


TABLE OF CONTENTS

TITLE PAGE PAGE

Acknowledgement ■ v

List of Tables vi

List of Figures vii

Abstract viii

CHAPTER ONE : INTRODUCTION

1.1 Introduction 1

1.2 Problem Statement 3

1.3 Objectives of Study 4

1.4 Research Question 5

1.5 Limitation and Scope of Study 6

1.6 Significant of Study 6

1.7 Definitions of Terms 7

CHAPTER TWO : LITERATURE REVIEW 10

CHAPTER THREE: RESEARCH METHODOLOGY

3.1 Research Design 16

3.2 Unit of Analysis 16

3.3 Data Collection 16

3.4 Sampling Technique 18

3.6 Data Analysis and Interpretation 19



ACKNOWLEDGEMENT

I would like to take this opportunity to express my sincere thanks and gratitude to all 

those people who have contributed comments and idea in completing this project 

paper. My deepest appreciation goes to:

• My advisor, Mr. Jati Kasuma Hj.Ali, Mdm.Azilawati for his constructive 

comments, understanding and guidance in completing this project paper.

• To my loving parents, Vincent Sali and Violet Jubang, for their prayers, 

support and unconditional love. To my two brothers Simon and Steve for their 

understanding and support.

• To all my friends for their support, guidance and deepest understanding. 

Special thanks to my colleague, Mohammad Shah Riza who willing to spend 

his time in helping me in completing this research.

Thank you.



ABSTRACT

This study examined consumer’s purchasing behavior, focusing on the 

difference between held for western and eastern product by young Dayak executive’s 

(Iban and Bidayuh) in Kuching area and their comparison between Mustika Ratu and 

L’Oreal cosmetics. It also examines consumer ethnocentric tendencies , finding very 

low levels of ethnocentric among respondents and results indicate had no effect on 

brand preference purchase intention.

Nowadays, you can hardly find any unbranded products. Since branding has 

become so important that marketers need to consider several key branding decisions. 

Brands exist among the customers’ cognitive structure as images through labeling, 

advertising and packaging. A brand is a name, term, symbol, design, sign or a 

combination of these features intended to identify the goods or services of a seller and 

to differentiate them from those of their competitors. Brands have become very 

important to consumers and retailers that consumers would go to another store if the 

brands they were looking for were not available at the first place.
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CHAPTER ONE 

INTRODUCTION

1. INTRODUCTION OF THE STUDY:

Malaysia has the second highest per capita income in the region with 4.5% 

growth, and is a stable country in the otherwise volatile Southeast Asia. The cosmetics 

market is strong and continues to grow. And Malaysia continues to be a U.S. product 

friendly market. Buoyed by strong economic growth in 2003, the Malaysian cosmetics 

and toiletries market recorded sales of approximately US$800 million. Sales were 

sustained by increased urbanization, a rise in the number of women working and 

aggressive marketing and promotional activities of the retailers.

The numerous new product launches also signified that the market still has 

room for growth. Imported cosmetics and toiletries are well received and are 

perceived to be of high quality. An increase in purchasing power resulted in more 

women seeking higher quality products and branded cosmetics. Competition is stiff in 

the local market, especially among the companies from the U.S. and France. 

Advertising and promotion play an important role in cosmetic and toiletries products.

The local cosmetics and toiletries market is valued at approximately RM3 

billion or about US$800 million, with a growth rate of 13% annually. It is estimated 

that there are more than 60,000 types of cosmetic products in the local market.

i. L’Oreal

L’Oreal is the oldest and largest firm , which was founded by Eugene Shueller 

in 1909 as the French Harmless Hair Coloring Company (now owned by Liliane 

Bettencourt 27.5% and Nestle 26.4%, with the remaining 46.1% are publicly traded). 

It was one of the world’s top beauty care brands, offers men and women on every


