Relevance 18 

Nostalgia 20 
Personality 22 

Physical Characteristics 24 
Humor 26 

Persuasive Theory – Elaboration Likelihood Model (ELM) 29 
Research Framework 31 

 

3 METHODOLOGY 32 

Introduction 32 
Research Design 32 

Location and Subjects of the Study 33 



© C
OPYRIG

HT U
PM

 

xi 

Population and Sampling Procedure 33 
Sampling Procedure and Sample Size 34 

Research Instrument 37 
Operationalization of the variables 38 

Pre-testing of the Questionnaire 41 
Validity and Reliability of the instrument 41 

Data Collection Procedure 42 

 

4 RESULTS AND DISCUSSION 45 
Introduction 45 

Demographic characteristics of the respondents 45 
The Features of Spokes-character 46 

Expertise 46 
Relevance 48 

Nostalgia 49 
Personality 51 

Physical Characteristics 52 
Humor  54 

Brand Trust 55 
The Correlation Test Between The Features of Spokes-character and 

Brand Trust. 57 
Features of Spokes-character Most Contribute Towards Brand Trust 58 

 

5 CONCLUSIONS AND RECOMMENDATIONS 61 

Introduction 61 
Summary of Research 61 

Respondents’ Characteristics 61 
The Features of Spokes-character 62 

Brand Trust 63 
The Relationship Between Features of Spokes-character and 

Brand Trust 63 
Features of Spokes-character Most Contribute Towards Brand 

Trust 64 
Recommendation and Implication 65 

Suggestion for Further Research 65 

 

REFERENCES 67 
APPENDICES 84 

BIODATA OF STUDENT 96 
 

 

 

 

 

 

 

 

 

 



© C
OPYRIG

HT U
PM

 

xii 

LIST OF TABLES 

 

 

Table                  Page 

 

1 Distribution of the undergraduate students according to the all four        

public Universities in Selangor 34 

2 Summarizes the variables in the study, cites appropriate previous study,     

and summarizes the measurement techniques used 39 

3 Results of Reliability Pre-testing 42 

4 Guilford’s Rule of Thumb 43 

5 Distribution of respondents by profile (n=400) 45 

6 The Spokes-character Represents the Brand’s Expertise (n=400) 47 

7 The Spokes-character Represents the Brand’s Relevance (n=400) 48 

8 The Spokes-character Elicits Nostalgia (n=400) 50 

9 The Spokes-character Represents the Brand Personality (n=400) 51 

10  The Spokes-character Exhibits the Likeable Physical Characteristics    

(n=400) 53 

11 The Spokes-character Has a Sense of Humor (n=400) 54 

12 Brand Trust (n=400) 56 

13 The Correlation Test Between the Features of Spokes-character and 58 

14 Analysis of Variance Variables 59 

15 Regression coefficient of variables: Multiple Regression Analysis,    

Stepwise Method 60 

 

 

 

 

 

 

 

 

 

 

 

 



© C
OPYRIG

HT U
PM

 

xiii 

LIST OF ABBREVIATIONS 

  

 

3D  Three-dimensional 

AMA  American Marketing Association 

DV  Dependent Variables 

ELM  Elaboration Likelihood Model 

ICT  Information and Communication Technology 

IMC  Integrated Marketing Communications 

IV  Independent Variables 

SPSS  Statistical Package for Social Science 

TV  Television 

UIAM  Universiti Islam Antarabangsa Malaysia 

UiTM  Universiti Teknologi MARA 

UKM  Universiti Kebangsaan Malaysia 

UK  United Kingdom 

UPM  Universiti Putra Malaysia 

VCD  Video Compact Disc 

WPPP  Willingness to Pay a Price Premium 

 

 

 

 

 

 

 

 

 

 

 



© C
OPYRIG

HT U
PM

 

1 

      CHAPTER 1 

1 INTRODUCTION 

1.1 Background of the Study 

Throughout the past decade, spokes-character (also called brand mascots, brand icons, 

brand-equity or trade characters, non-celebrity spokes-character and advertising 

ambassadors) give the impression of being in many campaigns. A major segment of 

the research involving characters has appeared and evolved over time. For instance, 

cartoon media characters (such as SpongeBob Square Pants cereal) owned by 

entertainment corporation are licensed by contractual agreements that let characters to 

be used in over-promotions (e.g. programs, movie tie-ins and television), also product 

opportunities (e.g. prizes or giveaways, premiums such as toy replicas and displays) 

(Kraak and Story, 2015). By addressing their potential benefits to brands, media 

attention and consideration has received increase with the use and practice of spokes-

character. This is not surprising, given their prevalence both in modern promotion 

campaigns and historical. Spokes-character used to promote a brand or a product and 

considered to be non-human characters (Garretson and Niedrich, 2013). This study 

examined non-celebrity characters but focus to a common type of spokes-character. 

According to Phillips and Lee (2012), most common types of spokes-character are 

animal characteristics and frequently are used to transfer meanings to products: for 

example, a frog was matched with the umbrella, a sheep was matched with the facial 

tissue because they symbolize " soft ", and a penguin was matched with the ice 

beverage. Spokes-character created are to help and promoting a product or brand. 

Garretson and Niedrich (2013) suggested these characters play to advantage brands by 

creating favorable brand associations and brand identity. 

Spokes-character have been used in promotional campaigns and on product packages 

by marketers and advertisers for more than a century (Garretson and Niedrich, 2013). 

Consumers enjoy spokes-character and even tend to give their respect and trust for 

them, by exploratory research. A spokes character can offer unlimited opportunities 

to initiative consumer recognition and awareness (Kristopher, 2012). According to 

Yadav, Bisoyi, and Chakrabarti, (2017) the character’s design and implementation is 

authoritative to its success. “To be visually effective, the vehicles or mascots must be 

properly designed and satisfying both the viewer’s preferences and perceptions”. A 

character might be an illustration of both an imaginary figure or a real, it represents 

the brand and increases life of it. It is great between a celebrity brand endorser and the 

brand’s logo (Mohanty, 2014). Brand spokes-character is a key component of brand, 

like brand logos, design and punch line. They are characteristic features which can 

form an identity by provides graphic clues to the brand’s consumers and assist to 

produce and express brand’s personality. They similarly benefit target market to 

recognize, memorize and know the brand. Therefore, personified spokes-character and 

their design characteristics have an impact and increase the effectiveness of non-verbal 

communication with target consumers which enhance more favorable brand attitudes 

as well as they build a positive brand image (Yadav et al., 2017). Consumers appear 
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to judge characters and their standard just as they do people. Considered the 

information based on animism and animation, this is not surprising that spokes-

character are like human beings and have feelings (Garretson and Niedrich, 2013). 

