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Abstract 
 

Advertising has grown exponentially over the last 10 years. In general, advertising can be 

defined as the activity of a profession of producing information for promoting the sale of 

commercial products or services in so many ways, including the World Wide Web. For 

instance, advertising via the web has received much attention from people all over the world. 

Web advertising, in particular, has big implications to the global businesses because of wide 

accessibility strategies throughtout the world. Therefore, this study is carried out to identify the 

antecedents that influenced consumer’s attitudes towards Tourism in Malaysia web advertising 

that is widely available. Based on a review of the existing literature in a range of fields, this 

study proposes a conceptual model of the positive relationships between customer’s atitudewith 

informativeness, entertainment, credibility, economic value, interactivity and materialism.The 

proposed conceptual model is developed based on the Elaboration Likehood (ELM). Tourism 

Malaysia strongly rides on its slogan ‘Malaysia Truly Asia” that signifies the ever-changing 

and growing needs for the future. Furthermore, Tourism Malaysia web advertising also can 

affect the consumer’s decision-making process and behavior. The researcher expects this 

research to make several theoretical, managerial and policy contributions. For instance, the 

tourism promotional board which wants to change the customer’s attitude needs totake into 

consideration the influence factors such as informativeness, entertainment, credibility, 

economic value, interactivity and materialismfor the web adverstisement.  

 

Keywords: internet, web advertising, the Elaboration Likehood Model (ELM) 

 

Abstak 

 

Iklan telah tumbuh secara eksponensial selama 10 tahun terakhir. Secara umum, iklan dapat 

didefinisikan sebagai aktivitas profesi menghasilkan informasi untuk mempromosikan 

penjualan produk atau jasa komersial dalam berbagai cara, termasuk World Wide Web. 

Misalnya, iklan melalui web telah menerima banyak perhatian dari orang-orang di seluruh 

dunia. Periklanan web, khususnya, memiliki implikasi besar terhadap bisnis global karena 

strategi aksesibilitas yang luas keseluruh dunia. Oleh karena itu, penelitian ini dilakukan untuk 

mengidentifikasi anteseden yang memengaruhi sikap konsumen terhadap Pariwisata di 

periklanan web Malaysia yang tersedia secara luas. Berdasarkan tinjauan literatur yang ada 
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dalam berbagai bidang, penelitian ini mengusulkan model konseptual dari hubungan positif 

antara pelanggan dengan informasi, hiburan, kredibilitas, nilai ekonomi, interaktivitas dan 

materialisme. Model konseptual yang diusulkan dikembangkan berdasarkan Elaboration 

Likehood (ELM). Tourism Malaysia sangat mengandalkan slogan "Malaysia Truly Asia" yang 

menandakan kebutuhan yang terus berubah dan berkembang untuk masa depan. Selain itu, 

iklan web Tourism Malaysia juga dapat memengaruhi proses dan perilaku pengambilan 

keputusan konsumen. Peneliti mengharapkan penelitian ini untuk membuat beberapa 

kontribusi teoritis, manajerial dan kebijakan. Misalnya, dewan promosi pariwisata yang ingin 

mengubah sikap pelanggan perlu mempertimbangkan faktor-faktor pengaruh seperti 

keinformatifan, hiburan, kredibilitas, nilai ekonomi, in teraktivitas dan materialism untuk 

periklanan web. 

 

Kata kunci: internet, iklan web, the Elaboration Likehood Model (ELM) 

 

JEL: M37 

 

1 Research Background  

Advertising has existed for a long time and has changed over time. Advertising can be 

defined as a technique and practices used by company to bring products and services and 

persuading the public to respond in certain ways (Goldsmith & Lafferty, 2002). Advertising 

isalso one of the most important sources of income for the media agencies that serve the media 

such as newspapers, magazines, or television stations through which it is conducted (Bezjian-

Avery, Calder &Iacobucci, 1998). In line with the media technology growth, there are so many 

changes in the use of the Internet which helps many advertising industry to adopte modern and 

interactive tools (Richards & Curran, 2002).  

