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ABSTRACT 
The Malaysia Mega Sale is both a tourism campaign and a sales campaign. This is a unique 
event in that it results in a merging of two different but interrelated economic activities in one 
campaign: travelling and shopping, seen in Malaysia as a few of the major contributors to the 
economic stability and growth of the country. It is aimed to position Malaysia as a shopping 
destination and to increase consumer expenditure for both the tourists and the locals. As the 
shopping carnival continues to lure shoppers and tourists alike throughout the years, a crucial 
issue that needs to be considered on a continuous basis is how to improve the campaign’s 
effectiveness. 

The effectiveness of tourism campaigns are usually evaluated based on the overall sales 
performance, arrivals, average length of stay and growth rates. By these measures, planners are 
able to gauge the success in terms of monetary and physical considerations. Yet to spend more 
during shopping, to travel more frequently or to stay longer is actually the result of increased 
awareness and shifts in attitude and inclination to spend on a particular item, journey to and 
stay at a particular place. This means that the successfulness of any campaign is actually 
dependent on its capability to create a frame of mind well disposed towards the messages 
inherent in the campaign. 

This paper seeks to provide some insights that can be gleaned from an analysis that was done in 
2001 on the effectiveness of the Shopping Carnival by using the consumers’ response as a 
measure1. Results from the study will act as a starting point to identify areas of improvements 
on the Shopping Carnival Campaign and its influence. 

Keywords: expert system, ecotourism, rating, evaluation, active server pages 
 

INTRODUCTION 
Shopping is a common activity in our lives, be it for leisure purposes or to buy the important 
daily necessities. However, when one mentions the words ‘shopping paradise’, one could not 
help but think of Paris, London, perhaps even Hong Kong as the most likely places. These 
shopping destinations attract millions of shoppers from all over the world. Shoppers and 
tourists would be able to search, discover and anticipate the pleasures of purchasing certain 
merchandise. Even though the intentions of going shopping is seldom mentioned as a prime 
motive for travel, but a considerable percentage of the time and money budget of the tourist is 
actually spent on shopping (Myriam Jansen-Verbeke, 1994). 

Realizing this, Tourism Malaysia has implemented the Shopping Carnival to promote shopping 
in Malaysia since 1990. The Shopping Carnival is a galore of shopping opportunities where 
local and foreign emporiums, designer boutiques and other retail outlets offer fantastic bargains 
and discounts. The Shopping Carnival is nationwide and offers discounts not only in consumer 
goods but also on services like hotel rooms, entry to tourist attractions, restaurants and holiday 
packages. Initially, the Shopping Carnival was held as a complementary programme to the 
other events in Malaysia like the Visit Malaysia Year 1990. The main purpose of the Shopping 
Carnival then, was just to increase tourist expenditure while visiting Malaysia. However the 
purpose of the Shopping Carnival had been extended when in the year 2000, the Shopping 
Carnival or now also known as Malaysia Mega Sale is a campaign that seeks to position 
                                                 
1 Ping, Allison P.C., ‘The Consumer Response Towards the Shopping Carnival’. BBA Project Paper for 
the Faculty of Business and Accountancy University Malaya, 2002 
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Malaysia as a leading international shopping destination in the world. Besides this, the 
Shopping Carnival aims to encourage Malaysians to shop in their own country. Since the 
implementation of the Shopping Carnival campaign, the assessment on the effectiveness of the 
programme was based on the general growth sales figures and recommendations provided by 
associations of retailers, the media and various commercial organizations. 

Measuring Campaign Effectiveness 

While using the sales measure to evaluate a campaign is arguably sufficient as a common 
yardstick to measure its performance, what is needed to complement this is an understanding of 
the ‘real’ effects it had on the consumers, that is, in terms of changes or alterations in the 
consumers’ purchase behaviour. From this standpoint, it is important to use the consumer 
measure as a necessary tool to see how the campaign has affected the attitudes of the 
consumers. By analysing the changes in attitudes of the consumers, planners will know why the 
sales figure changes are taking place. By using the consumer measure, planners will be able to 
improve the attributes of the Shopping Carnival based on the consumer’s point of view. 
Therefore, this paper attempts to provide some insights concerning the responses of the 
consumer towards the Shopping Carnival that are necessary to complement the current efforts 
to evaluate the campaign. 

 
SCOPE OF THE PAPER 

The scope of the paper is only limited to highlighting the results from the study done on the 
Shopping Carnival in December 2001 as an initial exploration into the issue of campaign 
effectiveness. Actually, the consumer survey regarding the Shopping Carnival should be carried 
out during every Shopping Carnival to evaluate the effectiveness of the campaign and to see if 
there are any new trends emerging. Continuous evaluation will allow the strength of the 
carnival be carried forward to the next carnival and it weaknesses to be eliminated. In this study 
the sample size is only limited to 200 respondents. While it is acknowledged however that a 
larger sample would be able to generate more accurate sample statistics to be used to infer the 
population parameters, the data obtained from this initial study is still deemed sufficient as a 
starting point in providing a general overview of the situation. 

