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Abstract - The online advertising is a profitable industry in Hong Kong. The effectiveness of the online advertising is crucial 

to the various companies. So, the determinants of consumer's attitude are very important. The purpose of this study is to 

investigate the determinants of consumers’ attitude towards advertising among tertiary students in a high education institution 

in Hong Kong. A total of 100 undergraduate marketing students take part in this research. The results show that informative, 

hedonic/ pleasure and good for economy positively relates to consumers’ attitude towards advertising. 

 

Index Terms - Online Advertising, Consumer Attitude, Undergraduate 

 

I. INTRODUCTION 

 

The topic is The Consumer’s Attitude Regarding 

Online Advertising in Hong Kong: A Case Study of 

Hong Kong PolyU Speed Students. This purpose is for 

getting deeply understanding of the consumer’s 

attitude regarding online advertising and company can 

develop their online advertising efficiency and 

effectively. As a result, there is a short of information 

about consumer attitude about online advertising in 

Hong Kong. There would discuss the research 

background, problem definition, research objectives 

and research questions in this part.  

In addition, more and more companies regard Internet 

advertising as an important medium for reaching out 

to consumers in the 21st century. The Internet users 

are increasing, including Hong Kong, because 

practically many transactions can be done in the 

internet. Therefore, the organization needs to 

understand consumer attitudes towards online 

advertising in order to create effective online 

advertising. Moreover, there is a short of information 

of this topic in the Hong Kong, so as to raise the 

understanding in this field, this research is conduct in 

Hong Kong.  

 

This study investigates four independent variables, 

including credibility, informative, hedonism, and 

materialism. These variables influence consumers' 

attitudes towards online advertising, such as the 

perceptions, feelings, and behaviors of online 

advertising. In addition, the study also investigated 

information feedback including awareness, interest, 

and desire and purchase intention of advertising 

products.  

 

There is meaningful to the company to kwon the 

factors which conduce in becoming a favorable 

consumers’ attitude about online advertising. If 

consumer has the positive attitude to online 

advertising, they would pay more focus on that and the 

purchase intention would be higher towards the 

advertised products and services (Rawal, 2013). 

 

II. RESEARCH BACKGROUND 

 

There are around 1.7 million aged 15 and above 

people using online shopping services for their needs 

in past 1year of the survey in the Census and Statistics 

Department in 2016. In the similar research in 2014, 

the relevant figures were 1.42 million, while the 

relevant figures for the 2009 survey were 920,000 and 

respectively. Surveys show that online shopping is 

becoming more and more popular in Hong Kong (The 

Hong Kong SAR Government, 2017).  

Advertisements are determined as communications or 

activities that convey message to the public by 

catching the attention of their target consumers 

(Ducoffe, 1996). Through defined sponsors' 

introduction and promotion of ideas, goods or services 

are a form of payment for non-personal 

communication (Kotler, 2000). Technology has made 

online advertising more stable in global business 

communications. In the past, traditional media were 

mainly advertising media, such as television, radio, 

newspapers. Today, online advertising is becoming a 

new trend for advertising industry (Kotler & 

Armstrong; 2010). Online advertising is an 

advertisement posted on the Internet. This helps to 

increase the awareness of the organization with 

product and services. Now, technological advances 

have made internet become a part of human life, and 

let people spend more and more time on the Internet in 

the future [1]. Consumers have different view to the 

online advertising. Their attitudes can be seen as a 

direct opinion of online advertising [2]. 

 

III. PROBLEM DEFINITION 

 

In this study, consumer attitudes regarding online 

advertising contain some research gaps which are 

including a lack of information of this topic in the case 
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of Hong Kong. The lack of relevant information has 

led researchers to face difficulties in studying this 

topic. Therefore, researchers must further study this 

field in the context of Hong Kong. The advertising 

industry is modifying from traditional media to new 

media advertising which is online advertising. People 

can choose what, when, and how many business 

content they want to see on the internet (Schlosser et 

al., 1999). Moreover, consumers’ attitudes regarding 

online advertising would be change over time 

(Karson, McCloy, and Bonner, 2006), therefore 

researchers should update the data and information 

anytime. 

 

IV. RESEARCH OBJECTIVES 

 

 To determine the connection between the 

credibility and consumers’ opinion on the basis of 

online advertising. 

 To evaluate the relation of the in-formativeness 

and consumers’ view regarding online 

advertising.  

 To recognize the relevance of the 

hedonism/pleasure and consumers’ posture 

towards online advertising. 

