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WHEN FAILURE IS AN OPTION

AS MISTAKES ARE BOUND TO HAPPEN

For Postgraduate Students

Each paper is different in many ways,

. Failure Is
Times of writing, its motive, story and audience \W o An qptlon

NS/
But they all have one thing in common, and that is N -l
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DOES PUBLICATION DEFINE YOUR
POSTGRADUATE JOURNEY?

Failing Your Way To
Success: Why Failure Is A
Crucial Ingredient For
Success

=) Anna Powers
Science
> Redefining science

My first paper was rejected seven times before it was accepted by a
non-indexed journal for publication.

But through this process, | learned how to properly format a
manuscript and what rejection tasted like.

And | accepted that rejection is part of the publishing process, and |
determined to learn more ...

Failure is a great teacher and
IF you are open to it every
mistake has a lesson to offer.

Oproh Winfrey
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ASIAN JOURNAL OF BUSINESS RESEARCH
EVERY JOURNEY BEGINS WITH THE FIRST STEP

Asian Journal of Business Research ISSN 1178-8933 Volume2  Number2 2012

Generations X and Y Attitude towards Controversial
Advertising

Hiram Ting
Universiti Malaysia Sarawak

Ermest Cyril de Run
Universiti Malaysia Sarawak

Abstract

Segmentation has been useful in advertising decisions and subsequently the
generation approach has emerged as a superior segmentation approach. The purpose
of this article is to examine the attitudes of generation X and generation Y towards
controversial advertising. Structured questionnaires were distributed throughout
Malaysia, and a total of 768 usable questionnaires were obtained. Findings show that
the two generational cohorts are significantly different in attitude towards
controversial advertising. Generation X found the advertising of female
contraceptives, feminine hygiene products, and funeral services to be more
controversial, whereas generation Y found the advertising of alcoholic products,
condoms, and gambling to be more of a controversy. In terms of the reasons of
controversy, generation X found only health and safety issues to be more
controversial whereas generation Y, hard sell, nudity, racist images, sexist images,
and subject too personal Future studies are therefore needed to validate the

of in Malaysia to secure effective marketing strategy.

Keywords: Generation X, G Y, C ial advertising, Malaysia

Introduction

Marketing practitioners are continually confronted with the intricate task of
advertising prod vices to i ing diversified in the marketplace.
Hence it is paramount that the advertising communicates with the targeted ones
effectively in order to yield favorable responses continually (Wells et al., 2003). This
is why market segmentation has been used extensively in advertising decisions
(Kamakura and Wedel, 1995; Kaynak and Kara, 1996). The underlying principle is to
target groups of consumers with homogeneous bonds since they are more likely to be
identical in their response to advertising (Schewe and Meredith, 2004).
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Multigroup Analysis using SmartPLS:
Step-by-Step Guidelines for Business Research

Jun-Hwa Cheah
School of Business and Economics, Universiti Putra Malaysia, Selangor, Malaysia

Ramayah Thurasamy

School of Management, Universiti Sains Malaysia, Penang, Malaysia
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Othman Yeop Abdullah Graduate School of Business, Universiti Utara Malaysia,
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Hiram Ting
Faculty of Hospitality and Tourism Management, UCSI University, Malaysia
College of Business, Polytechnic University of the Philippines, Philippines

Abstract

Multigroup Analysis (MGA) using partial least squares path modelling (PLSPM) is an
efficient approach to evaluate moderation across multiple relationships in a research
model. This editorial explains the importance and the usage of MGA, especially when
a study intends to understand heterogeneity effects (i.e., cross-cultural or gender
differences) in a business research We provide step-by-step guidelines to perform

MGA using SmartPLS 3.3.2, including the of invariance
using the measurement invariance of composite models (MICOM) prooedure We
believe that this editorial will enable hers and p to

MGA with confidence to draw meaningful insights from the data and examine the
differences across the groups under investigation.

Keywords: Measurement Invariance, Multigroup Analysis, Partial Least Squares Path
Modelling, PLSPM

AJBR sspeerreieniouraiang  SCOPUS

publshs three issues per year n Apr, i
August and December. It accepts papers. ABILD
from business, marketing, mansgemers,  ERA VA 4V
tourism and hospitaliy fields. A10vavay v
2 EBSCOhost
FOR MORE INFORMATION: CABELLS
(D el O sans

el
® ey S €

i facebookcomAGScholar
(1] Google Scholer

SCOpuUs
ABID e

ERA VA AV
2018 s&f%

2 EBSCOhost
CABELLS

ULRICHS /L[5

5 Crossref d

C)O (;|C ! ar




P sngrald

YOUNG CONSUMERS AND EVERY STEP, EVEN IF IT LOOKED BAD, COUNTS

EIC: Young, Brian
GE: Not Assigned

YC-09-2014-
00480

Reject--Inappropriate

&9 Contact Journal

EIC: Chan, Kara YC-03-2021-
GE: Not Assigned 1291

Major Revision (25-
Apr-2021)

a revision has been
submitted

!

EIC: Chan, Kara
GE: Not Assigned

YC-03-2021-
1291.R1

Accept (01-Jul-2021)

Archiving completed on 08-
Aug-2021
Forms Completion submitted

=)

(01-Jul-2021) - view

Reviewer View Manuscripts

0 Review and Score
20 Scores Returned

19 Receive Recognition on
Publons

Invitations

Volume 22

e |ssued 2021
e |ssue3 2021
e |ssue2 2021
e |ssue1 2021

Gamifying human computer interaction for young consumers

Generation theories in the context of 21st century youth
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