 
METHODOLOGY OVERVIEW 

The paper utilizes information garnered from both the primary and secondary sources from a 
study done during the December 2001 Shopping Carnival, where the results of the study are 
used to highlight potential areas of significance that may be of use for strategic planning in the 
private and public sectors. Primary data on the attitudes of the consumer was gathered by 
means of questionnaires handed out to respondents using convenience sampling. The 
questionnaires were distributed and collected from 2nd December to 22nd December 2001 in 
Kuala Lumpur. A total of 200 respondents were selected, namely 70 from Bintang Walk, 70 
from Suria KLCC, 20 from Sogo, 20 from Metrojaya Seksyen 14 and 20 from areas 
surrounding University Malaya. These places were chosen because they contain leading 
shopping areas in Kuala Lumpur for both the tourists and Malaysians, as well as having a high 
concentration of affluent or middle class people. From the selected places, individuals were 
chosen according to a quota of 90 Malaysians, 90 tourists, and 20 non-tourist travellers. The 
rationale behind the quota sample was because the Shopping Carnival was aimed at both the 
local and foreign markets, and it was assumed that both these markets were given the same 
priority. Besides the use of questionnaires, an interview with the management of Tourism 
Malaysia was conducted to obtain information regarding the background, activities, and their 
perspective of consumer response regarding the Shopping Carnival. 
 
Secondary data on the response of the consumer was obtained from the reports of Malaysia 
Retailers Association, Malaysia Retailers Chain Association and Association of Shopping 
Complexes & High Rise Building Management regarding the response of the consumers in 
actual purchase behaviour for the Shopping Carnival. Secondary data on the background, 



Insights on the Consumer Response Towards the Malaysia Mega Sale 
 

Vol. 1(1): September 2004                                                    ©Tourism Educators Association of Malaysia 
 

113

activity and responses of the consumer regarding the Shopping Carnival were gathered from 
television, newspapers, brochures, and the website of Tourism Malaysia and the Malaysia 
Mega Sale. 

The analysis begins with a description of the various characteristics of the respondent that was 
facilitated by the tabulation of frequency in percentages. Then, in gauging the current response 
of consumer to the Shopping Carnival, the quantitative data obtained from the surveys were 
analysed by using the Statistical Package for the Social Sciences (SPSS) software. Tests to 
identify any significant relationships between various variables were done using one-way 
ANOVA and T-tests. The key dimensions of the Shopping Carnival were identified by using 
factor analysis on the various opinions of the respondents towards the Shopping Carnival. 
Then, from the extracted factors, the means of each variable in the main factors were looked 
into and scrutinised.  
 

LITERATURE REVIEW 
 

Measuring Advertising Effectiveness 
The Shopping Carnival is a promotional campaign aiming to position Malaysia as a shopping 
destination and to increase customer’s expenditure. Promotion here refers one of the 4Ps that 
have been used to market a product or service. According to Lamb, Hair and McDaniel (1998) 
promotion seeks to inform, persuade and remind customers of their product or services. The 
promotion plan consists of advertising, sales promotion, personnel selling and public relations. 
 
Pran Nath Seth (1999) states that the basic function of tourist promotion is to communicate 
with the consumer though media advertising, brochures, posters, leaflets designed to inform, 
persuade and motivate people to create a state of mind well disposed towards the sale of the 
tourist product. 

For the Shopping Carnival, the main promotion tool used is media advertising. It is a general 
predisposition to assume that advertising serves to boost sales. However, not all advertising is 
intended to generate a short term sales effect — its key aims may be to generate awareness of a 
new brand, to build a certain image for the brand, to remind people of the brand and to change 
people’s attitudes about the brand, etc. Therefore advertising tracking enables marketers to 
gauge whether their advertising is achieving its objectives, as well as keeping track of 
competitive activity. Continuous advertising tracking in an active category allows for just that 
kind of market monitoring. (AC Nielsen, 2000) 

From the papers of The IPA Advertising Effectiveness Awards (1980) there is no one method 
to evaluate a campaign, therefore, the method of evaluation should be based on the advertising 
objective and in which way the campaign is supposed to work. The most common combination 
of methods is a single; sales based measure with consumer usage and attitude data, which help 
us to see how the advertising affected people and why a change in sales strategy or its 
maintenance is credible. For consumer measures, the most common check on consumers is the 
regularity of usage and the attitude survey. The consumer response approach is often used 
because they offer the marketer, which parts of the execution seemed to be working, and which 
parts may be improved. This function cannot be obtained by the sales approach. The attitude 
survey would explain why the changes in sales are taking place as a result of the effectiveness 
of the campaign, through messages in the advertisements to alter or influence the consumers, 
which otherwise might be dismissed due to other factors. 

When measuring advertising effectiveness, the most popular method that comes to mind will be 
the sales approach. The rationale in using this approach stems from the assumption that 
evidence of incremental changes in sales during the advertising campaign means that the 
campaign is working. Measuring the effects of advertising on sales dated back to the 1930s; 
where the earliest studies involved simple linear regression models and static demand 
functions. Later studies progressed to multiple regressions and dynamic demand functions. 
Among the pioneering works, include studies by Palda (1964) and Peles (1971). Recent 
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research has branched into causality tests based on time-series analysis. Until very recently, 
most studies focused on either a single product or a small group of products. However, this 
method is not suitable in this study considering the lack of data, as most retailers who 
participate in the Shopping Carnival are not willing to provide information regarding the 
increases in sales, as this is highly confidential to them. Another grey area would be different 
types of outlets selling different types of merchandizes would record different growths and 
values in sales during the carnival and this makes the sales based measurement inaccurate. 

Rice and Bennet (1998) mentioned that in an ideal world, the most convincing demonstration of 
powerful and effective advertising is an immediate and sizable increase in sales volume but it is 
rarely that easy to establish such clear cause and effect relationship. For some advertisers, 
effective advertising may simply mean raising the level of awareness of the brand, while for 
some; the objective of the campaign may be to create an improvement in altitude towards the 
brand. There can be a host of reasons why effective advertising will not necessarily result in an 
immediate increase in sales volumes. 

