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ABSTRACT

Clothing is an essential item in every individual’s life as it is considered as the second skin of
the body. Clothes have become a communication medium used to convey who the person is.
The marketers are looking for factors that influence clothing purchase intention among
Generation Y consumers at Kuala Lumpur City Centre (KLCC) Mall to create a strategy that
match consumer’s preference. The purpose of this paper is to identify the relationship between
purchase intentions toward clothing among Generation Y at KLCC Mall by using independent
variables which are need for uniqueness, word of mouth and perceived quality. Data for this
study collected through the questionnaire to Generation Y were sampled and distributed
through convenience sampling method. In this study, the independent variables had been tested
and the data collected from 129 respondents at KLCC Mall will be used to identify which
independent variables are the most significant in influencing the purchase intention. Later, the
practical implications of the research findings were discussed. A regression-based model was
used to identify the relationship between factors and the influence on consumer purchase
intention. The results indicated that need for uniqueness was significant with clothing purchase
intention. It concluded that consumers at KLCC Mall strongly emphasized their purchasing
behaviour with need for uniqueness. The outcomes of this research suggested that the marketer
should fulfil the demand in need for uniqueness and enhance more shopping outlet to produce
unique clothes. Meanwhile, the marketer or fashion retailer should create awareness about
quality clothes among consumers through social media, online shops and celebrity endorsers.
This study is important to the marketers and clothing industry as to understand the factors that
influenced Generation Y consumers purchase intention. Marketers could also make an
improvement and strengthen their business based on the selected variable to be more

competitive.



