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Abstract: With the rapid advancement in the IT industry, many companies have made the Internet as 
part of their advertising media mix to take advantage of the online technologies. The Internet has 
become a popular advertising platform because marketers found that the Internet possess greater 
flexibility and control over the advertising materials. The aim of this research is to answer the question: 
“How significant are the measures of advertising effectiveness in terms of (1) attitude towards the ad, 
(2) ad recall, and (3) click-through rates in explaining online purchase decision.” All the three measures 
of advertising effectiveness were found to be significant predictors, with the ability to recall online ads 
being the most important predictor (Beta = 0.517), followed by the frequency of clicking online ads 
(Beta = 0.205) and attitudes toward online advertising (Beta = 0.163). The findings suggest that online 
advertising may be a powerful marketing tool in the context of online environment. The research 
findings also imply that marketers should include online advertising in their advertising media mix as 
online advertising promotes online buying or online shopping. 
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INTRODUCTION 

 
 The Internet has grown tremendously in both its applications and number of users due to its unique 
characteristics of flexibility, interactivity, and personalization. It has been a very useful tool for communication, 
entertainment, education, and electronic trade (Ko et al., 2004; Koyuncu and Lien, 2003). The revolutionary 
change brought forth by information technology has an important impact on the daily lives. On the business 
side, the Internet has transformed the way we do business. It allows retailers to offer unlimited range of products 
and services to all consumers from around the world at any point in time. The Internet has emerged as an 
advertising medium (Silk et al., 2001). Many companies have turned to the Internet to advertise their products 
and services; and the Internet is deemed to be the most significant direct marketing channel for the global 
marketplace (Faber et al., 2004; Ko et al., 2004; Korgaonkar and Wolin, 2002). Companies are pouring billions 
of dollars into Internet advertising to obtain greater return on investment on ads (Edwards, 2005; Joines et al., 
2003). 
 On the consumer side, the Internet has given consumers more control in accessing information on products 
and services. There are several factors that contribute to consumers pull for online content—consumers are the 
one who decide when, where, what, and how much commercial content they wish to view (Korgaonkar and 
Wolin, 2002). The Internet enables consumers to access an unlimited range of products and services from 
companies around the world, and it has reduced the time and effort they spend on shopping (Ko et al., 2004). 
Consumers play a much more active role in searching for information online with some goal in mind, and that 
goal can influence individual behaviors and responses to online information and advertisements (Smith, 2002).  
 With the rapid advancement in the computer industry, many companies have made the Internet as part of 
their advertising media mix to take advantage of the online technologies (Calisir, 2003). The Internet has 
become a popular advertising platform because marketers found that the Internet possess greater flexibility and 
control over the advertising materials (Ducoffe, 1996). Since the Internet can be used as an efficient marketing 
communication tool, both scholars and practitioners are interested in understanding how to take full advantage 
and maximizing the value of this communication medium (Rodgers and Thorson, 2000). More systematic 
research is needed to determine the true value of commerce on the net, particularly its role as the advertising 
medium or tool (Berthon et al., 1996; Bezjian-Avery et al., 1998). With the increased popularity of online 
advertising, a critical area in Internet research would be determining the effectiveness of online advertising 
(Joines, et al., 2003; Yoon, 2003). 
 Consequently, the focus of the present study is to examine the effectiveness of Internet advertising in terms 
of its utilization to make online purchase decision. In this study, Internet advertising is synonymous with online 
advertising and web advertising. In accordance with various researchers, Internet advertising can be delivered 
via any channels, in any form, and provides information at any degree (Schlosser et al., 1999). It broadly 
consists of various commercial content formats delivered by video clip, print, and audio; either solicited or 
unsolicited. It includes company web sites, corporate logos, e-mail messages, pop-ups, banner ads, skyscraper 
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ads, buttons, interstitials, hyperlinks, dynamic media, and interactive games (Ducoffe, 1996; Goldsmith and 
Lafferty, 2002; Korgaonkar and Wolin, 2002; Wolin and Korganokar, 2003). 
 The present study attempts to investigate the effectiveness of online advertising using a Malaysian sample. 
According to a study by research company Nielsen, Malaysians spent RM1.8 billion shopping on the Internet in 
2010,  and this figure is expected to triple in the next three years (The Star, 2011).The research, commissioned 
by PayPal, also found that Malaysians were spending more on local websites with transactions worth RM825 
million, compared with foreign websites which only recorded RM627 million in receipts. The Nielsen study 
polled 400 Malaysian online shoppers aged 18 and above in January and February 2011 for their online and 
mobile shopping transactions in the past 12 months. Malaysian online shoppers mostly bought airline tickets, 
financial services, fashion and cosmetics from local websites while more book purchases and music and movie 
downloads were made on foreign websites. Given the increasing usage of the Internet in the country, it is timely 
to examine and to understand how Malaysian Internet shoppers interact with online ads. 
 
