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ABSTRACT 

Today people live in a visually intensive society with a world of spectacular and 
exciting images surrounding them on a daily basis. Advertising is one of the 
marketing strategies to promote products to consumers. Perusahaan Otomobil 
Nasional Berhad (PROTON), Malaysian automobile company, was a company 
incorporated in 1983. In the midst of fierce competitions in the industry made up of 
automobiles, the management of businesses and strategies in marketing is important 
but the advertisements are essential to its progress. This research would be helpful 
for PROTON to find out which style of advertising is most effective on PROTON sales, 
which they can then adopt to achieve the best results. This paper examines 
automotive 1V advertisements in Malaysia to determine how advertisers achieved 
their primary goal of convincing the audience using semiotics. Secondly, how the 
advertisements encoded national identity and cultural values are also discussed. 
Semiotics theory can be used as references for the Malaysian car advertising 
development. This research would be helpful for PROTON to find out which style of 
advertising is most effective on PROTON sales, which they can then adopt to achieve 
the best results. The method of research is semi-structured interviews with 55 
respondents in the urban and rural areas. 45 respondents were from urban areas 
such as Sabah, Sarawak, Johar, Kuala Lumpur and Penang. The remaining 15 
respondents were from rural Kampung Bambangan, Inanam and Kampung Pompod, 
Kota Belud. The research found that the majority of Malaysians had been 
represented in the study to respond to advertising that determined their purchases. 
Findings of the thesis showed that there is a vast gap in what the audience wants to 
see in an advertisement and what the advertisers showed causing sales to be a 
standstill. When the gap is close in term of expectation and performance, the 
response towards the advertisements were positive. The is a need to match the 
expectations of the audience by putting out advertisements that matched their 
expectation so as to positively increase sales and purchases. 
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ABSTRAK 

ANALISIS SEMIOTIK IKLAN TV KERETA MALAYSIA: 

PROTON'S 2003-2014 

Masyarakat hari ini hidup dalam dunia yang mengagumkan dan mengasyikkan di 
sekeliling mereka setiap han: Pengiklanan ada/ah salah satu strategi pemasaran 
untuk mempromosikan produk kepada pengguna. Syarikat Automobil Nasional 
Berhad (PROTON/ syarikat automobil Malaysia, adalah sebuah syarikat yang 
diperbadankan pada tahun 1983. Di tengah-tengah persaingan sengit dalam industri 
yang terdiri daripada kereta, pengurusan perniagaan dan strategi dalam pemasaran 
adalah penting untuk kemajuannya. Kajian ini akan membantu PROTON untuk 
mengetahui gaya pengiklanan yang paling berkesan pada jua/an PROTON, yang 
mana mereka boleh mengaplikasikannya untuk mencapai hasil terbaik. Maka, iklan 
TV automotif di Malaysia dikaji untuk menentukan bagaimana pengiklan mencapai 
matlamat utamanya untuk meyakinkan penonton menggunakan semiotik. 
Bagaimana iklan yang menandakan identiti kebangsaan dan penggunaan nilai 
budaya dibincangkan. Teori semiotik bo/eh digunakan sebagai rujukan untuk 
pembangunan pengiklanan kereta Malaysia. Kajian ini membantu PROTON untuk 
mengetahui gaya pengiklanan yang paling berkesan pada jualan PROTON, yang 
mana mereka boleh mengaplikasikannya untuk mencapai hasil terbaik. Kaedah 
penyelidikan adalah wawancara separa berstruktur dengan 55 responden di kawasan 
bandar dan luar bandar. 45 responden dari kawasan bandar seperti Sabah, 
Sarawak, Johar, Kuala Lumpur dan Pu/au Pinang. Baki 15 responden adalah dari 
Kampung Bambangan, Inanam dan Kampung Pompod, Kota Belud. Majoriti rakyat 
Malaysia telah dikenal pasti dalam kajian ini untuk bertindak balas terhadap 
pengiklanan yang menentukan pembelian mereka. Penyelidikan ini mendapatt 
bahawa terdapat jurang yang besar dalam apa yang penonton ingin melihat dalam 
iklan dan apa yang pengiklan pamerkan menyebabkan jualan menjadi terhenti. 
Apabila jurang jangkaan dan prestasi dekat, respons terhadap iklan adalah positif. Ini 
adalah keperluan untuk memadankan jangkaan khalayak dengan meletakkan iklan 
yang sepadan dengan Jangkaan mereka sehingga meningkatkan jualan dan 
pembelian secara positif. 
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CHAPTER 1 

INTRODUCTION 

1.1 Background 

Advertisement is a type of tool used in marketing. It is a type of communication. It 

is designed to attract consumers. Every country in the world has its own way of living. 

There are difference in traditions. Even values that each nation beliefs in is different. 

Each country will also have different things they consider as norms. The study of 

semiotics place for people to learn how advertisements changes consumer life. 

Advertisement is a type of communication. It is often social and shows the culture of 

a particular country. Knowing the culture is very important. How effective an 

advertisement is on consumers depends on the understanding of the culture (Zhang 

& Neelankavil, 1995). There is a wide variety in the practice of cultures amongst 

different countries the world over. Advertisements vary in terms of the messages 

conveyed in the context of the culture it is set in. Actors and actresses are to act out 

the emotions and ideas based on the character and culture of the country. The level 

of development of each country could have an effect on the value of culture for each 

individual. Therefore, a focus on interests, desires and aims of the consumers will 

reflect the values in their culture (Pollay & Gallagher, 1990). In this research, the 

purpose of this study is to suggest a type of guide intentionally to design for the 

efficient use of semiotic in automotive TV advertisements in the country of Malaysia 

focusing on PROTON TV advertisements. 

The automotive industry is important to the Malaysian economy. With the 

upraising in economy in Asian countries, the region of Asia has high potential. The 

1 



sustainable automobile industry in Asia is the highest in the world as of this time 

(Marc, 2012). Presently, Malaysia automotive market are being dominated by the 

Malaysian national cars. The companies are PROTON and PERODUA. Both of these 

companies makes up 90 per cent of the car products annually sold. Advertising 

campaigns are done extensively. Such advertisements contribute a substantial 

millions of dollars to agencies of advertising (Davis, 2012). All along the history of 

Malaysian automobile industry, the most important strategy for advertisement is in 

the marketing of automobiles. Mass scale features of automobiles are shown to 

consumers. A brand image of an automobile is normally established by the 

automobile industry through advertisements in the minds of the consumers. 

Advertisement must be able to attract the attention of viewers and also be able to 

have the message delivered. Consumers in each local culture would be expected to 

understand intricate details of an advertisements such as the values of family and in 

their own subconscious mind make decision of how to take the advertisements being 

shown to them. The problem would be in making sure every single audience can 

empathize and feel for the issues or story line of the advertisements. 

Malaysia is a country that is made up of multiple cultures. The possibility is 

high to have consumers that come up with different types of interpretations even if 

the advertisement message is the same. It is very important for marketers to 

understand how consumers could and might interpret the messages visually set in 

advertisements.the reason for this is to make sure that there is little to no 

misunderstanding of what the advertisers are trying to convey and what the 

audiences understand. As such, a semiotic analysis examines the perspective of a 

consumer in response an advertisement seen so as to identify any patterns that exist 

to form meaning in communication. In advertising the meaning of non verbal or 

verbal communication is understood differently by different consumers. According to 

Samii (1995), consumers' attitudes, level of awareness and types of behavior in most 

situations could be driven by culture they grow up in. In most cases, it is not just 

2 