Web advertising or web advertisement consists of transmission of impersonal 

commercial content paid by sponsors, designed for audiences, delivered by video, print and 

audio and make it more interactive and user friendly (Norzalita& Ahmad Azmi, 2010). The 

advertisements which first appeared on the Web, was banner ads that ran across the top or 

bottom of a Web page. Basically, through the Web advertising, consumers can gather pricing 

information, participate in product design, explore promotions, consummate sales, arrange 

delivery and receive post-purchase support (Korgaonkar&Wolin, 2002). 

The emergence of the Internet Advertising has greatly benefited the consumer and 

advertiser. For instance, the Internet has had a profound impact on strategic thinking because of 

its ability to change organizational structures, cost patterns and alter communication with 

customers(Boudreau & Watson, 2006). Apart from these,other potential advantages of  Internet 

advertising includes the ability to get more information via easy click-through, the availability 

of more information in general, the ability to act on what interests the consumers immediately, 

viewer privacy, and more interesting ads (Goldsmith & Lafferty, 2002). All these advantages 

became available only with the advent of Web advertising.  

Therefore, this paper focuses on the influence factors of consumer’s attitudes towards 

Tourism Web advertising. In this context, attitude can be defined as predispositions to respond 

in a particular way towards a specified class of objects (Rosenberg, 1960). Further, elaborates 

that attitude as an individual personal evaluation, emotional feeling attached and action 

tendency toward some objects or ideas. For example, the attitude towards the myriad of Web 

advertising favorable or unfavorable manner to a particular advertising stimulus during a 

particular exposure occasion (Lutz, 1985) on the cognitive, affective and behavioral(Saeed et 

al., 2013).  However, some researchers have divided attitude to six categories such as 

informativeness, entertainment value, materialism and economic value (Norzalita& Ahmad 

Azmi, 2010). 

Tourism Malaysia website has been chosen as a context of study, strongly rides on its 
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slogan "Malaysia Truly Asia”, it signifies the ever-changing and growing needs of the future. 

TourismMalaysia is the global agency that promotes a variety of destinations in 

Malaysia.TourismMalaysia allocated RM454 million (USD103 million) for operation and 

promotion in 2015; a significant portion of this budget is for international advertising and 

promotion programmes(Tourism Malaysia, 2014).  

Tourism Malaysia is repositioning its tourism campaign by focusing on Malaysia’s 

position as a cultural melting pot: the amalgamation of the three most important civilizations in 

Asia – the Malays, Chinese and Indians. Formulated in 1999, launched in 2000, ‘Malaysia 

Truly Asia’ constitutes a platform for Tourism Malaysia to promote Malaysia as a brand image, 

rather than purely a tourist destination. The main focus of this brand image is none other than 

Malaysia’s population multiethnicity. Through this campaign, tourists are encouraged to stay 

longer and enjoy Asia’s multi-faceted experience in one destination – Malaysia, diversified in 

its cultural heritage and colourful in its customs and traditions. 

Tourism Malaysia campaign is extremely professional and has proven to be very 

effective. Tourism Malaysiahas been promoting Malaysia as the premier holiday destination in 

the region. The combination of Malaysia’s natural charms, rich cultural heritage, history and 

traditions of the various ethnic groups, forms the basis of this theme. It aims to create an easily 

identifiable image of Malaysia that is both attractive and easily recalled in the decision-making 

process of destination selection. The theme was implemented in all thematic and tactical 

advertising campaigns undertaken by Tourism Malaysia at the international level through web 

advertisement. From that, many factors influence customer’s attitudes towards advertising that 

are likely to be seen in those who never visit the Tourism Malaysia website. 

Therefore, the main objectives of this paperare to investigate the influence factors of 

attitudes towards Web advertising via TourismMalaysia website. The study reviews the related 

literature on Web advertisement that stimulates the mind and generates action in line with 

customer thinking. The website itself should thereforebe good at promoting interactivity,user-

friendliness and ability to change one's mind as a product or brand. The method also shows that 

persuasion is needed in the context of this study which can be understood as the act of 

convincing others to think, feel or do what we want (Perloff, 1993). 

