Purchasing Decision

CHAPTER 1: RESEARCH OVERVIEW


1.0 Introduction

The overall research is to understand the factors that affect the purchase decision of cars among Generation Y females. In this chapter, study background and research problem will be briefly described. Follow by outlining the problem statement and objective in this research. Research questions are used to guide the whole research and hypotheses used to form a proposed conceptual framework. Then the explanation of significance of the study, outline the chapter layout and end with a conclusion. 


1.1 Research Background

In the early days before the invention of automobiles, people travelled to all places either by foot, horse or carriage. Then later on people came up with proper railroads and streets where they are now able to live further apart where they could have a smoother journey. Since then, the travel industry began to grow as inventors are getting creative in creating a simpler way to travel.

In the late 1700s, a European inventor created the steam engine where it functions by using pressured energy from heat to push the pistons. In 1860, France inventor Jean Lenoir patented the internal-combustion engine that is similar to today’s technology. Later in year 1885, Gottlieb Daimler and Karl Benz improved the internal-combustion engine with gasoline and developed the very first gasoline-powered automobile in Germany, now widely known as Mercedes-Benz. Year 1891, the very first electric-powered automobile was created by William Morrison in the US. But the downfall during that time was it could only travel 20 miles per hour and 50 miles before the next recharge. Duryea Motor Wagon Company was the very first automobile company founded in 1893 by Charles and J. Frank Duryea in Springfield, Massachusetts where they built and sell gasoline-powered automobile to the public. In 1903, Henry Ford founded Ford Motor Company in Detroit and has introduced Model T in 1908. Model T was famous because it was the first automobile that was affordable among average American (History of Cars, n.d.).

Modern people living in the urban or non urban area use car and wheel vehicle to replace traditional travelling method to reach their destination. Almost every American home owns a car nowadays because having one is already a necessity (Glickman, 2010). He also stated that, car help us to discovered great convenience in travelling short or long distance. Therefore, more and more people are taking up driving lesson and eventually owning either a new or second-hand car for work and leisure purposes (Trading Economics [TE], 2012).

Based on the data given by the Central Intelligence Agency (2013), it revealed that the total population of Malaysia was 29.6 million as of July 2012, and statistics showed that about 64.4% or 18.7 million of the Malaysia citizens were capable in working for the society and community especially for the female working population who stands 9.2 million of overall populations. This indicated that the huge population of the female workforce who are capable of purchasing a car. 

According to Massey (2012), he describes that the number of new drivers is rising twice as quickly among women as it is among men. The report stated that between 1995 and 2010, the number of women with a driving license grew by 23 percent which is from 2.6 million to 13.8 million. There are more female drivers on the road than their male counterparts in USA (Zhang, 2012). Based on Malaysian Road Transport Department, cars registration reached an all-time high of 136394.0 cars in July of 2012 and a record low of 9732.0 cars in May of 1988 (TE, 2012). Furthermore, statistics shows that an average of 2.95 persons per car based on a projected population figure of around 28.3 million (Motor Trader, 2012). This indicates the desire toward owning a car in Malaysia has increased and car vehicle has become a necessity within the nation.

Generation Y refers to the people who is born from year 1977 to 1994 which aging from 19 to 36 in year 2013 (Horovitz, 2002). A similar definition of Generation Y states that this generation includes those being born between 1979 to 1994 and further labels them as “Less sceptical, more positive, more practical, lean more towards to the value tradition, and more similar to Boomers” (Ostrowski, 2009). This generation is an emerging market as they are slowly moving into the society in a huge amount (Sullivan, 2003). Generation Y people are either full time employed or part time worker (Sriviroj, 2007). Students, especially, would frequently get enrolled into a part time job to cover their excessive expenditure making them the wealthiest group of people to be targeted. This group of consumers is more of a trendsetter than a follower, and is one of the largest and wealthiest consumer groups for marketing professionals to be focusing on (Regine, 2011). 

In Malaysia, it is accounted that the Generation Y population has covered approximately 40% of Malaysia’s total population. Generation Y is an important market segment for businesses globally because they are projected to achieve two billion heads globally, representing 26% to 30% of the total global consumer market as stated by Ang, Leong, & Lee (2009). The Central Intelligence Agency (2012) shows the gender ratio between male and female at age 15-64 years old is 1.03:1. This means that the number of male to female is closely equal to each other. Therefore we are going to assume that the population of Generation Y females equal to the population of Generation Y males.






1.2 Problem Statement

In the report of The Malaysian Insider (2012), Malaysian vehicle sales and production has increased markedly in the past three decades. Yearly vehicle sales rose from 54,000 in 1987 to 605,156 vehicles in 2010, while production rose from 104,000 to 567,715 vehicles. As the competition level keeps increasing in Malaysia automotive industry, it is important for every automobile producer to understand consumers’ insight in order to sustain competitive in the market. Variety of metrics indicates that women now hold considerable purchasing power (Gardner, 2011).

The research is focusing more on both genders buying behaviour towards automobile purchase decision instead of specific gender such as Generation Y female. Although there are a lot of research based on female consumer’ buying behaviour to examine and understand the key factors which influence female buying behaviour, but those are more to branded apparels, fashion clothing and facial skin care products (Rajput, Kalhooro & Wasif, 2012). 

In addition, it is important for the automotive producers and marketers to figure out the purchasing decision towards cars because most of the researches being conducted in Malaysia were focusing on motorcycles (Choy & Ng, 2011). Although some researches on car purchasing behaviour are found, it is being conducted in other country like Beijing and Shanghai which may not be applicable in Malaysia (Ni, 2008).


1.3 Research Objectives

The purpose of this research is to solve the problem statement as stated above by outline the general objective, which will further develop into individual specific objectives.
	1.3.1 General Objective

The main objective of this study is to identify the factors that affect the purchasing decision of cars among Generation Y females. It tries to examine and interpret whether the factors will affect the purchasing decision of cars among Generation Y females.


1.3.2 Specific Objectives

The specific objectives of this research are addressed as below:

i. To determine the relationship between aesthetic and car purchasing decision among Generation Y females.

ii. To determine the relationship between feature and car purchasing decision among Generation Y females.

iii. To determine the relationship between price and car purchasing decision among Generation Y females. 

iv. To determine the relationship between interpersonal influence and car purchasing decision among Generation Y females.








1.4 Research Questions

This research addresses the following research questions:

i. What is the significant relationship between aesthetic and car purchasing decision among Generation Y females?

ii. What is the significant relationship between feature and car purchasing decision among Generation Y females?

iii. What is the significant relationship between price and car purchasing decision among Generation Y females?

iv. What is the significant relationship between interpersonal influence and car purchasing decision among Generation Y females?


1.5 Hypotheses of the Study

The hypotheses developed for this study are:

H1: There is a significant relationship between aesthetic and car purchasing decision among Generation Y females.

H2: There is a significant relationship between feature and car purchasing decision among Generation Y females.

H3: There is a significant relationship between price and car purchasing decision among Generation Y females.

H4: There is a significant relationship between interpersonal influence and car purchasing decision among Generation Y females.


1.6 Significance of the Study

The importance of this study is to determine the factors that affect purchasing decision of cars among Generation Y females. There are several factors that can help us in having a better understanding of Generation Y females’ perception towards the car purchasing decision. The factors include aesthetic, feature, price and interpersonal influence.

By examining these significant factors based on the respondent feedback, marketers would be able to make improvement in their current automobile (cars) or provide a high quality services in order to target female customers. Therefore, this research can aid the automobile industry in identifying the preferences of Generation Y females. 


1.7 Chapter Layout

Chapter 1: Introduction

Chapter 1 will outline the research study which provides an overview to understand the factors that affect the cars purchasing decision among Generation Y females. This chapter includes the introduction of research background, research problem, research objectives, significance of the study, chapter layout of the research project and conclusion of Chapter 1.


Chapter 2: Literature Review

Chapter 2 provides a literature review related to the purpose of the study. Literature review includes published and unpolished documentation of information from the secondary data such as journal, article, magazine and network. A conceptual framework used to identify the research issues by review the secondary data done by other researchers and able to create a clearer picture of the study. Finally, ends with a conclusion to summarize the whole chapter.


Chapter 3: Methodology

Chapter 3 is an overview of the research methodology which describes how the research being carried out in terms of research design, data collection method, sampling design, research instrument, construct measurement, data process, data analysis and conclusion of this chapter.


Chapter 4: Data Analysis

Chapter 4 presents the patterns and analysis results which relevant to the research questions and hypotheses. Descriptive analysis will used to analyze the respondents’ demographic profile based on the data collected. Scale measurement provides reliability analysis and inferential analysis results that aim to examine the relationship between each individual variable. Conclude with a summary of the major themes addressed in this chapter.





Chapter 5: Discussion, Conclusion and Implications

Chapter 5 explain the result and justification of each variable and summarizes the statistic analysis which has been discussed in previous chapter. Follow by the discussions of major findings, implications of the study and limitations of the study. Finally, end with the recommendations for future research and conclusion of the whole research study.  


1.8 Conclusion

This chapter outlines the foundation and overview of the research which allow readers have a clearer picture of the factors that affect the cars purchasing decision among Generation Y females. First, it started with the introduction of the research background, problem statement, research objectives, research questions, hypotheses of the study, significant of the study and chapter layout. This information will further develop and discuss in Chapter 2. 













CHAPTER 2: LITERATURE REVIEW


2.0 Introduction

In previous chapter, the background of research, problem statement, research objective, research question, hypotheses and significant of the study had been identified. Therefore, literature review of this research will further discuss in this chapter and the four independent variables which include aesthetic, feature, price and interpersonal influence will be examined.

Literature review enables us to identify the important variables in the research, conceptualize the theoretical framework and hypotheses development. In addition, the conceptual framework will propose in graphical form in order to provide a better concept in the study. Finally, conclude and summarize the chapter.  


2.1 Literature Review


	2.1.1 Evolution of Car Market

The invention of car is believed to be the greatest invention of all time. Across several decades, the design and innovation of the cars has developed into several consumers’ car types in the market worldwide. For example, some of the well-known passenger car types are sedan, hatchback, multipurpose van, sport utility vehicles, and sport-cars. Different types of auto vehicle serve a different purpose for the customer’s preferences and daily needs (Choo & Mokhtarian, 2004). This proved that the automobile industry is actually a lucrative business as there are about 200 new vehicle models are produced by domestic and foreign vehicle manufacturers every year, and the sales of new vehicles is achieved millions of unit in USA each year. This shows that USA is a motorized society like Malaysia (Choo et al., 2004).

