


ACKNOWLEDGEMENT 

All praise be to allah s.w.t, finally I have has complete this report. There are 

countless people to whom this group is indebted to for their help and support in 

producing this report. I would like to thank all contributors for their efforts. First of 

all, I would like to thanks sir Cyril supain, my advisor, for the valuable advice, 

guidance and encouragement his has given us which enable me to successfully 

complete this research proposal " the influence of women buying behaviour in 

choosing facial skin care products" before the deadline. I also wish to thank all the 

women respondent who promptly answered the questionnaire. Last of all, i would 

also like to thank my friend because together brainstorming to complete this 

research proposal and also thanks to everyone who has contributed in this research 

proposal. 



ABSTRACT 

This study examined the influence of women's buying behaviour in choosing facial 

skin care products in sepanggar area by investigating the interrelationship between 

the consumers buying behaviour influenced with brand personality, cognitive 

dissonance and the impact of television advertising in choosing the facial skin care 

product. The surveyed through a questionnaire consisting of 19 questions related to 

buying behaviour to 100 of women respondent.Using correlation analysis, the results 

of the studyindicated that there was a significant relationship between the 

identifiable constructs as to the determinants affecting the purchase and usage of 

cosmetic. 
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