Web advertisement can be defined as a way of advertising that usesthe Internet and 

providesinformation about the products or services with an interactive interface that gives 

marketers the opportunity to tocustomize their customer by creating brand awareness and brand 

loyalty among consumers (Saeed et al.,2013). 

Many companies are turning to the Web to advertise their products or services. 

Consumers have more control over the web with targeted advertising exposure or in other 

words, the freedom to select how much commercial content they wish to view, when they want 

to view it, and if they want to view it at all. Throughout the site, consumers can gather pricing 

information, participate in product design, explore promotions, consummate sales, arrange 

delivery, and receive post-purchase support (Korgaonkar&Wolin, 2002).In other words, web 

advertising can give great impact to their viewer.  

In terms of operational influence factors of attitude towards Tourism Malaysia web 

advertising via a website, some researchers noted that the influence of factors of attitude 

usually depends on six main factors, including informativeness, entertainment value, 

credibility, interactivity, economy value and materialism. Here, we can see that all these 

independent variables have high potentials in the context influence factors of consumer’s 

attitude towards TourismMalaysia web advertising (Choon Ling, Hoi Piew&Teck Chai, 2010). 

This study applies the Elaboration Likelihood Model (ELM) in order to identify the 

influence factors of consumer’s attitude towards advertising via Tourism Malaysia’s website. 

The ELM also discusses about attitudes are formed or changed (Petty &Cacioppo, 1986). A 

final way in which variables can affect attitudes is by influencing the confidence people have in 

their thoughts. Thought confidence is important because it determines whether people will rely 
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on the thoughts they have generated to form attitudes (Petty, Brinol, and Tormala, 2002). 

 

1.1. The Factors of Customer’s Attitudes towards Web Advertisement 

The literature has indicates six important factors that influenced customer’s attitude 

towards web advertisement. It includes (1) Informativeness, (2) Entertainment value, (3) 

Credibility, (4) Economic value, (5) Interactivity and (6) Materialism 

Firstly, the informativesness of product and services usually includes the amount, 

accuracy and form of information thatis offered on a website (Elliott & Speck, 2005). All these 

information is important in aiding identification, comparison and selection of products desire. 

Online information includes text, tables, graphs, photos, audio and video, which gives detailed 

explanation about the product, executes a series of prices, specification, color and variety of 

models. It helps online shoppers to make a decision, feel more confident about their decisions, 

increase satisfaction with the shopping experience and improve attitude towards a website. 

Secondly, the entertainment value such as enjoyment while using a website that 

includes sensory and hedonic stimuli, color, music, action and interactivity which attracts a 

viewer to continue browsing through also leads to purchase intention. Furthermore, the website 

that provides entertainment such as games, contests, puzzles, streaming video and virtual tours 

may be able to make the website more attractive and lovable. Like conventional shoppers, e-

shoppers prefer experiences that create positive feelings. Past research suggested that factors-

related entertainment included vividness, aesthetically pleasing design elements, and engaging 

material are positively related to attitude to a website (Chen and Wells, 1999; Coyle and 

Thorson 2001; Kwon, Kim, & Lee, 2002; McMillan, Hwang & Lee, 2003). 

Third, credibility is another important factor to influende the customer’s attitude. For 

instance, the consumer distrust of and cynicism towards advertisements impede the credibility 

of advertising. The credibility is a salient antecedent of attitude towards Web adverting value 

(Brackett & Carr, 2001; Pllay& Mittal, 1993). The medium of advertising messages has 

influenced consumer’s attitudes towards the advertisement content. Therefore, a medium's 

reputation can either enhance or distract them from the perceived trustworthiness and 

believability of advertising messages placed in that media (Schiffman et al., 2010).  

Fourth, economic value or condition also reflects the viewpoints of advertising that 

accelerates the acceptance of new products, fosters full employment, lowers the average cost of 

production, promotes a healthy competition between all producers to consumers' benefit, and 

raises the average standard of living (Belch & Belch, 2007). Generally, a practical use of 

national resources increases the average standard of living, as Munusamy and Wong (2007) 

demonstrated. This clearly shows that economic value can portray positive attitudes towards 

web advertising. 