The continuous flows of car demands lead to more research and development to be done by the car company in order to capture customer’s needs and want. Since 1960, many marketer and economists try to find out what’s the important factors can affect consumer’s car buying behaviours in order to capture the market and hence developed several analysis models of vehicle type choices. These models were known as multinomial logit (Kitamura et al., 1999; Lave & Train, 1979; Mannering et al., 2002; Manski & Sherman, 1980) and nested logit (Berkovec, 1985; Berkovec & Rust, 1985; Hocherman et al., 1983) that has been used to explain car choices. These two model influences most of the production and marketing decision for the latest car based on several criteria. First, the vehicle attributes that provide for the potential consumers such as maintenance and services costs, horsepower and engine performance, and fuel consumption. Secondly, the household’s demographic profile such as number of family members, number of vehicles. Third, the principal driver characteristics like educational level, age, gender and income (Golob et al., 1997; Train, 1986). These are the marketing decision that the marketers interested to look up to for the next cars production.

As the world came into the 20th century, the rise of material comfort and status provided for women has identified that the domain of women far more than of men and this phenomenon has also extended to automobile (Degler, 1980; Wachs, 1991). Marketers acknowledge the potential of the automobile in the expansion of women’s market (Cowan, 1976). In the past, women who drove were assumed to have some interest in the mechanical properties of automobiles. However, women in the new era who drive on the road treated their car as a necessity for work, family, travels and leisure purpose (Wachs, 1991).


	2.1.2 Aesthetic

According to a research done by Ulrich (2006), aesthetic responses result immediately and involuntary in the development of preferences. Aesthetic response refers to those preferences or like-dislike affect that associate with pleasurable feelings aroused by visual encounter with an environment (Ulrich, 1985). For instance, a positive aesthetic response would lead to a positive preference while a negative preference would exist if the initial aesthetic response is negative.

Aesthetic is a philosophy related to art and beauty and being concerned by how an individual perceive objects or make judgments with our five sensory inputs (David & Glore, 2010). Individual with a high sense of aesthetics are categorized as having ‘more sophisticated preferences regarding the design of things’ and having a superior consumer preferences (Wayne & Nicola, 2011). In some way, aesthetic of a product can affect a consumer to make judgment on the overall product quality and desirability. Moreover, in the study of Mbipom & Harper (as cited in David et al., 2010), aesthetic judgments could affect a system’s perceived usability. In other word, what is beautiful is usable. It showed a strong correlation between aesthetic and usability in their post-use evaluation. Therefore, aesthetic is act as a network that connects product with the user’s emotion and feeling. 

Aesthetic is not only limited to how people respond to art objects of any kind, it also comprise of the response to a complex and multidimensional aspect of human experience such as biology, culture, history and present context (Sammartino & Palmer, 2012). Product design could refer to the physical appearance form or visual characteristic (Bunnak, 2009). It consists of aesthetic and symbolic value for consumers to communicate the functional characteristic or ease to use and give a quality impression (Marielle & Jan, 2005). The elements of the aesthetic product have a meaning of creation an object that could increase the relevancy in symbolic consumption interaction (Bunnak, 2009). Therefore, consumer could respond to the aesthetic product in an active learning process by engaging and interpret with different symbolic meaning. This kind of consumers is more likely to purchase product based on their feeling and desire for fun. Besides that, aesthetic could also provide a sensory experience which creates customer satisfaction and loyalty after their purchase (Aarti & Srivastava, 2010).

However, during the twenties a stereotyping view was formed where most of the women were presumed to be interested only in the colour, styling, and upholstery of cars, while men were presumed to be interested in technical capabilities of cars. Women’s purchasing decision for the new car often link to their self-image (Wachs, 1991). The given choices of colour, design and shape of the car must be harmonize with her personality, colouring, and clothes. If the car does not successfully link and complement with the image of a woman, the salesman might as well try to sell his cars to an Eskimo (Wendt, 1925). Therefore, aesthetics could be an important factor for marketers to look into in women car’s market as this is a potential market to sell their product.


2.1.3 Feature

Car technology and feature is changing fast, engine performance, safety systems, in-car entertainment feature, and introduction to new technology is viewed as a valuable consideration for potential customers purchasing decision. According to several researchers, feature of a product can be explained as the function of an item that is capable of fulfilling a consumer’s need and hence is a benefit in owning them (Goldenberg  et al., 2003; Mukherjee & Hoyer, 2001). Every functionality and feature of a product provides another reason for the customer to buy the product (Brown & Carpenter, 2000). In addition, the product feature also view as a firm’s competitive advantage to compete in the market through offering the key product to the potential buyer. 

The product feature is the distinguished characteristics of product and service that are offered by the company to boost the appeal to potential customer and marketing strategies that highlighted the usefulness of the item (Nowlis & Simonson, 1996). It is common for business firm to improve and differentiate product through adding more relevant features and functionality and yet produce them at lower cost and shorter production time (Thompson et al., 2005). A firm that able to produce and offer a differentiate goods that filled with features and functionality that the competition does not have yet is a winner of competitive advantage (Goldenberg et al., 2003). This is shown in the industry where competitors trying to compete against each other by creating sophisticated yet simpler feature goods.

Other than that, company would want to create a better product feature that is widely preferable and acceptable as these features and functionality are the reason and sources of primary advantage to receive when the product is purchased (Yoon & Kijewski, 1997), thus the customer have a positive impact on product evaluation (Mukherjee at al., 2001). Other than that, even if the features are not a very good one, people are drawn to it as the positive impact of new features has been demonstrated to be a robust phenomenon interestingly even in exceptional situations where the new features are irrelevant or too much to be adapted in existing environment (Carpenter et al., 1994), or even possibly damaging (Meyers & Tybout, 1989). 

Car is a specific product, it has to be versatile and secure on the road during the journey. According to the study by Palen and Salzman (2002), the product itself must be crucial in daily usage and is evident that the product are deeply rooted in every person’s daily life, and able to undertake many tasks, which go way beyond the traditional communication and milestone (Lee, 2007). Features of a car were highlighted as an important attributes and must fulfil three criteria which is visibility, adjustability and accessibility (Zhan & Vrkljan, 2010) where the driver can actually feel, get his/her hands on these useful feature, and evaluate based on their experiences.

On the other extreme, sometimes too much features and excessive functionality can be overwhelming for customer (Nowlis et at., 1996). According to research study on older generation in car purchasing decision, new features like Global Positioning System (GPS) and entertainment car audio system does not provide convenience on the road and eventually distract drivers, these were not seen as an advancement (Zhan et at., 2010). At some critical point and situation, it was proven that customer does not intend to use all the features of the products they buy (Ammirati, 2003). Furthermore, product complexities lead to rise of anxiety and stress cause negative emotion reaction that influence the customer purchase decision (Biljon et al., 2008; Mick & Fournier, 1998). Such on-going phenomenon can be described as featuristis (Palen et al., 2000), feature creep (Qualasvirta, 2005) or feature fatigue (Thompson et al., 2005). Therefore, the two extreme side of feature attribute as independent variable is needed to be tested and find out if there is any significance relationship for Generation Y females and car purchasing decision. 




2.1.4 Price

As technology advances, car manufacturers has been able to produce a car with a cost-efficient method which enables the car price to drop to competitive level in the recent years (Brucks, 2000).

Based on a research done by other researchers, it shows that price is an important factor when it comes to affecting customer purchasing behaviour and it is a significant factor which should be included in a research (Rajput, 2011). Prices of the car can also influence the buying behaviour of consumer because besides taking consideration of the product attributes such as aesthetics and features, price also have the ability to act as the indicators of quality dimensions for a product (Merrie & Zeithaml, 2000; Hanf, 1994).

Purchasing behaviour of consumer is related to one another when it comes to aspects like pricing, quality and decision making (Kumar, 2011). Consumer behaviour and customer satisfaction are parallel in relationship with quality, timeliness and price (Dawn, 1995). Price can affect consumer’s purchasing decision by being a factor of consumer’s information indications and signals along with other factors such as product name and design.

Based on a research that is being done by (Wendy, 2009), it says that the degree of relationship between pricing and purchasing behaviour depends on the valuation of the product. The higher the valuation of consumers towards a product, the higher the effect of pricing of product can do to the consumer behaviour. This is to be done by using dynamic pricing policy, where it calls for different pricing in different times. As for an example, product price tends to change during seasonal holidays or year ends in order to adjust to the demand and supply of the market (Moritz, 2005).
When the Weber-Fechner Law is being applied to pricing, it brings out the theory of relative pricing sensitivity difference. The relative pricing sensitivity differs to factors such as demographic, shopping behaviour and price knowledge characteristics. The relative pricing sensitivity difference (Sirvanci, 1998) can be linked with the difference of impact of dynamic pricing on purchasing behaviour (Wendy, 2009). This is where the price discount on products will be perceived differently between female and male and between the demographic factors of age (Deloitte, 2012).

Price does not just play a role in encouraging consumers to purchase products but in the sense of how they choose which products they will buy. In a research that is being done by (Krishna, 1992), it shows that price plays a big role when consumers are deciding which brands of item that they will be buying and in the case of brand switching when the pricing is done properly.

Furthermore, pricing also influences female action and purchasing behaviour. When it’s come to purchasing decision and deal closing, female consumer are more price sensitive as compared to men. This is logical and yet simply because women are often in charge of managing the household budget and are more inclined to look for good deals and value for money products (Arink et al., 2010). According to their research and study, it shows that female dominated categories are more price elastic as compare to male dominated categories. Women are better bargain hunters than men, while male are only interested in seeking preference brands purchase (Shergill & Chen, 2008) and technical capabilities of a product during a purchase (Yoon et al., 1997). Female purchasing decision rely very much on family oriented focus rather than individual focus while men often buy products for themselves, they are thought to be less price sensitive (Arink et al., 2010).

In addition, a research done by eBay shows that women are after bargain purchase, seeking out the best deals around when comes to online purchase, while men tend to be more interested in the convenient aspect of shopping online (Kennedy, 2008). Besides, women are more prices sensitive and work harder for deals compare to men as women contain the higher percentage of prices and deals research prior to shopping, at least some of the time. Therefore, it is a large opportunity for redemption based programs and rebates with women-oriented products (Parago, 2012).


