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Abstrak 


Walaupun  kerajaan  telah  mengambil  langkah  untuk  mengawal  kadar  kelahiran  di 
 Pakistan, dan menyebarkan kesedaran mengenai perancangan keluarga melalui iklan, 
 kadar  pertumbuhan  penduduk  Pakistan  masih  lagi  tinggi.  Di  Pakistan,  iklan 
 kontraseptif  dikecam  kerana  ia  dilabel  sebagai  tidak  senonoh,  tidak  bermoral,  anti-
 kebudayaan  dan  anti-agama.  Misalnya,  Pihak  Berkuasa  Pengawalseliaan  Media 
 Elektronik  Pakistan  (PEMRA)  mengharamkan  iklan  "kondom  Josh"  kerana  aduan 
 yang diterima dan tekanan daripada rakyat Pakistan kerana mereka berpendapat iklan 
 itu tidak mencerminkan nilai agama Islam. Walau bagaimanapun, fakta membuktikan 
 bahawa  penjualan  kondom  Josh  mencatat  kenaikan  yang  mendadak  selepas 
 pengharaman  iklan  tersebut.  Objektif  utama  kajian  ini  adalah  untuk  menyelidik 
 pengaruh  iklan  kondom  ke  atas  sikap  terhadap  iklan  kondom  (AtAc)  dan  niat 
 bertingkah  laku  bagi  lelaki  Muslim  yang  telah  berkahwin  untuk  menggunakan 
 kondom  (BI).  Faktor  keagamaan  iaitu  kepercayaan  agama  (RB),  pemimpin  agama 
 (RL), keagamaan (REL) dan norma subjektif (SN) juga dimasukkan ke dalam kajian 
 ini  kerana  kaitannya  dalam  konteks  periklanan.  Peranan  pengantaraan  AtAc  dan 
 peranan  penyederhanaan  REL  juga  menjadi  fokus  kajian  ini.  Pengumpulan  data 
 melibatkan  lelaki  Muslim  Pakistan  yang  telah  berkahwin  menggunakan  rekabentuk 
 kajian  keratan  rentas.  Kajian  ini  menggunakan  kaedah  persampelan  ‘snowball’ 


daripada  213  responden  yang  dijalankan  secara  tadbir-kendiri.  Partial  Least  Square-
 Structural Equation Modelling (PLS-SEM) digunakan untuk menguji hipotesis kajian. 


Hasil  kajian  ini  menunjukkan  bahawa  PF,  RB,  SN,  dan  AtAc  adalah  faktor  penting 
 dalam  mempengaruhi  niat  penggunaan  kondom  dalam  kalangan  lelaki  Muslim 
 Pakistan  yang  telah  berkahwin.  Kajian  ini  juga  mendedahkan  bahawa  AtAc  adalah 
 pengantara  yang  signifikan  bagi  hubungan  antara  PF  dan  BI,  dan  faktor  keagamaan 
 adalah  penyederhana  yang  signifikan  bagi  hubungan  antara  PF,  RL,  dan  BI. 


Kesimpulannya, kajian ini telah memberi sumbangan yang bernilai, meliputi praktikal 
 dan teori dalam bidang periklanan. Ia juga menyumbang kepada Teori Tingkah Laku 
 Terancang dengan menambah pembolehubah yang signifikan dalam menentukan niat 
 bertingkah  laku.  Ia  juga  bermanfaat  bagi  mereka  yang  ingin  mengiklankan  produk 
 terutama produk kontroversi dalam media Pakistan. 