Fifth, the interactive capabilitiesor multimedia element of web advertising serves to 

increase the potential enjoyment experienced, which in turn, contributes to the formulation of a 

positive attitude towards the website (Korgaonkar et al., 2001; Carlson &O'Cass, 2011). 

Interactivity can be defined as an ease of use of the interface of the website such as screens 

uncluttered, clear organization, logical flow and ease of navigation, in short, a web design that 

facilitates one's efficient and effective use of the site. Ease of use should enhance the ability to 

process product and purchase information, reduce a cost of search and increase attitude toward 

the site (Chen and Wells, 1999; Kwon, Kim & Lee, 2002; Bellman &Rossiter 2004). It can lead 

to attitude to online shopping (Jarvenpaa& Todd, 1997; Vijayasarathy& Jones 2000). It also 

increases satisfaction with online shopping (Syzmanski and Hise, 2000; Yang, Peterson & 

Huang, 2001). 

Finally, the general meaning of materialism which can be included in the context of 

web advertising which is to influence buyers’ unaffordability of spending, and in improving 

product better than web ad, dissatisfaction increases for those who cannot afford and create a 

materialistic society (Norzalita& Ahmad Azmi, 2010). Materialism is also seen as one of the 
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negative attitudes because the level of desire to have something that people cannot afford to 

buy, which may lead to financial problems. Materialism is a set of belief structures that sees 

consumption as the route to most, if not all, satisfactions (Munusamy& Wong, 2007). 

 

1.2 Effects of Web Advertising: A Communication Perspective 
 

This clearly proves the aspect of advertising as one of the contributors in the 

communication perspective. According to Hofstede (2001), communication is not only about 

dissemination of information, but it also reinforces the collective of culture all over the country. 

In line with this, Biswas et al., (1992) and Raza, Bakar&Mohamad, (2018a)also agree that 

advertising aspect strengthens not only capable, but can even establish and embodies the 

country's collective convictions. Other than hand, O'Cas (2005) noed that controlled brand 

communications, such as advertising and promotions from the service providers, have a 

significant positive influence on the formation of positive brand attitudes. In addition, it can be 

argued that controlled communication provided by an organization's website presents the 

consumer with an opportunity to "experience the brand" via a quality user experience (i.e. easy-

to-use, delivers value, is interactive, personalized and timely), which can positively influence 

theattitudes of consumers (Busen, Mustaffa&Mohamad, 2016; Dayal et al., 2000). In brief, this 

work which stutiesthe influence factors of consumer attitudes towards advertising web 

(ATWA) on Tourism Malaysia's Web Advertisement is able to contribute to the development 

of communication perspective regardless of frontiers. 

 

1.3 Theoretical Underpinning 

Based on the model, Elaboration Likehood Model (ELM), which was introduced by 

Petty and Cacioppo (1979) it is indirectly relevant to this study. Generally, ELM has 2 routes 

for persuasion, involving central and peripheral routes. It involves attitudes and motivates them 

towards a stimulus. For example, these two routes have been applied by the viewer of 

Tourism's web advertisement according to the needs of each viewer. Basically, central route is 

most appropriately used when the receiver is motivated to think about the message and has the 

ability to think about the message or certain information. Lasting persuasion is likely if the 

receiver thinks, or rehearses favorable thoughts about the message cement that involves 

cognitive and for long-term changes in attitude and also involved the decision-making process. 

