
THE 6TH INTERNATIONAL
ACCOUNTING & BUSINESS CONFERENCE 2019

21 - 22 AUGUST, 2019
INDONESIA BANKING SCHOOL

Organized by:

In Cooperation with: 



 
THE 6TH 

INTERNATIONAL ACCOUNTING  
& 

BUSINESS CONFERENCE 
 
 
 
 
 
 

SECRETARIAT OF IABC 2019 

 

 

 

 

 

 

 

 
MALAYSIA . INDONESIA . 2019 

 

 



Published by  
© UiTM Cawangan Johor, 2019 
Jalan Universiti Off KM 12 Jalan Muar, 85000 Segamat, Johor.            
Email: iabc@uitm.edu.my 
 
All rights reserved. No part of this publication may be 
reproduced, copied, stored in any retrieval system or 
transmitted in any form or by any means – electronic, 
mechanical, photocopying, recording or otherwise, without 
prior permission in writing from the author. 
Email: iabc@uitm.edu.my 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

mailto:iabc@johor.uitm.edu.my
mailto:iabc@johor.uitm.edu.my


TABLE OF CONTENT 

No. Particulars Page 

1. Foreword – Vice Chancellor, Universiti Teknologi MARA 2 

2. Foreward - Chairman, Indonesia Banking School 3 

3. Foreword – Rector, Universiti Teknologi MARA 
Cawangan Johor 

4 

4. Foreword – Chairperson, International Accounting and 
Business Conference 2019 

5 

5. Foreword – Chairperson, International Accounting and 
Business Conference 2019 

6 

6. Itinerary – Programme Schedule 7 

7. Keynote Speaker  8 

8. Parallel Session Schedule 9 

9. Abstracts 23 

10. Organising committee 101 

11. Collaborators 103 

12. Acknowledgement 104 

13. Sponsor 105 

 



 
Towards greater transparency, accountability & 

sustainability in financial governance 

 

 Page 84 

IABC2019-070 
 

IMPACT OF BRAND AWARENESS, BRAND EQUITY AND BRAND SLOGAN 
TOWARDS PRODUCT ADVERTISEMENT: A CASE STUDY IN ADVERTISING 

INDUSTRY 
 

Rohani Jangga 1, Norlina M Ali 2, Siti Farrah Shahwir3, Noraishah Kamarolzaman4 
and Hazieqa Syabilla Mohd Hatta5 

1Senior Lecturer, UiTM Cawangan Johor, Department of Business and 
Management, Segamat, Johor, Malaysia 

norli107@uitm.edu.my 
 

2Senior Lecturer, UiTM Cawangan Johor, Department of Business and 
Management, Segamat, Johor, Malaysia 

rohan107@uitm.edu.my 
 

3Senior Lecturer, UiTM Cawangan Johor, Department of Business and 
Management, Segamat, Johor, Malaysia 

sitif107@uitm.edu.my 
 

4Senior Lecturer, UiTM Cawangan Johor, Department of Law,  
Segamat, Johor, Malaysia 
norai213@uitm.edu.my 

 

Abstract 

Brand awareness is a company’s competitive advantage and is a part of a 
marketing strategy which helps to spread information about a selected 
company and their products and services. It is crucial that customers remember 
and recognize a favorite brand every time they want to buy a product. In today’s 
fast evolving marketing scenario, technology has been used to capture a wider 
target market as almost all product information is at the fingertips of 
consumers. Through good marketing campaigns such as using social media 
apps, strong brand awareness can be created, and customer loyalty maintained. 
Technically, brand slogan talks about your idea and themes of the company. 
Sometimes, the name of the company does not represent the products of the 
company. Thus, the slogan will help users understand more about the products 
of the company.  In addition, brand slogan helps each company to highlight the 
unique value propositions which means every tagline has their own meaning. 
Hence, the slogan will help the company to reflect its mission statement, is short 
and catchy to attract customer’s attention and can be understood clearly. Brand 
equity is the value of the brand itself which means it can be described as having 
a well-known brand name, able to generate revenue which can lead to brand 
recognition. Brand equity is crucial in increasing profit margins, create 
customer loyalty, expand business opportunities and competitive advantage. 
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