
EFFEC
 

E
AD
PU

ROL

 

 

 

CTIVENES

EFFEC
DVERT
URCHA
LE OF 

SS OF CON

CTIVEN
TISING
ASE IN
BRAND

Su

The Fa

Ba

NTROVER

NESS O
GIN ENH
NTENSI
ND ATTI

DECE

Wajahat

upervisor: 

aculty of M

ahria Univ

Jul

RSIAL AD

OF CON
HANC
ION: T

TITUDE
EPTION

 

 
By  

t Nisar Ma

 

Sir Usman

 

 

Managemen

ersity Islam

 

ly 2016 

DVERTISIN

NTROV
ING C

THE ME
E AND 
N. 

 

lik 

n Afzal 

nt Sciences

mabad 

NG 

VERSIA
USTOM
EDIAT
PERCE

s 

IAL 
MER 

TING 
EIVEDD 



EFFECTIVENESS OF CONTROVERSIAL ADVERTISING 
 

  2 

 

 

 

 

 

Dedication 

 

 

Thanks to Allah Almighty, by the Grace of Whom I have completed 
my degree I dedicate my thesis to my family, my respected teachers and 
friends, who never left my side and who are very special to me. A very 
special feeling of gratitude to my loving parents, whose encouragement 

has always Enlighten my way and led me to success. And to a very 
special friend whose longing has pushed for tenacity ring in my ears. 

 

  



EFFECTIVENESS OF CONTROVERSIAL ADVERTISING 
 

  3 

Table of Contents 
Chapter 1 - Introduction ............................................................................................................ 7 

1.1 Intellectual Context ..................................................................................................................... 10 

1.2 Problem Statement .......................................................................................................................... 14 

1.3 Research Objectives……………………………………………………………………………. 16 

1.4Research Questions……………………………………………………………………………...17 

    1.5 Significance of Research………………………………………………………………………..17 

1.6 Defining key Terms…………………………………………………………………………….19 

1.7 Overview of Thesis……………………………………………………………………………..20 

Chapter 2 – Literature Review ................................................................................................ 24 

2 Introduction .................................................................................................................................... 24 

2.1 Theoretical Views ....................................................................................................................... 24 

2.2 Controversial Advertising………………………………………………………………………28 

    2.3 Controversial Advertising and Purchase Intention……………………………………………..33 

    2.4 Role of Brand Attitude…………………………………………………………………………37 

    2.5 Role of Perceived Deception…………………………………………………………………...39 

    2.6 Empirical Views………………………………………………………………………………..41 

    2.7 Existing Inadequacies………………………………………………………………………….46 

    2.8 Summary………………………………………………………………………………………47 

Chapter 3 – Theoretical Framework……………………………………………………..49 

   3 Introduction……………………………………………………………………………………....49 

   3.1 Summary……………………………………………………………………………………….56 

Chapter 4 – Methodology………………………………………………………………….58 

   4 Introduction………………………………………………………………………………………58 

   4.1 Research Design……………………………………………………………………………….58 

4.2 Population……………………………………………………………………………………...59 

4.3 Sample Design…………………………………………………………………………………60 

   4.4 Sample Size and Unit of Analysis……………………………………………………………..61 

   4.5 Data Collection and Sources…………………………………………………………………...61 

4.6 Methods of Estimation…………………………………………………………………………62 

 

 

 



EFFECTIVENESS OF CONTROVERSIAL ADVERTISING 
 

  4 

Chapter 5 – Results and Analysis………………………………………………………….63 

5.1 Introduction……………………………………………………………………………………..63 

   5.2 Instrument, Sample and Reliability……………………………………………………………..64 

   5.3 Descriptive Statistics……………………………………………………………………………66 

   5.4 Correlation Matrix………………………………………………………………………………70 

   5.5 Regression Results……………………………………………………………………………...71 

   5.6 Summary………………………………………………………………………………………..87 

Chapter 6 – Discussions and Conclusions………………………………………………...88 

6.1 Introduction…………………………………………………………………………………….88 

   6.2 Discussions and Findings………………………………………………………………………89 

   6.3 Conclusion……………………………………………………………………………………...91 

   6.4 Recommendations……………………………………………………………………………...93 

   6.5 Limitations and Findings……………………………………………………………………….94 

References……………………………………………………………………………………………96 

Appendix…………………………………………………………………………………………….101 

 

 

 

 

 

 

 

 

 

 

 

 

 



EFFECTIVENESS OF CONTROVERSIAL ADVERTISING 
 

  5 

Abstract 

 

Globally, the business environment has become very 

competitive in terms of the value options available for 

customers’ attention, interest and further action. 

Accordingly, marketers aggressively attempt to indoctrinate a 

distinctive and desirable perception about their brands in the 

minds of customers.Since marketers are always in search of new 

ways which can attract customers towards their value offer, 

sometimes marketers are tempted to use techniques which cannot 

be deemed ethical. In order to place the brands on the 

targeted audiences’ mind and heart, marketers utilize multiple 

ways of advertisement and, thus, one of the modern 

advertisementtechniques is controversial advertisement. The 

available literaturealso recognize such type of advertising as 

subliminal or deceptive. This study has accordingly conducted 

to empirically investigate the effectiveness of controversial 

advertisement in enhancing customer purchase intention. The 

focus remained on examining the mediating variables based on 

consumer’s attitude towards a brand andperceived deception in 

the controversial advertising. The study is based on the 

effectiveness and impact of controversial advertisement 

towards the purchase intention of a customer. The most 

important thing is to find that whether this kind of 

advertisement is ethical or not and if it is unethical then 

why still advertisers are adopting this advertising technique. 
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In other words, the focus of the present study is to find that 

how deceptive advertising could influence the subconscious 

part of brain of a customer and how customer can be influenced 

by the deceptive ways of advertisings. Moreover, the other 

objective is to find or explore the relationship between brand 

attitude, perceived deception and controversial advertising. 

The study has also explored as well as empirically verified 

the mediating influences of perceived deception and brand 

attitude. The study is tested with the help of SPSS. Data was 

collected from 100 university students in view of the 

restrictive constraints.  The findings of the study suggest 

evidence regarding the mediating influence of brand attitude 

and perceived deception. In view of the results and 

limitations of the present study, recommendations are given 

and possible futureavenues for further research are 

highlighted.  

Keywords: Controversial, Advertisement, Brand attitude, 

perceived deception, purchase Intention. 

 

 

 

 

 

 


