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Abstract 
 

By delivering useful facts to the target demographic, political ads play a major role during election 
campaigns. The purpose of this research is to examine the impact of political ads on the effectiveness of 
political knowledge among young voters. To consider youth voters segment, Kaid developed the idea of 
political information efficacy; participation in the electoral process. Meanwhile, at the same point, the 
engagement of young voters in the democratic process has become an important topic for the 
communication scholars to understand the influence of mass media toward young voters, especially in 
developing countries such as Malaysia. This research, therefore, analysed the impact of political ads on 
374 young voters in DUN Kota Damansara, in order to understand their political knowledge effectiveness 
by concentrating on the internal efficacy component and the decision-making phase. Additionally, the 
data was analysed by PLS-SEM to build a structural model of the study. Latent variables were 
constructed based on the literature reviews identified such as: (1) political information efficacy, (2) 
information needs, (3) information use, (4) political disaffection/gap and (5) voting decision. The findings 
find that political information efficacy can be a strong predictor.   
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1. Introduction 

In the last 14th general election (2018) there are approximately 1.6 million of eligible and first-

time voters were registered.  They have become the key focus target for political parties to engage with 

them by affecting their political efficacy and engaging them in the electoral process where their decision 

has changed the country's political situation and conditions (Febriansyah & Ismail, 2013). In any 

democratic countries, the role of young generation plays a significant function and also will determine the 

political direction of this nation. Their involvement in the last election has a significant role in determine 

the election results. Most of the Malaysian young voters have decided not to vote Barisan Nasional and 

decided to vote for Pakatan Harapan to form the new government. The results were eye shocking and the 

domination of BN has been denied.  

Since 1980s most of the scholars are interested to study this segment of voters. Therefore, study to 

consider the variables that affect the perceptions and actions of young voters is important since it is a 

daunting challenge to inspire them (Muralidharan & Sung, 2016). The challenges such as low level of 

political participation and confidence, lack of knowledge and experience and easily to be influence has 

become part of the main challenges for scholars to explore (Saabar, 2014; Lin & Lim, 2002). Meanwhile, 

GE 14th has proven it differently where there are several factors that shape and influence their decision 

making. At the same time, political advertising campaigns played a significant role where most of the 

political information and messages were disseminated in different shapes and kinds with different 

medium.  The most significant aspect, however, is how information was used by voters and guide them to 

make their decision.   

During a political campaign, political parties will design their political information in different 

shapes and forms. The shapes can be in the form such as debates, posters, placard, stickers, flags and 

many more. As an example, debate is one of the most important sources of information during election 

campaigns. Meanwhile, some recent studies have found that beside debates, the exposure of political 

advertisements in different formats and styles has affected voters’ knowledge, involvement, participation, 

efficacy and disaffection (Chou, 2014). Scholars believe that exposure to political advertising messages 

will have some significant effects especially the amount of information received by the voters (Sharma, 

2012). In fact, such disclosures will also affect the voter's assessment of candidates and political 

processes that occurred during that time.  

Thus, scholars believe that political advertising can have its own impact on voters. This can be 

seen in some forms such as in the form of knowledge, participation, involvement, efficacy, cynicism, 

information retrieval and decision of voters. Political ads influence the motivation of voters to seek 

information, that affect their involvement and political participation, according to Freedman et al. (2008). 

Thus, to be an informed voter, citizens shall use their rationale thinking to make their decision based on 

information, knowledge and efficacy (Stevens, 2005).   
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2. Problem Statement 

The political landscape in Malaysia has reformed. Before 14th General Election, several important 

issues such as BERSIH, 1MDB, GST, RM2.6 billion, cost of living, unemployment and oil price had 

influenced Malaysian voters’ in terms of their candidates’ selection, issues understanding, and perception 

on parties especially towards Barisan Nasional (Noordin et al., 2010; Ismail et al., 2013 ). At the same 

time, political tsunami is the term given by Malaysian scholars to describe the changes in Malaysian 

politics since 2008, ‘Chinese Tsunami’ (Abdillah, 2014: Welsh, 2013). The election results have found to 

be a new challenge for BN to remain their political hegemony. The winning of Pakatan Harapan (PH) has 

affected Malaysian political landscape with what they called as Malaysia Baharu (New Malaysia). All 

these factors have strongly affected young voters’ behaviour. Their political efficacy, their needs for 

political information, and their sense of personal efficacy may vary, all of which have a significant impact 

on their voting attitudes. In this case, certain situational factors would be the key predictor for assessing 

the political information efficacy of young voters, and the needs and the use of political information. 

