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Appendix A: Normality Test for Research Variables 

 

Table 4.1 (a) 

Normality Test: Skewness and Kurtosis for Research Variables (Advert A) 

Descriptive Statistics

250 -.345 .154 -.407 .307

250 -.089 .154 .058 .307

250 -.521 .154 -.069 .307

250 -.242 .154 -.212 .307

totalattA

totalexecA

totalbrandA

totalintentA

Statistic Statistic Std. Error Statistic Std. Error

N Skewness Kurtosis

 

 

 

Normality Test: Skewness and Kurtosis for Research Variables (Advert B) 

Descriptive Statistics

250 -.182 .154 -.335 .307

250 .095 .154 -.187 .307

250 -.364 .154 .004 .307

250 -.186 .154 -.810 .307

totalattB

totalexecB

totalbrandB

totalintentB

Statistic Statistic Std. Error Statistic Std. Error

N Skewness Kurtosis
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Descriptives

34.7280

34.9156

35.0000

81.6880

81.7089

83.0000

24.7200

24.9133

25.0000

16.5480

16.6622

16.0000

35.7120

35.7556

36.0000

87.3280

87.2844

86.0000

24.9720

25.0911

25.0000

17.8880

17.9156

18.0000

Mean

5% Trimmed Mean

Median

Mean

5% Trimmed Mean

Median

Mean

5% Trimmed Mean

Median

Mean

5% Trimmed Mean

Median

Mean

5% Trimmed Mean

Median

Mean

5% Trimmed Mean

Median

Mean

5% Trimmed Mean

Median

Mean

5% Trimmed Mean

Median

totalattA

totalexecA

totalbrandA

totalintentA

totalattB

totalexecB

totalbrandB

totalintentB

Statistic

Table 4.1 (b) 

Normality Test: M-Estimators for Research Variables 

 

 

 M-Estimators 

 

  

Huber's M-

Estimator(

a) 

Tukey's 

Biweight(b) 

Hampel's 

M-

Estimator(

c) 

Andrews' 

Wave(d) 

totalattA 35.0408 35.0761 34.9938 35.0764 

totalexec

A 
82.1633 82.2499 82.0017 82.2603 

totalbrand

A 
25.0956 25.1224 25.0275 25.1203 

totalintent

A 
16.6750 16.7205 16.6910 16.7193 

totalattB 35.9214 35.9296 35.8321 35.9303 

totalexec

B 
86.7354 86.2804 86.8926 86.2754 

totalbrand

B 
25.1873 25.3287 25.2368 25.3379 

totalintent

B 
18.0463 18.5635 18.0883 18.6687 

a  The weighting constant is 1.339. 

b  The weighting constant is 4.685. 

c  The weighting constants are 1.700, 3.400, and 8.500 

d  The weighting constant is 1.340*pi. 
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Figure 4.1 (c) 

Normality Test: Histogram for Research Variables 
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Figure 4.1 (d) 

Normality Test: Box-Plot Analysis for Research Variables 
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Table 4.3 (e) 

Factor Loading for Factor Analysis (Advert A) 

Component Matrix for Advert Aa

.816        

.808        

.780     -.367   

.765     -.370   

.738        

.736        

.728     -.302   

.725        

.724        

.720        

.707  -.525      

.676        

.672        

.635        

.622        

.618  -.557      

.611   -.487     

.608  -.499      

.554       .375

.541   -.531     

.506   -.436     

.442 -.332 .363     .332

 .696   .425    

 .686       

 .672   .519    

 .580   -.303    

 .575   .462    

 .566 .336      

 .541      .351

.346 .534       

.479 .502       

 .360   -.333    

  -.564   .340   

.543   -.580     

.328 .379  .439    -.329

.504      .570  

 .365  .310   .374  

transexec21A

intent1A

intent2A

intent3A

transexec10A

transexec9A

intent4A

transexec8A

brand5A

transexec6A

brand4A

transexec16A

transexec20A

transexec15A

infoexec17A

brand2A

att3A

brand3A

infoexec13A

att1A

att4A

infoexec1A

att7A

transexec2A

att6A

infoexec19A

att5A

infoexec7A

infoexec5A

infoexec3A

transexec12A

transexec14A

brand1A

att2A

transexec11A

transexec4A

transexec18A

1 2 3 4 5 6 7 8

Component

Extraction Method: Principal Component Analysis.

