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Abstract

This study aims at exploring the inclination ofibElbout the ways of living among Kadazandusunpjee
whether leaning towards spirituality or materialisdowadays humanity are greatly consumed withdea that
happiness would only be achieved when someone adatarhuge worldly possessions and wealth. Obsgssio
to acquire and accrue a great deal of materialgssgsns to gratify people’s needs, wants and debiis been
said to be promoted by the mass media. Therefpaat &rom exploring the choice of living stylesjstistudy
also examines the role that media might have ipagating materialistic values among the Kadazantugu
Sabah. The outcomes of study show that Kadazandpeaple are yet to indulge into extreme matetialis
lifestyles, instead they are generally inclinedtejgitrongly towards religious way of life. This dyualso found
out that TV viewing appears to cultivate spiritualues instead of materialism.
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1. Introduction

The effects of TV and advertising on viewer’s atfitss and behaviours have been given a consideatibfeion

by governments, public interest groups and reseaschGovernments and public interest groups arallysu
concerned about the wellbeing of people while neteas and academicians in the area of mass mexizery
keen to investigate the possible effects of TV addertisements on its viewers. TV, particularlyextising has
always been accused of having a strong influeneeart consumer’s attitudes, behaviours and valt®svious
literatures claimed that advertising is stronglfluential in promoting materialistic values, es@dlgi to those
who are constantly exposed to advertising messagesimages. The roles of advertising in inculcating
materialistic values appeared to be widespreadsa@eographical and cultural boundaries.

2. TV (advertising) and Materialistic Values

The main question here is, does TV or particuladyertising, perpetuate materialistic values? Malistic
values are said to be essential attributes of aonesgulture that are constantly promoted by TV addertising.
According to Gerbner et al. (1994), through theti@ation Theory, television will influence personalues as
well as societal perceptions, as dominant prograntenit becomes assimilated into personal valuetsies
over time. Studies have also examined the influesicenass media, on youth's development of specific
consumer related motives and values in the cowtieabnsumer socialization, and the findings indisathat the
correlation between the strength of favourabléumtés toward materialism and the amount of telemisiewing

is statistically significant. A study conducted &\urchill and Moschis (1979) to assess the intaticiships
among television viewing and materialism among esiténts found that the amount of television viewirag
positively correlated with materialistic values. éyhfound that the amount of television viewing aigon
adolescents decline with age and that materiakstioges tend to increase with the amount of telerisiewing
(as cited from Bindah and Mohd Nor Othman, 2011)other study conducted by Vel, P. & Moschis, G.P
(2008) found a positive correlation between TV viggvand materialism. The study conducted by Bindati
Mohd Nor Othman (2011) also found a significanatieinship between TV viewing and materialistic \esu
among young adults in Malaysia.

The TV effects become formidable through advenjsbecause ads are more attractive and constardy Ear
advertisements did not really attempt to constonatreate consumers in any serious way. They wem@teof a
take-it-or-leave-it notion: this is what we havegrte are the prices, and this is where you get.tiéere is little
attempt to create a particular customer (Corrid®@®7). The early advertising approach, accordingeaway
and Bullen (2001), has developed into a differeand in recent years, in line with the proliferatiof consumer
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culture. The face of advertising transgresses nwirgdvertising’s standard rules in highly creatased eye-
catching manners.
Lee (1993: xi) observes that commodities and thanimgs constructed around them through advertiaieg
used to ‘make visible personal affluence — to saggex potency and physical attraction and, perhaps than
ever before, to function as the index of intelligepeducation and social literacy’. Lee (1993: fi8her argues
that ‘the powerful and often overwhelming imagengldanguage of sexuality, power, guilt, envy andweball,
glamour is the key ‘discursive field’ of advertiginAdvertising plays with emotions to spark theide want
and want more, which ultimately generate the sefiseaterial pleasure and satisfaction.
Advertising manipulates consumer’s emotions by mgkthem feel insecure. Such manipulation was ifledti
by Jacobson and Mazur (1995) when they quotednadioadvertising agency president Nancy Shalek:

“Advertising at its best is making people feel théthout their product, you're loser. Kids

are very sensitive to that. If you tell them to lmpmething, they are resistant. But if you

tell them they’ll be dork if they don't, you've gtiteir attention. You open up emotional

vulnerabilities and it's very easy to do with kidecause they're the most emotionally

vulnerable” (as cited in Kenway and Bullen, 2008).4
Advertisements promote perfect individuals througé use of sexy models wearing latest fashions ti¢h
hope of luring consumers to engage in consumptiadhe name of ‘perfect self’. Advertising makes somers
feel that they will not be ‘accepted’ by societytiey are imperfect, For instance, the presend®sdy odour on
individuals makes them ‘outcast’ in society. Thelifeg of insecurity and fear of being outcast fransociety
drive them to make (sometimes unnecessary) purshasavertising also connects products with preférre
emotions, such as happiness and popularity (Alestaadd Hason, 1993). Take athletics, for exampley tlso
argue that advertising gives people the impresiahproducts can give them talent. Nike advertesshwere
accused of implying that their shoes would give@asumer athletic talent (Wolf, 1998). In Malaysaft drinks
advertisements such as 100Plus and Red Bull hagetehdency to connect their products with good
achievements in sports.
Such excessive consumption and obsession of waslthgession have become a great concern, partycwiisin
regard to cultural aspects and spirituality. Thewoswsn stamps from the belief that cultural and i@t
components and values are the pillars of socigtahgth and growth. Materialistic values, on thieeothand, are
closely associated with immorality, non-essentiaimportant and wasteful. Such values have beemgied by
advertising as what Soon and Chang (2003) posthédtav.