 To identify the relationship amid the materialism 

and consumers’ approach to online advertising. 

 To access the impact of consumers’ attitude about 

online advertising in informational responses. 

 

V. RESEARCH QUESTIONS 

 

 Does the credibility of advertising influence 

consumer attitudes to online advertising? 

 Does the formalization of advertising information 

affect consumer attitudes towards online 

advertising? 

 Does the hedonism/pleasure of advertising 

information affect consumer attitudes toward 

online advertising? 

 Does materialism affect consumer attitudes 

regarding online advertising? 

 Does consumer attitude to online advertising 

affect informational responses? 

 

VI. HYPOTHESES OF THE STUDY 

 

 H1: Credibility is significantly correlated to 

consumers’ attitude to online advertising. 

 H2: Informative is significantly linked to 

consumers’ attitude regarding online advertising. 

 H3: Hedonic/ pleasure is significantly related to 

consumers’ attitude about online advertising. 

 H4: Materialism is significantly connected to 

consumers’ attitude to online advertising. 

 H5: Consumers’ attitude about online advertising 

is significantly connected to informational 

responses. 

VII. LITERATURE REVIEW] 

 

[8] Researched the university students’ attitudes 

towards advertising in Dhaka city of Bangladesh. His 

outcome recommended that future research could 

select the impact of new communication technology 

which is online advertising to the people. [8] also said 

that as there are rapid changes in e-commerce so that 

needs furthermore research constantly to determine 

other factors that may affect student attitudes toward 

advertising. [5] investigated the impact on consumers’ 

attitude towards online advertising in Malaysia. The 

report proposed that the researcher should focus on 

online advertising more because of the technological 

advancement. As the traditional survey method 

increase the cost, thus, strongly encouraged the future 

researcher to do an online survey because the research 

respondents are internet user. This is the less costly 

method and can improve the entire effectiveness of the 

study at the same time. 

 

A. Advertising Industry in Hong Kong  

According to a joint research report by Hong Kong 

Digital Marketing Association and 

PricewaterhouseCoopers, a global business consulting 

firm, TV advertising spending will fall from the 

current 16% to 14% of the total market, and by 2021, 

the online advertising budget will increase to 34% of 

the total industry. The online advertising went beyond 

the TV advertising in 2015 [10]. The research findings 

of the study show that online advertising dominates 

the overall advertising market in recently years, and it 

grows by 10% annually. The flow of mobile content is 

currently soaring in Hong Kong. The report shows that 

on average, each user has 2.3 mobile devices, and 

Hong Kong's average connection speed is 129.5 

megabytes per second. It is said that the city is "one of 

the most digitally enabled in the world” [10].  

 

B. Types of Online Advertising 

Display ads are advertised on websites or apps using 

many different formats consisting of images, text, 

floating banners, wallpaper, popup, flash, video, and 

video. Static image is banners or square ads that arise 

round the content. Text ads are algorithmically created 

to relate text ads to relate the content. The floating 

banner moves on the screen or floats above the 

website content. Wallpaper ads are to change the 

background of the site, and fill the entire page. Pop-up 

ads cover the content with new windows. Video ads 

automatically play before the video or wait for visitors 

to click on the video [3]. 

There are two types which are organic ads and paid 

ads. The first one is that organizations open their own 

account and post their information or campaign on the 

social media, such as Instragram and Facebook. It can 

create loyalty and gain the comment from their 

audience and new way of Word-of-Mouth directly. 

Paid ads that company pay to social media and the 
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company can select specific people to promoted or 

boost posts. For example, the targeting options of 

Facebook for paid user are including age, region, 

interests, educational background and more [3].  

Search Engine Marketing (SEM) is a way of online 

marketing that organization elevates their websites by 

increasing ranking in Search Engine Results Pages 

(SERP). One of the ways is through paid 

advertisements (Chris Sherman 2007). The SEM 

include Search Engine Optimization (SEO), that 

organization can adjusts or modifies the content or 

website layout to get visibility in the results page, 

thereby improving the ranking of the Pay Per Click 

(PPC) list. Mobile advertising is another way of 

advertising provided via wireless mobile equipment 

like a Smartphone or tablet. Mobile ads can use media 

to show ads, for example mobile website ads, ads in 

the mobile apps or games [7]. 