Pomerance (1969) stated that advertising agencies would not have chosen sales measurements 
to test for advertising effectiveness. In the sales approach, one would wonder if advertising 
could result in an incremental sales of the product, and if yes, by how much? By this method, it 
would be very difficult to factor out the other variables that might have affected sales. Those 
responsible for making advertising need to know why an advertisement performed as it did, 
how it is strong, where is it’s weak and how to carry the strong elements into the next ad and 
how to correct the weak ones. Therefore, an attitude study would deem suitable, as this will 
enable the advertisers and campaign promoters to improve certain weakness found in the study. 

Strong (1925) proposes that a consumer responds to marketing messages thorough attention, 
interest, desire and action (AIDA). In this classic model, it proposes that ‘consumers respond to 
marketing messages in a cognitive, affective and conative sequence. Later, Lavidge and Steiner 
expanded this classic model to the hierarchy of effects model. 
 
In 1961, Lavidge and Steiner presented a model for the predictive measurement of advertising 
effectiveness. They proposed a simple model that assumes that all potential purchasers start 
from scratch, before they move up the additional steps which leads to purchase. In the model, a 
customer begins awareness of advertising; proceeding through knowledge, liking, preference, 
conviction, and intention; and ending in purchase. Lavidge and Steiner claim that this sequence 
is based on what they term a classical psychological model that divides behaviour into 3 
components that are cognitive, affective, and behavioural states. In many aspects, their 
hypothesis of a hierarchy of effects is a precise expression of views that have been widely held 
for many years in advertising circles. Attention, interest, desire, and action (Sandage and 
Fryburger 1963); awareness, acceptance, preference, intention to buy, and provocation of sale 
(Wolfe, Brown, and Thompson 1962) are but a few of similar but more sketchy views of the 
psychological process, from the perception of an advertisement until purchase, a typical 
consumer is supposed to experience. Therefore, advertising research can be designed to 
evaluate the point to which the advertising succeeds in moving the specific target audiences up 
the critical purchase steps. Therefore advertising measurements may be categorised into: 

1. Overall measurements, concerned with measuring the results, the consumers positions 
and movement on the purchase steps. 

2. Segments and component measurements, concerned with measuring the relative 
effectiveness of various means of moving people up to the purchase steps. 

Furthermore, Copland (1963) states that it cannot be expected that a purchase will place only if 
the individual has passed through each of the stages of awareness, comprehension and 
conviction. Rather, it is to be expected that some people who are aware of the brand will be 
buyers; even more of those who are convinced of the truth of claim will be found taking the 
final behavioural jump. 

The promotional mix (4 P’s) has a strong relationship with hierarchy of effects model that 
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eventually leads to purchase. Therefore the marketer’s tasks is to determine where in the 
purchase ladder most of the target consumers are located, and design a promotion plan to meet 
their demand. As for the Shopping Carnival, the campaign is a multilevel it as it uses multiple 
media to communicate with its customers because of the acknowledgement generally both the 
tourists and the local market are at different levels of the ladder in hierarchy of effects.  

It was decided in the study that measurements of the changes in the attitude of customers to be 
component based. Furthermore, according to Palda (1963) these components are not necessarily 
consistent, therefore, the analysis of the changes in the attitudes of the customers should be 
based on the three components, and each analysed separately. 

 
Definition of Attitudes 

The word ‘attitude’ originated from the Latin word aptus which means posture or physical 
position. Attitude reflects the actions that will be done by an individual, as it is a manifestation 
of the mental position of the individual. (Wilkie 1986). 
 
Attitude is a mental and neural state of readiness, organized thorough experience, exerting a 
directive or dynamic influence upon the individual’s response to all objects and situations with 
which it is related (Allport, 1954 p.45).  
 
Zikmund (1997) defines attitudes as an enduring disposition to consistently respond in a given 
manner towards various aspects of the world. According to Hawkins, Best and Coney (1998) 
Attitude have three components: Cognitive, Affective and Conative. These three are combined 
to provide the individual with a predisposition or a mental construct toward what is being 
perceived (Cognitive), being thought of or felt (Affective) and being acted upon (Conative). In 
other words, attitudes are the way a person thinks, feels and acts toward a given aspect or 
stimuli in the environment, such as an object, an event or a situation. In this case, the attitude of 
the consumer is the person’s thoughts, feelings and actions concerning the Shopping Carnival 
campaign. 

Aoker and Day defines attitudes as the mental states used by individuals to structure the way 
they perceive their environment and guide the way they respond to it. Thus, based on the 
awareness of the client’s attitudes regarding the products or services or environment under 
study, some improvement of modification on them can be undertaken. These will be the used as 
meaningful guidelines which will eventually help restructure or redesign the products or the 
services according to their references. 

Zikmund’s definition was deemed suitable for the study on the Malaysia Shopping Carnival. 
Therefore attitude is defined as an indication of behaviour of the consumers towards the 
Shopping Carnival. In this study, the attitude consists of three components: cognitive, affective 
and conative.  
 

INSIGHTS FROM STUDY 
 

Demographics 
The study was able to get sample respondents roughly equal in number in terms of gender. The 
largest group of respondents was in the young adult category (ages 19-25), which was 36%, and 
the second was from the adult category (ages 26-35), about 24%, late adults (ages 46-55) 
accounted for 17% of the sample and 15% are from middle adults (ages 36-45). The least came 
from the teenagers category (below 18 years old), which accounted for 5% of the sample. (See 
Table 1.0) 
 
In terms of occupation, 42% of the samples are business people and professionals, followed by 
students, around 29%. 16% are salaried and semi-professionals next are those from the retired 
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and skilled workers, 6% in total, not belonging in any category accounts for 6% and lastly 1% 
of them are labourers. 
 