2.1.5 Interpersonal Influence

Interpersonal influence is said to be an important factor to influence purchasing decision of cars. Any close personal contact like experts, friend and family members play the influencing role that provide advice, give suggestion and definably the person that the buyer seeks for consultation before making purchase decision. Informational influence defined as the tendency to accept information from others has evidence about reality (Deutsch & Gerard, 1955). Informational influence may occur in two ways; individual may either search for information from knowledgeable others or make inferences based upon their observation (Park & Lessig, 1977). Meanwhile, it is important to create personal interaction upon product selling and services contact is relatively important in creating customer satisfaction (Corsby et al., 1987; Parasuraman et al., 1988).

Informational influence operates through the process of internalization, which occurs if information from others increases the individual knowledge about some aspect of environment. The informational influence makes significance impact and directly affects the consumer decision process regarding product evaluations (Burnkrant & Cousineau, 1975). The information provided to the product in detail through personal contact give rise to mindset consideration for customers purchasing decision (Cohen et., 1972) and products/brand selections (Park et al., 1977). Additionally, this extends into the realm of purchasing decisions, especially when the individuals are highly concerned with how others view their behaviour (Derussy, 2004; Ismail, 2011).

Other than the direct sale contact, sometimes the customer themselves also play the role of influence other in purchasing decision through interpersonal communication (Feick et al., 1987; Williams et al., 1995). There are three types of influential customers which are the innovator, opinion leader and market maven (Feick et al., 1987). Innovators are the customers who tend to adopt products comparatively early within a given social system where the innovative trait presents in all consumers to varying degrees (Miggley et al., 1978; Rogers, 1955). In fact, the characteristic of innovativeness has been discussed in detail in the marketing literature (Im et al., 2003; Rogers, 1995; Steenkamp et al., 1999). Moreover, according to several researchers, opinion leaders have received considerable attention in marketing research (Leonard, 1985; Flynn et al., 1996; Venkatraman, 1989). They are the individuals who affect the purchasing behaviour of others in a specific product domain. Market mavens are the individuals who consist of information and details about many kinds of products, places of interest to shop, and other facets of markets, and provide answer to customers question regarding of the market (Feick et al., 1987). They are likely to contribute in the market through word-of-mouth communications across a variety of products and make them to be attractive to retailers. These three role player can influences on someone’s purchasing decision.

The uses of celebrities, models or important people can influence society’s perception. As explain in the journal of Measurement of Consumer Susceptibility to Interpersonal Influence. The portrayals of products being consumed in social situations and the use of prominent/attractive spokespersons endorsing the products are evident of this belief and often create a positive awareness in the public and important to purchasing decision. Women developed stronger purchase motivations as compare to the male groups (Iqbal & Ismail, 2011). This indicates and suggests that women may be more susceptible to interpersonal influence (Rose et al., 1994).


2.1.6 Purchasing Decision

Purchasing decision making can vary in terms of the type of purchase being considered. Consumers with distinct needs are always dealing with different types of decision making depending on their involvement with the product (Glowa, 2001). They are generally concerned with own interest and expenditure they have to bear with their limited resources when purchase decision is involved (Jaakkola, 2007). For instance, routine problem solving in selecting convenient goods (shampoo and toothpaste), limited problem solving for shopping goods (shoes) and  extensive problem solving with specialty goods (house and automobile) (Fern & Brown, 1984). A different task could consist of different degree of risk, frequency of purchase, consumer involvement, the amount of time and search given to purchase. 

Consumer involvement is when consumers enter to the marketplace and there are different products/services being offered that suit for own interest and personal importance (Sahney, 2004). High involvement purchase decision refers to the product that is important to the consumer and normally purchased infrequently (Glowa, 2001). As an example, high involvement products are high value and expensive, sufficient amount of risk, purchased once and product is irrecoverable.

Purchase an automobile is a complicated and high-involvement process although it is a regular used product. Many consumers feel anxious when deciding in buying a new car because it is a big ticket item that is purchased rarely. A car buying process may involve few steps which include collect the information about attribute, feature and quality on different vehicle, narrow the choices and test drive vehicles, select vehicle from consideration and collect additional information for comparison, obtain prices of the selected car, compare the financing options to get a pre-approved loan and lastly, closing the deal (Center for Advancing Health, 2009).

[bookmark: _GoBack]There are two models can be used to explain the purchase decision process which is rational and emotional model (Herlina, 2012). Rational model can be defined as decision making under certainty as they know their alternatives, outcomes, decision criteria and able to choose the best alternative (Lunenburg, 2010). Besides that, process of rational decision making comprises of four elements which include intelligence, design, choice and review (Turpin, 2004). Emotional model explains that consumers are greatly influenced by the emotional situation in making purchasing decision. In this model, consumers can be influenced by five types stimulus provided by the manufacturers through marketing strategies which consists of sense, feel think, act and relate (Consoli, 2009).









2.2 Review of Relevant Theoretical Model


2.2.1 Theoretical Framework

Figure 2.1: Conceptual Framework of Relationship between Product Quality and Purchase Intention

[image: ]

Adopted from: Shaharudin, M. R.., Mansor, S. W., Hassan, A. A., Omar, M. W., & Harun, E. H. (2011). The relationship between product quality and purchase intention: The case of Malaysia’s national motorcycle/scooter manufacturer. Journal of Business Management, 5(20), 8163-8176.
By referring to Figure 2.1, the framework adopted from Shaharudin, Mansor, Hassan, Omar, & Harun (2011) on the topic “The relationship between product quality and purchase intention: The case of Malaysia’s national motorcycle/scooter manufacturer” is being used to create our own proposed framework for this research.

The conceptual framework has identified eight different factors that the Malaysian motorcyclist would perceive on the quality of motorcycles over purchasing intentions. These factors are the motorcycle’s performance, reliability, durability, serviceability, aesthetics, and conformance to specification, perceived quality, and special features. This framework clearly depicts that the direct relationship that is going on between the eight factors towards the purchasing intension of bikers. Therefore the proposed framework that would be used throughout the whole research would also comprise of direct relationship between independent variable and dependent variable.

















2.3 Conceptual Framework

Figure 2.2: Factors that Affect the Purchasing Decision of Cars among Generation Y females



Source: Developed for the research


Figure 2.2 is the proposed framework that would be used for this research project. In this research, we are going to find out whether feature, aesthetic, price, and interpersonal influence would be an influential factor that results in a different purchasing decision among Generation Y females. There are four independent variables and these four variables can directly affect the dependent variable which is the purchasing decision.
By comparing the theoretical framework and our proposed framework, we have included in interpersonal influence and price, while ruling out other factors keeping aesthetic and feature as one of our influential factors. Purchasing a car can be considered as a big investment and the interpersonal influence and price does play an important role in influencing the choice of car to take among all other options.

Therefore in our research, we are going to test the relationship between feature, aesthetic, price, and interpersonal influence that may influence the purchasing decision of Generation Y females on cars. We will further detail the relationship between the dependent and independent variables in the next section.


2.4 Hypotheses Development
	

2.4.1 The relationship between aesthetic and car purchasing decision among Generation Y females.

Aesthetic attribute can be defined as the outward appearance of the product, feeling of the comfort as well as the factors such as shape, dimensions, propositions, colour and finish of the product (Aarti et al., 2010). When a consumer walks into the car showroom, the appearance, colour, styling of a car would have an impact on how well it will sell. 

In the study of Holbrook (as cited in Ranscombe, 2010), aesthetic aspects are relevant to all products regardless of the function in the modern society. Consumer would like to choose the product which is more attractive if they are given choice between two products that are equal in price and function. Under this circumstance, aesthetics are being used to differentiate one product from the competing products. In the car industry, Audi as one of the automobile manufacturer stated that up to 60% of the consumers’ decision to purchase a car is based on styling rather than technical performance (Ranscombe, 2010). Hence, visual aesthetic has become the main consideration during car purchase decision whereas technological advances have become less concerned. 

Furthermore, researcher such as Havlena & Holbrook (as cited in Klerk & Lubbe, 2004) found that arouse of the emotions and provision of enjoyment are important elements of the purchasing process of apparel consumer. Apparel consumers are refer to those consumers who like to purchase product with certain aesthetic criteria, and at the same time wish to get fun, enjoyment and pleasure from the entire consumption process (Sprigler, 2006).

Hence, the hypothesis is forwarded as:

H1: There is a significant relationship between aesthetic and car purchasing decision among Generation Y females.


2.4.2 The relationship between feature and car purchasing decision among Generation Y females.

Studies show that there is a relationship between car feature and customer purchasing decision. The researchers also state that feature like fuel efficiency is an important factor to consider toward and car purchasing decision. Car feature also to be known as element of visibility, accessibility and adjustability of the car function and it does assist in customer purchasing decision (Zhan et al., 2010). The functionality and feature of a product provides another reason for the customer to buy the product (Brown et al, 2000). 

Other than that, company would want to create a better product feature that is widely preferable and acceptable as these features and functionality are the reason and sources of primary advantage to receive when the product is purchased (Yoon et al., 1997), thus the customer have a positive impact on product evaluation (Mukherjee et al., 2001). Besides that, new features of the product has been demonstrated to be a robust phenomenon interestingly even in exceptional situations (Carpenter et al., 1994), or even possibly damaging (Meyers et al., 1989). Based on the study of Palen et al. (2002), the products are deeply rooted in every person’s everyday life, and able to undertake of many tasks, which go way beyond the traditional communication and milestone (Lee, 2007).

Hence, the hypothesis is forwarded as:

H2: There is a significant relationship between features and car purchasing decision among Generation Y females.


2.4.3 The relationship between price and car purchasing decision among Generation Y females.

Price is an important attribute to influence the purchase decision of Generation Y female towards cars because it can act as a major factor for consideration when they are purchasing the automobiles. 

Previous researches shows that price have significant relationship towards purchasing decision (Rajput et al., 2011). Price can act as an indicator for product quality (Hanf, 1994) and therefore it can affects the way consumer look at the automobiles in overall sense. With good and proper pricing for an automobile, it will create a good perception in consumer’s mind towards the automobile. Research also shows that pricing has the ability to influence the buying behaviour of consumer (Merrie, 2000). In another sense, price will have a relationship with the purchase decision of consumer.

Some research also shows that there is a relationship between price of product and the valuation level of a product. Valuation of a product is the perceived importance of the product for the consumer. The higher the valuation of a product, the more important is the pricing to going to mean for the consumer’s mind (Wendy, 2009). Car is a tangible product which has involved high commitment from the consumer and the pricing of the automobile is going to mean a lot to the potential customer. 