Nor should it be unexpected that consumers assume anthropomorphic characteristics, 

like spokesperson trust, from noticeable potentials of the characters. These 

characteristics can have meaningful effects. For instance, in their manuscript that 

shows the use of spokes-character, Garretson and Niedrich, (2013) suggest perception 

of trust create by characters which affect to consumers' attitude and behaviors.  

Instead of concentrating on the antecedents for such results, many studies regarding 

the spokes-character use has discovered the attitude-connected consequences of 

presenting characters with brands. These studies also suggest indication as to the 

general policy effects of spokes-character use (Hoy, Young, and Mowen, 1986; 

Henke, 1995; Garretson and Burton, 1998; Fox, Richard J., Dean M. Krugman, James 

E. Fletcher, and Paul M. Fischer, 1998; Kelly, Kathleen J., Michael D. Slater, David 

Karan, and Liza Hunn, 2000; Mizerski, 1995; Garretson and Niedrich, 2013). The 

focus was whether spokes-character symbolize signs to tempt younger customers to 

adult products. For instance, Macklin’s work (1994, 1996) in what way spokes-

character concentrates on graphic clues among children, in increase memory of the 

brand-connected information towards brand attitudes. In reality, lots of effort in this 

part contribute benefits to firms targeting children and teenagers in their product 

advertisements.  

1.2 Statement of the Research Problem 

Although there a so many positive look relationships concerning the practice of 

spokes-characters and favorable brand attitudes, a several researches have started 

exclusively and practically recognize the styles of character qualities in control of the 

relationship. That is, a big concern how does qualities for example trust, relevancy and 

expertise recognized in related depth-interviews and content analyses distress brand 

perceptions. Spokes-characters varies in form and appearance.  

In Malaysia, the lack of research regarding the features of spokes-character and how 

its influence on consumers behavior and purchase intention. What kind of features of 

the spokes-character are Malaysian looking when it comes to purchase the product or 

brand. The results of the study hopefully can provide guidance for organizations and 

marketers in their selection of the features of spokes-character and help consumers 

understand the product or brand better. 

Very few categories of features of spokes-character have been tested in the 

communication marketing to empower and enhancing the brand. Because of its 

increasing use it becomes extremely essential to understand how the selection of such 

features take part in the progression of signification or meaning making in the minds 

of the consumers. The selection of the six features of spokes-character hopes to be 

inspiring for the organizations, marketers and the creative agencies if there could be a 
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greater understanding of the advantages and disadvantages of using these six features 

given. Thus, it would be informative to understand the features of spokes-character 

throughout the findings based on the six features given, namely Expertise, Relevance, 

Nostalgia, Personality, Physical Characteristics and Humor.  

Callcott et al (1994) found out majority spokes-character are humans, product 

personifications and animal personifications. This argument supported by Phillips 

(1996) of animal character in his experimental study. He has confirmed that mutual 

cultural implications are personified in animals and this feature could be transferred 

to efficient product image, by using term association task to analyze people’s 

cognition of some animals. Therefore, it seems to be a practical approach in the use of 

spokes-character in animal format in achieving product promotion. However, it is not 

clear that whether meaning is the crucial factor in animal personification of spokes-

character. There might exists other factors that are more critical for a successful animal 

spokes-character. In other words, this should be more research, if animal that is not 

related with product concept could still be attractive to consumers. Besides, the 

investigation is needed, if meaning is not the determining factor, why and what 

features make people accept the spokes-character.  

According to Spencer (2003), the practice of spokes-character animated still could not 

achieve and succeed in all conditions. Choosing an effective and successful spokes-

character are complicated. Those characters may not be good in communication. 

Choosing the well spokes-character to endorse a product or service can be specifically 

challenging, as well as matching the brand or companies’ appearance with feature of 

spokes-character, based on critical considerations (Stafford, Stafford and Day, 2002). 

The limitations of the communication technology and software may irritate customer 

while using an animated spokes-character (Spencer, 2003). 

There are still some research gaps in the past studies and pointed out that popular 

spokes-characters are capable of enhancing consumer preference for a brand but fail 

to describe the mechanism by which the attitude towards spokes-character influences 

the brand preference and could not offer a suitable theoretical foundation for this 

concept. Besides, previous researches on spokes-characters have primarily focused on 

exploring the most appropriate appearance or personality of a spokes-character; 

however, they have not addressed the most important issue for a firm: whether 

consumers’ emotional connection to a spokes-character contributes to patronage of the 

brand and whether that connection translates into real profits for the firm. With this 

issue unresolved, firms may hesitate to expend resources to promote spokes-characters 

and spokes-character extension products (Chiu and Lin, 2012). According to the 

unidimensional model of attitudes (Lutz, 1991), the past researches sought to discover 

what special characteristics a spokes-character should possess in order to influence 

consumer preference or attitude (Chiu and Lin, 2012). 

Brand characters have discernible life cycles which similar to products (Brown, 2010). 

Classic characters require resurrection, for instance, Elsie the Cow and Speedy Alka-

Seltzer (Callcott and Lee, 1994). Other characters have not succeeded the same level 
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of success, such as Taco Bell Chihuahua and Levi’s Flat Eric (Brown, 2010). Despite 

being universal in marketing, limited studies have observed the management of brand 

characters over their life time (Hosany, Prayag, Martin and Lee, 2013). Therefore, 

because of the limitation above, it is important for researcher to re discuss the role of 

spokes-character features and its influence on brand trust. 

1.3 Research Questions 

The following are research questions addressed by this study: 

1. What are the consumers’ perception of the features of spokes-character? 

2. What are the consumers’ perception of brand trust? 

3. What is the relationship between the features of spokes-character and brand 

trust? 

4. Which are the features of spokes-character most contributing towards brand 

trust?                          

 

 

1.4 Research Objectives 

1.5 General Objectives 

The general objective of this study is to investigate the relationship between features 

of spokes-character and the brand trust.  