Contrary to peripheral route, central route involves communication strategies advocated 

by trying to associate the position with what the receiver already thinks things positively about, 

for example, towards food or money using an expert appeal and so on. Here, when they are 

feeling good, they will want to sustain viewing Malaysia Tourism’s website and will avoid 

focusing on things that might bring them down again, so they take a more cursory look, and 

that’s what it called peripheral route. In this study, the attitudes are more inclined towards the 

central routes is informativeness, credibility and economic value. Through information or 

message that has been provided through Malaysia Tourism's website, it’s clearly shown that 

viewer has the ability to engage in issue-relevant thinking. Besides that, because of their 

trustworthiness and belief towards all the content of the information in Malaysia Tourism's 

website, they are able to elaborate the information. In line with that, they are able to engage 

with the economic value where some of them believe that people wear branded clothes because 

of the Malaysia Tourism's web advertisement. 

Peripheral routes that involved in this study comprise three main aspects, which are 

entertainment, interactivity and materialism. This can be seen through the website of Malaysia 

Tourism that has innovative features, creativity and good looks. It is some kind of ways to 

attract or to persuade viewers to maintain Malaysia Tourism's website viewing. In addition, 

through interactivity aspect, visuals of Malaysia Tourism products sound, feel, look real and 

keep viewers’ attention. Lastly, materialism aspect makes viewers have interest in any product 
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of Malaysia Tourism and materialistic society sometime makes some other people just to show 

off by viewing or having any product of Tourism. All of this usually “automatic, shallow, 

heuristic, and mindless' and based on affective associations or simple inferences tied to 

peripheral cues” (Petty &Cacioppo, 1986). Thus, this study clearly shows that 

ElobarationLikehood Model (ELM) interrelated with the influence factors of consumer's 

attitudes towards advertising web (ATWA) on Malaysia Tourism web advertisement. 

 

2 Research Framework and Propositions Development 

Figure 1 shows the conceptual framework between the independent variables and the 

dependent variable. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1. 

Conceptual Framework 

 

Providing information on products or services is one of the main reasons web 

advertisement exist. Informativeness includes brand in terms of features, convenience source, 

keep up to date, valuable source, and pleasure in thinking and assists consumers to decide 

(Norzalita& Ahmad Azmi, 2010). It's particularly important for consumers to view their 

attitude towards certain websites and see the extent to which advertising gives effect to them. In 

addition, Schlosser, Shavitt&Kanfer, (1999) found that a majority of respondents generally 

liked their advertising and that most of those respondents liked it because they felt it was 

informative.Usually, the quality of that information or message placed on a company's website 

shows a direct influence on the customers' perceptions of the company and the company's 

products. At the same time, information delivered to them via online media also needs to show 

qualitative features, such as accuracy, timeliness and usefulness for the consumer (Siau&Shen, 

2003). 

We can thus conclude that the use of web advertising is able to give a more detailed 

info about a product or service. Calfee and Ringold (1994) reported that any advertisement that 
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provides product information, leading to consumer education. They are able to explain to the 

target audience of the goals, expectation and values regarding the organization as well let them 

know what offers organizations, and consumers need. From that, maybe some improvement 

can be done to fullfill all the satisfaction for both. Hence, it can be expected that there is a 

strong relationship between informativeness with the influence factors of consumer's attitudes 

towards Tourism Malaysia web advertising. Therefore:  

P1: There is a relationship between informativeness and the influence factors of 

consumer’s attitudes towards Tourism Malaysia web advertising. 

 

In this study, entertainment value is related to Hedonic / pleasure that indicates that ads 

can be entertaining, sentimental, expressive, and exciting (Pollay& Mittal, 1993). In addition, 

feelings of people about enjoyment of ads play significant and important roles in forming their 

general attitudes toward ads (Raza, Bakar&Mohamad, 2018b; Saadeghvaziri&Seyedjavadain, 

2011), which includes feeling good, enjoyable and social image (Norzalita& Ahmad Azmi, 

2010), using well-known people such as an artist who is indirectly able to bring products or 

services to a consumer. It is also able to attract a consumer to know about the products or 

services with more details and make it become more interesting while browsing through the 

website. When we surf the Internet, it also gives a sense of satisfaction and enjoyable, 

especially when the advertiser using our very own favorite artists as a social image in the 

website. In fact, entertainment denotes its full ability to fulfill consumers’ needs for ‘escapism, 

diversion, aesthetic enjoyment or emotional release (McQuail, 1983).  