Literature Review: 
 Numerous studies have examined the effectiveness of Internet advertising in the past decade. The common 
measures of online advertising effectiveness include ad recall, ad recognition, brand awareness, clicks or click-
through rate, attitude towards the ad and the brand, and purchase consideration (Danaher and Mullarkey, 2003; 
Dreze and Hussherr, 2003; Gong and Maddox, 2003; Palanisamy, 2004). Of these common measures, attitudes 
toward the ad, clicks on ad, and ability to recall ad are the focus of the present study. The effectiveness of these 
three measures was assessed by their ability to predict online purchase decision. The following literature review 
was organized into sections based on these three measures of advertising effectiveness, followed by the 
theoretical model and the hypotheses. 
 
Attitudes Toward Internet Advertising: 
 Schlosser et al., (1999) surveyed a national sample of over 400 participants and found no majority opinion 
of Internet advertising-about a third of the participants liked, disliked, and felt neutrally toward Internet 
advertising respectively. The Internet users found online advertising was informative but less entertaining, and it 
did not encourage them to make purchases even they did not perceive it to increase product prices.  
 Korgaonkar and Wolin (2002) examined the differences between heavy, medium, and light web users and 
concluded that “heavier users hold stronger beliefs about and attitudes toward Web advertising which likely lead 
to stronger purchase intent” (p: 201). Comparing with lighter users, the heavy Internet users believed that web 
ads were more believable, entertaining, informative and helpful; but harder to understand. They perceived that 
web advertising was a good thing, moderately essential, and it reduced the cost of products. Marketers should 
include web advertising in their promotion efforts but the ads should be designed with the respective user groups 
in mind. For example, ads targeted to heavy web users should stress the price value relationship of the products, 
since they engage in more frequent purchasing and believe that web advertising helps to decrease the prices of 
products.  Similarly, Ducoffe (1996) found that Internet advertising was perceived to be informative, 
entertaining, useful, valuable, and important.  
 Using a convenience sample of 329 undergraduate students, Goldsmith and Lafferty (2002) assessed the 
effects of viewing Web sites on Internet advertising. The findings are both positive and negative for online 
advertisers. Consumers who had a positive attitude toward web sites were more likely to recall brand names and 
to improve their views of the brands. However, these young consumers perceived both advantages and 
disadvantages in Web advertising. The advantages included providing privacy and more information and the 
disadvantages included cluttered and hard to read Web sites.  
 On the study of how young consumers perceived the Web as an advertising medium in relation to other 
traditional media, Calisir (2003) found that the Web site was a less effective medium for communicating both 
brand and corporate image, although it was a more reliable source of information and less irritating than 
traditional media like radio, television, press, and magazine. The study suggested that Web addresses should be 
included in outdoor ads to prompt young consumers to visit the Web sites to obtain more information on the 
products or services of their interest.  In addition, Wolin and Korgaonkar (2003) examined the differences 
between males and females in consumer beliefs about and attitudes toward Internet advertising. They found 
gender differences with males exhibiting more positive in both beliefs about and attitudes toward web 
advertising.  
 Lastly, in the study by Newman et al., (2004), attitude toward the web site was found to be enhanced when 
there is a congruency between the banner ad and the web site. A congruency condition is achieved when there is 