Table 1.0: Composition of Respondents According to Age Groups 
Age Group Respondents Percentage
<18 years 6 3.0% 
19-25 72 36.0% 
26-35 48 24.0% 
36-45 30 15.0% 
46-55 34 17.0% 
>55 years old 10 5.0% 
Total 200 100.0% 

 
According to the status category, where status refers to three categories of respondents 
(Malaysian, Tourist, Non-tourist traveller), Malaysians accounts for 45% of the sample, the 
Tourists also accounted for 45% of the sample while 10% of the samples were non-tourist 
travellers. (See Table 1.1) 
 

Table 1.1: Composition of Respondents According to Status 
Status Respondents Percentage 
Malaysian 90 45.0% 
Tourist 90 45.0% 
Non-tourist traveller 20 10.0% 
 200 100.0% 

 
Countries of Origins for the Tourists 

From the sample, 32% of the respondents hailed from United Kingdom. The second largest 
group was tourists who came from Australia, who accounted up to 16% of the respondents. The 
rest of the respondents were from Germany, Singapore, United States of America, Netherlands, 
Sweden, Denmark, Canada and Iran. These respondents were English-speaking tourists; 
therefore, the problem of communication did not exist and the sample is diversified as it 
consists of many countries of origin to avoid biases of sample taken only from a certain country 
of origin. 
 

The Relationship between Demographic Elements and Participation 
In studying the relationship between demographics and the response towards the December 
Shopping Carnival, four demographic elements were scrutinized, namely gender, age, 
occupation and status. These demographics elements were studied to find out the rate of 
participation and non-participation of specific categories within each element. Tests were done 
to find out if there were significant differences between the specific demographic elements in 
relation to the participation in the Shopping Carnival. One-way ANOVA tests were carried out 
to determine the demographic elements that were significant in explaining the participation and 
non-participation of the respondents towards the Shopping Carnival. (Refer to Tables 1.2, 1.2a-
d). 
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Table 1.2: Relationship Between Demographics and Participation in the 

Shopping Carnival 
1.2a Gender vs. Participation 

Ho: there is no significant difference between between gender and participation 
H1: there is a significant difference between between gender and participation 
Level of significance 0.05 sig. 0.381 
F Observed Value 0.772   
F Calculated Value 3.84   

Fov < Fcv 
Ho is 
accepted  

 
Gender 

The gender element is treated as the independent variable while the participation element is 
treated as the dependent variable. From the test, it was shown that there was no significant 
difference between the sexes in determining the participation in the Shopping Carnival. While 
this is inconsistent with the normal assumptions that females tend to respond more positively 
towards sales and shopping activities, what it really implies is that the campaign was able to 
elicit participation irrespective of gender. What can be gleaned from this basic information is 
that for the tourist, they would still be inclined to participate in the Shopping Carnival even 
though they are males maybe because to them too, shopping is a very important part of tourist 
activity as the Ringgit exchange value is low and souvenirs are relatively cheap. Another point 
to consider is that the month of December is a time for festive seasons like Christmas and New 
Year celebrations; therefore, most tourists, male or females would make purchases for their 
loved ones back in their home country. Furthermore, they were able to buy cheaper electrical 
and electronic goods like the cameras during the Shopping Carnival. This might explain why 
there was no significant difference between males and females in responding towards the 
Shopping Carnival, though further analyses is still needed to identify gender biases in shopping 
activities to shed more light on this issue. 

 
1.2b Age vs. Participation 

Ho: there is no significant difference between between age and participation 
H1: there is no significant difference between between age and participation 
Level of significance 0.05 sig. 0.082 
F Observed Value 1.986   
F Calculated Value 2.21   
Fov < Fcv Ho accepted  
 

Age 
The age group is treated as an independent variable while the participation is treated as the 
dependent variable. The statistical test had shown that there was no significant difference 
between the age groups in determining the participation in the Shopping Carnival. Therefore it 
can be surmised that the Shopping Carnival did not attract people exclusively from a certain 
age group to shop in the retail stores.  

 
1.2c Occupation vs. Participation 

Ho: there is no significant difference between between occupation and participation 
H1: there is no significant difference between between occupation and participation 
Level of significance 0.05 sig. 0.14 
F Observed Value 1.634   
F Calculated Value 2.1   
Fov < Fcv Ho accepted  
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Occupation 

The occupation group is treated as the independent variable while the participation is treated as 
the dependent variable. Again, the test showed that there was no significant difference between 
the occupations in determining the participation in the Shopping Carnival. This means that the 
occupation of the respondents did not affect their participation in the Shopping Carnival. What 
can be surmised from this is that because most of the respondents, including the tourists 
surveyed were from the middle class; their occupation is mainly in the business and 
professional segment or the salaried and semi-professional segment; their level of income did 
not pose as a barrier to participate in the shopping carnival. 

