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ABSTRACT

The awareness of offensive television advertisements among Muslim consumers especially in Malaysia is still
uncommon. Thus, this paper aims to identify the Muslim academicians' attitudes towards offensive television
advertisements on health and beauty products based on marital status. Furthermore, the researchers would like
to investigate the difference ofperception towards television advertisement on health and beauty products based
on five (5) different television advertisements in Malaysia. Self-administered questionnaires were distributed to
academic staffji-om various faculties in UiTM Pahang using convenience sampling technique. Six (6) reasons
selected for offensive including; concern for children, health and safety issues, language, sexist images,
stereotyping ofpeople and subject too personal were used to indicate each of the advertisements. The findings
show Muslim academicians from different marital status feel offended on different reasons and gave their own
positive and negative perception toward the selected television advertisements.

Keywords: offensive television advertisement, Muslim academicians, sexist images, marital status, health and
beauty products

Introduction

Nowadays, television advertisements became muTe creative to gain consumer awareness. Sometimes, it leads to
inconvenient feeling among the viewers and because of that in this study, the researchers decided to scrutinize
the feeling of Muslim consumerson television advertisement related to health and beauty products in Malaysia.
Few television advertisements were chosen by the researchers because it was believed that those advertisements
bring offensive elements to Muslim consumers when they watch them. According to Prendergast et al. (2002),
consumers do feel offensive on certain advertisement because they think that some of the products are not proper
to be displayed publicly or for open discussion and the execution of the advertisement could be considered as
annoying or not appropriate. In addition, this paper would also emphasize on identifying the Muslim
academicians' attitudes towards offensive television advertisements on health and beauty products based on
marital status. Those who are married might have different perception and view on the health and beauty
products advertisements compared to those who are unmarried.

Besides that, the researchers would also like to investigate different perception of the Muslim
academicians whether positive or negative towards selected television advertisement on health and beauty
products. The television advertisements sometimes carry some double meaning words and actions especially
related to health and beauty products. In that way, it is not proper to advertise to public especially for children
viewing because some parents might feel offended if unnecessary message or action was portrayed via television
advertisements. Chan et al. (2007) revealed "a survey found that advertising perceptions had significant impact
on consumer's intentions to reject the products and the brands". The offensive reasons are important to business
in order to realign their advertisement strategy so that sales will be generated through acceptable advertisements.

Literature Review

Businesses used to position their products or services in the market via interesting ~ctvertisements on television
that change from time to time especially regarding health and beauty products in order to attract new customers
and to retain existing customers. According to Makaty et al. (1996) television advertisements do not always
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deliver positive message to audiences and it is one of the cultural threats which give adverse impact to the
nation's development. Some television advertisements are not only able to affect the culture, but also religion
and language in certain country. Among different religion, Muslim consumers tend to be more sensitive towards
television advertisement. Basically, the Muslims viewed that advertisements related to gender or sex related
products were found to be more offensive than Buddhists and Christians (Fam et aI., 2004).

Globalization and the advancement of media technologies have also encouraged the advertising
agencies to use various kinds of advertising techniques in promoting their products. However, some of them
started to use immoral ways in order to capture the interest of their potential customers and this action has made
some customers feel offended. These inClude the exploitation of female sexuality, indecent language used,
subject too personal, stereotyping of people, less concern for children and health and safety issue (Waller, 1999;
Waller et. aI., 2005; Alim & Shah, 2008; Gibbs, 2008; Ernest, 20 I0 and Akhter, 2011).

Akhter et al. (20 II) revealed that consumers in Pakistan are really concern on offensive advertisement
conducted by advertising agencies in promoting their products. Moreover, they mentioned that from the Islamic
perspective, it is not permissible to use emotional appeals, sex appeals, use ofr-omantic language and use of half
skirt women to attract consumers in maximizing profit of the company. They also stated that Pakistani
consumers have strong offensiveness towards indecent language and nudity which give opportunity to
advertisers and media managers to understand about their preferences for better acceptance. Thus, there is no
room for these types of advertisements to survive in a society with strong religious intentions. On top of that, the
Quran keeps reiterating the dress code for Muslim women;

o children of Adam. We have bestowed upon you clothing to conceal your private parts an as
adornment. But the clothing of righteousness - that is best. That is from the signs of Allah that
perhaps they will remember.