a good fit between the banner ad and the type of web site. For example, the placement of ads on Samsonite 
luggage and best Western hotels in an airline web site is considered fit or consistent. The researchers believe 
that attitude towards the web site or ad is a more useful measure of Internet advertising as it predicts purchase 
behavior. 
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Ability to Recall Ad: 
 Various researchers have studied numerous factors that might have an impact on Internet advertising recall. 
The factors include ad characteristics, Internet users’ viewing mode and duration of viewing, campaign 
publicity, attitudes toward the web site or ad, and curiosity and innovative advertising strategy (Danaher and 
Mullarkey, 2003; Goldsmith and Lafferty, 2002; Menon and Soman, 2002). Danaher and Mullarkey (2003) 
examined the effects of such factors as viewing mode, visit duration, text and page background complexity, and 
the style of banner ads on both aided and unaided recall. The authors did not find any significant impact of the 
web site context factors on advertising recall. The key finding was that the duration of page viewing is a strong 
determinant of the ability to recall banner ads; however, a minimum level of exposure (around 40 seconds per 
page) is required to achieve a reasonable level of advertising recall. Furthermore, the authors found that “the 
mode a web user is in has a large impact on advertising recall and recognition. Those in a goal-directed mode 
are much less likely to remember banner advertisements than those surfing the site” (p: 263). As an illustration, 
weather web site would tend to attract goal-directed users who visit the site for weather forecast information. A 
travel site would tend to draw users with a searching mode since this type-site contains lots of information on 
tours, places of attractions, accommodation, eateries, entertainment, and climate. Users of this type of site are 
more likely to surf through the site, examining various pages. The study suggested that greater advertising 
effectiveness could be achieved by placing ads on such a travel site, as the ads are more likely to be remembered 
by surfers.  
 Dreze and Hussherr (2003) also examined the effectiveness of ad characteristics on the ability to recall ad. 
Animation content, the shape of the banner ad, and frequency of the ad (repetition) leads to higher advertising 
recall but not the size of the banner. In addition, the authors reported that “a banner’s message influences both 
aided advertising recall and brand recognition. This indicates that what an ad says is more important than how it 
says it” (p: 21). In contrast, Yoon (2003) found that banner image is more significantly effective than text to 
assess consumers’ preferences toward online ads.  
 In terms of consumer responses in the form of liking online ads, researchers such as Goldsmith and Lafferty 
(2002) and Metha (2000) have found that a more favorable attitude towards ads can lead to a higher ability to 
recall ads. Goldsmith and Lafferty (2002) found a significant relationship between positive responses to web 
sites and the likelihood of recall the brands advertised on the web. The authors reported that “In general, 
research suggests that those consumers who have a positive attitude toward an ad are more able to recall than 
those with a negative attitude (p: 320). Metha (2000) made a similar conclusion but the study was based on print 
advertising performance.  
 Lastly, Menon and Soman (2002) have investigated the power of curiosity on Internet advertising 
effectiveness. The results of their study postulates that curiosity improves the quality of search in terms of time 
spent on the ad and attention devoted to specific product information, resulting in more focused memory and 
recall. The authors recommend a curiosity-generating advertising strategy to increase consumer’s interest and 
learning of product information about the curiosity trigger. 
 