1.6 Specific Objectives 

The specific objectives are:  

1. To identify consumers' perception of the features of spokes-character.  

2. To identify consumers' perception of brand trust.  

3. To determine the relationship between features of spokes-character and brand 

trust. 

4. To determine which features of spokes-character most contribute towards 

brand trust.    

 

 

1.7 Significance of the Study 

Naturally this study is important in several ways. First of all, this study will enhance 

to the existing body of research on spokes-character in brand trust. Since there are a 

number of researchers interested in this area of study, it is hoped that the current 

exploration would inform future research that will look into numerous variables under 
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study. Since previous studies have focused on the West, hopefully this study will 

contribute much to the literatures on Malaysia context, and even more in so in 

academia. 

In addition, this study enlightens the organizations to increase the frequency of social 

campaigns by using spokes-character of their programs. This is intended to raise 

awareness how spokes-character would be able to contribute to the organizations in 

terms of targeting public audience and consumers to promote their brand or product 

generally. 

This study is meant to provide a better understanding on how spokes-character 

influence widespread use of branding in organization. This is especially useful since 

there is an acute scarcity of empirical information regarding spokes-character use in 

Malaysia. The findings of this study might also provide researchers and organization 

with some features in the use and usefulness of spokes-character that needs to be 

probed further. It also provides some ideas and benefits to have better understanding 

with more information in this area and as reference as guideline for better interaction 

with consumer.                                       

1.8 Scope and Limitation of the Study 

Among the biggest concern in this study centers on limitation to generalize across 

studies of the features of spokes-character because implementation features create 

uniqueness in situations that can make them non-comparable. 

Even brands that use the spokes-character will have different features that may be 

customized for that brands as well as different characters, shapes and so on. 

The present study examines only the features of spokes-character due to the objective 

of the researcher to examine the brand trust purely from an undergraduate student on 

four public universities in Selangor, namely UPM (Serdang campus), UKM, UIAM 

(Gombak campus) and UiTM (Shah Alam campus). This study only focused on the 

features of spokes-character which involves the expertise, relevance, nostalgia, 

personality, physical characteristics and humor. 

According to Garretson and Niedrich (2004), since most undergraduate university 

students are between the ages 18-24, they are frequently exposed to spokes-character 

endorsement, hence the major of target customers. They are a suitable population for 

study in this case, since students are frequently exposed to the promotional. 

Sujchaphong, Nguyen and Melewar (2017), asserted that most educational institutions 

employ some kind of marketing, albeit unsystematically. Hence, the branding 

programmes which includes universities, are also progressively implemented in the 
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whole public sector. Institutions in higher education, their interest in branding and 

image issues seems to be a sign that they are being revolutionize from social 

institutions into an industry. 

Since this study involves features factor, strategy of methodological triangulation is 

suggested for further study, which used both quantitative and qualitative evidence. 

These strategies are expected facilitate the interpretation of results and to give richer 

data. 

Not much study regarding spokes-character in Malaysia, especially in testing the 

adaptability of certain theories has been conducted and published. Therefore, related 

comparison and information could not have been done equally. Much of the 

information was taken from studies conducted in contexts outside Malaysia. Hopefully 

next time more related research will be conducted and published. 

1.9 Keywords Definition 

Brand refers as “a name, term, sign, symbol, design or a combination of them, 

intended to identify the goods and services of one seller or group of sellers and to 

differentiate them from those of competition”. In other words, brands are a means to 

differentiate from the competitors (or future competitors) (Robert, 2013). According 

to Tevi & Otubanjo (2012), brand is stated as a group of functional and emotional 

values that allow a promise to be made concerning a unique and welcomed experience. 

Each one experience is a manifestation of the brand to the customer. 

Brand attitude refers as consumer attitudes in a unidimensional sense as the sum of 

the products of attitudes times assessments (Borzooei and Asgari, 2014). While 

Krystallis & Chrysochou (2014), defined brand attitude as the consumer's generally 

negative or positive nature to the service brand, which likely to have a positive effect 

on brand loyalty. With regard to the different platforms in the relationship amongst 

the customer and the service contribution (pre-purchase, usage, post-purchase), brand 

attitude is acknowledged as a more stable global evaluation of the brand as compared 

to a customer's direct response to its implementation (i.e. satisfaction). 

Brand trust refers as the readiness of a customer to consume confidence in the 

reliability and honesty of a particular brand. Consequently, “confident expectations 

and risk are critical components of a definition of [brand] trust”). Trust also varies 

“within a person and across relationships”, not only differ between people. Thus, 

organizations are capable to proactively influence brand trust of consumers (and also 

of potential and current employees). Trust in organizations contrast from trust between 

people, as the previous also covers “the organization’s institutionalized processes and 

principles”. Brand trust is well-known as essential for consumer behavior such as 

loyalty, brand purchase behavior, and brand equity in overall (Rampl & Kenning, 

2014). 
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Spokes-character described as “an animated being or animated object that is used to 

promote a product, service, or idea”, and must be used reliably in combination with a 

product over time. Spokes-character does not have legal trademark, which used to 

produce exclusive brand or company images, to stand for the brand – and, in some 

examples, even becomes the brand, to gain and hold consumer attention, to stand out 

of clutter, excellent ability to make believable and acceptable privileges, and to 

probably affect purchase intention (Mashwama, 2016). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



© C
OPYRIG

HT U
PM

 

67 

6 REFERENCES 

Aaker, D. A., Douglas, M. S. and Michael, R. H. (1986). Warmth in advertising: 

Measurement, impact and sequence effects. Journal of Consumer Research, 

12(March), 365–381.   

Aaker, D. (1991). Managing Brand Equity: Capitalizing on the Value of a Brand 

Name, The Free Press, New York, NY. 

Aaker, D. A. (1993). The Value of Brand Equity. Journal of Business Strategy, 14, 

27-32.  

Aaker, Susan Fournier, and S. Adam Brasel (2004). When Good Brands Do Bad. 

Journal of Consumer Research, 31(June), 1–16.  

Aaker, J. (1997). Dimensions of brand personality. Journal of Marketing Research, 

34(3), 347-56. 

Aguirre‐Rodriguez, A. (2014). Cultural factors that impact brand personification 

strategy effectiveness. Psychology & Marketing, 31(1), 70-83. 

Ahmad, A. H. (2004). Relationships between communication satisfaction and 

organizational commitment of academic staff in a selected public university. 