1.2d Status vs. Participation 
Ho: there is no significant difference between between status and participation 
H1: there is no significant difference between between status and participation 
Level of significance 0.05 sig. 0.00 
F Observed Value 9.517   
F Calculated Value 3   
Fov < Fcv Ho rejected  

 
Status 

Status here refers to whether the respondents are Malaysians, tourists or non-tourist travellers 
(others). The status of the respondent is treated as independent variables while the participation 
is treated as dependent variables. The test found that there was a significant difference between 
the statuses in determining the participation in the Shopping Carnival. Malaysians responded 
more positively to the Shopping Carnival compared to the tourist. This consistent with the 
observation made by the Malaysian Retailers Association where they concluded that the 
Shopping Carnival attracted largely locals to participate in the sales event. According to MRA, 
the local segment made up 95% of the purchases made during the August Shopping Carnival. 
This means that, currently, the Shopping Carnival had only managed to achieve its objective to 
encourage Malaysians to shop in their own country.  

Secondary sources also found that most local shoppers who participated in the December 
Shopping Carnival had already participated in the previous carnival. This is illustrated in the 
result of the Pearson correlation test, where it exhibits the fact that there was significant 
correlation between participation in the previous Shopping Carnivals and the current Shopping 
Carnival among Malaysians (significance level is less than 0.01). This means that Malaysian 
shoppers who had participated in the current Shopping Carnival had also participated in the 
previous Shopping Carnivals. (See Table 2) 

Table 2: Correlation Between Previous Participation with Current Participation 
Among Malaysians 

 
Participation in previous 
SC 

Participation in current 
SC 

Participation in previous 
SC 

Pearson 
Corr. 1 0.394 

 Sig. (2 tailed) 0 
correlation is significant at .01 level  
    

Table 3: Correlation Between Previous Participation with Current Participation 
Among Tourists 

 
Participation in previous 
SC 

Participation in current 
SC 

Participation in previous 
SC 

Pearson 
Corr. 1 0.106 

 Sig. (2 tailed) 0.321 
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However, the same could not be said for the tourist segment. The level of significance in the 
Pearson Correlation test is 0.321. This implies that there was no significant relationship 
between the participation in the previous Shopping Carnival and the current Shopping Carnival 
for the tourists (Table 3). This result can be corroborated with the findings from the MRA, 
where the tourist-spending amount was less than 5% of the total sale. Furthermore, most 
tourists who had participated in the current Shopping Carnival had never participated in any 
previous Shopping Carnivals. This could mean that the Shopping Carnival had been unable to 
effectively pull in tourists to repeatedly visit Malaysia for the reason of shopping yet, as further 
information from the following may encounter possible causes. 

The Channels of Communication 
Data from the study was also used to find out which channels of communication had most 
coverage, and therefore most effectively used to reach consumers. Table 4 illustrates the 
coverage for each media selected in the study. 

 

Table 4: Channels of Communication Used to Reach to the Consumers 
According to Status Groups 

Media Malaysians (%) Tourists (%) Non-tourist 
travellers (%) 

Total % of 
respondents 

TV Commercials 28.3 12.8 13.3 21.1 
Radio 
Commercials 

8.3 2.6 0 5.3 

Newspaper 
Advertisements 

28.3 5.1 26.7 20.2 

Banners, 
pamphlets, 
brochures 

13.3 17.9 13.3 14.9 

Word of mouth 18.3 15.4 26.7 18.4 
Travel Agencies 0 2.6 0 0.9 
Upon Arrival 1.7 28.2 13.3 12.3 
Others (not 
specified) 

1.7 15.4 6.7 7.0 

Total 100 100 100 100 
 

Television Commercials 

The findings revealed that the most effective instrument in channelling information regarding 
the Shopping Carnival to the participants was television commercial. The study found that as 
many as 21% of the respondents first came to know about Shopping Carnival through TV 
commercials. The Shopping Carnival TV commercial was advertised at prime time in all four 
major languages and in all the major channels, inclusive of Astro in Malaysia. The 
advertisements were also aired in a few selected foreign countries.  

Newspaper 
Newspaper advertising was the second most effective channel of information distribution. 
Gleaning some insights from the findings, it is probable that these 20% of the total respondents 
would probably have seen it in the local dailies about the event, with catchy phrases like “the 
whole of Malaysia is on sale”.  

 
Word of Mouth 

This was followed by the word of mouth, which accounted for about 19% of the respondents. 
While the advertisements were effective in creating awareness, it is particularly noteworthy that 
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indirect promotion through word of mouth was also arguably crucial in creating awareness 
among the Malaysian public that the Shopping Carnival is going on at the time. Furthermore, 
positive word of mouth from satisfied participants would not only help to create awareness but 
may indeed help to rope in more customers as well. 

 
Pamphlets and External Media 

The other important channel of information includes the pamphlets and the external media such 
as vertical banners, metrolites, and stickers. These were effective in disseminating information 
about the Shopping Carnival. They accounted up to 15% of the total respondents as a channel 
of communication. 

On Site 
Some of the respondents got to know about the Shopping Carnival only when they were already 
at the shopping complexes. As many as 12% of the respondents only got to know about the 
Shopping Carnival only when they were at the point of purchase. This means that 12% of the 
respondents were not aware of the carnival but just that they had gone shopping and then 
realized that there were price reductions in the retail outlets that they went to. This means that 
they had participated in the Shopping Carnival by chance. They did not necessarily had positive 
attitudes about the Shopping Carnival and had no intention of participating in it, but just that 
during their shopping trip, they bought items because there were price promotions. The other 
channels of communication like radio commercials, travel agencies, the Internet were 
ineffective considering they only accounted to a very small percentage as a channel of 
communication. 

