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Abstract

Negative attitude towards television (TV) advertising issues also known as

‘advertising avoidance’ are getting serious since recently years which

challenges the effectiveness of TV advertising and also the companies choose

the advertising channel through TV. Advertising clutters are one of the most

important factors which lead the negative attitude towards TV advertising.
- H0wever, there some advertising companies still unaware about the reason of
£ advertising avoidance especially TV advertising. And the generation Y as new
- ieading group which is the main target group for all kind of industry. However,
o research on the elements influences generation Y negative attitude towards TV
édvertising is limited, especially the negative attitude through advertising clutters.
._herefore this study was to adopt advertising clutters factors and generation Y
3négative attitudes toward TV advertising. It was to evaluate the relationship

4 - " between advertising clutters and generation Y negative attitude towards TV

- advertising, which advertising clutters factors have positive influence generation
.Y built negative attitude towards TV advertising, and which have the strongest
influence on generation Y built negative attitude towards TV advertising. And
. thls study has also to look at the difference between demographic factors and
'ﬁ.'ééﬁeration Y built negative attitude towards TV advertising. To complete this
research a survey method using self — administered questionnaires we carried
ut to gather data from 385 respondents who are generation Y in university. The

es.u_lt shows the TV advertising excessiveness and annoyancefirritation have

posmve infiuence generation Y negative attitude fowards TV advertising, and

'only Indian respondents are have more negative attitude towards than other
race in Malaysia. Finally, the last chapter has provided discussion and

recommendations.

Key words: Negative attitude towards TV advertising, advertising clutters,

generation Y, demographic.
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CHAPTER 1

INTRODUCTION

Chapter Summary

s one of the most important factors used to attract the audiences’
and_”'.establish the customers’ loyalty. In the marketing area, promotion
ical role in communicating with the customer in the 4P's theory, which
price -;Sroduct, promotion and place. The traditional television (TV)
g is the most common and popular media used to transfer the
_h_ln marketing management. However, audiences have significantly

cent years and generation Y is a new generation who is growing

rs _'_Bé_fbre discussing the elements that affect the generation Y
itUdés towards TV advertising, it is imperative to have a better
r_l_g%::df the background of TV advertising environment from the market
ahd_.géheration Y attitudes.

_e'. fi_rSt chapter will cover the deliberation on the problem statement
o he research questions and research objectives, hypothesis and

on :'t'he limitation and the significance of the study.
Study Background

the technology development, many new technologies were innovated
ularly used in people’s life, such as the video recorder, which function’s

cord the memorable moments. The personal video records (PVR) and

National University (2013)



video records (DVR) are popularly used in people’s life, which is a stand-
e unit that combines a digital set top box (STB) with an internal hard disk
‘ve;_(HDD) on which it records TV content in digital format, eliminating the
'fbr. tapes or disks (Harvey Norman, 2011). The most notable function of
a_ﬁ.d DVR is its ability to substitute the television transmission directly and
fu .ction not only aliows the audiences watching them become more flexible,
also provide skip function which the audiences do not prefer. Thus, the PVR
nd VR have the tendency to reduce the audiences’ watching time. So, this
f devices becomes popular, and the number of owners is continuously
__e‘aéirtg. According to the statistics shown in figure 1.1, the penetration rate of
'ithin TV Households has significantly increased to 21% from 2006 to
France. From 2006 to 2011, the penetration rate of PVR within TV
'seho_l_dé has significantly increased from 12.3% to 30.6% in the USA. In the
ted Kingdom, the penetration rate of PVR within TV Households has also
nific rifty increased to 35.1% from 10.5% in 2011 in the mature TV market
2012). The increased of penetration rate of PVR was strongly
iences the audience’s attitude towards television, and also efficiency helps

iences avoid advertisements.

e 1.1: Penetration rate of PVR within TV households in the US, France
he UK (in billion EUR).

'\
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Source: IDATE report (Borgne, 2012)
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