High price of automobile may seems reasonable for a consumer if he or she has high interest in the cars. Customer satisfaction comes from the combination of the right price, right time and the perceived quality of a product (Dawn, 1995). With the right kind of model of car which suits the customer preference, the customer satisfaction derived from purchasing the car is high therefore influence the price tolerance factor of the consumer towards the automobile.

Price cut or in another word price discount can affect consumer’s purchasing decision in a significant way. Research has showed that the used of dynamic pricing is crucial and it has been a daily job for marketers to be looked into (Moritz et al., 2005). To be able to set the correct pricing policy to increase the sales and revenue is the daily job of a marketer.

The pricing level of a product can result in huge difference in the decision making of consumer (Kumar, 2011). Buying an automobile is not the normal daily purchasing decision that is being made by consumer every day, buying an automobile is a huge decision and usually it is only made once in few years or longer.  When the year ends, if there is a discount for the price of buying an automobile, it will influence the purchase decision of a potential buyer in a great way. Besides year-end discount, other discount such as government subsidies will also affect the sales of car in a great way.
Hence the hypothesis is forwarded as:

H3: There is a significant relationship between price and car purchasing decision among Generation Y females.


2.4.4 The relationship between interpersonal influence and car purchasing decision among Generation Y females.

Interpersonal influence is an important factor that influences the car purchasing decision. Informational influence is defined as the tendency to accept information from others that have evidence about reality (Deutsh et al., 1955). Seeking information from others or make inferences based upon the observation of others (Park et al., 1977) assist in purchasing decision. Personal interaction upon product selling and services contact is important in creating customer satisfaction (Parasuramanet al., 1988; Crosby et al., 1987). Buyer-Dealer interaction is important especially for women, personal or professional qualities, trust worthiness and attitude of salesperson influence future interactions (Zhan et al., 2010). The informational influence affects the consumer decision process regarding product evaluations (Burnkrant et al., 1975). The information provided through personal contact influences customers purchasing decision and products/brand selections (Derussy, 2004; Park et al., 1977). Interpersonal influence of purchase decision becomes significance when the individuals are highly concerned with how others view themselves (Derussy, 2004; Ismail, 2011).

Interpersonal communication (Feick et al., 1987; Williams et al., 1995) such as innovator, opinion leader and market maven also influence purchase decision of Generation Y female towards car. Innovators tend to adopt products comparatively early within a given social system where the innovative trait presents in all consumers to varying degrees (Midgley et al., 1978; Rogers, 1955). Meanwhile, opinion leaders have received considerable attention in marketing research (Leonard, 1985; Flynn et al, 1996; Venkatraman, 1989). Opinion leader are individuals who affect the purchasing behaviour of others in a specific product domain (Flynn et al., 1996). Market mavens are the individuals who consist of information and details about many kinds of products, places of interest to shop, and other facets of markets, and provide answer to customers question regarding of the market. They also contribute through word-of-mouth communications across a variety of products and make them to be attractive to retailers (Feick et al., 1987).

In additional, consumer susceptibility can influence purchase decision through identify one’s image with significant others through the acquisition and use of products and brands. It prompts customer purchasing decision by observing others and or seeks information from others. An important determinant of an individual’s behaviour is other’s influence. The portrayals of products being consumed in social situations and the use of prominent/attractive spokespersons endorsing the product create a positive awareness and link to purchasing decision (Derrusy, 2004). Furthermore, women developed stronger purchase motivations as compare to the male groups (Iqbal et al., 2011). This indicates and suggests that women may be more susceptible to interpersonal influence (Rose et al., 1994). Therefore, it shows that interpersonal influences are relevant to affect the Generation Y female purchasing decision toward cars.



Hence, the hypothesis is forwarded as:

H4: There is a significant relationship between interpersonal influence and car purchasing decision among Generation Y females.


2.5 Conclusion

This chapter explained how each variable being derived from the relevant and past research. In this research, relevant theoretical models are being used as a foundation to construct researcher’s proposed framework. The conceptual framework and research hypotheses that carried out in this chapter would proceed in Chapter 3 for the discussion of methodology.














CHAPTER 3: METHODOLOGY


3.0 Introduction

This chapter will discuss the research methodology of this project that will focus on the nature of the study. It consists of research design, primary and secondary data collection methods, sampling design, research instrument, constructs measurement, data processing and analysis and finally conclusion of this chapter.


3.1 Research Design

Research design is the process of turning research question into a research project. The way we choose to answer our research question will be influenced by the research philosophy and approach. It will contain clear objectives derived from research question, specifying the sources intended for data collection, and considering the constraints (Saunders, 2009).

This study is a descriptive study which describes the characteristics of Generation Y females. It aims to identify and explain the relationship between factors of buying cars and the purchasing decision of Generation Y females towards cars. The factors include features, aesthetic, price and interpersonal influence.

Hypotheses were constructed based on our research framework. The hypotheses are the main ideas and propositions of our research. We will be conducting pilot study which is a small-scale research done to collect data from respondents similar to those to be used in full study which is essential to identify whether respondents could understand and comprehend the questionnaire or vice versa.

3.2 Data Collection Methods

Quantitative and qualitative data are used widely in business and management research to differentiate both data collection techniques and data analysis. Quantitative data will be the use of data collection techniques or data analysis procedure that generates or uses numerical data. Qualitative data will be the use of techniques that generates non-numerical data (Saunders, 2009).

Data collection methods can be divided into two major categories which is the primary and secondary data. Primary data is defined as the raw data which have not been processed, for example the survey questionnaire (Hair, 2001). Secondary data includes retrieving information from the data that has already been processed and analyzed. Such method includes the example like critically reviewing literatures which are related to the research topic (Saunders, 2009).


	3.2.1 Primary Data

	Primary data is the raw data that marketers and researchers collect first handed in the data collection period which the data will comes in raw unprocessed form. The methods for collecting primary data include interviews, focus groups, telephone surveys, internet surveys and dot surveys. By doing surveys, researchers usually designed a set of questionnaire that will be distributed to the public.

	Questionnaire is an established tool for acquiring information on participant’s social characteristics, present and past behaviour, standards of behaviour or attitudes and their beliefs and reasons with respect to the topic. The method of using questionnaire is highly popular especially when it comes to study research on social science. Questionnaires are designed in a way that includes four major measurements which are nominal scale, ordinal scale, interval scale, and ratio scale in order to provide a detailed and well-responded result (Bird, 2009). Questionnaires are designed with these four measurements is to understand the purchasing behaviour of Generation Y females when it comes to purchasing cars. Questionnaires will be distributed to Generation Y females through hardcopies. Most of the respondents will be from the proximity area of Klang Valley as it is convenient to be focused on. Inside the questionnaires, we will be questioning the respondent about their response towards the four major factors which we are currently researching on which are feature, aesthetic, interpersonal influence and price.


	3.2.2 Secondary Data
	
	The secondary data of our research is mostly obtained through the readings of journals, articles, reports, internets and from textbook that is available in the library. Journal articles are mainly focused on as it is very dependable due to the fact that it has gone through the filter and analysis by experts in the same field before the journal was being published. The abstract of a journal provides a detailed insight about the purpose of the study, the methods used and the result of the study. 

	Various journals which are mostly sourced from the online library are being studied and reviewed critically for this research as we need to understand the research done by previous researchers before we decide on which improvements that we can add on to the field in this research. The database that we are searching on is provided by UTAR’s online resource gateways, Proquest, that provides an array of quality articles and journals which have been published in the academic area of social science. The journals are valuable to us as it provides a guideline for us and at the same time the direction for us to follow when we are designing our hypothesis and questionnaire.


3.3 Sampling Design

Sample refers to the data collected from a representative sample of items or people, and these are used to infer characteristics about all items or people (Barreiro & Albandoz, 2001). The sampling method can be used to represent a larger group of population while a reliable sample is a copy of the larger population but in a smaller size (Sriviroj, 2007). It is difficult to study the whole Malaysia, therefore samples being used to perform and examine the research study. The population of this research will target on Generation Y females’ purchasing decision towards cars in Klang Valley areas which aim to obtain an accurate and reliable result.


3.3.1 Target Population

The target population in this research is Generation Y females in Klang Valley areas. Generation Y are those who born between 1977 and 1994 with the age range from 19 to 36 years old during year 2013 (Regine, 2011). Hence, this research is targeting on Generation Y females at the age range from 19 to 36 years old in Klang Valley areas. 


3.3.2 Sampling Frame and Sampling Location

A simple definition of a sampling frame is the set of source materials from which the sample is selected to provide a means to choose the particular members of the target population that are being interviewed in the survey (Turner, 2003). The research is conducted in the car exhibition at AEON Taman Equine Shopping Centre on 23rd and 24th of February and Generation Y females are being targeted. The questionnaires were distributed through convenience sampling method.


3.3.3 Sampling Elements

In the research study, it is important to have a precise description of the population of elements (persons, organizations and objects) that used to form the focus of the study (Ross, 2012). Therefore, the elements that are used to describe Generation Y females consist of race, age, marital status, education level, employment level and personal income. 


3.3.4 Sampling Technique

Convenience sampling is being used in this research which is one of the non-probability sampling techniques. Convenience sampling used to describe a sample in which elements have been selected from the target population that is easy to access or convenient to the researcher (Ross, 2012). The reason using this method is because it is less time consuming and cost friendly.

In this research, hardcopies of self-completion questionnaires were distributed face-to-face to those female respondents who are qualified in the study. Respondents are given 10 to 15 minutes to answer the questionnaire. Hence, respondents have time to consider their answer and to lower down the chances of respondents from being untruthful (Brace, 2008). 

3.3.5 Sampling Size

Determining sample size is essential within a quantitative survey design because one of the benefits of qualitative methods is the ability to use smaller groups of people to make inferences about larger groups that is expensive to study (Bartlett, 2001). A sample size which more than 30 and less than 500 is appropriate for most of the research (Sekaran, 2009). In this research, 200 set of paper questionnaires were distributed to Generation Y females in a car exhibition at AEON Taman Equine Shopping Centre in order to get an accurate result. However, only 158 set of questionnaires were managed to be processed and 42 copies were rejected due to the incomplete and unclear answer.