Click or Click-Through Rate:  
 A click is an interaction with an ad, which means that “an ad was served to a visitor’s browser and then 
clicked on by that visitor (Bhat et al., 2002). Click-through rate is a widely used measure for assessing the 
effectiveness of banner advertising, which is the average number of times a viewer clicks on a pop-up ad and is 
then exposed to the target web site (Dreze and Hussherr, 2003; Faber, et al., 2004). As reported by Cho (2003), 
“the banner advertisement click-through is believed to be the most common way to draw consumers into a target 
site and engage them with a brand or product. Accordingly, measuring advertisement banner click-through rates 
has become important for both the advertiser and the host website” (p: 201). Researchers on advertising clicks 
have examined consumer-related factors, contextual factors, and advertiser-controlled factors as determinants of 
online advertising effectiveness. Cho (2003) has looked into consumer-related and contextual factors that affect 
the clicking of banner ads and found that people are more likely to click on banner ads if they (1) are highly 
involved with the product, (2) perceive a congruency between the content of the web page and the ad placed on 
it, (3) have a liking toward the host web site, and (4) exhibit an overall favorable attitude toward web 
advertising. The first factor (involvement with the product) was categorized as the consumer-related factor, and 
the last three were the contextual factors. As for the advertiser-controlled factors, Baltas (2003), using 
econometric modeling of actual data on banner ads, found that ad characteristics such as banner size, animation, 
message length and logos, campaign length, number of host web sites, use of offline media, and campaign cost 
may influence the direct response of viewers in terms of click-through rates. Yoon (2003) has examined the 
impact of banner ad content (information vs. prize) and found that prize is a more salient factor to induce click-
through behavior among the Internet users. 
 Gong and Maddox (2003) examined Chinese Internet users’ perceptions and responses to web banner ads to 
measure the effectiveness of web advertising in China. The authors found that although click-through was a 
significant predictor of ad recall, it has no effect on brand recall, attitude towards the brand, and purchase 
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consideration. Hence, online marketers should realize that the use of click-through alone is not sufficient in 
measuring advertising effectiveness, and that what measures to be used depend on the objectives. If the 
objective is to get Internet users to click and buy products over the web, it seems that asking for an action like 
“Click here” will do the job. If the objective is to build brand awareness and to shape attitudes, then click-
through appears to be an irrelevant measure. 
 Finally, although click-through rate is deemed to be the most widely used measure of online advertising 
effectiveness, it has plummeted from around 7% in 1996 to around 0.7% in 2002 (Derez and Hussherr, 2003). 
Based on their study using an eye-tracking device to investigate online viewers’ attention to online advertising, 
Derez and Hussherr (2003) concluded that the low click-through rates are primarily due to the fact that viewers 
are actually avoid looking at the banner ads while surfing the Internet. If such a case, click-through rates would 
become an ineffective measure of banner ad performance. 
 Based on the review of the research studies mentioned above, it is clear that Internet advertising is gaining 
much attention and should be an essential part of a marketer’s advertising media mix. The measures of 
advertising effectiveness can be formulated as either the independent or dependent variables depending on the 
focus of the study. They are independent variables if they are used to predict outcome variables such as purchase 
intention and actual purchase decision. They are dependent variables if other factors are examined to determine 
advertising effectiveness such as the ability to recall and the frequency of clicking online ads. However, it seems 
that studies on the relationships between advertising effectiveness measures and actual online purchase decision 
making, the ultimate behavioral response, are scanty. Majority of the research studies reviewed in this paper are 
about the determinants of online advertising effectiveness measures (attitude towards the ad, ad recall, click-
through rates, etc.)  Even then, with the small handful of studies on the impact of online advertising on purchase 
consideration, there are inconclusive findings regarding the effectiveness of online advertising in relation to 
purchase decision.  
 The inconclusive findings call for further studies on Internet advertising to gain more insight into 
consumers’ response and perception of the Internet as an advertising medium. Hence, this study attempt to 
answer the question: “How significant are the measures of advertising effectiveness in terms of (1) attitude 
towards the ad, (2) ad recall, and (3) click-through rates in explaining online purchase decision, the ultimate 
consumers’ response desired by marketers?” These measures of advertising effectiveness were postulated as the 
independent variables to examine whether they were significant predictors of online buying decision. 
Furthermore, as suggested by Gong and Maddox (2003), “future research can look into the impact of web 
advertising across different countries and cultures to enhance the global understanding of web advertising 
effectiveness” (p: 46). In addition, more studies are needed to cover various samples in different countries to 
increase external validity of the research findings (Calisir, 2003). In this study, the sample consisted of 
Malaysian Internet users. The conceptual framework (Figure 1) and the hypotheses are presented as follows: 
 