Marketing emails can be sent to the list of potential 

customers which is purchased or current customer 

databases. The purpose of email advertisement is to 

establish loyalty, trust or brand awareness to enhance 

the relationship between the company and existing or 

former customers, stimulate customer loyalty and 

repurchase, obtain new customers or persuade current 

customers to buy certain goods instantly, and share 

third-party advertisements. 

 

C. Theoretical Framework 
 

Figure 1: Proposed Key Determinants of Consumers’ Attitude 

Towards Online Advertising 

Source: [6] 

 

 This model is created by [6] in 2010 and is cited by 

101 already. [6] investigated the determinants of 

consumers’ attitude towards advertising of students in 

Malaysia. There are 263 undergraduate business 

students of Malaysia private university who joined in 

the survey. The result shows that the elements which 

are credibility, informative, hedonic/ pleasure and 

good for economy relate to consumers’ attitude to 

advertising positively. 

VIII. RESEARCH METHODOLOGY 

 

A. Quantitative Research 

The questionnaire is used to do the data collection in 

this study. In addition, this research conduct 

questionnaire surveys by delivering and collecting 

questionnaires in the internet. This is because that is a 

simple and effective method and it is a faster and 

cheaper method of collecting data directly from 

respondents [9].   

 

And also, the target respondent for this study survey is 

PolyU students from marketing programme. They are 

exposed internet and online advertising. They are 

suitable for this research because they have the 

experience in using internet and familiar with the 

online advertising. A survey will distribute among 

marketing students of PolyU SPEED on the Internet 

during the 2018 and 100 responses will be collected. 

The questionnaire is redesigned from the consumers’ 

attitude towards online advertising: The study on 

informational responses. The screening question is 

added, and demography questions are redesigned to 

suitable this study. The demography questions are 

including educational level, race, age and occupation 

question that are deleted because the target respondent 

is PolyU SPEED student.  

 

The answer of the respondent is similar so that those 

questions are deleted. The questionnaire is also 

translated in different language which is English and 

Chinese to help those respondents easy to understand 

and answer. This helps the response rate higher. 

Moreover, the questionnaire would be spread out in 

the internet. The respondents are familiar in using the 

internet so that researchers can save time to explain to 

the respondent and this way can reach out respondents 

easier and quicker. 

 

Primary Data was using the Social Science Statistics 

Package (SPSS) to analyze the 100 questionnaires 

collected from respondents, collected from a 

questionnaire based on a 5 Point likert scale. SPSS 

software is used to identify factors using factor 

analyze and percentage method is used for the study of 

the relationship of consumer attitude towards Online 

Advertising through multiple regression analysis 

would be used in the survey to examine the 

relationships with the hypothesizes in the model. 

 

IX. FINDINGS AND DISCUSSION 

 

There were distributed 120 sets of questionnaires to 

the PolyU SPEED students who are internet user. 

There collected 100 sets questionnaires. Thus, there is 

83.3 % response rate of this study. 
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A. Demographic Profile 

 
The female of respondents is 80%, male respondent 

are 20%. Therefore, female respondents are more than 

the male respondents. There are total 100 respondents 

in this study. 

 

B. Hours per Day Spend Online 

 
 

The highest is between 3 to 4 hours with 40% 

respondent average spending per day online. The 

second is between 5 to 6 hours with 22% respondent. 

There are 18% respondents average spend between 1 

to 2 hours per day online, followed by15% 

respondents average spend between 1 to 2 hours per 

day online. 15% respondents spend 7 hours or above 

and 5% respondents spend below 1 hours per day 

online. 

 

C. Frequency Click on Internet Advertisement 

 
  

 The most frequent is between 1 to 3 times with 56% 

per week for the online advertisement. The second 

highest is 4 to 6 times with 15% people. Never, 7-9 

times, 10 times or above to click the online advisement 

are similar, they are 11%, 10% and 8%. 

 

D. Monthly Income 

 
 

The highest is $1,001-$5,000 with 41% people for 

average monthly income. The second highest is below 

$1,000 with 27% respondents. The third highest is $ 

5,001-$10,000 with 23% people. There is only 3% and 

6% in $10,001-$15,000 and $15,001-$20,000. 

E. Central Tendencies Measurement of 

Constructs 

 
 

The elements were evaluated by using a 

5-point-Likert-type scale to rand from “strongly 

agree” which are 5 marks to “strongly disagree “which 

is 1 mark. In Table 4.5, that shows the highest mean is 

attitude toward online advertising which is at 3.9300 

among all constructs, it means that the average level of 

attitude toward online advertising is more towards 

“Agree”. Otherwise, the lowest mean is credibility at 

3.4700. It implies that most of responses on credibility 

are a little more “Neutral”. Overall, the other elements 

have the similar level of responses which is on more 

between “Neutral” to “Agree”. 

