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ABSTRACT
Objective — This study aims to investigate the attitude of Malaysian
young adults towards advertising. How this segment responds to

advertising, and how ethnic/cultural differences moderate are assessed.

Design/methodology/approach — A quantitative questionnaire is
used to collect data at two universities. Purposive sampling technique
is adopted to ensure the sample represents the actual population.
Structural equation modelling (SEM) and multi-group analysis (MGA)

are utilized in analysis.

Findings — The findings show that product information, hedonism,
and good for economy are significant predictors of attitude towards
advertising among young adults. Additionally, falsity is found to be
significant among the Chinese, while social role and materialism
among the Dayaks. No difference is observed in the effect of attitude
on intention towards advertising by ethnicity. While homogeneity in
advertising beliefs is assumed across ethnic groups, the Chinese and

Dayak young adults are different in some of their advertising beliefs.

Practical implications — Despite cultural effect being well-documented,
young adults today seem to have similar beliefs and attitude towards
advertising. Knowing what is shared and what is not for this segment
is essential. Hence, it is imperative to keep track of their values in
diversified communities to ensure effective communication process

in advertising.
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