 
 
 
 
 

 
 
 
 
 
 
 
 

Fig. 1: Conceptual Framework.  
 
H1: Attitude toward online ads is positively related to online purchase decision. 
H2: Ability to recall online ads is positively related to online purchase decision. 
H3: Frequency of clicking online ads is positively related to online purchase decision. 
 

MATERIALS AND METHODS 
 
Data Collection: 
 The data for this study were distributed to 200 employees (office employees and lecturers) at a private 
university in Malaysia through convenience sampling method. Survey questionnaires were personally 
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disseminated and collected from the respective respondents. One hundred and fifty-three employees completed 
the questionnaires, yielding a response rate of 75%. Table 1 describes the characteristics of the sample. 

 
Table 1: Characteristics of Respondents (N=153) 

Variables Percentage Comulative (%) 
Gender:   

Male 31 % 31% 
Female 69& 100% 

Ethnic Group:   
Malay 9 9 
Chines 75 84 
Indian 13 97 
Others 3 100 

Marital Status   
Not Married 57 57 

Married 42 99 
Unspecified 1 100 

Occupation   
Lecturers 82 82 

Administration 17 99 
Unspecified 1 100 

 
Instruments: 
 The survey questionnaire contained questions measuring the independent variables of attitudes toward 
Internet advertising, ability to recall online ads, frequency of clicking online ads, and the dependent variable of 
online purchase decision. 
 Four items were adopted from Korgaonkar and Wolin (2002) and Wolin and Korgaonkar (2003) to measure 
consumers’ attitudes toward Web advertising in terms of its goodness, likeability, essentialness, and impacts on 
the cost of products or services. The respondents were asked to answer the questions based on a five-point 
Likert scale. A sample item of the scale was “Online advertising is essential”, and the response mode ranged 
from (1) “strongly disagree” to (5) “strongly agree.” This scale had a mean of 3.09 and a standard deviation of 
0.67, with a reliability coefficient of 0.71. 
 One item was used to measure the ability of the respondents in recalling the ad information. The item was 
“How much can you remember or recall the information you have seen or read from Internet advertising? The 
respondents were asked to indicate the level of recall from 0% to 100%. This response mode in terms of 
percentage was adopted from the method used by Korgaonkar and Wolin (2002). The frequency of clicking 
online ads was measured using one item. The item was “When you come across online ads, what percentage of 
the time do you click on the online ads?” The respondents were asked to indicate the frequency of clicking from 
0% to 100%. One item was used to measure decision making on online buying. The item was “What percentage 
of the time do you use online advertising to help make your purchase decisions?” Again, the respondents were 
asked to indicate the use of online ads to make purchase decision based on 0% to 100%. Multiple regression 
analysis was used to test the significance of the measures of advertising effectiveness, i.e., hypotheses H1 to H3 
mentioned above. 

 
RESULTS AND DISCUSSION 

 
 Tables 2 to 4 show the frequency, means, and standard deviation of ability to recall online ads, frequency of 
clicking online ads, and online purchase decision respectively. 
 
Table 2: Frequency of Recalling Online Advertising. 

Percentage of Time Frequency Percentage 
0% 27 19.0 
10% 26 18.3 
20% 26 18.3 
30% 16 11.3 
40% 11 7.7 
50% 19 13.4 
60% 12 8.5 
70% 3 2.1 
80% 2 1.4 
Total 142* 100.0 
Mean    26.3  

Standard Deviation     21.4  

*Sample size is less than the total sample of 153 due to non-response to this question. 
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Table 3: Frequency of Clicking Online Advertising. 
Percentage of Time  Frequency Percentage 
 0%  8 18.3 
10% 35 22.9 
20%  24 15.7 
30% 25 16.3 
40% 12 7.8 
50% 21 13.7 
60% 4 2.6 
70% 3 2.0 
80% 1 0.7 
Total 153 100.0 
Mean 23.8  
Standard Deviation 19.2  

 
Table 4: Frequency of Using Online Advertising in Making Purchase Decision. 

Percentage of Time Frequency Percentage 
 0% 40 28.2 
10% 19 13.4 
20% 17 12.0 
30% 19 13.4 
40% 13 9.2 
50% 19 13.4 
60% 7 4.9 
70% 1 0.7 
80% 4 2.8 
90% 3 2.1 
Total 142* 100.0 
Mean 25.7  
Standard Deviation 23.9  

*Sample size is less than the total sample of 153 due to non-response to this question. 

 
 Table 5 shows the correlation matrix of the variables in the study. All the correlation coefficients were 
significant at p < 0.01 ranging from 0.379 to 0.717. The use of online ads in making purchase decision was 
moderately correlated with attitudes towards online advertising, and quite strongly correlated with both the 
ability to recall and the frequency of clicking online ads. 
 
Table 5: Correlation Matrix of the Variables in Study. 

F1 F2        F3             F4 F5 
Attitudes toward Internet Advertising (F1) 1.000    
Ability to Recall Online Ads (F2) 0.379** 1.000   
Frequency of Clicking Online Ads (F3) 0.398**     0.635        1.000  
Online Purchase Decision (F4) 0.440** 0.717** 0.613** 1.000 

** Correlation is significant at p < 0.01. 

 
 Multiple regression analysis was used to examine the simultaneous effects of the three measures of 
advertising effectiveness on online purchase decision. The model was significant with R2 = .556 and adjusted R2 
= .546. This means that 54.6% of the online purchase decision could be explained by the three independent 
variables. All the three measures of advertising effectiveness were found to be the significant predictors, with 
the ability to recall online ads being the most important predictor (Beta = 0.517), followed by the frequency of 
clicking online ads (Beta = 0.205) and attitudes toward online advertising (Beta = 0.163). Table 6 presents the 
regression results. 
 