Unpublished doctoral dissertation, Universiti Putra Malaysia. 

Ahmed, Z., Rizwan, M., Ahmad, M., and Haq, M. (2014). Effect of brand trust and 

customer satisfaction on brand loyalty in Bahawalpur. Journal of Sociological 

Research, 5(1), 306-326. 

Athanasios Krystallis, Polymeros Chrysochou (2014). The effects of service brand 

dimensions on brand loyalty. Journal of Retailing and Consumer Services, 21 

(2014), 139-147. 

Arfaeian, F., and Chaipoopirutana, S. (2014). A Study of the Antecedent of Brand 

Trust: A Case Study of Low Cost Airline in Bangkok, Thailand. In 

International Conference on Business, Law and Corporate Social 

Responsibility (ICBLCSR'14) Oct 1-2, 2014 Phuket (Thailand) (Vol. 1). 

Babbie, E. R. (2015). The practice of social research. Nelson Education. 

Batra, Rajeev, Peter Lenk, and Michel Wedel (2010), “Brand Extension Strategy 

Planning: Empirical Estimation of Brand-Category Personality Fit and 

Atypicality,” Journal of Marketing Research, 47 (April), 335–347. 

Belch, G. E. and Belch, M. A. (1984). An investigation of the effects of repetition on 

cognitive and affective reactions to humorous and serious television 

commercials. In Kinnear,T.C. (ed). Advances in Consumer Research, 11. 

Association for Consumer Research, Provo, UT, 4–10.  



© C
OPYRIG

HT U
PM

 

68 

Bengtsson, A., and Larsson, I. (2013). Revolutionary Rebranding´ s Impact on Brand 

Attitude and Customer-Based Brand Equity among Swedish Consumers. 

Berry, Leonard L. (2000). Cultivating Service Brand Equity. Journal of the Academy 

of Marketing Science, 28(1), 128–37.  

Bhatt, N. H. (2012). Fictitious Human v/s Non-Human Created Animated Spokes-

characters Endorsement: An Empirical Examination of Source Credibility and 

Respondent's Age. Journal of Marketing & Communication, 8(2). 

Bhutada, N. S., Rollins, B. L., and Perri III, M. (2017). Impact of animated spokes-

characters in print direct-to-consumer prescription drug advertising: An 

Elaboration Likelihood Model Approach. Health communication, 32(4), 391-

400. 

Bianchi, C., Drennan, J., and Proud, W. (2012). Brand loyalty in the Australian wine 

industry. Retreived on 27 October, 2014 from: 

http://eprints.qut.edu.au/53465/2/53465.pdf 

Biel, A.L. (1993). Converting image into equity. In Aaker, D. and Biel, A. (Eds), 

Brand Equity and Advertising, Advertising’s Role in Building Strong Brands 

(37-82). Lawrence Erlbaum: Hillsdale. 

Biel, Alexander L. (1997). Discovering Brand Magic: The hardness of the Softer Side 

of Branding.  International Journal of Advertising, 16, 199–210.  

Blumberg, B. F., Cooper, D. R., and Schindler, P. S. (2014). Business research 

methods. McGraw-hill education. 

Borzooei, M., and Asgari, M. (2014). The effect of religious commitment on Halal 

brand relationship and purchase intention. The International Journal’s 

Research Journal of Economics and Business Studies, 3(4), 14-19. 

Braun, Kathryn A., Rhiannon Ellis, and Elizabeth F. Loftus (2002). Make My 

Memory: How Advertising Can Change Our Memories of the Past.  

Psychology and Marketing, 19(1), 1–23.  

Brown, J. D., and Cantor, J. (2000). An agenda for research on youth and the media. 

Journal of Adolescent Health, 27(2), 2-7. 

Brown, S. (2010). Where the wild brands are: Some thoughts on anthropomorphic 

marketing. The Marketing Review, 10(3), 209–224. doi: 

10.1362/146934710X523078 

Brown, Stephen, Robert V. Kozinets, and John F. Sherry, Jr. (2003), “Teaching Old 

Brands New Tricks: Retro Branding and the Revival of Brand Meaning,” 

Journal of Marketing, 67 (July), 19–33. 

 



© C
OPYRIG

HT U
PM

 

69 

Bryman, A. (2004). Social research methods (2nd ed.). Oxford: Oxford University 

Press. 

Bryman, A., and Bell, E. (2015). Business research methods. Oxford University Press, 

USA. 

Buil, I., de Chernatony, L. and Martinez, E. (2013): “Examining the role of advertising 

and sales promotions in brand equity creation”, Journal of Business Research, 

Vol. 66, No. 1, pp. 115-122 

Callcott and Patricia A. Alvey (1991). Toons Sell . . . and Some- times They Don't: 

An Advertising Spokes-Character Typology and Exploratory Study. In 

Proceedings of the 1991 Conference of the American Academy of Advertising, 

Rebecca Holman, ed.. New York: D'Arcy Masius Benton and Bowles, 43-52.  

Callcott, Margaret F. (1993). The Spokes-Character in Advertising: An Historical 

Survey and Framework for Future Research. Ph.D. diss. University of Texas.  

Callcott, M., and Lee, W.-N. (1994). A content analysis of animation and animated 

spokescharacters in television commercials. Journal of Advertising, 23(4), 1–

12. 

Callcott and Wei-Na Lee (1995). Establishing the Spokes-Character in Academic 

Inquiry: Historical Overview and Framework for Definition. Advances in 

Consumer Research, 22, 144-151. 

Callcott and Barbara J. Phillips (1996). Observations: Elves Make Good Cookies: 

Creating Likable Spokes-Character Advertising. Journal of Advertising 

Research, 36(Septem-ber/October), 73–79.  

Camp, W. (2001). Formulating and evaluating theoretical frameworks for career and 

technical education research. Journal of Vocational Education Research, 

26(1), 4-25. 

Chattopadhyay, A. and Basu, K. (1990). Humor in advertising: The moderating role 

of prior brand evaluation.  Journal of Marketing Research, 27(November), 

466–476.  

Chauduri, A., and Holbrook, M. B. (2001). The Chain of Effects from Brand Trust 

and Brand Affect to Brand Performance: The Role of Brand Loyalty. Journal 

of Marketing, 65. 

Chiu, Y., Lin, C., and Liu, W. (2009). The Affect Transfer Effect on Spokes-

Characters. In ACME Proceedings (pp. 386-98). 

