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ABSTRACT 

This research is conducted to identify the factors that influence intention of 

buying cosmetic products among students at UiTM Malacca City Campus.  The 

factors are selected is attitudes, subjective norm, and perceived behavioural 

control.  The results of this research are based on these three objectives. First is 

to determine whether attitudes have positive relationship with intention of 

buying cosmetic products among students at UiTM Malacca City Campus. 

Second is to determine whether subjective norm have positive relationship with 

intention of buying cosmetic products among students at UiTM Malacca City 

Campus.  Last but not least, to determine whether perceived behavioural control 

has positive relationship with intention of buying cosmetic products among 

students at UiTM Malacca City Campus.  Lastly is to determine which factor 

has the most significant relationship towards intention of buying cosmetic 

products. Data was gathered through questionnaire from students at UiTM 

Malacca City Campus. Then, the data are analysed using SPSS (Statistical 

Package for the Social Sciences) version 20.0.  



 

V 
 

 TABLE OF CONTENTS  

  PAGE 

FACTORS THAT INFLUENCE INTENTION OF BUYING COSMETIC  I 

PRODUCTS  

DECLARATION OF WORK II 

LETTER OF SUBMISSION III 

ACKNOWLEDGEMENT IV 

TABLE OF CONTENTS V 

LIST OF FIGURES VIII 

LIST OF TABLES IX 

ABSTRACT X 

CHAPTER 1: INTRODUCTION 1 

1.0 Introduction 1 

1.1 Background of the Study 1 

1.2 Problem Statement 3 

1.3 Research Questions 5 

1.4 Research Objective 6 

1.5 Scope of Study 6 

1.6 Significance of Study 7 

1.7 Limitation of Study 8 

1.8 Definition of Terms 9 

CHAPTER 2: LITERATURE REVIEW 11 

2.0 Introduction 11 

2.1 Customers’ Intention of Buying Cosmetic Products 12 

 2.1.1Theory of Planned Behaviour 13 

2.2 Attitude 15 

2.3 Subjective Norm 16 

2.4 Perceived Behavioural Control 18 

2.5 Theoretical Framework 19 

2.6 Hypothesis 20 

  



 

VI 
 

CHAPTER 3: RESEARCH METHODOLOGY 21 

3.0 Introduction 21 

3.1 Research Design 21 

3.2 Population 22 

3.3 Sampling Technique 22 

3.4 Sample Size 22 

3.5 Data Collection Method 23 

3.6 Questionnaire 23 

3.7 Development of Measurable Items 25 

CHAPTER 4: FINDINGS 28 

4.0 Introduction 28 

4.1 Reliability Test 28 

4.2 Demographic Analysis of Respondents 30 

4.3 Pearson’s Correlation Analysis 33 

 4.3.1 The relationship between Attitudes with Intention of Buying 34 

 4.3.2 The relationship between Subjective Norm with Intention of Buying 35 

 4.3.3 The relationship between Perceived Behavioural Control  36 

 with Intention of Buying   

4.4 Multiple Regression Analysis 37 

 4.4.1 Regression Analysis 37 

 4.4.2 Hypothesis Testing 38 

                       4.4.2.1 Hypothesis 1 38 

                       4.4.2.2 Hypothesis 2 39 

                       4.4.2.3 Hypothesis 3 39 

 4.4.3 Coefficients Regression Analysis 40 

 4.4.4 Summary of hypothesis 41 

CHAPTER 5: DISCUSSION AND RECOMMENDATION 42 

5.0 Introduction 42 

5.1 Discussion of the Findings 42 

 5.1.1 Research Objective 1 43 

 5.1.2 Research Objective 2 45 

 5.1.3 Research Objective 3 46 

 5.1.4 Research Objective 4 47 

5.2 Recommendations 50 

5.3 Conclusion 52 


	FACTORS THAT INFLUENCE INTENTION OF BUYING COSMETIC 
PRODUCTS AMONG STUDENTS AT UITM MALACCA CITY CAMPUS
	Submitted
	DECLARATION OF ORIGINAL WORK
	LETTER OF SUBMISSION
	ACKNOWLEDGEMENT
	TABLE OF CONTENTS
	LIST OF FIGURES
	LIST OF TABLES
	ABSTRACT
	CHAPTER 1 INTRODUCTION
	1.0 Introduction
	1.1 Background of Study
	1.2 Problem Statement
	1.3 Research Questions
	1.4 Research Objectives
	1.5 Scope of Study
	1.6 Significance of Study
	1.7 Limitation of Study
	1.8 Definition of Terms

	CHAPTER 2 
LITERATURE REVIEW
	2.0 Introduction
	2.1 Customers’ Intention of Buying Cosmetic Products
	2.1.1 Theory of Planned Behaviour

	2.2 Attitude
	2.3 Subjective Norm
	2.4 Perceived Behavioural Control
	2.5 Theoretical Framework
	2.6 Hypothesis

	CHAPTER 3 
RESEARCH METHODOLOGY
	3.0 Introduction
	3.1 Research Design
	3.2 Population
	3.3 Sampling Technique
	3.4 Sample Size
	3.5 Data Collecting Method
	3.6 Questionnaire
	3.7 Development of Measureable Items

	CHAPTER 4 
FINDINGS
	4.0 Introduction
	4.1 Reliability Test
	4.2 Demographic Analysis of Respondent
	4.3 Pearson’s Correlation Analysis
	4.3.1 The relationship between Attitudes with Intention of Buying
	4.3.2 The relationship between Subjective Norm with Intention of Buying
	4.3.3 The relationship between Perceived Behavioural Controls with Intention of Buying

	4.4 Multiple Regression Analysis
	4.4.1 Regression Analysis
	4.4.2 Hypothesis Testing
	4.4.3 Coefficients Regression Analysis
	4.4.4 Summary of hypothesis


	CHAPTER 5
 DISCUSSION AND RECOMMENDATION
	5.0 Introduction
	5.1 Discussion of the Findings
	5.1.1 Research Objective 1
	5.1.2 Research Objective 2

	5.2 Recommendations
	5.3 Conclusion

	REFERENCES
	APPENDICES