Kata kunci: Iklan kondom, Kepercayaan agama, Pemimpin agama, Keagamaan, 
Tingkah laku. 
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Abstract 


Despite  government  measures  to  control  birth  rate  in  Pakistan  and  spreading 
 awareness about family planning through advertisements, Pakistani population growth 
 rate  is  still  high.  In  Pakistan,  advertisements  of  contraceptives  are  cursed  because 
 advertisements  are  labeled  as  indecent,  immoral,  anti-cultural  and  anti-religion.  For 
 instance,  Pakistan  Electronic  Media  Regulatory  Authority  (PEMRA)  banned 
 advertisements  of  “Josh  condom”  because  of  the  complaints  and  pressure  of  the 
 Pakistani  people  as  they  argued  that  the  advertisements  disregard  to  their  religious 
 values. However, facts revealed that Josh condom sale recorded a sharp increase after 
 the  ban  of  the  advertisements.  The  main  objective  of  this  study  is  to  investigate  the 
 influence  of  condom  advertisements  on  attitude  toward  advertisements  of  condoms 
 (AtAc) and behavioral intentions of Pakistani married male Muslims to use condoms 
 (BI).  Religious  factors  namely  religious  beliefs  (RB),  religious  leaders  (RL), 
 religiosity  (REL)  and  subjective  norms  (SN)  were  also  incorporated  into  the  study 
 because of their relevancy in an advertising context. The mediating role of AtAc and 
 the moderating role of REL was also the focus of the study. Data were collected from 
 the  Pakistani  married  male  Muslims  using  a  cross-sectional  study  design.  The  study 
 adopted  snowball  sampling  and  gathered  data  from  213  respondents  through  the 
 personally-administered method.  Partial Least Squares-Structural Equation Modeling 
 (PLS-SEM) was used to test the study hypotheses. Findings of the study show that PF, 
 RB,  SN,  and  AtAc  are  important  factors  in  influencing  condom  use  intentions  of 
 Pakistani  married  male  Muslims.  Results  also  revealed  that  AtAc  significantly 
 mediates between the relationship of PF and BI and religiosity significantly moderates 
 between  the  relationship  of  PF,  RL,  and  BI.  Conclusively,  this  research  has  added 
 valuable  contributions,  both  practically  and  theoretically  in  the  advertising  field.  It 
 also  contributed  to  the  Theory  of  Planned  Behavior  by  adding  variables  which  are 
 significant in determining the behavioral intention. It is also beneficial for those who 
 want to advertise products especially controversial products in Pakistani media. 


Keywords: Condom advertisements, Religious beliefs, Religious leaders, Religiosity, 
Behavioral intention. 
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CHAPTER ONE  INTRODUCTION 


1.1 Background of the Study 


Controversial  advertising  poses  a  challenge  to  sexual,  religious  or  moral  taboos. 


Crossing  the  boundaries  of  good  taste,  advertising  incompatible  with  good 
 commercial practice or even causing a scandal is the way to achieve publicity, often at 
 low  cost.  A  few  billboards  or  viral  videos  released  on  the  internet  are  enough  for 
 media to pick it up and report a “scandalous campaign”, providing the product or the 
 company with additional publicity. Profit is what matters, so those responsible for the 
 message go on to further violate the fundamental values of the society only to attract 
 customers’ attention (Koszemsbar-Wiklik, 2016). 


There  are  many  companies  that  used  controversial  advertisements  to  achieve  their 
 goals successfully. For example, companies like Wonderbra, French Connection UK, 
 and Love Kylie became successful in gaining audience attention and economical rise 
 in their business (Pope, Voges, & Brown, 2004). 


Mostly, sex and fear appeals are used in controversial advertisements to attract people 
 which are seen as controversial and such advertisements are being criticized because 
 of manipulation of facts, promotion of materialistic values, controversial contents and 
 controversial  products  e.g.,  condom.  These  criticisms  indicate  that  controversial 
 advertisements  also  destruct  audience’s  attention,  feelings,  and  attitudes  about  a 
 product or brand which also lead to the potential loss in the market (Tehrani, Tehrani, 


&  Moghadam,  2014).  Controversial  advertising  is  considered  socially  indecent, 
offensive,  embarrassing  and  socially  sensitive  and  it  harms  public  morality  and 
feelings and also affects the consumer behavior. 
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