Therefore, this paper attempts to examine at the impact of political ads messages on young voters’ 

behaviour. This paper also tries to explain what kinds of political knowledge the young voter needs to 

make decision. Political advertising serves as source of information not only promoting the candidates but 

some political offers through their political manifesto purposely created to persuade and influence voters’ 

mind and behavior (Diagnault et al., 2012; Kaid et al., 2007). Based on previous elections, most of 

political parties will fully utilized political advertising as the main political communication tools. 

Previous studies show that exposure to political ads can influence the way voters retain political 

knowledge such as information about party position on certain issues, issues on candidates or image 

attributes. 

3. Research Questions 

 What are the effects of political advertising messages on young voters’ political decision? 

 What are the factors that determine the political disaffection on young voters’ decision? 

4. Purpose of the Study 

The main purpose of this paper is to explore the effects of political ads exposure on voters’ 

political decision by examining the factor such as political information efficacy, sense-making, political 

situation and political disaffection. A first way of calculating any changes is by developing a specific 

measurement of political sense efficacy and information named Political Advertising Sense Efficacy. This 

latest measurement would be useful to the academic community and will guide and assist in defining truly 

valuable sources of political information.  

5. Research Methods 

For the purpose of this study, survey was selected as the main method to collect the data. Most of 

political communication analysis is heavily depend on survey as one of the dominant methodological 
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tools. Study on political ads has introduced various types of analysis in methodology of survey, focusing 

on several observational results. The selection of this method is based on several factors such as cost, 

suitability and also sample selection based on the purpose of the study. 

5.1.  Sampling 

To determine the size of the sample was based on proportional stratified sampling. The two main 

goals are because respondents can be categorized based on characteristics such as race, gender, social 

class, age and gender. For this purpose of the study, 374 samples were chosen in DUN Kota Damansara. 

The samples were registered voters. The samples then were divided into different categories which are 

based on race, age and gender. 

5.2.  Sample size 

PLS-SEM was used in this study. Therefore, the minimum sample size for PLS-SEM that has been 

determined has been followed to ensure it meets the requirement of the assessment.  

 

The requirement has been defined by Hair et al. (2014). However, larger sample size is optimal for 

better interpretation (Field, 2013). There are five factors need to be weight to for us to conduct a 

statistical power analysis, (1) significance level or criterion; (2) effect size; (3) desired power ; (4) 

estimated variance and (5) sample size. 

5.3.  Develop research structural model 

The next step is to build a structural model of the study. It is a diagram illustrates the hypothesis of 

the study that display the relationship of each variable to be examined (Hair et al., 2014). The diagram is 

referring as a path model.  It shows all the connection of all the variables/constructs based on the theory 

and logic that visually displayed in research hypotheses that will be tested. Two elements need to be 

tested in the path models which are the structural model and measurement model. The relationship and 

the measurement among the latent variables in this study is described by the structural model developed 

in this study. Latent variables were constructed based on the literature reviews identified such as: 

 

 political information efficacy,  

 information needs,  

 information use,  

 political disaffection/gap and  

 voting decision.  

 

Furthermore, this study will test the hypothesis formed by using the measurements that have been 

selected in this study.   
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6. Findings 

The data collection and analysis process are an important part of testing the hypothesis in this 

study. It will determine and decide the direction and quality of a study. To ensure that all these are 

qualified, some basic tests such as identifying data normality, outliers, have been tested and resolved. All 

the instruments in this study have been tested for their validity. The study was conducted for 100 days 

from March until May 2017. A total of four hundred questionnaires were issued, and for data processing 

only 374 questionnaires were usable. After some data cleaning process, 374 questionnaires were qualified 

to be used for the structural model analysis. A total of four hundred questionnaires were issued, and for 

data processing only 374 questionnaires were usable. The benefits of utilising SmartPLS 3.0 are that 

limited samples and dynamic models can be used easily.  

 

 Structural Model Figure 1. 

Note: PIE, IN and IS are dimensions for SENSE-MAKING. In PLS-SEM they are depicted as the first-order constructs and 
Political Disaffection as higher-order construct. These three dimensions will be omitted in the Structural Model. The assessment of 
Structural Model will use latent variable scores generated from this Measurement Model. This method is known as the Two-Stage 
Approach Assessing Hierarchical Latent Variable Model (Becker et al., 2012) 
 

H1 Is there a relationship between PIE and IN? 
H2 Is there a relationship between IN and IS? 
H3 Is there a relationship between PIE and GAP? 
H4 Is there is a relationship between IS and GAP? 
H5 Is there a relationship between GAP and VD? 
 
