USING RATIONAL AND EMOTIONAL APPEAL IN ONLINE
ADVERTISEMENT FOR MUSLIM CUSTOMERS

AISYAH NURSYUHADAH BINTI SHAMSU KAMAR
2013323551

SUBMITTED FOR FULLFLLMENT OF THE REQUIREMENT
FOR THE DEGREE BACHELOR OF BUSINESS
ADMINISTRATION WITH HONOUR (MARKETING)

FACULTY OF BUSINESS MANAGEMENT
UNIVERSITI TEKNOLOGI MARA
SARAWAK

JUNE 2016



UNIVERSITI TEKNOLOGI MARA
ORIGINAL LITERATURE WORK DECLARATION
Name of Student : Aisyah Nursyuhadah Binti Shamsu Kamar
Registration Matric No :2013323551
Name of Degree : Bachelor of Business Administration
Title of Research Project : Using Rational And Emotional Appeals In Online Advertisement For
Muslim Customers

Field of Study : Marketing

| do solemnly and sincerely declare:

(1) I am the sole author/writer of this work;

(2) This work is criginal;

(3) Any use of any work in copyright exists was done by way of fair dealing and for
permitted purposes and any excerpt or extract from, or reference to or reproduction of
any copyright work has been disclosed expressly and sufficiently and the tittle of the
work and its authorship have been acknowledged in this work;

(4) | am fully aware that if in the course of making this work | have infringed any
copyright whether intentionally or otherwise, | may be subject to legal action or any
other action as may be determined by UiTM.

-{*] Date: 25-¢ — dolf

Student’s Signature

Solemnly declared before,

7L @ Date: 22‘!(4 {6

Advisor’s Signature DR. GLUF&&!‘\ SABA;\%

{FCTURER
FACULTY OF E S5
MARA UNIVE!

Name :
Designation :




ABSTRACTS

This study is about using rational and emotional appeals in online advertisement for
Muslim customers. Also, this research is to identify key factors that influence Muslim
customers in selecting online advertising appeals, to examine the relationship
between the factors that influence Muslim customers and their choice of online
advertising appeals, to determine the factors that has the most influence on Muslim
customers in selecting online advertisement appeals and to determine which online

advertisement appeal that is mostly selected by Muslim customers.

The data set is collected through self-administered questionnaire and convenient non-
probability random sampling method. A sample of 100 was collected from Muslim
customers at area Kota Samarahan, Sarawak, Malaysia. The finding revealed that
there is a significant relationship between various factors toward selecting online
advertising appeals. Based on the results, it can be said that Muslim customers are
generally influent by emotional appeals in online advertisement rather than rational

appeals.

The findings of this study are limited by the number of respondents, area and location,
and the absence of other methods to obtain the result other than secondary research
and questionnaire. This study is more important for companies or marketers or
internet advertising to understand Muslim customer's preference on online

advertisement appeals to be more attraction in online advertising.
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CHAPTER 1
INTRODUCTION

1.1 Background of Study

In chapter 1, background of study, research questions, research objectives,
research scope, research significance, research limitations and definition of term are

highlighted in order to provide an overall overview of research.

Marketers today utilize that the effectiveness of employing advertising appeals
is well-recognize for transferring information to their customers. An advertising appeal
is used to capture their thoughts and feeling about a product or service and also to
attract consumers. According to Kotler (1997), advertising appeal is the theme of an
advertisement. To make target message receive by the audience, advertisers need to
put some driving forces into the message. Driving forces in this context ié the appeal.

Every advertising appeal will be an attraction and arouses consumer’s desires.

Advertising appeals as a mean by advertisers for buying and selling their
product. To present a positive image of the product or service, advertising appeals are
designed to the customers. From the message drive by advertising appeals, it will give
influent on purchasing decisions. People will purchase when they feel confident and
satisfy with their shopping and rationalize their purchasing decisions based on facts
while making the decision based on feelings (Mehdi B., Hossein N., Kobra N. and Mina
N., 2014). However, in Muslim countries, there are different behaviours with respect to
buying products which may change the appeals used to motivate consumers to buy.
Undoubtedly, religious commitment and belief influence people’s attitudes towards
consumption (Jamal and Goode 2003). According to Fam, K.S., Waller, D.S. and
Edogona, B.Z. (2004), religious commitment plays an important role in people’s lives by
shaping their beliefs, knowledge, and attitudes. Different religious groups such as

Muslims, Christians and Buddhists have differing beliefs.



