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ABSTRACT

~ As the economic growth, the per capita national income has increased (The World
Bank, 2013). In order to adapt to the need of high standard of living in Malaysia,
thus more and more business brands have appeared in Malaysia’s market cater,
d more substitutes and advertising also become more and more. However, the
faction for the customers is an important task for any company that makes great
fforts to its advertising for the products. As is known to all, the value and the cost
traditional ﬁedias are lack of attract for business for their higher investment and
l_'ow return. Furthermore, too many of the advertising information contains true and
false news runs around the people's lives, which cause changes for the trust level of
-é_d_w‘.rertisements. However, traditional Medias were found to have marketing for
business. Ambient advertising is created as new way to attract the customers, and it
has taken advantages of use these attractions for business development in
._Mélaysia. The marketers have used these ambient advertising to promote their
pif_oaucts and strengthen their existing brands. The company hopes to sell products
th_fough the changes and surprises of ambient advertising, and the company also
_'@ants to motivate purchasing intention. This thesis made the researches for the
f ctors affecting the customers’ attitudes for the ambient advertising in Malaysia.
The author interest in coliecting a number of data to support the views, and 300
questionnaires were assigned to three cities in Malaysia. The methodology in this
thesis used positive analysis and SPSS20.0 (PLS) to get efficient and valid analysis
and studies.

The results showed that ambient advertising was a kind of emerging
advertisements form as a special channel to send product information to the

passenger relative to traditional ways, which was a more direct and more interesting
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way to make customers feel the surprised and curious. At the same time, the
ambient advertising is an indirect way to transfer the brand information such as the
: 'brand’s mission, vision and knowledge, to the customer, in addition, the efforts of
* -~ ambient advertising are more obvious, and the cost of ambient advertising is low
. comparison with the traditional media. However, the using rate for ambient is not
rery satisfied. So, this research concentrates on factors affecting consumers’
r}qrchase intention towards ambient advertising in Malaysia's three cities to make
. explored study because the using rate of ambient advertising in Malaysia is low
é_j_fid_the knowledge of ambient advertising is lack. The results of factors analysis-

have scientific and objective significance for later researchers.
Key Words: Ambient advertising, Traditional advertising, Marketing, Aftitudes,

Factors, Customers,

Malaysia.
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CHAPTER ONE

INTRODUCTION

Background of the Study

enc_ks_q'.' (2012) said all companies currently were promoting themselves by using
nt_-iypé of advertising to have good marketing for their products; however, the
¢ __f the traditional advertising were gradually declining. As is known to all,
: itidnéi medias ads contain TV ads, radio ads and print publications ads (such as
ai_l print-newspapers, traditional print-magazines and others), but they have
rharketing results for higher invest and lower returns, and the Fig.1.1.1
hows ..'the frusts in customer are unsatisfied. Customers more believe the
ﬁiéndations form others and consumers’ opinions posted online. However,
npanies are still using traditional medias to promote their brands in order to build
ustained b"rand image relied on this situation. On the contrary, return of investment

of traditional media is very lower from Fig.1.1.2.
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Fig. 1.1.1: Trust in Traditional Media
Scource: (Parker, 2012)
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30 seconds iniop 10 Purchased throughout year Large number of
market 54,000 to or scheduled in flights. consumers but a smalt
targei audience.

e Television 30 secends in prime lime. Purchased throughout year Lower number of
Lt $5,000 and $8,000. of scheduled in flights.  consumers but offers better

geting

Mational Magazine: $50 per Sold as annuals, specific  Depends on circulation.
1,060 issues. months of publication or  Response raies very low.
Local magazine: $120 per special issues.
1.000 Issues.

. 006-$75,000 per year. Typieallyin 6 or 12 month  Exceplionally high as
Optimization terms. visiors are seeking your
: products and services and
refurn o become regular
cusiomers.

Fig. 1.1.2: Advertising Cost Comparison Chart
Source: (PolePositionMarketing, 2014)

€en shown in the most unusual places using new advertisements relatively.

Ambient advertising brought new advertising methods to send the messages
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v to all, ambient advertising brings initial feeling image in the minds for

he p ducts from consumers. At the same time, ambient advertising also directly

n the ambient media advertising and the factors which influence consumers’

Purchase intention towards ambient advertising in Malaysia.
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