“We are being made empty, being made to feel ifrgafft — empty from our own culture

and spirituality. This emptiness is being replabgdhe need to acquire things... clothing

is just another example to illustrate the erosibaus culture and spiritual values”.
The correlations between advertising and matetialigalues have been investigated by several pusvio
researchers (Barber, 2007 and Harmon, 2001). B4&®£7) has noted in his research that rapid miadket
(through advertising) appear to replace religioudyived values such as saving, deferred gratificahumility,
obligation, and community orientation with spendinigstant gratification, and self-cantered, per$ona
entittement. Harmon (2001) analysed two large dedeb, the General Social Survey and the SimmonkeWVar
Research Bureau Study of Media and Markets, sorastiinding an association of heavy TV viewing watif-
reported materialistic attitudes. The strongesbeasions were for the importance of having nicegh, the
importance of having a high income, and in takiageoof one’s self before others (as cited from Harn2010).
Burroughs and Rindfleisch (2002) drew upon valdesoty to declare materialism antithetical to walige
They argued that it is the individual orientatiohmaterialism, standing in sharp contrast to théectve-
oriented values of family and religion, which cesapsychological tension and reduced sense of enefbThis
explanation fits well their study of 120 collegaudtnts and their survey of 373 adults, all in th&.Urhe
explanation also works well with a study of U.Sd&ingapore respondents (Swinyard, Kau and Phua) 2068t
found happiness negatively related to materialibat, positively related to intrinsic and extrinsigligiosity
(cited from Harmon, 2010).
This study uses a survey research using questi@sgurvey questionnaires were developed throogrts
survey — online survey software. Twenty surveyrf®rwere uploaded on 14 June 2012 on facebook éor th
purpose of pilot test. The total number of respomder this study is 120. Data secured from therf®mwere
analysed thoroughly. The reliability of the itemosmheasure the spirituality and materialistic inatians for this
study achieved a very good internal consistencyiclivtscored .851 and .963 Cronbach’'s Alpha value
respectively.

3. Results and Discussions

Out of 120 respondents, 63 are females and 57 alesp67 respondents from urban areas and 53 fooah r
areas. Majority of respondents (71.7%) are withegm or university education, meanwhile more tha¥ 2vith
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secondary education. Respondents are also variesis of age from as young as 14 years old tddaasomore
than 65 years old. There are about 26% of respasdietow 25 years old; but majority (77.5%) of msgents
fall under the age between 25-54 years old. Orii§6of respondents are more than 55 years old.
Majority of respondents (47.5%) watch TV less tRdmours; 40% watch TV between 2-4 hours and onl$%2
watch TV more than 4 hours a day. These resulisatel that Kadazandusun respondents do not watted
of TV. These results are quite in contradictoryhwihe amount of TV exposure in the previous regearc
conducted by the researcher (Totu, 2010). Suchmaistency could be due to the study samples. Timplsa of
this study are taken from the ‘facebook commuriitiednich may be consisting of non-avid TV viewelihe
result may be different had the samples were frogergeral population. The results of One Way ANO\éAtt
show that there is no significant different of T¥pesure between male and female respondents anedret
respondents from urban and rural areas, as wékk@geen all age groups. All results achieved sicgnitt levels
of >.05.
3.1 The Lifestyles of Kadazandusun People
The outcomes of the data analyses on the curfestylies of Kadazandusun people appear to indibatethey
are strongly inclined towards spirituality compatedmaterialist way of life. Such inclination caa bbserved
from the Mean score of 4.58 for spirituality as @amed to 3.44 for materialism. There is no sigaific
difference of inclination to materialism betweeffefient age, gender and area of residency as wedtacation
and income levels. The results of One Way ANOVAdst these differences produced insignificanceldevt
>.05. The same statistical test was performed ¢otise differences of inclination towards spiritaland the
results appear to be similar, except for the aspégender. Gender is the only variable that hgsifitant
relationship with spirituality. The significant leiattained was .007, which indicates a presenchffeirence in
inclination towards spirituality between male ardhle respondents. A further analysis was perfornsety T-
test and the result appear to show that femalenare spiritual compared to male respondents, asatetl from
the Mean scores, which were 4.7 and 4.4 respegtiVék test results can be observed from Tabled1Table 2
below.
The difference of religiosity between women and rhas been consistently shown across the seven ekoéd
polls conducted by Gallup Polling Association. Aating to the outcomes of the Gallup survey, women a
found to be more religious as compared to men.niilai outcome was also released by the Pew Research
Center in 2008 from the survey of 35,000 resporglenthe United States. Generally, these two rebeaentres
provide similar reasons to justify the differendereligiosity. Among the reason why women tend &rhore
religious “...could range from traditional motheridgties to the tendency of men to take risks — is thse the
chance they might not go to heaven”. Other reaaomgcited from Britt, 2009):