 

F. Reliability Test 

 
The reliability of an estimate represents the reliability 

with which the method estimates the idea and 

evaluates the validity and effectiveness of a measure 

[4]. Cronbach's alpha reliability analysis would be 

used to test the 6 elements of the model for the internal 

reliability. The 6 elements are ranged from the lowest 

of 0.813 (materialism) to 0.932 (Hedonic/ Pleasure) by 

Cronbach’s alpha. The output shows that all elements 

in the Cronbach’s alpha were above 0.70 as suggested 

by [4], which is representing that the measuring scale 

all elements were stabilizing and consistency. 

 

G. Pearson Correlation Analysis 
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The p-value (sig.) of the correlation is less than 0.01 

between credibility, informative, hedonic/pleasure, 

and materialism, which are independent variables, and 

attitude toward online advertising which is the 

dependent variable. This reports that those two 

variables have a significant relationship with each 

other. The relationships are positively related between 

all independent variables and dependent variable, 

which are rated by the positive value of correlation 

coefficient. The values are not exceeding 0.7 about 

correlation coefficient so that the strength of the 

relationships is advisable.  

The strongest association is hedonic/pleasure and 

attitude towards advertising which are (r=0.587) 

among all independent variables, and the correlation 

coefficient is very significant (p= 0.000). There 

interpret that the hedonic/pleasure have a positive and 

medium relationship with the attitude for online 

advertisement.On the other hand, the association is the 

weakest between materialism and the attitude toward 

online advertising (r=0.413). This indicates that there 

is weaker positive linear relationship between those 

two variables. 

The attitude toward online advertising has strongly 

positive relationship with independent variables which 

are credibility, informative, hedonic /pleasure, and 

materialism. Moreover, there is a significant 

relationship between independent variable which is 

attitude toward online advertising and the dependent 

variable which is informational response because the 

p-value (sig.) of the correlation is 0.000 and less than 

0.01. Otherwise, the value of correlation coefficient is 

0.672 between attitude toward online advertising and 

the informational response, which means that they 

have a stronger positive relationship with each other. 

 

H. Multiple Regression Analysis 

The linear relationships among a dependent variable 

and multiple independent variables can be analyzed by 

predicting coefficients for the equation of the multiple 

regression analysis (Hair, Bush and Ortinau, 2004, 

p578). Thereby, hypotheses would use multiple 

regression analysis to exam in this study. 

 

I. R Square 

 
 

 R-Square is 0.590. That means credibility, 

informative, hedonic/ pleasure and materialism can 

explain 59% of the variances in attitude toward online 

advertising. There are 41% of the variances illustrated 

by unknown factors at the same time. 

J. Test of Significance 

 
 

ANOVA indicates that the F-ratio value of 65.176 . 

The significance level is f 0.000b (p-value = .000) and 

lower than 0.01. This indicated that the dependent 

variable (attitude towards online advertising) and 

independent variables (credibility, informative, 

hedonic /pleasure, and materialism) are a significant 

difference. Therefore, the ordinary model is 

significance and the suitability of the model is high. 

 

 
 

The standardized coefficients (B) arranged from the 

weakest relationship which is 0.066(credibility& 

attitude toward online advertising) to the strongest 

relationship which is 0.391 (Hedonic/Pleasure & 

attitude toward online advertising) among the 

independent variables. Thereby, it indicated that the 

Hedonic/Pleasure has the most intense effect and the 

credibility has the less impact on consumers’ attitude 

to the online advertising. The second and third 

significant independent variables are “Informative” 

(0.134) and “materialism” (0.167). 

 

K. R Square 

 
 R-square is 0.546, this represents that the attitude 

toward online advertising can interpreted 54.6% of the 

variances in informational response and 45.4% of the 

variance are expounded by another factors in 

informational response. 

 

L. Test of Significance 
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The F-ratio value is 80.822 and the significance level 

of with 0.000b. This indicated that the dependent 

variable (informational response) and independent 

variable (attitude towards online advertising) is a 

consequential difference. Therefore, the suitability of 

the model is high. 

 
 

The standardized coefficients (Beta) are 0.672 within 

the informational response and the attitude towards 

online advertising. 