Chiu, Y. K., and Lin, C. Y. (2012). The Influence of Spokes-Characters on Consumer 

Patronage Intention. Asia Pacific Management Review, 17(4). 

 



© C
OPYRIG

HT U
PM

 

70 

Chinomona, R. (2016). Brand communication, brand image and brand trust as 

antecedents of brand loyalty in Gauteng province of South Africa. African 

Journal of Economic and Management Studies, 7(1), 124-139. 

Cho, H. (1995). Humor mechanisms, perceived humor and their relationships to 

various executional in advertising.  Advances in Consumer Research, 22, 191–

197.  

Creswell, W.J. (1994). Research Design, Qualitative and Quantitative Approaches. 

Thousand Oaks: Sage. 

Crosby, Lawrence A., Kenneth R. Evans, and Deborah Cowles (1990). Relationship 

Quality in Services Selling: An Interpersonal Influence Perspective. Journal 

of Marketing, 54 (July), 68–81.  

Dahl, M., and Johnsson, A. (2015). Extending the understanding of sales promotions’ 

influence on brand knowledge: A quantitative study. 

Dainton, M. and Zelley, E. D. (2015). Applying communication theory for professional 

life: A practical introduction 3rd ed. Thousand Oaks, CA: SAGE Publications. 

Delbaere, Marjorie, Edward F. McQuarrie, and Barbara J. Phillips (2011), 

“Personification in Advertising: Using a Visual Metaphor to Trigger 

Anthropomorphism,” Journal of Advertising, 40 (1), 121–30. 

De Run, E., Lo, M. C., and Kusnaryadi, H. (2008). Basic analysis: A guide for students 

and researchers. 

Derbaix, C. and Bre´e, J. (1997). The impact of children’s affective reactions elicited 

by commercial on attitudes toward the advertisement and the brand. 

International Journal of Research in Marketing, 14(3), 207-29. 

Dillman, D. A. (2011). Mail and Internet surveys: The tailored design method--2007 

Update with new Internet, visual, and mixed-mode guide. John Wiley & Sons. 

Dodds, W.B., Monroe, K.B. and Grewal, D. (1991), “Effects of price, brand, and store 

information on buyers’ product evaluations”, Journal of Marketing Research, 

Vol. 28 No. 3, pp. 307-319. 

Doney, Patricia M., and Joseph P. Cannon (1997). An Examination of the Nature of 

Trust in Buyer–Seller Relationships. Journal of Marketing, 65(2), 35–51.  

Dotz, Warren, Jim Morton, and John William Lund (1996). What a Character! 

Twentieth-Century American Advertising Icons, San Francisco: Chronicle 

Books. 

Dowling, C. (2001). Intelligent agents: some ethical issues and dilemmas. 2nd 

Australian Institute Conference on Computer Ethics, Canberra, 1, 28-32.  

 



© C
OPYRIG

HT U
PM

 

71 

Duncan, C. P. and Nelson, J. E. (1985). Effects of humor in a radio advertising 

experiment. Journal of Advertising, 14(2), 33–40.   

Easton, V. J., and McColl, J. H. Statistics Glossary v1. 1. Retrieved 20th March, 2013. 

Epley, Nicholas, Adam Waytz, and John T. Cacioppo (2007), “On Seeing Hu- man: 

A Three-Factor Theory of Anthropomorphism,” Psychological Review, 114 

(4), 864–86. 

Fellows, R. and Liu, A. (1997) Research Methods for Construction, Blackwell, 

Oxford. 

Fishbein, M. and I. Ajzen (1975). Belief, attitude, intention and behavior an 

introduction to theory and research. Reading, Mass., Addison-Wesley. 

Folse, J. A. G., Burton, S., and Netemeyer, R. G. (2013). Defending brands: Effects 

of alignment of spokescharacter personality traits and corporate transgressions 

on brand trust and attitudes. Journal of Advertising, 42(4), 331-342. 

Fournier, Susan (1998). Consumers and Their Brands: Developing Relationship 

Theory in Consumer Research. Journal of Consumer Research, 24(March), 

343–373.  

Fowler Jr, F. J. (2013). Survey research methods. Sage publications.  

Frey, L., Botan, C. H., and Kreps, G. (2000). Investigating communication. NY: Allyn 

& Bacon. 

Garretson, J.A. and Niedrich, R.W. (2013). Spokes-characters, creating character 

 and positive brand attitudes. Journal of Advertising, 33(2), 25-36. 

Garretson, J. A., and Burton, S. (2005). The role of spokescharacters as advertisement 

and package cues in integrated marketing communications. Journal of 

Marketing, 69(4), 118–132.  

doi: 10.1509/jmkg.2005.69.4.118 

Garretson-Folse, J. A., Netemeyer, R. G., & Burton, S. (2012). Spokescharacters: How 

personality traits of sincerity, excitement, and competence help to build equity. 

Journal of Advertising, 42(1), 17–32.  

Gay, L. R., and Airasian, P. (2000). Educational Reseach. Competencies for Analysis 

and Application. 

Gefen, D., Karahanna, E. and Straub, D. W. (2003). Trust and TAM in online 

shopping: An integrated model. MIS Quarterly, 27, 51-90. 

Gelb, B. D. and Pickett, C. M. (1983). Attitude-toward-the-ad: Links to humor and to 

advertising effectiveness. Journal of Advertising, 12(2), 34–42.   

 



© C
OPYRIG

HT U
PM

 

72 

Gelb, B. D. and Zinkhan, G. M. (1985). The effect of repetition on humor in a radio 

advertising study. Journal of Advertising, 14(4), 13–20.   

Goodstein, Ronald C. (1993). Category-Based Applications and Extensions in 

Advertising: Motivating More Extensive Ad Processing. Journal of Consumer 

Research, 20(1), 87–99.  

Grace, D. and O’Cass, A. (2005), “Examining the effects of service brand 

communications on brand evaluation”, Journal of Product & Brand 

Management, Vol. 14 No. 2, pp. 106-116. 

Guilford, J. P. (1973). fruchter, B. Fundamental Statistics in Psychology and 

Education. 

Hagerty, B. M., and Patusky, K. (1995). Developing a measure of sense of belonging. 

Nursing research, 44(1), 9-13. 