3.4 Research Instrument

The research instrument used in this research is self-completion survey. A self-completion method is the use of either paper based or electronic the enables the benefit from the complete absence of an interviewer from the process (Bourque & Fielder, 2003). In this research, printed questionnaires were distributed to the target respondents, each of the respondents receive a printed copy and later be collected back by the researcher. Self-completion questionnaire is being chosen to complete the research because it can help to remove potential bias in the responses and make the respondents to be honest with sensitive question. At the same time, self-completion questionnaires are cheaper to administer compared to interviewer administrated interview as the cost only associated with printing questionnaire (Phellas, 2011).




	3.4.1 Questionnaire Design

Close-ended questions are being used in the questionnaire design in order to collect primary data. There are two types of close-ended question being designed in the survey which are category and rating questions. Category questions are each respondent’s answer can fit only one category while rating questions frequently use the likert-style rating scale in which the respondent is asked how strongly she or he agrees or disagrees with a statement (Saunders, 2009).

The questionnaire is divided into three sections. In Section A, it consists of respondent’s demographic information such as race, age, marital status, education level, employment level and personal income. Section B includes the construct measurement of four independent variables which consists of aesthetic, feature, price and interpersonal influence while Section C is solely on purchasing decision which is the dependent variable. Both Section B and C will be measured in order to examine the relationship between independent variables and dependent variable.


3.4.2 Pilot Testing

Pilot study is a small-scale research project which collects data from respondents with similar characteristic that can use in the study (Zikmund et al., 2010). It is used to detect the weaknesses in design and instrumentation and provides a proxy data for probability sampling selection (Cooper & Schindler, 2008). The purpose of pilot testing is to ensure that respondents understand and able to answer the questions (Ross, 2012). Furthermore, it also enables the researcher to assess the questions’ validity and reliability of the data that collected (Saunders. 2009).

A sample of 30 respondents was being tested in Universiti Tunku Abdul Rahman Bandar Sungai Long Campus. Pilot test was analyzed by Cronbach’s alpha to examine the reliability of the questionnaire, the result showed 0.824 which is more than 0.08 that indicates a good reliability. The 30 sets of questionnaire were distributed directly to the respondents on 6th of February 2013 and it took two days to collect back the data for pilot test. 


3.5 Construct Measurement

	3.5.1 Scale Measurement

There are different types of scale measurement which included of nominal, ordinal, interval and ratio scales. Different measurement scales allow for different levels of exactness, depending upon the characteristics of the variables being measured. It is important Measurement scales need to be accurately identified in order to appropriately code the data, select appropriate analytical methods for the coded data and draw appropriate conclusions from the analysis (Hutcheson, 2011). 

In Section A, nominal and ordinal scales are used to examine the demographic profile of the respondent. Nominal scale also named as qualitative scale because the value of an object is impossible to measure numerically but it can be classified into the same categories according to the similar characteristic or placed in rank order. Questions that used nominal scale are race and marital status. Ordinal scale is not just classified the variables into different categories but also rank-orders the categories. In other words, an ordinal scale is a ranking scale (Zikmund et al., 2010). In the questionnaire, age, personal income, education level and employment level questions are used ordinal scale. The questions in Section A designed in a multiple choice setting and respondents were instructed to choose only one answer for each question. 

In Section B and C, interval scale served as the primary scale of measurement designed in the questionnaire. Such scales are used in order to determine the relative strength of relationships between items. Normally Likert-style rating scale would be treated as a part of interval scale because it is non-comparative scaling technique and one-dimensional in nature (Wu, 2007). Dr. Rensis Likert, who develops the technique specifically, sought a method that would produce attitude measures that could reasonably be interpreted as measurements on a proper metric scale (Bertram, 2007). In this two section, questions are set in the form of five-point Likert scale that easy to construct and administer. Respondents were instructed to rate from 1 (Strongly Disagree) to 5 (Strongly Agree) in the questions under the four independent variables and one dependent variable.

















3.5.2 Origins of Construct

Table 3.1: Origins of Construct

	Constructs/ Variables

	Source(s)

	
Aesthetic
	· Chin, Khoo, Liew and Shim (2011)
· Harverila (2011)


	
Feature
	· Chin, Khoo, Liew and Shim (2011)
· Kha, Goh, Goh, Chin and Shim (2012)
· Ni (2008)


	
Price
	· Chin, Khoo, Liew and Shim (2011) 
· Ni (2008)


	
Interpersonal Influence
	· Ismail (2011)
· Ni (2008)


	
Purchasing
 Decision
	· Adopted from the sources of four variables above (aesthetic, feature, price and interpersonal influence)



Source: Develop for the research






Table 3.2: Sample of the Construct

	Constructs
	No of Items
	Sample Items

	



Aesthetic
	



4
	· The shape and design are my main considerations in buying a car.
· I feel good about myself when I own a car with superior design.
· If there are similar cars with similar features available in the market, I will buy the one with the latest design.
· I would not buy the latest car model if there is no major difference in design over the previous model.


	




Feature
	




5
	· I would purchase a car based on the engine performance.
· I would prefer new technology when purchasing a car. I.e. Hybrid, auto parking system or eco-driving mode.
· Fuel consumption highly affects my car purchasing decision.
· I would purchase a car that has the highest car safety rating.
· I would purchase a car if it is comfortable and user-friendly.


	


Price
	


4
	· The maintenance/service cost incurred of the automobile is an important factor to my decision. 
· I would buy a car if the car dealers manage to give me extra benefits or discount. 
· I would buy a car if there is seasonal promotion or government subsidy.
· I would not go over budget in buying my desired car.


	



Interpersonal Influence
	



4
	· After short listing some choices, I usually consult friends and family for advice.
· I am very particular that my friends and family likes the car I purchase.
· I generally purchase a car that I think my friends and family will approve.
· I would go for the car model that is similar to the person I look up to.


	



Purchasing Decision
	



4
	· I would purchase a car that is visually appealing to me.
· I would purchase a car that fulfills my usage requirement.
· I would purchase a car based on my financial status.
· I felt accepted by purchase the same car that others purchase. 



Source: Develop for the research.







3.6 Data Processing

Before the raw data collected through surveys and questionnaires can be used in a research, they must first be converted into a meaningful form (Malhotra & Pearson, 2006). In order to ensure that this research brings value to targeted parties, the data must go through repetitive data preparation process.


	3.6.1 Questionnaire Checking

This process is being carried out during and after the distribution of questionnaire to ensure the quality level of the data. All the data that were collected are being double checked to detect errors and deselected so that to maintain the reliability of our tests.


3.6.2 Data Editing and Coding

In order to create value from the collected data, the raw data must be edited first. This is to make sure that the information provided by our respondent is complete, consistent and relevant. Furthermore our data analysis software, the SPSS 19.0 requires numerical data input so that it could assist in analyzing the information and therefore our data should be standardized and numerically converted.


3.6.3 Data Cleaning

This is the process where raw data are verified and checked the input accuracy from the questionnaire to the SPSS program. Checking using computer is much more accurate and consistent (Malhotra et al., 2006). The missing responses in the questionnaire are values which are ambiguous. Hence we utilize the SPSS program to review the data value and also apply a consistency check to detect outlying values.


3.7 Data Analysis

As for this research, all the important and relevant data were collected and eventually use computer program to analyze the data in depth. Most of the computer analysis was being conducted by using Statistical Packaging for Social Science (SPSS).


3.7.1 Descriptive Analysis

Descriptive research design was conducted in this study. It clears the problem statement specific hypotheses and detailed body of knowledge Descriptive research provides the prior knowledge of Generation Y female toward purchase decision for the automobile, expose the variable associated to research study. 


3.7.2 Scale Measurement

Scale measurement is being used to verify the reliability and validity of the data collected in this research. 
	


3.7.2.1 Reliability Test

The reliability test was created by Lee Cronbach during year 1951 (Tavakol & Dennick, 2011). With the use of Alpha (α), Cronbach was able to measure the internal consistency of a test or a scale with the result being expressed numerically between 0 and 1 (Tavakol et al., 2011). The reliability and validity of the variables are being considered in Cronbach alpha. Reliability explains the degree of biasness in the data collection which would affect the consistency in different analyzing instruments (Sekaran et al., 2010). While validity, as explained by Zikmund et al. (2010), is the accuracy of a data or the extent to which a score truthfully represents a concept. The internal consistency reflects the homogeneity of the test variables that constructs the whole research and the closer is the result to 1, the higher is the internal consistency (Sekaran et al., 2010). The ranges of value areas follow:

Table 3.3 Ranges of Cronbach Alpha Value*

	Cronbach Coefficient alpha (α)
	Indication

	α value < 0.60
	Poor reliability

	α value between 0.61 and 0.70
	Fair reliability

	α value between 0.71 and 0.80
	Good reliability

	α value between 0.81 and 0.95
	Very good reliability


Source: Zikmund, Babin, Carr & Griffin, (2010)


In this research, 158 sets of data collected were reliable because the average Cronbach alpha is 0.74 which belongs to the “good reliability” category of value between 0.71 and 0.80.


3.7.3 Inferential Analysis


3.7.3.1 Pearson Correlation Analysis

The correlation coefficient (r) is a statistical unit that measures the relation between variables. The correlation coefficient (r) expresses the magnitude and direction of a relationship with the coefficient ranges from -1.0 to +1.0 (Cooper et al., 2008). If the value of a test results in +1.0, this means that the variables are experiencing a positive relationship. We could make an assumption that maybe the variables are homogeneous. On the other hand, if the result is -1.0, this reflects the presence of a perfect negative relationship (Zikmund et al., 2010). Pearson’s correlation analysis is being implied because we are interested in finding out the correlation between all independent variables and dependent variables (Sekaran et al., 2010).


3.7.3.2 Multiple Regression Analysis

Multiple regressions are a statistical technique that researchers used to estimate respondent’s score on one variable with the reference from other respondents (Brace, Kemp & Snelgar, 2009).  This descriptive analysis tool is usually used in estimating the values for dependent variable from the values of the several independent variables (Cooper et al., 2008). Through this analysis, we are not only able to identify which independent variable would affect the score of dependent variable the most, we are also able to determine the interrelated strength between independent variables to answer these few questions: are there any relationship in between; what is the magnitude of the relationship; the relationship is skewed to the left or right; and how to describe the relationship (Hair et al., 2006).


3.8 Conclusion

This research is targeting 300 Generation Y female respondents around Klang Valley area and the data collection method used is proposed to be on printed and web-based questionnaire. We have also justified our research methodology which includes the research design, sampling design, research instrument, measurement scale, data processing, and data analysis throughout this chapter which would then be contributed to the inputs in the next chapter.














