
FACTORS INFLUENCING SOCIETIES PERCEPTION 
TOWARDS OFFENSIVE ADVERTISEMENT: T H E CASE 

STUDY OF UNIVERSITI T E K N O L O G I MARA (UITM) 
SARAH'S STUDENT 

AG SHAHRIL BIN AG A L I 
2012444096 

B A C H E L O R OF BUSINESS ADMINISTRATION W I T H HONORS (MARKETING) 
F A C U L T Y OF BUSINESS MANAGEMENT 

UNIVERSITI T E K N O L O G I MARA 
SABAH 

'UK 
?fii"< 'w,, ' " ! 

o " f t / o n / t , , r 

•'Shah 

JUNE 2014 



T A B L E OF CONTENT PAGE 
C H A P T E R T I T L E 

L E T T E R OF TRANSMITTAL i 
L E T T E R OF SUBMISSION ii 
ACKNOWLEDGEMENT iii-iv 
ABSTRACT v 

1. C H A P T E R 1 
1.0 INTRODUCTION 1 

1.1 Research Background 1-3 
1.2 Problem Statement 5 
1.3 Research Objectives 5 
1.4 Research Questions 5 
1.5 Scope Of Study 5 
1.6 Significant Of The Study 6 

1.6.1 To The Researcher 6 
1.6.2 To The Respondents 6 
1.6.3 To The Company & Organization Internationally 6 

1.7 Limitation Of Study 6 
1.7.1 Valid Article 6 
1.7.2 Deep Meaning Terms 6 

1.8 Definition On Term 7 
1.8.1 Advertisement 7 
1.8.2 Offensive 8 

2. C H A P T E R 2 
2.0 L I T E R A T U R E R E V I E W 9 

2.1 Introduction 9 
2.1.1 Background Of Controversial Product 9-10 

2.1.2 Significance Of Controversial Product In 10-12 
Advertising 

2.1.2(A) Sexist Image 12-14 
2.1.2(B) Racist Image 14-15 
2.1.2(C) Stereotyping 15-16 

2.2 Conclusion 17 
2.3 Theoretical Framework 18 

3. C H A P T E R 3 
3.0 R E S E A R C H M E T H O D O L O G Y 19 

3.1 Introduction 19 
3.1.1 Research Design 19 
3.1.2 Sampling Design 19 

3.1.2.1 Population 20 
3.1.2.2 Sampling Frame 20 
3.1.2.3 Sample Size 20-21 
3.1.2.4 Sampling Technique 21 

3.1.3 Data Collection 22 
3. 1.4 Instrument 22 



3.1.5 Data Analysis 23 
3.1.5.1 Frequency Distribution 23 
3.1.5.2 Reliability 24 
3.1.5.3 Cross-Tabulation 24 

4. CHAPTER 4 
4.0 DATA ANALYSIS AND FINDINGS 25 

4.1 Frequency Graph 25 
4.1.1 Attitudes Towards Offensive Advertising 25-26 
4.1.2 Product Offensiveness 27 
4.1.3 Reason For Offensive 28 
4.1.4 Respond In Purchase Intention Of Product With 29-30 

Offensive Advertisements 
4.1.5 Respondent By Gender 31 
4.1.6 Respondent By Age 32 
4.1.7 Respondent By Race 33 
4.1.8 Respondent By Religion 34 
4.1.9 Respondent By Education (Course) 35 

4.2 Reliability 36 
4.3 Cross-Tabulation 37 

4.3.1 Cross-Tabulation Type Of Product * Education 37 
4.3.1.1 Racially Extremist Group * Education 37-38 
4.3.1.2 Condom "Education 37-38 

4.3.2 Respondent By Race *Racist Image 39 
4.3.3 Respondent By Religion *Sexistimage 40 
4.3.4 Respondent By Gender *Stereotyping Of People 41 

4.4 Discussion 42-43 
5. CHAPTER 5 

5.0 CONCLUSION & RECOMMENDATION 44-45 
6. R E F E R E N C E S 46-47 
7. APPENDIXES 48 
8. QUESTIONNAIRE 48-51 
9. FREQUENCY DISTRIBUTION TABLES 51-67 



A C K N O W L E D G E M E N T 

Allhamdulilah & Gratefull to Allah. 

First and foremost, I would like to express my sincere gratitude to my first advisor Ms. 

Cynthia Robert Dawayan, for the continous support and guidelines necessaryfor me to 

complete my research. Her patience, motivation, enthusism and shared knowledge has 

gave me strength to finish up my research paper. Not to forget, many thanks to my 

second advisor, Ms Sharifah Nurafizah Syed Annuar for her concern on my research 

progress and useful ideas for my research paper. Also for my Internship Coordinator 

Ms Dayang Haryani, for the constatn reminders and information. To all my lecturers, 

who have been directly and indirectly involved with the completion of this research, 

thank you very much from the bottom of my heart. 

I would like to express my big thanks and love to both my parents, Mr. Ag. Al i Hj Ag 

Anak, and my mother Mdm. Siti Afsah Hj Lagai, for their continous support in terms 

of motivation, material and many more. Also thanks to my sisters and brothers, who 

are always there to support me. 

My sincere thanks also goes to my close friend Noorhafizahtun Bte Alimat who has 

been very supportive and helpful. This research will not be completed without her 

guidelines, support and shared knowledge. Not to forget to all my friends who have 

been direct and indirecly given me support and strentgh during all these while. 

I would also like to acknowledge the academic and technical support of Universiti 

Teknologi MARA (UiTM), Sabah Campus for the necessary support provided for this 

research. The library and computer facilities of the University have been 

indispensable. 



ABSTRACT 

Offensive advertisement somehow is a rare term and not usually discussed by 

the public. However, this term is supposed to be understood by every individual as the 

knowledge and can be usefull in the future. Offensive advertisment usually happen 

among the society that is perceive as conservatives where the society will be offended 

when the advertisment display can touch their sensitivity and offended their thoughts. In 

this research, the researcher attempts to find out the perspective of U I T M Sabah's 

students on the issue of offensive advertisments. Questionnaires have been distributed to 

one hundred (100) UiTM Sabah's students from different disciplines. It was found that 

certain group of students from different racial groups and religious backgrounds have 

have diverse level of offensiveness on advertisments appeals being potrayed in 

advertisments. 


