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ABSTRACT

This research has been done to study the customer attitudes on customer
purchase intention towards adulterants cosmetic products among females
in Klang Valley. This research aimed to identify the main factor that
influences the consumer attitudes toward adulterants cosmetic products
like perceived price, socia motivation, status consumption and brand

CONSCi OUSNESS.

The sample size for this study is 100 respondents who are staying or
working around Klang Valley area. Respondents been asked to answer the
guestionnaire that contain the factor that influence the customer purchase
intention towards adulterant cosmetic products. The data have been
analysed using Reliability Test, Chart and Frequency table through SPSS

program.

Non-probability sampling technique, which is convenience sampling, has
been used in this study. The result shows that perceived price is most
influencing factor that influences the customer purchase intention towards

adulterant cosmetic products.
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