 

M. Regression Equation 

 The equation of multiple regression of the study is:  

 Consumer’s attitude toward online advertising = 

0.486 + 0.311Hedonic/Pleasure + 0.115 Informative + 

0.167 Materialism  

Otherwise, the equation of multiple regression for the 

study is:  

Informational responses = 0.674 + 0.765 Consumer’s 

attitude toward online advertising. 

 

N. HYPOTHESIS RESULT 

H1: Credibility is significantly correlated to 

consumers’ attitude to online advertising. 

The significant value of credibility is 0.007 and more 

than 0.01. Hence, it does not support H1. So, H1 is 

rejected and there is not significant correlated between 

credibility and consumers’ attitude to online 

advertising. 

 

H2: Informative is significantly linked to consumers’ 

attitude regarding online advertising. 

 

The p-value of the t-test (p=0.01) for informative is 

less than 0.01. So, H2 is supported and do not rejected. 

That concludes that informative is significantly linked 

with the consumers' attitude regarding online 

advertising. 

 

H3: Hedonic/ pleasure is significantly related to 

consumers’ attitude about online advertising. 

 

The results indicate the significant value of 

hedonic/pleasure (p=0.001) and is lower than 0.01. H3 

is supported and do not rejected. Then, hedonic/ 

pleasure is significantly related with the consumers’ 

attitude about online advertising. 

 

H4: Materialism is significantly connected to 

consumers’ attitude to online advertising. 

 

The significant value of materialism (p=0.000) and it 

is less than 0.01, which means that H3 is supported 

and is not rejected. Materialism is significantly 

connected to consumers’ attitude to online advertising. 

 

H5: Consumers’ attitude about online advertising is 

significantly connected to informational responses. 

 

The significant value of attitude towards online 

advertising (p=0.000) and it is less than 0.01. So, H5 is 

supported and is not rejected. Thus, consumers’ 

attitude about online advertising is significantly 

connected to informational responses. 

If consumers perceive valuable information of the 

online advertising, they will be more favorable. And 

also, consumers have a favorable attitude to the 

advertising message with hedonic element. Promoting 

materialism also can favor because of positive beliefs. 

This shows that there is positive impact of consumer 

on informational responses with favorable attitude. 

Thence, credibility shows that may not affect 

consumers’ attitude when the advertising is still being 

informative, hedonic and materialism. 

 

X. CONCLUSION 

 

The research findings help to increase the information 

of consumer attitude towards online advertising for 

Hong Kong. Since, there is a lack of research in Hong 

Kong and the findings will bring the deeply 

understanding to various stakeholders. The current 

empiric research confirm that the determinants of 

consumers’ attitude towards online advertising can be 

used in Hong Kong where is a highly regulated media 

place. 

Base on the findings, company can develop their 

online advertising efficiency and effectively to 

increase the favorable of consumers’ attitude because 

the findings provide some insights and feedback for 

them in deciding their advertising strategies. As 

favorable attitude is positively affecting the 

informational responses of consumer, the consumer is 

willing to pay more focus on that and the purchase 

intention would be higher towards the advertised 

products and services if the online advertising is 

favoring to them. 

There are some suggested strategies to create 

favorable consumers’ attitude. The first one is that 

make sure the message of advertisement are 

informative, customer oriented and up to date. The 

second one is that will be better if the advertising can 

involve the fun, excitement and happy messages.  

Even though the study finding indicates that the 

credibility is not significant associated to consumers’ 

attitude to online advertising, the company should pay 

more attention on this criteria in their advertisement. 

The credibility does have impact on reputation and 

image of company although it may not have impact on 

consumers’ attitude. Thence, the marketer should 

make more effort to improve the credibility and alter 

consumers’ perception. The limitations of this study 



International Journal of Management and Applied Science, ISSN: 2394-7926                          Volume-5, Issue-9, Sep.-2019 

http://iraj.in 

 Analysis of the Risk of Ebola Virus Disease: Fuzzy Vikor Method Based on the Possibility Theory 

 

142 

are the small scale of survey and the student 

respondents. Future research should contend for wider 

responses and not only focus on the student. That 

should perhaps about 500 or more responses and the 

target respondents should be diversification or high 

value consumers. The study would be more valid and 

meaningful for the commercial use. Otherwise, future 

research may also consider comparing the difference 

attitude of respondents among Hong Kong, Macau and 

Mainland. This will enable a stronger prospect on the 

views of the participants on the research issues. It will 

help the investor and company to adjust the direction 

of the online advertising. 
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