Hanaysha, J., Hilman, H., and Abdul-Ghani, N. H. (2014). Direct and indirect effects 

of product innovation and product quality on brand image: Empirical evidence 

from automotive industry. International Journal of Scientific and Research 

Publications, 4(11), 1-7. 

Hashmi, F. K. H., Khalid, F., Akram, M. A., Saeed, U., and Rizwan, M. (2014). An 

Empirical Study of Brand Loyalty on Samsung Electronics in Pakistan. 

Journal of Sociological Research, 5(1), 350-364. 

Hassan Abd. Muthalib. 2003. The influence of anime on Malaysian animation 

filmmakers. Paper presented at the International Anime and Manga Forum, 

Tokyo, Japan. 

Hassan, A., and Daniyal, M. (2013). Cartoon Network And Its Impact On Behavior 

Of School Going Children: A Case Study Of Bahawalpur, Pakistan. 

International Journal Of Management, Economics And Social Sciences, 1 (2), 

6-11. 

Haugtvedt, C.P. and Petty, R.E. (1992), “Personality and persuasion: need for 

cognition moderates the persistence and resistance of attitude changes”, 

Journal of Personality and Social Psychology, Vol. 63 No. 2, pp. 308. 

Heckler, Susan, and Terry L. Childers (1992). The Role of Expectancy and Relevancy 

in Memory for Verbal and Visual Information: What Is Incongruency?. 

Journal of Consumer Research, 18(4), 475–792.  

Hémar-Nicolas, V., and Gollety, M. (2012). Using brand character when targeting 

children: what for? An exploration of managers' and children's viewpoints. 

Young Consumers, 13(1), 20-29. 

Ho, R. (2013). Handbook of univariate and multivariate data analysis with IBM SPSS. 

CRC press. 



© C
OPYRIG

HT U
PM

 

73 

Holbrook, Morris B., and Robert M. Schindler (1994). Age, Sex, and Attitude Toward 

the Past as Predictors of Consumers’ Aesthetic Taste for Cultural Products. 

Journal of Marketing Research, 31(3), 412–422.  

Hosany, S., Prayag, G., Martin, D., and Lee, W. Y. (2013). Theory and strategies of 

anthropomorphic brand characters from Peter Rabbit, Mickey Mouse, and 

Ronald McDonald, to Hello Kitty. Journal of Marketing Management, 29(1-

2), 48-68. 

Hovland, Carl I., Irving L. Janis, and Harold H. Kelley (1953). Communication and 

Persuasion, New Haven: Yale University Press.  

Hoyer, D. W. and MacInns, D. J. (2001). Consumer Behavior. 2nd edn. Houghton 

Mifflin Company, Boston.   

Huang, W. S., Hsieh, T., and Chen, H. S. (2011). The advertisement effectiveness of 

animated spokes-characters. African journal of business management, 5(23), 

9971. 

Isa, SS. 2012. Development Issues for the Creative Economy in Malaysia. PhD Thesis. 

Queensland University of Technology 

Ireland, J. M. (2013). Spokes-character usage as a marketing tool on Twitter. The 

University of Alabama. 

Jansen, B. J., Zhang, L., and Mattila, A. S. (2012). User reactions to search engines 

logos: investigating brand knowledge of web search engines. Electronic 

Commerce Research, 12(4), 429-454. 

Jiang, J., and Wei, R. (2012). Influences of culture and market convergence on the 

international advertising strategies of multinational corporations in North 

America, Europe and Asia. International Marketing Review, 29, 597–622.  

Jouzaryan, F., Dehbini, N., and Shekari, A. (2015). The Impact of Brand Personality, 

Brand Trust, Brand Love and Brand Experience on Consumer Brand Loyalty. 

International Journal of Review in Life Sciences, 5(10), 69-76.  

Kamins, Michael A. (1990). An Investigation into the ‘Match- Up’ Hypothesis in 

Celebrity Advertising: When Beauty May Be Only Skin Deep. Journal of 

Advertising, 19(1), 4–13.  

Kassymbayeva, A. (2017). The Impact of Spokes-Characters on Customer Loyalty. 

International Journal of Business and Management, 12(7), 162. 

Kapferer, J. (2008). The new strategic brand management: Creating and sustaining 

brand equity long-term (4th ed.). London: Kogan Page. 

Kovarovic, S. (2011). Hello Kitty: A brand made of cuteness. Journal of Culture and 

Retail Image, 4(1), 1–8. 



© C
OPYRIG

HT U
PM

 

74 

Kay, M. (2006). Strong brands and corporate brands. European Journal of Marketing, 

40(7/8), 742–760.  

doi: 10.1108/03090560610669973 

Keller, K. L. Strategic Brand Management: Building, Measuring, and Managing 

Brand Equity. New York: Prentice-Hall, 1998. 

Keller, K. L. "Building Strong Brands in a Modern Marketing Communications 

Environment." Journal of Marketing Communications 15, 2-3 (2009): 139-

155. 

Keller, K. L. (2003). Strategic brand management: Building, measuring, and 

managing brand equity. Upper Saddle River, NJ: Prentice-Hall. 

Kerlinger, F. N. (1986). Foundations of educational research. New York, NY: Holt, 

Rinehart & Wineston. 

Khogeer, Y. K. (2013). Brand anthropomorphism: The literary lives of marketing 

mascots. Unpublished doctoral thesis). University of Liverpool, Liverpool. 

Retrieved from h ttps://dspace. lboro. ac. uk/2134/8146. 

Kirkpatrick, C.A. (1953). Trade characters in promotion programs. Journal of 

Marketing, 17(4), 366-371.  

Knox, S. (2004). Positioning and branding your organization. Journal of Product and 

Brand Management, 13(2), 105–115.  

doi: 10.1108/10610420410529735 

Kraak, V. I., and Story, M. (2015). Influence of food companies' brand mascots and   

entertainment companies' cartoon media characters on children's diet and 

health: a systematic review and research needs. obesity reviews, 16(2), 107-

126. 

Kudeshia, C., Kudeshia, C., Kumar, A., and Kumar, A. (2017). Social eWOM: does it 

affect the brand attitude and purchase intention of brands?. Management 

Research Review, 40(3), 310-330. 

Krystallis, A., and Chrysochou, P. (2014). The effects of service brand dimensions on 

brand loyalty. Journal of Retailing and Consumer Services, 21(2), 139-147. 