Effectiveness of the Communication Channels 
Malaysians and the tourists exhibited different means of knowing about the Shopping Carnival. 
For Malaysians, the most popular means of getting to know the Shopping Carnival was through 
the TV commercials and the local newspaper advertisements which both accounted up to 
28.3% each. As many as 18.3% of the Malaysian respondents got to know about the Shopping 
Carnival through word of mouth while the rest of the Malaysian respondents found out about 
the Shopping Carnival through other media. Based on these findings, it can be safely concluded 
that the advertising campaign done for the local market was effective. 

However, most tourists only got to know upon the Shopping Carnival when they arrived at the 
Shopping Complexes. 28.2% of the tourists got to know about the Shopping Carnival only 
upon arrival at the shopping areas, or more specifically at the point of purchase, when they 
realized that the retail outlets were having sales promotions. Therefore, they purchased the 
items because of price reductions. They had no knowledge or preconceived attitude about the 
Shopping Carnival before the actual purchase.  

The second most important medium was the distribution of pamphlets and through external 
media like banners and metrolites, which accounted for 17.9% of the respondents. For non-
institutionalised tourists, they relied on directories and pamphlets to travel to places of interest 
in Malaysia. These pamphlets can be obtained from tourist information centres. Then, the third 
most important medium in disseminating information for the tourists about the Shopping 
Carnival was through the word of mouth, which accounted up to 15.4% of the tourist 
respondents. Some tourists commented that their family or friends had participated in the 
August Shopping Carnival and they had recommended them to visit Malaysia during the 
Shopping Carnival. Another 15.4% of the tourist respondents reported receiving information 
from other sources, though it was not specified what kind of media did they got it from, it was 
largely reported by the respondents that they have heard or seen infomercials or some 
mentioning of it some time during their travels and that it was unspecific as to where and what 
was on sale (i.e. “The Whole of Malaysia is On Sale”). 

Therefore, the most important means of acquiring information about the Shopping Carnival for 
the tourists was pamphlets and external media while the second most important means was the 
word of mouth. This leads to the general conclusion that for the tourists generally, advertising 



Insights on the Consumer Response Towards the Malaysia Mega Sale 
 

Vol. 1(1): September 2004                                                    ©Tourism Educators Association of Malaysia 
 

121

was still not quite an effective medium in disseminating information. What this would imply at 
the strategic planning level is that the marketing of Malaysia as a shopping destination still very 
much depends on the efforts of the tourist information centres, operating either within the 
country or overseas to disseminate and promote the campaign thru pamphlets, external media 
and word of mouth to attract the tourists to visit Malaysia during the Shopping Carnival; and 
that the efforts must be done to create clearer awareness and predisposition towards the 
Malaysia Mega Sale before the tourists arrive. While doing so it must be noted that the other 
sources of information for the tourists highlighted in the study needs to be specifically 
identified, as it did have a significant percentage of respondents exposed to it. Further studies 
can be suggested to delve into the matter so that more media can be used to relay the 
information effectively. 
 

Attitudes and Behaviour 
The study also collected data regarding the attitudes and purchase behaviour of the respondents. 
These data were subjected to specific tests to determine whether they are consistent with the 
messages conveyed to them of the Malaysia Shopping Carnival, and to determine whether the 
consumer is positively inclined to agree with and act on these campaign messages. The data are 
divided into three major attitudinal designations, namely the Cognitive, Affective and the 
Conative components. The actual purchase behaviour is then analysed to determine whether the 
campaign was able to induce positive action in response to the campaign. 

 

Effect of the Shopping Carnival on the Cognitive Component 

The cognitive component in the study refers to the respondents’ awareness and knowledge, 
where the respondents were asked for their opinions whether the Shopping Carnival has 
increased their awareness of Malaysia as a shopping destination. A 5-point Likert scale 
(1=Strongly Disagree, 2=Disagree, 3=Neutral, 4= Agree, 5=Strongly Agree) was used to 
quantify their opinions whether they agreed or not to the 3 statements related to this 
component. A T-test was done and the results supported the hypothesis stating that the 
Shopping Carnival campaign instils awareness of Malaysia as a shopping destination. The 
responses were then tabulated using mean scores according to status groups (See Table 5). A 
mean score of 3.5130 on the Likert scale for all groups on the statement whether the Shopping 
Carnival had increased their awareness of Malaysia as a shopping destination reveals that the 
Shopping Carnival did slightly affect the general awareness and that it had generally instilled 
the awareness among the participants of the Shopping Carnival of Malaysia as a Shopping 
Destination. The tourist group tended to agree to this statement with a mean score of 3.7250.  

Table 5: Likert Scale Mean Score 

Statements in the cognitive component Malaysian Tourist
Non-tourist 

traveller 
avg 
total 

SC increases awareness of Malaysia as a shopping 
destination 3.4 3.725 3.4 3.513
SC made shopping in Malaysia on top of mind 
when wanting to shop 3.0667 3.001 3.037 3.0522
SC made respondent discover Malaysia as a 
shopping haven 3.2333 3.425 3.066 3.2783
 
The Shopping Carnival had only very slightly made the respondents rediscover Malaysia as a 
Shopping Destination, considering the total mean score of 3.2783, and again the tourist group 
exhibited strong reactions towards the statement compared with the Malaysians and the Non-
tourist travellers, with a mean score of 3.4250. However, in general the Shopping Carnival had 
yet to strongly position Malaysia as a top of mind shopping destination, where the general 
mean score for this statement was 3.0522. The tourist group exhibited the lowest mean score of 
3.0010. This shows and reaffirms the previous findings in 6.3 that while it was able to create a 
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general awareness of the carnival, the dissemination of information was still far from creating 
an acute sense of what the shopping carnival is really all about. 

