


ABSTRACT 

It is to believe that advertising really can affect people's consuming behavior 

which the goal of this study is the relationship between the exposure of KFC Chizza 

advertisement and the perception among UiTM Rembau Campus students. 30 students 

helped the researcher completed this research by answering the questionnaires which 

has been distributed to them. This is to believe that, different type of media can give 

different type of perception. Most of students are more with the mainstream media 

which is television and the new media which is internet. However, the relationship the 

relationship between the exposure of KFC Chizza advertisement and the perception 

among UiTM Rembau Campus students are to be further study with the correct 

methods and related characteristics to reach the goals of this research. 
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