CHAPTER 4: DATA ANALYSIS


4.0 Introduction

Researchers will further describe the outcome of the research in this chapter based on the data analysis and circulation by Statistical Package for Social Science version 19 or to be known as (SPSS). The questionnaires were used to collect data from the target group and the result was analyzed. In addition, this chapter is divided into three parts. The descriptive analysis is to describe the target demographic profile of the respondents. Scale measurement towards the construct determined for the research and inferential analysis will be conducted.


4.1 Descriptive Analyses

Descriptive analyses are used to explain the sample characteristic of the typical respondents and disclosure the general pattern of the response. There are some usable charts and tables to help understand and explain the respond from our target respondents on section A of the thesis questionnaire.


4.1.1 Demographic Profile of Respondents

In response to this field survey’s questionnaire, the demographic profile consist a total of 6 questions that are being asked throughout section A. the demographic questions being answered by our respondents are race, age, marital status, education level, employment level and personal income.

4.1.1.1 Race

Figure 4.1: Race


Source: Developed for this research


Table 4.1: Race

	Race
	Frequency (n)

	Malay
Chinese
Indian
Others
	22
104
31
1

	Total
	158



In Figure 4.1, most of the respondents are Chinese which consist of 65.82% out of 158 respondents. Follow by Indian that consist of 19.62% and 13.92% are comes from Malay respondents. There are 0.63% of the respondents from other race.
4.1.1.2 Age

Figure 4.2: Age


Source: Developed for this research


Table 4.2: Age

	Age
	Frequency (n)

	19-21
22-24
25-27
28-30
31-33
34-36
	21
50
37
23
20
7

	Total
	158














Referring to Figure 4.2, majority of the respondents are in the age range from 22 to 24 years old which consist of 31.65%. Follow by those respondents who age from 31 to 33 years old with 23.42%, 28 to 30 years old respondents with 14.56%, 19 to 21 years old with 13.29%, 25 to 27 years old with 12.66% and lastly, age groups of 34 to 36 years old which consist of only 4.43%.


4.1.1.3 Marital Status

Figure 4.3: Marital Status


Source: Developed for this research


Table 4.3: Marital Status

	Marital Status
	Frequency (n)

	Single without children or dependent
Single with children or dependent
Married without children or dependent
Married with children or dependent
Separated without children or dependent
Separated with children or dependent
	88
9
15
44
0
2

	Total
	158



As shown in Figure 4.3, most of the respondents are single without children or dependent with a total of 55.70%, follow by married with children or dependent with 27.85%. There were only 9.50% of respondents are married without children or dependent and 5.70% of respondents are single with children or dependent category. Lastly, there was only 1.27% of the female respondent is separated with children or dependent.


4.1.1.4 Education Level

Figure 4.4: Education Level


Source: Developed for this research	

Table 4.4: Education Level

	Education Level
	Frequency (n)

	Secondary
STPM / A-Level
Diploma / Advanced Diploma
Bachelor Degree / Professional Qualification
Master Degree
PhD Degree
	28
23
41
63
2
1

	Total
	158



Referring the Figure 4.4, almost half of the female respondents are Bachelor Degree / Professional Qualification’s holder which consists of 39.87% and 25.95% are Diploma / Advanced Diploma holders. There are 14.56% of the respondents are came from STPM / A-Level education background and only 17.72% of respondents achieved secondary academic qualification. There is only 1.27% Master Degree holder and 0.63% of PhD Degree holder.












4.1.1.5 Employment Status

Figure 4.5: Employment Status


Source: Developed for this research


Table 4.5: Employment Status
	Occupation
	Frequency (n)

	Student without part time job
Student with part time job
Entry level
Advanced level
Senior level
Managerial level
Unemployed
	31
11
32
32
35
6
11

	Total
	158
















In Figure 4.5, it shows 22.15% of the respondents are holding a senior level position and 20.25% of respondents just enter the working field and holding an advanced level position. Follow by those respondents are still study and without part time job which consist of 19.62% and 6.96% are student with part time job. Finally, 6.96% of the female respondents are unemployed and 3.80% of female respondent holding managerial level position.
	

	4.1.1.6 Personal Income

Figure 4.6: Personal Income


Source: Developed for this research


Table 4.6: Personal Income

	Personal Income
	Frequency (n)

	Below RM1000
RM1001-RM2000
RM2001-RM3000
RM3001-RM4000
RM4001 and above
	43
25
43
35
12

	Total
	158



According to Figure 4.6, majority of the respondents were earned below RM1000 and between RM2001-RM3000 that consists of 27.22%. Follow by those who earned RM3001-RM4000 with 22.15% and RM1001-RM2000 with 15.82%. While there is only 7.59% of respondents are earned RM4001 and above.


4.2 Scale Measurement

Our data is being tested for reliability using Cronbach’s Alpha. The test was conducted using SPSS 19.0 statistical software. Cronbach’s Alpha coefficient is the measure of reliability for a multi-item scale. The closer the Cronbach’s Alpha is to the value of 1, the greater the internal consistency of the items. Cronbach’s Alpha of more than 0.9 is excellent, more than 0.8 is good and more than 0.7 is acceptable. Cronbach’s Alpha of less than 0.6 is questionable (George, 2003).









4.2.1 Internal Reliability Test

Table 4.7 Reliability Test

	No.
	Construct(s)
	[bookmark: OLE_LINK3][bookmark: OLE_LINK4]Cronbach’s Alpha
	Number of Items

	1.
	Aesthetics
	0.719
	5

	2.
	Features
	0.761
	6

	3.
	Price
	0.677
	5

	4.
	Interpersonal Influence
	0.802
	5


N = 158
Source: Developed for the research


Based on Table 4.7, the Cronbach’s alpha coefficient for 5 items of aesthetic is 0.719. The Cronbach’s alpha coefficient for 6 items of features is 0.761. The Cronbach’s alpha coefficient for 5 items of price is 0.677. The Cronbach’s alpha coefficient for 5 items of interpersonal is 0.802. Overall, based on the Cronbach’s alpha coefficient for all constructs are more than 0.6, it can indicate that the measurement scales for various constructs were reliable and consistent for each variable in measuring the constructs.










4.3 Inferential Analysis


	4.3.1 Pearson Correlation Analysis

	Table 4.8 Pearson Correlation


	
	Aesthetic
	Feature
	Price
	Interpersonal 
Influence
	Purchase Decision

	
Aesthetic
	Pearson Correlation
	1
	
	
	
	

	
	Sig. (2-tailed)
	
	
	
	
	

	
	
	
	
	
	
	

	
Feature
	Pearson Correlation
	.524**
	1
	
	
	

	
	Sig. (2-tailed)
	.000
	
	
	
	

	
	
	
	
	
	
	

	
Price
	Pearson Correlation
	.519**
	.504**
	1
	
	

	
	Sig. (2-tailed)
	.000
	.000
	
	
	

	
	
	
	
	
	
	

	
Interpersonal Influence


Purchase Decision
	Pearson Correlation
	.482**
	.420**
	.379**
	1
	

	
	Sig. (2-tailed)
	.000
	.000
	.000
	
	

	
	
	
	
	
	
	

	
	Pearson 
Correlation
	.605**
	.599**
	.604**
	.571**
	1

	
	Sig. (2-tailed)

	.000

	.000

	.000

	.000

	



N = 158
**. Correlation is significant at the 0.01 level (2-tailed).

In this study, Pearson Correlation Coefficient was used to test H1 of the independent variables (aesthetic, features, price, and interpersonal influence) with the dependent variable (purchasing decision). Based on the table, the correlations of all independent variables are significant at 0.01 (2-tailed) to the dependent variable. This shows that they are correlated and does have a positive relationship with the dependent variable. The strongest correlation with purchasing decision is aesthetic at 0.605, price at 0.604, feature at 0.599 and interpersonal influence at 0.571.


4.3.2 Multiple Regression Analysis

This test would be significant if the p value is less than 0.05. This means that the null hypothesis is being rejected. In addition, the strength of the analysis is being measured by the coefficient of the multiple regressions (R2), which is the square of the correlation (R) between the observed value and the predicted value of the dependent variable. Table 4.9 portrays the result of the analysis of this research.


	Table 4.9 Model Summary


	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.766a
	.587
	.576
	.28266

	a. Predictors: (Constant), AVEA, AVEP, AVEF, AVEI



According to the table above, the values are as follow:
R	= 0.766
R Square	= 0.587
Adjusted R Square	= 0.576
Based on the results above, the value of R square is 0.587. It clearly reflects that 58.7% of the purchasing decision of cars among Generation Y females is influenced by the factors of aesthetic, price, feature, and interpersonal influence.


Table 4.10 ANOVA

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	17.374
	4
	4.343
	54.362
	.000a

	
	Residual
	12.225
	153
	.080
	
	

	
	Total
	29.598
	157
	
	
	


a. Predictors: (Constant), AVEI, AVEP, AVEF, AVEA
b. Dependent Variable: AVEPD


As viewed in ANOVA, F = 54.362 and the significance p = 0.000 < 0.05. This result further confirms that the fitness of the research model. The regression model is in line with the four factors which are aesthetic, feature, price, and interpersonal influence has explained the purchasing decision of cars.









Table 4.11 Coefficients

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	.509
	.264
	
	1.931
	.055

	
	AVEA
	.206
	.067
	.209
	3.071
	.003

	
	AVEF
	.243
	.066
	.240
	3.670
	.000

	
	AVEP
	.254
	.060
	.274
	4.251
	.000

	
	AVEI
	.199
	.046
	.265
	4.335
	.000

	a. Dependent Variable: AVEPD



Based on Table 4.11, the following equation is formed:

Purchasing Decision of Cars among Generation Y Females
= 0.509 + 0.206 (Aesthetic) + 0.243 (Feature) + 0.254 (Price) + 0.199 (Interpersonal Influence)


The p values of all the factors are well below 0.05, which means that there is a significant relationship between the factors. Based on the equation given above, the regression coefficient of aesthetic is 0.206. It indicates that the aesthetic of cars is positively related to the purchasing decision. Feature has got a regression coefficient of 0.243. It indicates that the feature of cars is positively affecting to the purchasing decision.

In addition, the regression coefficient of price is 0.254. It indicates that the price of respondents towards cars is related positively to the purchasing decision. And finally interpersonal influence has got a regression coefficient of 0.199. It indicates that the interpersonal influence of the car is positively related to the purchasing decision. Among all variables, price has got the highest beta of 0.254. This means that it has got the strongest influence on purchasing decision as compared to other variables. Hence, price is the highlighted predictor of purchasing decision, followed by feature with beta 0.243, aesthetic with beta 0.206 and interpersonal influence at 0.199.