8 components extracted.a. 
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Factor Loading for Factor Analysis (Advert A) 

Component Matrix for Advert Ba

.755       

.741      .354

.737    -.320   

.736       

.736      .323

.734       

.732       

.724       

.724       

.724       

.722  -.456     

.716    -.309   

.714       

.704  -.406     

.697       

.697  -.486     

.656   -.461 -.359   

.639       

.625   -.437 -.394   

.598   -.469 -.437   

.593      .345

.563   -.497    

.532     .331  

.531 .486    -.306  

.429 .412      

.416 -.386     -.333

 .717      

 .682      

.362 .612      

 .606      

 .600    .459  

.457 .543      

.326 .533      

 .512 .341     

 .463  .341 -.372   

.364 .437     .420

.382  -.566 -.309    

intent1B

transexec8B

intent3B

brand5B

transexec9B

transexec16B

transexec15B

transexec10B

transexec6B

transexec21B

brand4B

intent4B

intent2B

brand3B

infoexec17B

brand2B

att2B

transexec20B

att3B

att1B

transexec4B

att4B

infoexec13B

transexec12B

transexec18B

infoexec1B

att6B

att7B

transexec2B

infoexec19B

att5B

infoexec3B

infoexec5B

infoexec7B

transexec14B

transexec11B

brand1B

1 2 3 4 5 6 7

Component

Extraction Method: Principal Component Analysis.

7 components extracted.a. 
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Regression Standardized Predicted Value
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Dependent Variable: Purchase Intention for Advert A
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Appendix B: Regression Assumption Test for Research Variables 

 

Figure 4.4 (e)  

Residual Scatterplot between Independent Variables and Dependent Variables 
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Figure 4.4 (f) 

Residual Normal P-P Plot between Independent Variables and Dependent 

Variables 
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Appendix C: Print Advertisements 

Advertisement A 
 

 
 
Source: 

http://www.google.com.my/imglanding?q=burger%20king%20+%20images&imgurl=http://www

.smashingapps.com/wp-content/uploads/2008/06/burger-king-ramadan-

kareem.jpg&imgrefurl=http://www.smashingapps.com/2008/06/27/42-extremely-creative-

advertisements-i-have-ever-seen.html&usg=__np5-

DiGeH5H2prfWm3G6h_fljLg=&h=498&w=500&sz=37&hl=en&um=1&itbs=1&tbnid=69SfOoI

WMMDHOM:&tbnh=129&tbnw=130&prev=/images%3Fq%3Dburger%2Bking%2B%252B%2

Bimages%26start%3D20%26um%3D1%26hl%3Den%26client%3Dfirefox-

a%26sa%3DN%26rls%3Dorg.mozilla:en-

US:official%26ndsp%3D20%26tbs%3Disch:1&start=35&um=1&client=firefox-

a&sa=N&rls=org.mozilla:en-

US:official&ndsp=20&tbs=isch:1#tbnid=69SfOoIWMMDHOM&start=39 
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Advertisement B 
 

 
 
Source: 

http://www.google.com.my/imglanding?q=burger%20king%20+%20have%20a%20field%20day

&imgurl=http://www.webdesignbooth.com/wp-content/uploads/2009/07/burger-king-a-field-

day.jpg&imgrefurl=http://www.webdesignbooth.com/80-smart-and-creative-advertisements-that-

you-should-bookmark-and-

stumble/&usg=__E4sK7OmUCaOjgbLLLZokVzj2lvA=&h=320&w=500&sz=29&hl=en&um=1

&itbs=1&tbnid=y7jqO9CeRPW06M:&tbnh=83&tbnw=130&prev=/images%3Fq%3Dburger%2

Bking%2B%252B%2Bhave%2Ba%2Bfield%2Bday%26um%3D1%26hl%3Den%26client%3Dfi

refox-a%26rls%3Dorg.mozilla:en-US:official%26tbs%3Disch:1&um=1&client=firefox-

a&rls=org.mozilla:en-US:official&tbs=isch:1&start=0#tbnid=y7jqO9CeRPW06M&start=0 
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Appendix D: Questionnaire Survey 

 



 

          114 

 



 

          115 
,  



 

          116 

 



 

          117 

 