Kyung, H., Kwon, O., and Sung, Y. (2010). The effects of spokes-characters' 

personalities of food products on source credibility. Journal of Food Products 

Marketing, 17(1), 65-78. 

Lai, A. T. Y. (2008). Ignoring Hello Kitty: Globalisation and resistance in Austria. 

Asia Europe Journal, 5(4), 519–528. doi: 10.1007/s10308-007-0145-z  

Laksmidewi, D., Susianto, H., and Afiff, A. Z. (2017). ANTHROPOMORPHISM IN 

ADVERTISING: THE EFFECT OF ANTHROPOMORPHIC PRODUCT 

DEMONSTRATION ON CONSUMER PURCHASE INTENTION. 



© C
OPYRIG

HT U
PM

 

75 

Latiff, A., Imma, D., Zulkifli, M., Akhbar, M. A., Ghani, A., and Faadiah, S. N. F. 

(2013). The influences of Malaysian animated Public Service Announcements 

(PSAs) on public health and safety campaign and its effectiveness among 

students/Dzaa Imma Abd Latiff, Mohd Amirul Akhbar Mohd Zulkifli and Siti 

Nur Farah Faadiah Abd Ghani. Social and Management Research Journal, 

10(2), 73-89. 

Lawrence, E. A. (1986). In the Mick of time: Reflections on Disney’s ageless mouse. 

Journal of Popular Culture, 20(2), 65–72. doi: 10.1111/j.0022-

3840.1986.2002_65.x  

Lawrence, D. (2003). The role of characters in kids marketing. Advertising and 

Marketing to Children, April-June, 43-8.  

LeBel, Jordan, and Nathalie Cooke (2008). Branded Food Spokescharacters: 

Consumers’ Contributions to the Narrative of Commerce. Journal of Product 

and Brand Management, 17 (3), 143–53.  

Lee, E. B., Lee, E. B., Lee, S. G., Lee, S. G., Yang, C. G., and Yang, C. G. (2017). 

The influences of advertisement attitude and brand attitude on purchase 

intention of smartphone advertising. Industrial Management & Data Systems, 

117(6), 1011-1036. 

Les' Copaque Production (20 I 0). Official Website. Retrieved Oct 10, 20I0 from 

http://www.lescopaque.com.my 

Li, H., and Bukovac, J. L. (1999). Cognitive impact of Banner Ad characteristics: An 

experimental Study. Journalism and Mass Communication Quaterly, 76(2), 

341-353.  

Liao, Y., Zhu, J., and Zhai, Q. (2014). Does online video-sharing advertising have 

diffusion gene?. International Journal of Networking and Virtual 

Organisations 13, 14(1-2), 160-175. 

Lin, K-W, and Wang, Y-J. (2012). The influence of animated spokescharacters in 

customer orientation. The International Journal of Organizational Innovation, 

4(4), 142–154. 

Linn Viktoria and Peter Kenning (2012). Employer brand trust and affect: linking 

brand personality to employer brand attractiveness. European Journal of 

Marketing, 48(1/2), 218-236. 

Littlejohn, A., Falconer, I., and Mcgill, L. (2008). Characterising effective eLearning 

resources. Computers &Education, 50(3), 757-771. 

Liu, F., Li, J., Mizerski, D., and Soh, H. (2012). Self-congruity, brand attitude, and 

brand loyalty: a study on luxury brands. European Journal of Marketing, 

46(7/8), 922-937. 

 



© C
OPYRIG

HT U
PM

 

76 

Lorenz, K. Z. 1981. The Foundations of Ethology. New York, NY: Simon and 

Schuster. 

Low, G.S. and Lamb, C.W. Jr (2000), “The measurement and dimensionality of brand 

associations”, Journal of Product & Brand Management, Vol. 9 No. 6, pp. 

350-370. 

Luo, J. T., Peter McGoldrick, Susan Beatty, and Kathleen A. Keeling (2006). On-

screen characters: their design and influence on consumer trust. The Journal 

of Services Marketing, 20(2), 112-124.  

Luthans, F., Luthans, B. C., and Luthans, K. W. (2015). Organizational behavior: An 

evidence-based approach. IAP. 

Macklin, M.C. (1994). The impact of audiovisual information on children’s product-

related recall. Journal of Consumer Research, 21(1), 154-64. 

Macklin, M.C. (1996). Preschoolers’ learning of brand names from visual cues. 

Journal of Consumer Research, 23(3), 251-61. 

Madden, T. and Weinberger, M. (1984). Humor in advertising: A practitioner view. 

Journal of Advertising Research, 24(4), 23–29.  

Maignan, I., and Ferrell, O. C. (2004). Corporate social responsibility and marketing: 

An integrative framework. Journal of the Academy of Marketing science, 

32(1), 3-19. 

Mayimuna, M. (2011). A Comparison of Animated and Human Character Public 

Service Announcements: The Case of Dengue Campaign (Doctoral 

dissertation, Kulliyyah of Islamic Revealed Knowledge and Human Sciences, 

International Islamic University Malaysia). 

McCracken, Grant (1986), “Culture and Consumption: A Theo- retical Account of the 

Structure: A Theoretical Account of the Structure and Movement of the 

Cultural Meaning of Consumer Goods,” Journal of Consumer Research, 13 

(1), 71–74. 

McCracken (1989), “Who Is the Celebrity Endorser? Cultural Foun- dations of the 

Endorsement Process,” Journal of Consumer Research, 16 (3), 310–323. 

McGinnies, Elliott, and Charles D. Ward (1980). Better Liked Than Right: 

Trustworthiness and Expertise as Factors in Credibility. Personality and Social 

Psychology Bulletin, 6(3), 467– 472. 

McVeigh, B. J. (2000). How Hello Kitty commodifies the cute, cool and camp: 

‘Consumutopia’ versus ‘control’ in Japan. Journal of Material Culture, 5(2), 

225–245. doi: 10.1177/135918350000500205 



© C
OPYRIG

HT U
PM

 

77 

Miller, S., and L. Berry. "Brand Salience Versus Brand Image: Two Theories of 

Advertising Effectiveness." Journal of Advertising Research 38, 5 (1998): 77-

83. 

Mize, J., and Kinney, L. (2008, March). Spoke-character influence on brand 

relationship quality factors. In Annual Conference Proceedings of the Annual 

American Academy of Advertising, 177–187, San Mateo, CA.  