4.3.2.1 Test of Significant

Hypothesis 1:

H0: There is no significant relationship between aesthetic and car purchasing decision among Generation Y females.

H1: There is a significant relationship between aesthetic and car purchasing decision among Generation Y females.

Reject H0, if p<0.05
		
Based on Table 4.11, the p value of aesthetic is 0.003 which is lower than 0.05. Thus, H0 is rejected. We conclude that there is a significant relationship between aesthetic and car purchasing decision among Generation Y females. Details of the result are shown in Table 4.11.


Hypothesis 2:

H0: There is no significant relationship between feature and car purchasing decision among Generation Y females.

H1: There is a significant relationship between feature and car purchasing decision among Generation Y females.
Reject H0, if p<0.05

Based on Table 4.11, the p value of aesthetic is 0.000 which is lower than 0.05. Thus, H0 is rejected. We conclude that there is a significant relationship between feature and car purchasing decision among Generation Y females. Details of the result are shown in Table 4.11.


Hypothesis 3:

H0: There is no significant relationship between price and car purchasing decision among Generation Y females.
	
H1: There is a significant relationship between price and car purchasing decision among Generation Y females.

Reject H0, if p<0.05

Based on Table 4.11, the p value of price is 0.000 which is lower than 0.05. Thus, H0 is rejected. We conclude that there is a significant relationship between price and car purchasing decision among Generation Y females. Details of the result are shown in Table 4.11.


Hypothesis 4:

H0: There is no significant relationship between interpersonal influence and car purchasing decision among Generation Y females.

H1: There is a significant relationship between interpersonal influence and car purchasing decision among Generation Y females.
	
Reject H0, if p<0.05
Based on Table 4.11, the p value of price is 0.000 which is lower than 0.05. Thus, H0 is rejected. We conclude that there is a significant relationship between interpersonal influence and car purchasing decision among Generation Y females. Details of the result are shown in Table 4.11.


























CHAPTER 5: DISCUSSION, CONCLUSION AND IMPLICATIONS


5.0 Introduction 

Chapter five summarizes all the statistical analysis of descriptive, reliability, and inferential analyses in previous chapter. It also further explains and proceeds to the findings to verify the research objective and developed hypotheses. Furthermore, limitation throughout the research project will be explained in detail as well as recommendation for future research purpose. Finally end with a short conclusion of chapter five.


5.1 Summary of Statistical Analyses


	5.1.1 Descriptive Analysis

In the demographic profile, there are 104 Chinese out of 158 respondents, follow by 31 Indian, 22 Malay and 1 Singh. While majority of the respondents are aging between 22 to 24 years old that consists of 50 respondents and also 37 respondents are 25 to 27 years old. There is only 7 female respondents are between 34 to 36 years old. 

Through the analysis, there are 103 of the respondents are without children or dependent and remaining of 55 respondents are with children or dependent. In addition, the result also shows that 105 of the respondents already enter into the working industry out of 158 respondents. There are only 53 respondents are still student with and without part time job and unemployed. Other than that, majority of the respondents earned RM2001 to RM3000 that consists of 43 respondents and there is only 12 respondents who earned RM4001 and above. Based on the analysis, it can indicates that the females without children and working in the industry have higher purchasing power compared to those female who are unemployed or still studying and with children due to the income difference. 

In extent, most of the respondents are Bachelor Degree / Professional Qualification holders that consist of 63 respondents. There is also 1 female respondent has the highest academic qualification of PhD Degree. As a conclusion, the female respondents throughout this research have at least an academic qualification in secondary. 


5.1.2 Inferential Analysis

In Pearson Correlation analysis, aesthetic has the strongest correlation with 	purchase decision (0.605) among the four independent variables. However 	in Multiple Regression analysis, price is the strongest determinant in 	purchasing decision of cars among Generation Y females (0.254). This is 	because the Pearson Correlation analysis analyzes the individual 	correlation between the independent and dependent variables. But in 	Multiple Regression analysis, it summarizes all independent variables 	to be analyzed with the dependent variable. 





5.2 Discussion of Major Findings


5.2.1 Result of Hypotheses Testing

Table 5.1: The Summary of Research Question Hypothesis and Result

	Research Question
	Hypotheses
	Result
	Supported

	What is the significant relationship between aesthetic and car purchasing decision among Generation Y females?
	H1: There is a significant relationship between aesthetic and car purchasing decision among Generation Y females.

	r = 0.605
(p < 0.05)
p = 0.003
	Yes

	What is the significant relationship between feature and car purchasing decision among Generation Y females?

	H1: There is a significant relationship between feature and car purchasing decision among Generation Y females.
	r = 0.599
(p < 0.05)
p = 0.000
	Yes

	What is the significant relationship between price and car purchasing decision among Generation Y females?

	H1: There is a significant relationship between price and car purchasing decision among Generation Y females.
	r = 0.604
(p < 0.05)
p = 0.000
	Yes

	What is the significant relationship between interpersonal influence and car purchasing decision among Generation Y females?

	H1: There is a significant relationship between interpersonal influence and car purchasing decision among Generation Y females.
	r = 0.571
(p < 0.05)
p = 0.000
	Yes


Source: Developed for the research
	

	5.2.1.1 Aesthetic

	Research Objective 1: To determine the relationship between aesthetic 	and car purchasing decision among Generation Y females.

	Research Question 1: What is the significant relationship between 	aesthetic and car purchasing decision among Generation Y females?

	H1: There is a significant relationship between aesthetic and car 	purchasing decision among Generation Y females.

Based on the Pearson Correlation Analysis, the result shows that aesthetic has significant correlation with cars purchasing decision by Generation Y females (r=0.605). Besides that, the result of Multiple Regression Analysis shows that aesthetic has positive significant with car purchase decision, which is 0.003 (p<0.05). Moreover, the Cronbach’s Alpha value is 0.719 based on the Internal Reliability Test. According to the rule of Cronbach’s Alpha, value that more than 0.6 is questionable and the higher the value means more reliable of the test. Therefore, H1 is supported since it shows a significant relationship between aesthetic and car purchase decision by Generation Y females. 
There is a significant relationship between aesthetic and car purchase decision by Generation Y females based on the result. Aesthetic of a car can be referring to the shape, design, colour and finish of the product and these aesthetic attribute allow consumers to identify their own preference for appeal.

Furthermore, the result was consistent with Ranscombe (2006) as the aesthetic has more influence on consumers’ decision to purchase a car as compared to the technical performance as it can be an indicator of the car quality by examine the external appearance. It is important to have to the ability to differentiate the aesthetic quality of a car in the decision making process. Therefore, consumers would like to purchase a car they think that it is more attractive. 

In addition, the result also consistent with Srivastava (2010), aesthetic not only enhances visual appeal but also create an experience sensory. It can increase customer satisfaction and loyalty by providing opportunity for consumers to try it through various type of sensory experience. Consumers purchase a car based on aesthetic attribute are believed that it can bring enjoyment and pleasure from the entire process of consumption (Sprigler, 2006). 

As conclusion, aesthetic has a positive relationship with purchasing decision of cars among Generation Y females. Car makers should try to get to know more about the taste and preference of female buyers in order to design a car which can cater to their needs.





5.2.1.2 Feature

Research Objective 2: To determine the relationship between feature and car purchasing decision among Generation Y females.

Research Question 2: What is the significant relationship between feature and car purchasing decision among Generation Y females?

H2: There is a significant relationship between feature and car purchasing decision among Generation Y females.

Based on Pearson Correlation Analysis, it show that the features of a car has significant correlation with Generation Y females’ purchasing decision (r=0.599). Moreover, the Multiple Regression Analysis shows that features have a positive significance with Generation Y females’ purchase decision, whereby the significance level is 0.000 (p<0.05). In addition, according to the Internal Reliability Test, the Cronbach’s Alpha value is 0.761. Therefore, the H2 is supported since it shows significance relationship between features and cars purchasing decision among Generation Y females.

From the result, there is a significant relationship between feature and car purchasing decision among Generation Y females. Feature of a product is a function of an item that is capable of fulfilling a consumer’s need and hence is a benefit in owning them (Goldenberg et al., 2003; Mukherjee et al., 2001). Additionally, feature of a product provides another reason for the customer to buy the product (Brown et al. 2000). Therefore, this shows that there’s a positive linkage between features and cars purchasing decision among Generation Y females.

In extent, the tested result was consistent with the finding by Nowlis et al. (1996), the product feature boost the appeal to potential customer and marketing strategies that highlighted the usefulness of the item. An improved and differentiated product with more relevant features and functionality lower cost is favourable in the market (Freund & Roth, 1997). Hence, the Generation Y females customer is looking forward to the type of feature that comes with the car to offer in the marketplace.

Moreover, the result also proved that customer will only choose a car that is widely preferable and acceptable as these features and functionality are the reason and sources of primary advantage to received when the car is purchased (Yoon et al., 1997), thus the customer have a positive impact on product evaluation (Mukherjee et al., 2001). Other than that, the new features that has in the product has been demonstrated to be a robust phenomenon interestingly even in exceptional situations (Carpenter et al., 1994). 

Furthermore, the result also consistent with the finding of Palen et al. (2002), where the purchasing decision of car has to be functional in daily usage which go way beyond the old model offer (Lee, 2007). The term of featuristis (Palen et al., 2000), feature creep (Qualasvirta, 2005) or feature fatigue (Thompson et al., 2005) has been ignored as the customer do not mind to seek for more functionality and feature of the car model. Therefore, the research shows that Generation Y females’ customers are looking forward to the type of feature that comes with the car in the marketplace.

As conclusion, feature has a positive relationship with purchasing decision of cars among Generation Y females. Therefore, car makers should put more feature into their car such as auto-parking and auto braking system. 





5.2.1.3 Price

Research Objective 3: To determine the relationship between price and car purchasing decision among Generation Y females.

Research Question 3: What is the significant relationship between price and car purchasing decision among Generation Y females?

H3: There is a significant relationship between price and car purchasing decision among Generation Y females.

According to the result of Pearson Correlation Analysis, it shows that price has significant correlation with car purchase decision among Generation Y females (r=0.604). In the mean time, the result of Multiple Regression Analysis, it shows that price has positive significance with the car purchasing decision among Generation Y females, whereby significant level is at 0.000 (p<0.05). On the other hand, the reliability test shows that the Cronbach’s Alpha value is 0.677. Therefore, H3 was accepted, there is a relationship between price and car purchasing decision among Generation Y females.