Figure 1 shows the structural model developed in this study. There are five main constructs were 

tested in this structural mode to test the relationship between constructs.  

Table 1.  Path co-efficient assessment 
 

 
Original 

Sample (O) 
Sample Mean 

(M) 

Standard 
Deviation 
(STDEV) 

T Statistics 
(|O/STDEV|) P Values Result 

H1 PIE -> IN 0.763 0.763 0.026 29.442 0.000 significant 
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H2 IN -> IS 0.664 0.665 0.032 20.53 0.000 significant 
H3 PIE -> 

GAP -0.02 -0.022 0.07 0.287 0.775 Not significant 

       
H4 IS -> GAP 0.234 0.237 0.057 4.101 0.000 significant 

H5 GAP -> 
VD 0.484 0.486 0.051 9.591 0.00 significant 

 
Table 1 shows the result of path co-efficient assessment in this study. There are five latent 

constructs in the overall structural model, namely, i) political information efficacy, ii) information needs, 

iii) information seeking, (iv) political disaffection and (v) voting decision. From five hypotheses 

developed in this study there only one is not significant and four are significant.   

7. Conclusion 

Based on figure 1 and table 1, the findings show that most hypotheses meet the results of the 

study. Of the five hypotheses formed, only one hypothesis was found to be insignificant. There is a a 

significant relationship between PIE and IN. This hypothesis is supportive political information efficacy 

(PIE) where low levels of information efficacy have an impact on political knowledge. It may affect 

young people from voting in an election. In second hypothesis, there is a significant relationship between 

Information Needs and Information Seeking. This supports the argument that if voters do not have 

adequate information and knowledge, it will affect the political decision process, especially in their search 

for information. Meanwhile in the third hypotheses, there is insignificant relationship between political 

information and gap, it means that if voters feel their information need not fully fulfil, they will not 

satisfy with their political efficacy and it will affect their political disaffection. For fourth hypotheses, 

there is significant relationship between information seeking and gap, if the voters find that there is a lack 

of political information especially on candidates, parties, manifesto, political issues they are capable of 

affecting the decisions they will make later. Thus, incomplete decision will arise in this relationship. 

Yang et al. (2014) emphasised that when respondents believe they must be informed of an issue, they 

would generally pursue more details to overcome their uncertainty. 

The findings find that political information efficacy can be a strong predictor. Based on the results 

of the study and some previous studies, PIE has a strong prediction on information needs, information 

seeking and political decision making. The study also found that young voters in this study have strong 

feel of political efficacy or confidence in their ability to participate in politics process after having been 

exposed with political advertisement advertised by political parties during election campaign. The process 

of sense-making can also act as a strong predictor that seen to have a viable factor of information seeking 

for voter to acquire political information. The findings reveal that media exposure especially social media 

affects the information efficacy of this specific group. In this modern world, the influence of information 

communication technology and social media influence the construction of political messages in the form 

of political ad with the desired format and effect. Political advertisements play an important role in 

influencing voter information seeking and at the same time it also affects the political efficacy of these 

young people. 
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Political advertising lets people grasp the stuff happening around them. Political advertisements 

have a substantial association with the effectiveness of political information efficacy. Studies also shown 

that if internal efficacy is strong, it can affect the efficacy of political knowledge, either in recognising a 

problem or making it an involved voter in the political process. As a medium of political persuasion, 

political advertisements are used by political parties to influence voters’ internal efficacy and thus 

influence the process of sense-making, especially in the pursuit for information and achieve their 

information needs. 

This analysis is confined to the construction of political ads sense efficacy structured model. 

Therefore, by including a wider group of respondents from various locations, more studies are suggested, 

DUN and Parliament. The resulting structured model can be seen as an initial analysis to learn more about 

the processing of knowledge by voters affecting other variables. The construction of political ads sense 

efficacy structured modelling is expected to assist and can be used as a guide in understanding voters’ 

political behaviour.  

This study only involves some latent factors in building political ads sense efficacy structured 

modelling. Hence, it is proposed that further studies involve other latent factors to enrich the study. In 

addition to the latent factors used, there are other factors that can affect young voters’ attitude and 

behaviour in line with current developments either from political information efficacy constructs or sense-

making constructs. 
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