 
Effect of the Shopping Carnival on the Affective Component 

The affective component in the study reflects the respondents’ general feelings or emotions 
towards the Shopping Carnival. The study presented 11 statements and the same 5-point Likert 
scale was used to quantify their opinions whether they agreed strongly or not. Since this 
attitude test contains many variables, a factor analysis was used to reduce the number and 
groups them into variables with similar characteristics.  

 
Table 6: Factor Analysis Results 

 
Factor One 
Variables of Affective Component Loadings Means 
During SC, I found restaurants offering 
food and beverages at lower prices 0.782 2.8509 
In my opinion, many hotels are offering 
value for money package deals during the 
SC 0.823 3.1304 
I managed to buy goods at extremely low 
prices during the SC 0.572 3.3158 
I feel that the SC offers up to date and 
advanced products 0.676 3.287 

Factor Two 
Variables of Affective Component Loadings Means 
During the SC, I had the opportunity to 
shop anywhere because 'the whole nation is 
on sale' 0.537 3.3739 
The SC offered a wide spectrum of 
activities for me to participate 0.668 3.2 
I feel that the activities held made shopping 
experience more fun during the SC 0.666 3.3652 
I had gained many gifts with purchases, 
vouchers and free stuff 0.711 2.6696 

Factor Three 
Variables of Affective Component Loadings Means 
I had the opportunity to shop anytime I 
want because most retailers lengthened
business hours during the SC 0.757 3.3304 
I really felt a carnival-like atmosphere 
while shopping during the SC 0.7 3.513 
I feel that the SC offers extensive variety of 
goods and services 0.51 3.6696 

 
From the result of the analysis, it can be concluded that the Shopping Carnival had made three 
prominent impacts on the consumer: (Table 6) 

 First, the Shopping Carnival had managed to generally promote Malaysia as a value for 
money shopping destination. This means that the consumers felt that the Shopping 
Carnival has enabled them to purchase up-to-date and quality goods and services at 
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value prices. However, the study also revealed that the consumers felt that the hotel 
food and beverage sector has not been offering their services at lowered prices or in 
special packages. The respondent felt that they were generally serving their usual fare 
without special deals during the Shopping Carnival. 

 
 Secondly the consumers also agree that the shopping Carnival had enhanced their 

shopping experiences. This is because there were interesting and fun activities 
organized by the retailers and the parties involved. Furthermore, the Shopping Carnival 
had enabled consumers to have wider choices on where to shop considering there were 
many retailers on sale during the period of one month. However, the consumers felt 
that the retailers did not use sales promotion methods like gifts with purchases, 
vouchers and freebies, to enhance the shopping experience of the consumers and to 
stimulate their shopping intention. Therefore, the enhancement of the shopping 
experience is through non-material gains for the consumers. 

 
 The third prominent impact is that the Shopping Carnival bad enabled consumers to 

enjoy better amenities in the retail outlets. This means that the Shopping Carnival has 
improved the shopping atmosphere and has given the shoppers more options and 
choices on what, when and where to shop. 

 
Table 7: Likert Scale Mean Score 

Behavioural Component Mean 
SC had increased willingness to shop 3.4956 
SC had increased probability to shop 3.535 
SC encouraged recommendation to friends to shop 3.4434 
SC made shopping happen more frequently 3.4782 

 
Effect of the Shopping Carnival on the Behavioural Component. 

The behavioural component refers to the intentions and expectations of the respondents, or 
predisposition to action. The study presented 4 statements and the same 5-point Likert scale 
was used to quantify their opinions whether they agreed strongly or not to them. A T-test was 
done and the results supported the hypothesis stating that the Shopping Carnival campaign 
affects the intentions of the respondents to shop in Malaysia. The mean score between 3.4 to 
3.5 for all four statements also reflects the conclusion that the Shopping Carnival did increase 
the shopping intentions of the respondents. In fact, most respondents agreed that the Shopping 
Carnival would spur their purchase intentions despite not having very strong feelings for the 
Shopping Carnival. Generally, this satisfies the objectives of the Tourism Malaysia, where the 
ultimate objective of the Shopping Carnival campaign is to increase expenditure of the locals 
and tourists. (See Table 7) 

 

Table 8: Types of Items Purchased During SC 

Items Malaysian Tourist Non-tourist traveller 
Clothing 78.3% 60.0% 53.3% 
Accessories 3.3% 8.6% 6.7% 
Electrical goods 1.7% 20.0% 13.3% 
Food & Beverages 8.3% 11.4% 20.0% 
Daily Necessities 6.7% 0.0% 6.7% 
Others 1.7% 0.0% 0.0% 
Total 100.0% 100.0% 100.0% 

 
Actual Purchase Behaviour. 

The actual purchase behaviour in the study refers to an average of the Ringgit amount spent per 
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shopping trip correlated throughout the three statuses. The study reveals that the Malaysians 
and the non-tourist travellers residing in Malaysia actually have an almost similar spending 
pattern. However, the tourists spent more compared to these two groups as they have higher 
purchasing power and they would also shop for gifts and souvenirs. Though the items 
purchased by the groups were different, however, 61.9% of the total respondents purchased 
clothes during the Shopping Carnival, where 60% of the tourist group and 78.3% of the 
Malaysian group exhibited similar purchasing behaviour. It was found that tourists would also 
spend their money on electrical goods (20% of the tourist group), but Malaysians and the non-
tourists travellers would rather spend on food and beverages. (See Table 8) 

Non-participants 
The study found that 90 respondents did not respond favourably to the Shopping Carnival or 
had not participated in shopping as a response to the Shopping Carnival. It was found that 
slightly half (51%) of the respondents in this category did not participate in the Shopping 
Carnival because of poor awareness. It appears that ineffective publicity was the main obstacle 
preventing them from participating in the Shopping Carnival. The fact that a substantial 
proportion of the non-participants cited unawareness of the Shopping Carnival as their main 
reason for the negative response again strengthens the previous notion that the campaign’s 
distribution of information about the Shopping Carnival had not been very effective (especially 
among tourists). 