 

Entertainment is required in everyone who allows people to forget about the real 

problems of life for a while by looking for something that can ease their tension or stress. At 

the same time, entertainment can increase customer loyalty and add value for the product and 

organization. In this case, as most of the people have a natural playfulness, providing games 

and prizes via the Internet involved high participation. By delivering games and prizes to the 

customers through Internet ads is a successful way to attract and keep customers. For example, 

the latest program conducted by Tourism Malaysia by viewing the Tourism website, you're 

invited to join Malaysia Year-End Sale 2016 and served with a contests, promotions, cultural 

performance, and authentic gastronomic adventures.and many more. Tourism Malaysia is 

always trying to attract the attention of the tourist by providing something fun and interesting.  

Therefore, it can be proposed: 

 

P2: There is a relationship between the entertainment values to the influence factors of 

consumer’s attitudes towards Tourism Malaysia web advertisement. 

 

Meanwhile, credibility can be defined as a believability of the addressor and its 

perception in the listener's mind (Zha& Yan, 2015; Adler & Rodman, 2000). MacKenzie and 

Lutz (1989) also identify advertising credibility as consumers' general perception towards the 

truthfulness, reliability, trustworthiness and believability of an advertisement, whether product 

or services. The credibility of advertising is not limited to traditional advertising, even with the 

advent of more advanced technology, it is necessary to focus mainly on advertising via the web 

site or new media. In brief, credibility is about the quality of being believed or accepted as true, 

real, or honest. In line with the believability, trustworthy is also an important aspect in one's 

attitude toward web advertising. According to Li and Zhang (202), the level of trust, 

interpersonal as well as institutional, is obviously related to consumers’ attitude and their 

intention to shop on the Internet.  

 

Nowadays, violation of consumers trusts in on-line shopping, in terms of privacy 

invasion or misuse of personal information, negatively influences an attitude toward online 
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shopping and leads to reluctant behavior among consumers to shop on the Internet whether via 

website or new media in future occasions. If there is no believe on the information given by the 

advertisement, then there will be no trust by a person on the advertisement (Saeed et al., 2013). 

Therefore, brand awareness is very important in ensuring trust in any products or services 

towards consumers. Thus, honesty is the best policy. Be authentic and genuine in business or 

dealing with consumers because it is what all of us are looking for. In this context, we can see 

that there is a connection between the credibility of the Tourism Malaysia and destination 

product. Therefore, the next proposition could be: 

 

P3: There is a relationship between the credibility and the influence factors of 

consumer’s attitudes towards Tourism Malaysia web advertising. 

 

Apart of this, good for the economy is also one of the influence factors of attitude 

towards web advertising (Pollay& Mittal, 1993) It indicates that our ads should increase life 

standards, resulting in full employment, intense competition among companies and declining 

average product cost. This clearly shows that the economic value is more to win-win situation 

between the advertiser and consumer. Besides that, it is good for the economy to associate with 

necessary to support web, other users (buying and selling), improves the standard of living and 

reassures using a right product (Norzalita& Ahmad Azmi, 2010). Web advertising enables 

consumers to save their time, purchase without a hassle, have many choices, and increase the 

acceptance of new services and products (Pollay& Mittal, 1993; Wolin et al., 2002). 

 

Tourism Malaysia has portrayed Malaysia as an affordable destination with quality life 

and advanced transportation system to assure comfortability to tourist. However, not everyone 

can afford to have it. Thus, the concept of good for economy or economic value reflects the 

points of view that advertising speeds up the adoption of new goods and technologies by 

consumers, fosters full employment, reduces the average costs of production, elevates 

producers about healthy competition, and increases the standard of living on average (Belch 

and Belch, 2008). Therefore: 

 

P4: There is a relationship between economic values with the influence factors of 

consumer’s attitudes towards Tourism Malaysia web advertising. 