Mizerski, Richard (1995). The Relationship Between Cartoon Trade Character 

Recognition and Attitude Toward Product Category in Young Children. 

Journal of Marketing, 50(October), 58–70.  

 Mohanty, S. S. (2014). Growing Importance of Mascot & their Impact on Brand 

Awareness–A Study of Young Adults in Bhubaneswar City. International 

Journal of Computational Engineering & Management, 17(6), 42-44. 

Moisescu, O. I., and Bertea, P. E. (2013). The Impact of Brand Awareness, Brand 

Knowledge and Price Positioning on Perceived Risks Associated to Buying 

Online from Travel Agencies. Romanian Journal of Marketing, (3). 

Moorman, C., Zaltman, G. and Deshpande, R. (1992) "Relationships between 

providers and users of marketing research, the dynamics of trust within and 

between organizations", Journal of Marketing Research, Vol.29, No.3, 

pp.314-329. 

Moorman, Christine, Rohit Deshpande, and Gerald Zaltman (1993). Factors Affecting 

Trust in Market Relationships. Journal of Marketing, 57( January), 81–101.  

Morgan M.Robert and Hunt D. Shelby, (1994), “The Commitment-Trust Theory of 

Relationships Marketing”, Journal of Marketing, Vol.58 (July 1994), 20-38 

Muehling, D. D., and Pascal, V. J. (2012). An involvement explanation for nostalgia 

advertising effects. Journal of Promotion Management, 18(1), 100-118. 

doi:10.1080/10496491.2012.646222 

Mugenda, O. M., and Mugenda, A. G. (1999). Research methods: Quantitative and 

qualitative approaches. Acts press. 

Neeley, Sabrina M., Wendy Macias, Tara M. Clark, and Wei-Na Lee (2000). 

Advertising Spokes-Character Attributes and the Use Relationships. In 

Proceedings of the 2000 Society of Consumer Psychology Conference, J. 

Inman, J. Tepper, and T. Whittler, eds., San Antonio, TX: Society of Consumer 

Psychology, 94–99.  

Nielsen (1995). The Numbers Game in New Product Development. Oxford, UK: 

Nielsen.  

 

 



© C
OPYRIG

HT U
PM

 

78 

Oklevik, O. (2016, January). Formation of brand personality associations: the role of 

product category interest and consumers' proactive personality. In Global 

Conference on Business & Finance Proceedings (Vol. 11, No. 1, p. 18). 

Institute for Business & Finance Research. 

Ofo J.E (2001). Research Method's and Statistics in Education and Social Sciences, 

Joja Press Limited, Nigeria. 

Ohanian, Roobina (1991). The Impact of Celebrity Spokespersons’ Perceived Image 

on Consumers’ Intention to Purchase. Journal of Advertising Research, 31(1), 

46–54.  

Omar, M. A. M., and Ishak, M. S. A. (2014). Understanding Malaysian Animation 

Characteristics: A structuralist-Semiotic Analysis on Malaysian Animation 

Series. Jurnal Pengajian Media Malaysia, 16(1). 

Osterhouse, R. and Timothy, B. (1970). Distraction increases yielding to propaganda 

by inhibiting counter-arguing. Journal of Personality and Social Psychology. 

15(August), 344–358.  

Pagla, M. and Brennan, R. (2014), “The development of brand attitudes among young 

consumers”, Marketing Intelligence & Planning, Vol. 32 No. 6, pp. 687-705. 

Palazón-Vidal, M. and Delgado-Ballester, E. (2005): “Sales promotions effects on 

consumer-based brand equity”, International Journal of Market Research, 

Vol. 47, No. 2, pp 179-204. 

Panda, T.K. (2004), “Consumer response to brand placements in films role of brand 

congruity and modality of presentation in bringing attitudinal change among 

consumers with special reference to brand placements in Hindi films”, South 

Asian Journal of Management, Vol. 11 No. 4, pp. 7-19. 

Papavassiliou, N., and Stathakopoulos, V. (1997). Standardization versus adaptation 

of international advertising strategies: Towards a framework. European 

Journal of Marketing, 31, 504–527.  

Pavlou, P. A. (2003). Consumer acceptance of electronic commerce- integrating trust 

and risk with the technology acceptance model. International Journal of 

Electronic Commerce, 73, 69-103. 

Perloff, R. M. (2014). The dynamics of persuasion: Communication and attitudes in 

the 21st century (5th ed.). New York: Routledge. 

Petty, R.E., Cacioppo, J.T., and Goldman, R. (1981). Personal Involvement as a 

Determinant of Argument-based Persuasion. Journal of Personality and Social 

Psychology, 41, 847-855. 

Petty, R. E., and Cacioppo, J.T. (1986). The Elaboration Likelihood Model of 

Persuasion. Advances in Experimental Social Psychology, Vol. 19, p. 123-205 



© C
OPYRIG

HT U
PM

 

79 

Phillips, B.J. (1996). Defining trade characters and their role in American popular 

culture. Journal of Popular Culture, 29(4), 143-158.  

Phillips, Barbara J. (1996a). Advertising and the Cultural Mean- ing of Animals. In 

Advances in Consumer Research, 23, Kim Corfman and John Lynch, eds., 

Provo, UT: Association for Consumer Research, 354–360.  

Phillips (1996c). Defining Trade Characters and Their Role in American Popular 

Culture. Journal of Popular Culture, 29(4), 143–158.  

Phillips, B.J., Gyoerick, B. (1999). The cow, the cook, and the quaker: Fifty years of 

spokes- character advertising. Journalism and Mass Communication 

Quarterly, 76(4), 713-728.  

Phillips, B.J., Lee, W.N. (2012). Interactive animation: Exploring spokes-characters 

on the internet. Journal of Current Issues and Research in Advertising, 27(1), 

1-17.  

Pierce, K. (2001). What if the Energizer Bunny were female? Importance of gender in 

perceptions of advertising spokes-character effectiveness. Sex Roles, 

45(11/12), 845-858. 

Pierce, K. (2002). What if the energizer bunny were female? Importance of gender in 

perceptions of advertising spokescharacter effectiveness. Sex Roles, 45(11/12), 

845–858. https://doi.org/10.1023/A:1015696504841 

Plutarco, F., and Botelho, D. (2012, setembro). A volta dos velhos e bons tempos: 

proposições sobre o construto nostalgia na área de comportamento do 
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