(Surah Al-A 'raf[The Heights], verse 26)

Basir et al. (2009) claimed that u')ing indecent language and sexist image in promoting the products is
contravened with Islamic moral and principles. This is supported by Waller (1999) and Akhter et al.(2011) that
stated the use of indecent language is one of the reasons for offensive advertisement. Besides, a study done by
Waller (1999) in Australia has presented six reasons for offensive advertisement; racist, anti-social behavior,
sexist, subject too personal, indecent language and nudity. Another study done by Waller et al. (2005) has
supported this finding where all reasons appear to be the reasons for offensive advertisement in cross cultural
country; Malaysia, Turkey, New Zealand and United Kingdom. The findings showed that the countries located
in the same regions do not have similar views regarding what offends them but the countries that did have
similar views; New Zealand and UK, and Malaysia and Turkey did show similar view on which factor of
offensive advertising. Further research conducted in 2008 by Gibbs also revealed that the sexist image, indecent
language, stereotyping of people and subject too personal were found to be the reasons for offensive
advertisement for both Muslim and Christian students in Cyprus Island.

On the other hand, some studies have has been carried out to measure the positive and negative
perceptions on television advertisements. Young and Crane (1992) have investigated the perception of Canadian
women towards offensive advertising which uses women in their advertising. They concluded that these
advertising are uncomfortable, offensive and impolite. They agreed that, this negative perception will influence
their purchasing pattern. According to Chan et al. (2007), due to cultural insensitivity, some of global
advertising campaigns launched in China and Germany were found offensive. They mentioned that both
Chinese and German consumers' perception on advertisement are negative, which are classified as offensive,
uncomfortable, disgusting, impolite, irritating and ridiculous. These perceptions indicate that the more offensive
the advertisement perceived the higher tendency of rejecting the products and the brands. It was also supported
by Dianoux et al. (2007) where they found that the female nudity in advertising was found to be unusual as
compared to advertising using women face only for Czech Republic, Spain and France. Women face advertising
was found to be more convincing and give information which can satisfy consumers. Furthermore, Phau and
Prendergast (2001) investigated that consumers perceive some advertisements are offensive and not suitable for
open discussion or public display, the advertising execution is considered to be irritating or the type of
advertisement is not appropriate for a particular medium.
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Methodology

The objectives of this small scale survey are to identify the Muslim academicians' attitudes towards offensive
telcvision advertisements on health and beauty products based on marital status, and to investigate both positive
and negative perceptions among Muslim academicians towards television advertisements on health and beauty"
products.

A self-structured questionnaire was designed based on previous studies (Waller et al., 2005) and was
distributed to the respondents. In this study, 86 Muslim academicians from different faculties at UiTM Pahang
branch campus were selected as sample by using convenience sampling method, generally because of the
accessibility to the researcher and homogeneity as a group. They were chosen as respondents because more than
90 percent of academicians working at UiTM Pahang consist of Muslim. As mentioned by Calder et al. (1981)
in their study on the rationale of using university students as respondents has been a research method practiced in
many countries in the world because it is easier for the researcher to get in touch with their respondents and have
similar characteristics as a group. Hence, the researchers decided to choose academicians as the respondents
instead of using university students as suggested by Calder et al. (1981).

In the beginning, five selected video clips of television advertisement on health and beauty products were
downloaded from www.youtube.com website and were kept in pen drives in order to facilitate the process of
conducting the survey later on. The five selected advertisement on health and beauty products that used to
appear on Malaysian television commercial break included:

• Coffee Mix Super Power from Super Company
• D'Folia Coffee from SendayuTinggi Company
• Huggies Baby Dry Diaper from Kimberly Clark Cooperation
• 101 Hair Care from 101 Hair Care Centre
• Enchanteur Hand and Body Lotion from Wipro Ltd

Before the respondents could answer the questionnaire, they must watch the selected video clips shown to
them either from the tablets or from their personal computer at the office. The respondents took approximately
ten minutes to complete the questionnaire. The questionnaire comprises four sections; demographic profile in
Section A, reasons for offensive telcvision advertisement in Section B, negative and positive perception on the
advertisements in Section C and their interest to purchase the product after watching the advertisement. The
academicians were asked to indicate the extent to which they perceived the television advertisement that could
be seen as offensive when advertised. Based on past literature done by Waller (1999) and Run et al. (2010), the
respondents were asked to indicate their level of personal "offence" on a five-point scale, I = "not offensive at
all" and 5 = "extremely offensive" in Section B. The list of reasons included:

• Concern for children
• Health and safety issues
• Language
• Sexist images
• Stereotyping of people
• Subject too personal

On the other hand, the respondents were allowed to choose more than one answer to state their negative
and positive perception on the selected television advertisements in Section C. The list of negative perception
included uncomfortable, offensive, ridiculous, irritating, impolite and disgusting. Meanwhile, the list of positive
perception included creative, interesting, lively, clever, informative and convincing. The data obtained in this
study were analyzed using descriptive analysis and independent sample t-test. Statistical Package for Social
Sciences, version 20.0 was used to generate the findings in this study.
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