 

Interactivity is measured by two-way communication (or vividness), control, frequency 

of exchange, and customization (Zhang & Wang, 2005). It clearly related to virtual interactivity 

of interpersonal communication where people can interact with each other, especially through 

social dialogue box or any social media that linked to the website to get to know about the 

product. Through interactivity, it indirectly facilitates the consumer to make a choice without 

the need to go to the company to make a choice. 

 

At the same time,Cho and Leckenby (1999) found that the user’s intentions to interact 

with a site and the actual number of interactive features at a site were both positively related to 

attitude towards the site. For example, through the website of Tourism Malaysia, was declared 

the details destination and new update (Tourism Malaysia, 2014). This can be seen through the 

Tourism websites where the use of an appropriate layout, videos and websites that are linked to 

social media such as Facebook. Therefore, it can be proposed. 

 

P5: There is a relationship between the interactivity and the influence factors of 

consumer’s attitudes towards Tourism Malaysia web advertising. 

 

General meaning of materialism which can be included in the context of web 
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advertising is to influence buys unaffordable, spending in product improvement better than web 

advertisement, dissatisfaction increases for those who cannot afford and create a materialistic 

society (Norzalita& Ahmad Azmi, 2010). Materialism is also seen as one of the negative 

attitudes because the level of desire to have something that cannot afford to buy, which may 

lead to financial problems.Materialism is a set of belief structures that sees consumption as the 

route to most, if not all, satisfactions (Ting & Run, 2015; Munusamy& Wong, 2007). 

 

The situation will get worse if left unchecked and eventually become a part of a 

materialistic society in buying and owning things. In fact, Korgaonkar, Silverblatt& O'Leary 

(2001) also considered that web advertising makes people buy unaffordable products just to 

show off. For example, a person that has a desire to travel will be influenced by Tourism 

Malaysia web advertisement because it is an established tourism board and looks exclusive. 

Therefore, it can be proposed: 

 

P6: There is a relationship between materialism and the influence factors of consumer’s 

attitudes towards Tourism Malaysia web advertising. 

 

 

3 Conclusion 
In summary, the conceptual model as depicted by Figure 1 is based on a review of 

existing research in the fields of advertising, marketing and management communication 

corporate leadership as well as tourism. It was conducted to determine the influence factors of 

attitudes towards Tourism Malaysia web advertisement. Overall, the literatures are relatively 

promising and emphasize the influence factors of consumer's attitudes towards advertising web 

(ATWA) on Malaysia Tourism web advertisement. This study established that all the 

independent variables, which involved informativeness, entertainment, credibility, economic 

value, interactivity and materialism, are among the influence factors of consumer's attitudes 

towards Malaysia Tourism's web advertisement. At the same time, this proves informativeness 

factors play an important role in attracting viewers to browse through Malaysia Tourism 

website. It also shows that Malaysia Tourism's web advertisement assists the viewer in finding 

adequate information regarding the product that they want. This includes terms of price, 

specification, design and so on. 

In addition, the entertainment aspect of Tourism Malaysia website includes website 

visualization, creativity and innovative concept that are applied in Tourism Malaysia's website. 

This adds excitement to continue towards consumer’s to view Tourism Malaysia's website and 

stimulate them towards intention to visit destination. Moreover, Tourism Malaysia destination 

product brand that can be trusted and that which aired on Tourism Malaysia's website is the 

same as in reality. It directly can create brand loyalty among tourists. In terms of economic 

value, viewing any product of Tourism Malaysia’s website can improve their lives. 

Other than that, in accordance with the passage of time, advertising on the website has 

also changed. The changes also apply to Tourism Malaysia's web advertisement. With an 

attractive interface and sounds and looks like a real model or 3D can stimulate their interest to 

keep viewing the Tourism Malaysia website. In addition, Tourism Malaysia's web 

advertisement load fast and make people less annoyed. In brief, there are many factors that can 

influence the consumer's attitudes towards advertising web (ATWA) on Tourism Malaysia web 

advertisement. However, it depends on everyone and what are the reasons that stimulate them 

to view the ads or what excites them. Therefore, this paper was providing a new pathway in 

ATWA especially towards Tourism's web advertisement. 
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