Table 6: Result of Multiple Regression Analysis. 

Dependent Variables Online Curchase Decision 
Model Standardized Coefficient (beta) t-value Sig. 

Constant  -2.054 0.042 
Attitude toward 

Internet Advertising 0.163 2.515 0.013 
Ability to Recall 

Online Ads 0.517 6.861 0.000 
Responsiveness 0.205 2.708 0.008 

 
Discussion and Conclusion: 
 The focus of the present study is to examine the effectiveness of online advertising in terms of consumer 
response and its impact on online purchase decision-making. It has been found that Malaysian consumers are 
quite receptive to Internet advertising with a positive attitude towards Internet advertising. They are quite active 
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in searching for information on products and services by clicking through the online ads (with an average of 
interaction rate of 23.8%). According to Gong and Maddox (2003), an average click-through rate of 25% was 
considered high in the emerging online market. Furthermore, it has been found that consumers use online ads to 
help make their buying decision about 26% of the time, especially they are able to recall the online ads that they 
have seen and read. 
 The findings of this study suggest that online advertising may be a powerful marketing tool in the context of 
online environment. The research findings imply that marketers should include online advertising in their 
advertising media mix as online advertising promotes online buying or online shopping. Online marketers and 
retailers should place more attention on the design, usefulness, and integrity of the online ads to promote a 
positive attitude toward online ads among the consumers. A favorable response to online ads will encourage 
consumers buy product and service via the Internet.  
 E-marketers should place ads that appear to be interesting and attractive to create consumers’ curiosity and 
to draw their attention. Consumers are exposed to various forms of online ads (such as banners, pop-up 
windows, and text-based hyperlinks) when they spend considerable amount of time online. They may click on 
the ads if they appear to be interesting and stimulating visually. In general, consumers would do aimless 
browsing for something interesting (Rowley, 2000) and aimless or general browsing is a variation of ongoing 
search, which may lead to impulse buying (Bloch et al., 1986). It is also important for e-marketers to develop 
ads that are easy to browse through with a prompt access to the target web sites. A pleasure experience with 
online ads may increase click-through rate. 
 More importantly, curiosity, interest, and attention to ads would increase learning and memory of the ads, 
i.e., the ability to recall ads. This argument has been supported by the studies done by Menon and Soman (2002) 
and Jin (2003). The ability to recall online ads has been found to be the most significant predictor of online 
purchase decision in the present study. As suggested by Menon and Soman (2002), a curiosity-generating 
advertising strategy seems to increase interest and learning, as well as the amount of time spent and attention 
devoted to specific information. This advertising strategy would result in better and more focused memory and 
understanding of mew product information.  
 However, the research findings of this study may only be generalized to university employees especially the 
academic staff.  It must be used with caution as the sample size is relatively small in understanding perceptions 
of online consumer behaviour. Furthermore, the sample consisted of mainly Malaysian Chinese ethnic group in 
the education industry, which is not representative of the general Malaysian population. Future research in the 
Malaysian market should include a more representative of various races that includes Malay, Indians and other 
races in the sample for comparison purpose. Online behaviour in relation to demographics may also be needed 
to produce profiles of typical Malaysian online shoppers or browsers. In addition, it is important to examine 
other antecedents to online purchases decision apart from those studied in the present study. Such factors as ad 
curiosity, Internet experience, and satisfaction with online ads may play a role in making online buying decision. 
 Nevertheless, the present study has contributed to our understanding of online consumer behaviours in 
relation to the impact of beliefs about and attitudes toward online ads, which has profound implications for 
organizations promoting business via online ads. It helps online retailers better address the needs and wants of 
their consumers and devise their online ads strategies. Data on the effectiveness of online advertising are much 
needed in lieu of the gaining importance of online retailing in the global market. More studies on cross-cultural 
comparisons of responses toward online advertising and its impact on online buying are also much needed. E-
commerce is going international, and the understanding of online consumers’ perception toward Internet 
advertising in various countries has profound implications for international vendors. 
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