<

>

FACTORS AFFECTING SMARTPHONE PURCHASE INTENTION AMONG
MILLENNIALS

NUR FARAHIDAYAH FATIMAH BINTI NORSHAM

2015165373

BACHELOR OF BUSINESS ADMINISTRATION
WITH HONOURS (INTERNATIONAL BUSINESS)
FACULTY OF BUSINESS AND MANAGEMENT
UNIVERSITI TEKNOLOGI MARA
CAWANGAN MELAKA

KAMPUS BANDARAYA MELAKA

JANUARY 2019



ACKNOWLEDGEMENT

“By the name of Allah S.W.T All Mighty Generous and Might Merciful.”

Assalamu’alaikum Warahmatullahi Wabarakaatuh

First and foremost, | would like to express my deepest gratitude to Allah SW.T. for
giving me opportunity, strength and ability in completing this project paper. This study

could not be done perfectly without His help and guidance.

I would like to give my utmost appreciation to my first advisor, Mr. Mohd Halim Bin
Mahphoth for his invaluable guidance and knowledge shared, continuous encouragement,
help and care towards me throughout my research study. Moreover, despite his busy
schedule, 1 am beyond thankful for the consultation that he has invested time for me in
order to ensure my research study is fully complete and properly done. | would also like
to thank my second examiner, Ms. Munirah Binti Mohamed for her time in helping and

assisting me with my research study.

Moreover, | would like to thank my family, especially my mother, who has
support me in all kind of aspects throughout this journey. Last but not least, thanks to
those who were involved directly or indirectly in supporting me throughout my journey.

Thank you.



TABLE OF CONTENT

TITLE PAGE

DECLARATION OF ORIGINAL WORK
LETTER OF SUBMISSION
ACKNOWLEDGEMENT
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 Objectives
1.4 Research Questions
1.5 Research Hypothesis
1.6 Significant Of Research
1.6.1 Significant To Smartphone Producers
1.6.2 Significant To Future Researchers
1.7 Definition Of Terms
1.7.1 Purchase Intention
1.7.2 Product Features
1.7.3 Brand Name
1.7.4 Social Influence
1.7.5 Product Sacrifice
1.8 Conclusion
CHAPTER 2
LITERATURE REVIEW
2.0 Introduction
2.1 Millennials

O W VW W 0 00 W 0 N N N O O W P P =P =

[ = =
o O O o



2.2 Purchase Intention
2.3 Product Features
2.4 Brand Name
2.5 Social Influence
2.6 Product Sacrifice
2.7 Theoretical Framework
2.8 Conclusion
CHAPTER 3
RESEARCH METHODOLOGY
3.0 Introduction
3.1 Research Design
3.2 Instrument Development
3.3 Sampling Design
3.3.1 Population
3.3.2 Sampling Technique
3.4 Data Collection
3.4.1 Primary Data
3.4.2 Secondary Data
3.5 Reliability Testing
3.6 Data Analysis
3.6.1 Descriptive Analysis
3.6.2 Hypothesis Testing
3.7 Conclusion
CHAPTER 4
DATA ANALYSIS
4.0 Introduction
4.1 Descriptive Analysis
4.1.1 Demographic Profile of Respondents
4.2 Reliability Testing
4.3 Hypothesis Testing
4.3.1 Correlation Analysis
4.3.2 Regression Analysis

4.4 Conclusion

Vi

11
13
15
16
18
19
20
21
21
21
21
22
23
23
24
24
24
25
25
26
27
28
28
29
29
29
29
29
32
33
33
34
36



ABSTRACT
This study aimed to examine the factors influencing purchase intention among
millennials. The independent variables were product features, brand name, social
influences and product sacrifice on smartphone purchase intention among millennials. A
set of questionnaire was adopted from past research to collect the primary data from
respondents about the relationship of patron buying behaviour towards smartphone
purchase intention among millennials. Convenience sampling was used for this study. A
total of 144 respondents had answered the questionnaires. The overall findings of the
research indicate that based on the result, only product features and social influence affect
the smartphone purchase intention among millennials, while brand name and product
sacrifice do not affect the smartphone purchase intention among millennials. As
conclusion, the addition of attention-grabbing features, corporate relation responsibility
(CSR), famous public figure as their ambassador, and having attractive solutions, like
monthly instalment were suggested to augment the smartphone purchase intention among
millennials and recommendation for future research has been included in the final part of

the research.



