


DECLARATION OF ORIGINAL WORK 

\,W.'Jij'�· ,.,,.,., ./.,.}\ 
/ r ,s)) •, ... ,-•�, '.•., .Y' ./ . �00 ' .,, , .. , ...... .. I .,I' � .. ..,..... 

UNIVERSITI 

TEKNOLOGI 
� MARA 

BACHELOR OF BUSINESS ADMINISTRATION WITH HONOURS 
(MARKETING) 

FACULTY OF BUSINESS MANAGEMENT 
UNIVERSITI TEKNOLOGI MARA 

'DECLARATION OF ORIGINAL WORK' 

I, NUR ASYIYAH BINTI SAPARI, 1/C NO. 810426-12-5172 

Hereby, declare that, 

• This work has not previously been accepted in substance for any degree, any 

locally or overseas and is not being concurrently submitted for this degree or 

any other degrees. 

• This project paper is the result of my independent work and investigation, 

except where otherwise stated. 

• All verbatim extracts have been distinguished by quotation marks and 

sources of my information have been specifically acknowledged. 

Date: 7th January 2015 

(i) 



TABLE OF CONTENTS 

DECLARATION OF ORIGINAL WORK i 

ACKNOWLEDGEMENT ii 

TABLE OF CONTENTS lll 

LIST OF TABLES v 

LIST OF FIGURES vi 

LIST OF ABBREVIATIONS Vil 

LIST OF DEFINITION OF TERMS viii 

ABSTRACT ix 

CHAPTER ONE INTRODUCTION 1 

1.1 Background of the Study 1 

1.2 Problem Statement 2 

1.3 Research Questions 3 

1.4 Research Objectives 4 

1.5 Research Hypotheses 4 

1.6 Significance of the Study 5 

1.7 Definition of Terms 6 
1.7.1 Buying Intention 6 

1.7.2 Local Skin Care Products 6 
1.7.3 Attitude 6 
1.7.4 Advertisement Appeal 6 
1.7.5 Product Attributes 7 
1.7.6 Perceived Social Status 7 

1.8 Scope of Study 7 

1.9 Limitations 8 
1.10 Theoretical Framework 8 

CHAPTER TWO LITERATURE REVIEW 10 
2.1 The Cosmetic and Skin Care Product Industry 10 
2.2 Buying Intention 11 

2.2.1 Conceptual Definition of Buying Intention 11 
2.2.2 The Theory of Reasoned Action 13 
2.2.3 The Theory of Planned Behavior 15 

2.3 Factors Affecting Buying Intention 16 
2.3.1 Attitude 16 
2.3.2 Advertisement Appeals 17 
2.3.3 Product Attributes 18 
2.3.4 Perceived Social Status 20 

(iii) 



LIST OF TABLES 

Table Title Page 

3.1 Reliability of the Research Instrument 23 

4.1 Redistribution of the 5-Point Likert Scale 25 

4.2 Distribution of Mean Scores Indicating Level of Perception 26 

4.3 Profiles of the Respondents 27 

4.4 Buying behavior of the Respondents 32 

4.5 Buying Intention for Local Skin Care Products 33 

4.6 Attitudes towards Local Skin Care Products 35 

4.7 Advertisement Appeals for Local Skin Care Products 36 

4.8 Product Attributes of Local Skin Care Products 37 

4.9 Perceived Social Status of Local Skin Care Products 38 

4.10 Summary of Means Scores of Factors Affecting Buying 39 
Intention for Local Skin Care Products 

4.11 Result of the Pearson Correlation Test to Determine 41 
Relationship between Each Factor to Buying Intention of 
Local Skin Care Products 

(v) 



ABSTRACT 

This study investigates the factors affecting buying intention of local skin care 
products among customers in Kota Kinabalu, Sabah. Four factors were identified 
based on the TRA and TPB models of consumer buying behavior which are: attitude, 
advertisement appeals, product attributes and perceived social status. The consumer 
buying behavior and buying intention were determined and the relationships between 
these factors with buying intentions were evaluated with Pearson correlation test. The 
study involved 150 respondents selected using convenience sampling. This 
quantitative and descriptive research used an adapted questionnaire from past 
researches (Akir & Othman, 2010; Chan et al., 2011; Nikdavoodi, 2012). Data was 
analyzed using SPSS Version 21.0 with descriptive and inferential statistical analyses. 
Findings showed positive buying behavior and buying intention. Attitude, 
advertisement appeals and product attributes are perceived high but moderately for 
perceived social status. Pearson correlation test showed positive, significant and 
moderate relationships between attitude, advertisement appeals and product attributes 
with buying intention but no significant relationship between perceived social status 
and buying intention. It is recommended that other types of products in the cosmetic 
industry should also be studied in relation to consumer behavior so that a better and 
clearer understanding of the local cosmetic industry is attained. This would contribute 
to effective marketing intervention to ensure competitive advantage of local cosmetic 
products. 
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