CONCLUSION 
This study reveals that the Shopping Carnival had generally improved the attitudes of the locals 
and tourists towards Malaysia as a shopping destination. However, the locals responded more 
positively towards the Shopping Carnival compared to the tourists. In fact, the positioning of 
Malaysia as a top of mind shopping destination was still weak among tourists. Despite this, the 
Shopping Carnival had managed to place Malaysia as a value for money shopping destination, 
enhanced the shopping experiences of the consumers and enabled consumers to enjoy better 
shopping amenities among its participants. The main setback faced by the Shopping Carnival 
was poor dissemination of information considering many of the respondents were not aware of 
the event at the time. Therefore, the communication process between the organizers and 
consumers needs to be improved and maintained.  
 
Therefore, the Shopping Carnival campaign strategy must be revisited; where plans and 
strategies must include efforts to maximise the effects of the selected media as channels of 
communication to effectively cover the intended target market to focus on creating heightened 
awareness and positive attitudes that will stimulate purchase behaviour and participation among 
the tourists, while maintaining its strong appeal to the locals. As the results of this study 
implies, this will increase the propensity to travel and spend during a special event like the 
Malaysia Mega Sale. This therefore calls for a need to continuously measure the effectiveness 
of the campaign on the mindset of the tourist and consumers as an additional strategic analysis 
instrument.  
 
Merging this point of view with the traditional method of analysing sales figures and growth 
rates, planners will be able to not only gauge the performance of the campaign from an 
extrinsic aspect, but also the intrinsic aspect; namely, how much of the campaign has increased 
the awareness, heightened the interests, desires and activities of the consumers in line with the 
messages and strategic direction or intended outcome of the campaign. 
 

According to Hawkins, Best and Coney (1998), a marketer can manipulate the marketing 
strategy to change the attitudes of the consumers towards the product or brand. The marketer 
can seek to change the components of attitudes that are the cognitive, affective and behavioural 
components. Moving on from this standpoint, then, it is therefore suggested that the challenges 
towards sustaining the effectiveness of the Malaysian Mega Sale campaign should be viewed 
from four strategic initiatives that can be used to alter the cognitive structure of a consumer’s 
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attitude and to maintain it through time. To put it simply, how to: 

1. Maintain the underlying beliefs about Shopping Carnival as not ‘just another sales 
promotion’ among the locals and tourists but a ‘highly anticipated and exciting event’; 

2. Maintain the importance of the Malaysia Mega Sale to being a national and integrated 
tourism development initiative, which involves not only retailers and shopping malls, 
but also the transportation, lodging, and other services components of tourism 
throughout Malaysia; 

3. Continuously add to the values held by the locals and tourists that the Malaysia Mega 
Sale is a unique event, so that it is positioned foremost in the minds of prospective 
tourists and locals; and 

4. Maintain the change the ideals of the prospective consumers toward the campaign. A 
possible suggestion would be to convey what benefits can the participants get when 
shopping or travelling during the campaign, i.e. avoid year-end rush, enormous savings 
because the campaign is also held amidst festivities and celebrations, and many others. 

 

The marketers and authorities can use three approaches to directly increase the influence on the 
affective component for both the Malaysians and Tourists towards the Malaysia Shopping 
Carnival:  

1. Conditioning them (both the locals and tourists) to normally expect the Mega Sale to 
occur at specific times as mentioned previously; i.e. three times a year. 

2. Influencing the attitude towards the advertisements itself; which means the 
advertisements itself spurs a feeling of high anticipation towards the event, and it peaks 
as it enters seasons where holidays, national festivities or religious celebrations are 
usually held. This will convey the impression that the Malaysia Mega Sale is not just 
another sales promotion, but a time to revel in the celebrations or holiday seasons, to 
enjoy the shopping as well as the leisure or travel experience; and 

3. Continuous exposure to the consumers (especially overseas tourists); to inform them 
that a Malaysia Mega Sale campaign is going on. 

 

Meanwhile the common techniques for changing the behavioural component can be gradually 
maintained through offering coupons, free samples, point-of-purchase displays, tie-in purchases 
and price reductions during the campaign. 

 
However, it should be noted that even if the marketers can seek to change each of the 
components of attitudes, it is possible for a person to change his factual knowledge / awareness 
(cognitive) without changing his attitudes / beliefs (affective) or behaviour / participation 
(conative), and it is possible for a person to change his behaviour without changing this factual 
knowledge and attitudes (Palda; 1963). Therefore, these three components are not necessarily 
consistent. It is the role of the marketer to use the appropriate tools to stimulate purchase 
behaviour from whichever level the consumers are at, whether they are at the cognitive, 
affective or the conative level in the hierarchy of effects. This means that the consumers’ 
response towards the campaign at all levels of the hierarchy must be monitored on a continuous 
basis; so that proper and appropriate actions can be done at each level to ensure the strategic 
objectives of the campaign are reached for each of the target markets. 
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