1. Mothers have tended to spend more time raisingdehil which often means overseeing their

involvement in religious activities.
2. Though two-income households are more common todathe past women often had more flexible
daily schedules, permitting more religious invoharhduring the week.
Women tend to be more open about sharing persoollgms and are more relational than men.
4. More so than men, women lean toward an empiricap¢aiding on experience or observation] rather
than a rational basis for faith.

w

3.2 The Role of TV on Kadazandusun People’ Wayfef L

The effects of TV have been immensely debated antesof previous research outcomes reported thaisTV
indeed having a great influence on people’s walf®f{Barber, 2007 and Harmon, 2001). Majority eSearch
tend to associate TV with undesirable attituderat/faehavioural changes. This study seems to shatwth has
some sort of influence on the Kadazandusun peoplais of life. Although this study found no evidencg
effect of TV on materialistic inclinations amongetKadazandusun people (Table 3) TV, however, appear
have a significant relationship with spirituality ahown in Table 8. These results also indicatettieaabsence
of significant relationship between TV viewing amterialism may be caused by their strong assooiatith
spiritual values. A further analysis was performe@xamine whether all TV programs have contridutethis
relationship. Partial correlation tests were carget to investigate the possibility of spurioustienships.

The results of the partial correlation tests shosignificant relationships between TV viewing ampirituality,
after controlling news & current affairs and retigs programmes. These results appear to indicatettla
previous significant relationship between these tadables were spurious. The initial significaatationship
may have only been affected by certain variablas ¢tontained religious values, such as religious rrews &
current affairs programs. The correlations betwsgrituality and other programmes (drama, sitcoiscavery
channels, music and game shows) appeared to lmiiinsant. Generally, the outcome of this reseassbbws
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that TV plays a role in the spiritual inclinatioamong the Kadazandusun people as shown in the Baklé
above.

4. Conclusion

This study appears to suggest that TV has someo$drtfluence on the Kadazandusun people’s lifestyl
However, it draws a different result as comparededwoeral previous research outcomes in the seasehis
study appears not to support the positive relakignbetween TV viewing and materialism. This staghpears

to show that the Kadazandusun respondents were imdiiged towards spirituality and TV viewing magve
contribution in cultivating spiritual values to $hcommunity. The absence of a significant relatigmbetween
TV viewing and materialism may be resulted fromirtlsérong associations with spirituality. A spiduperson
associates materialism with undesirable traitsasyenerosity, envy, and greed, which bring unhassrand
unsatisfactory wellbeing (Belk, 1985). Thereforeje® though they were highly exposed to TV and
advertisements, materialistic values will not gapiénetrate their spiritual beliefs in religiouadhings that are
in sharp contrast with materialistic values. Nelvelgss, the results of this study may only be wpréng the
Kadazandusun respondents and cannot be treatedpessentative to the whole Kadazandusun community
because of its limitations, particularly with redsuito the sampling frame.
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Table 1: Spirituality by Gender Using One Way ANOVA

Mean Square

Sig.

Between Groups
Within Groups
Total

Sum of Squares df
2.813 1
43.872 118
46.685 119

2.813
372

7.566 .007

Table 2: The Difference of Inclination Towards Spiituality by Gender (T-test)

Gender N Mean Std. Deviation Std. Error Mean
Male 57 4.4140 75674 .10023
Spirituality
Female 63 4.7206 43632 .05497
Table 3: Correlations between TV Viewing and Materalism (Bivariate)
TV Viewing Materialism
Pearson Correlation 1 .056
TV Viewing Sig. (2-tailed) 547
N 120 120
Pearson Correlation .056 1
Materialism Sig. (2-tailed) .547
N 120 120
Table 4: Correlations between TV Viewing and Spiritiality (Bivariate)
TV Viewing Spirituality
Pearson Correlation 1 -.192
TV Viewing Sig. (2-tailed) .036
N 120 120
Pearson Correlation -197 1
Spirituality Sig. (2-tailed) .036
N 120 120

*. Correlation is significant at the 0.05 leveltdlled).
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Table 5:

Partial Correlations Test on TV Viewing and Spirituality
by Controlling Religious Programme

Control Variables TV Viewing Spirituality
(Binned)
Correlation 1.000 -.163
TV Viewing (Binned) Significance (2-tailed) .076
o df 0 117
Religious Programme
Correlation -.163 1.000]
Spirituality Significance (2-tailed) .076
df 117 0
Table 6:
Partial Correlations Test on TV Viewing and Spirituality
by Controlling News & Current Affairs
Control Variables TV Viewing Spirituality
(Binned)
Correlation 1.000 -.166
TV Viewing (Binned) Significance (2-tailed) .072
df 0 117
News and Current affairs
Correlation -.166 1.000]
Spirituality Significance (2-tailed) .072
df 117 0
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