The purchasing behaviour of consumer is related to one another when it comes to aspects like pricing, quality and decision making (Kumar, 2011). This shows consistency as the relationship between price and purchase decision exist alongside the factors of quality and features.

Besides, the result shows consistency with Sirvanci (1998), where it states that pricing affects purchase decision at a different degree when it comes to different valuation of the product. Cars are a high valuation product and price is able to affect the purchase decision of a car.

Furthermore, the result also shows consistency with Wendy (2009), which states that the dynamic pricing policy can affect purchase decision. Dynamic pricing is the use of different pricing according to seasonal holidays and year ends in order to increase sales and revenue to meet the demand and supply of the market.

As a conclusion, price has a positive relationship with purchasing decision of cars among Generation Y females. Therefore, for car dealer to attract the female buyers who are now proven price-sensitive, they can use attractive pricing policy such as year-end discount, government subsidies and zero percent down-payment.


5.2.1.4 Interpersonal Influence

Research Objective 4: To determine the relationship between interpersonal influence and car purchasing decision among Generation Y females.

Research Question 4: What is the significant relationship between interpersonal influence and car purchasing decision among Generation Y females.

H4: There is a significant relationship between interpersonal influence and car purchasing decision among Generation Y females.

Based on Pearson Correlation Analysis, it show that the interpersonal influence has significant correlation with Generation Y females’ purchasing decision towards cars (r=0.571). Moreover, the Multiple Regression Analysis shows that interpersonal influences have a positive significance with Generation Y females for cars purchase decision, whereby the significance level is 0.000 (p<0.05). In addition, according to the Internal Reliability Test, the Cronbach’s Alpha value is 0.802. Therefore, the H4 is supported since it shows significance relationship between interpersonal influence and car purchasing decision among Generation Y females.

The result was consistent with the finding by Deutsch et al. (1955), where they state that informational influence has influence to affect a customer to gather information from others who has evidence about reality. Meanwhile, the result also show that personal interaction upon product selling and services contact is important in creating customer satisfaction (Crosby et al., 1990; Parasuraman et al., 1988).

The result also positive link to researcher’s finding of Burnkrant et al. (1975). The informational influence makes significance impact and directly affects the consumer decision process regarding product evaluations. The information provided to the product in detail through personal contact give rise to mindset consideration for customers purchasing decision (Cohen et al., 1972) and products/brand selections (Bearden et al. 1982; Park et al., 1977). Additionally, this extends into the realm of purchasing decisions, especially when the individuals are highly concerned with how others view their behaviour (Derussy, 2004; Ismail, 2011). Hence, its show that there is a significance relationship between influence and purchase decision of car.

Other than that, the result is consistent as the customers themselves play the role of influence other in purchasing decision through interpersonal communication (Feick et al., 1987; Williams et al., 1995). According to Price (1987) and Rogers (1955), the result is consistent with the researchers to state that opinion leader (Leonard, 1985; Flynn et al, 1996; Venkatraman, 1989) affect the purchasing behaviour of others in a specific product domain. Market maven generating word-of-mouth to influences Generation-Y females towards the cars purchase decision.

In addition, the result shows that consumer susceptibility can affect purchasing decision through identify one’s image with significant others through the acquisition and use of products and brands, the willingness to confirm to the expectation of the others regarding purchase decision, and services by observing others and or seek information from others. Women developed stronger purchase motivations and indicated that female are more susceptible to interpersonal influence (Rose, et al., 1994; Iqbal et al., 2011). Therefore, it shows significance relationship between interpersonal influence and cars purchasing decision among Generation Y females.

As conclusion, interpersonal influence has a positive relationship with purchasing decision of cars among Generation Y females. Therefore, marketers can advertise through social media to reach everyone and create a good image that can attract female buyers. So whenever female buyers want to purchase a car they can inquire information from their family and friends.

















5.3 Implication of the Study

Figure 5.1: Proposed Conceptual Framework: Factors Affecting the Purchasing Decision of Cars among Generation Y Females


Source: Developed for this research


From the proposed framework, we believe it would provide a substantial aid to the management and marketers of the car industry and the dealers. Through the framework, marketers could determine the extent of influence of the factors such as aesthetic, price, feature, and interpersonal influence would affect the purchasing decision of cars among Generation Y females.

For the existing car dealers, this research should be able to provide guidance to their company in terms of changing their marketing focus and marketing strategy to attract more Generation Y female buyers. The companies should be able to take our test variables as a reference to better understand and attack the female consumer market in order to raise their sales volume. With the competition in the automobile industry getting higher and higher, this research could be a great help in helping existing car industries in reconsidering their existing marketing plan to hit their sales target.

Through the research, companies could be able to make better decision by understanding the increasing purchasing power and preference of Generation Y females in purchasing their own preferred car. Cost saving is to be expected in the long run as good decisions are being made along the way. As mentioned by Malaysian reporter Jamil (2013), the outlook report stated that the Hybrid vehicles are expected to hit another 35,000 units this year as compared to last year at 18,000 units. That is the reason why existing companies such as Honda and Toyota are re-emerging as a Hybrid image in the Malaysian market and they are doing very well as recorded by their respective Annual Report 2012.

While for Proton, the Malaysia’s national car brand, this study could provide a guideline for the management before they launch a new car model. In terms of aesthetic, by acknowledging that aesthetic is an important factor that influences sales volume, the management should be able to provide a wider range of colour scheme to attract more consumers to visit the car showroom. From the research result, we found out that aesthetic plays quite a significant role in determining the purchasing decisions of Generation Y females. In addition, the feature of the car cannot be neglected because it has the highest influence towards the purchasing decision of Generation Y females. Consumers are looking for vehicles that are having the few basic features such as the impact safety feature and control safety feature. As a driver personally, we could not predict when accidents would happen or the conditions of the road we are driving on. Therefore, we strongly suggest that Proton should spend more research and development on their feature internally and exteriorly. Despite the fact that the cost price per unit would rise, with the level of protection towards our national car in Malaysia, we believe that Generation Y females are still capable in buying Proton if the feature is up to par with their competitors.
According to the statistics given by the Department of Statistics Malaysia(2009), their statistics shows that the number of registered drivers are gradually increasing since year 2005 to 2009 with a total amount of 1.8 million drivers in Malaysia. Mean while, the number of registered vehicles within the same period of time experience a total increase of 2 million cars and 1.9 million motorcycles being registered. With these figures being stated, the number of accidents caused by cars is also experiencing a hike from year 2005 to 2009 with approximately 380 000 accidents in year 2005 to about 470 000 accidents in year 2009. These figures provides a strong argument over the importance of the car’s impact and control safety feature.

The interpersonal influence and price also poses a significant role in affecting the purchsing decision of Generation Y female because purchasing a car is not a simple task which could be decided almost instantly. A car is being purchased so that people are able to move oneself or things from one place to another at a faster pace and also to reduce the number of workload encountered . Therefore purchasing a car is considered to be an investment where it is going to be in service for a long term. The opinion and review of friends and family is important because they could provide their point of view which the purchaser might have overlooked during the decision making process.

On the other hand, price is a major factor in affecting purchasing decision because purchasing power varies from an individual to another. When the purchasing power of an individual is high, this means that the price would not be significant to that individual. But according to our research, Generation Y females are aged between 19 and 36 where majority of them do not own exeptional purchasing power such as family inheritance or receiving extraordinary high pay from their occupation. Therefore price is a significant factor in our research.



5.4 Limitations of the Study

Along the whole process, we noticed a few limitations of our research. The study subject of our research has been refined to only female in the automobile industry where majority are being popularized by men. By only targeting on female gender, we are unable to make a comparison between the difference of male and female buyers. We are also unable to understand the market as a whole. Although we are trying to understand the purchasing behaviour of Generation Y females, the male’s opinion should also be taken consideration.

We have also limited our research age range to only generation Y where they are aged between 19 and 36. We should also not forget that the automobile industry is changing trends from time to time in order to keep up to the change in technology. Therefore, the opinion from other generations should be taken into consideration as well as they have a higher disposable income as compared to Generation Y.

Furthermore, the variables that we are testing on are majorly on external factors such as aesthetic, feature, interpersonal influence, and price. Internal factors such as customer loyalty, after sales service, and customer’s satisfaction could also be the factors that affect the purchasing decision to cars among Generation Y females. Hence, although our test result shows that 58.7% of the decisions were affected by our external factors, the remaining 41.3% belongs to the internal factors that could change the whole research result.

In conclusion, our research is being governed by the limitations listed above. However, these limitations will not affect the overall result of our study. The reason is that the limitation can lay a foundation for future study in having a better understanding on the similar topic.



5.5 Recommendations for Future Research

For future research, future researchers are encouraged to include Generation Y male into the research rather than just female. This is because in the history of cars, is has been a masculine hobby where only men would spend the most to improve the outlooks and performance of their car. Therefore in order to fully understand the purchasing behaviour of Generation Y, researchers are advised to study on Generation Y as a whole.

In addition, future researchers are encouraged to look into other variables which may also affects the purchase decision of cars. This research are covering factors such as aesthetic, feature, interpersonal influence, and price which are considered as external factors. A thorough research should also include the internal factors such as customer loyalty, after sales service and customer’s satisfaction. By including both internal and external factors into the study, we strongly believe that the future research would have a better coverage on the final result.

We also encourage the future research to be conducted in areas outside Klang Valley where a wider range of respondents are being covered. This is because a research with opinions from the same Generation Y of different places would give a better understanding on the purchasing behaviour of Generation Y. This would lead to a better assumption of Generation Y as a whole.







5.6 Conclusion

As a conclusion, the research project has fulfilled its objectives to study the relationship between aesthetic, feature, price, and interpersonal influence towards car purchase decision among Generation Y females. It also indicates that which factor has the most significant relationship towards the car purchase decision among Generation Y females. Besides, recommendation is being given to future researchers for a guideline to conduct similar research.
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UNIVERSITI TUNKU ABDUL RAHMAN
FACULTY OF ACCOUNTANCY AND MANAGEMENT

Dear Respondents,

We are final year students of Bachelor of International Business (Hons) from Universiti Tunku Abdul Rahman (UTAR), Sungai Long. 

We are conducting a survey on “Factors that Affect the Purchasing Decision of Cars among Generation Y Females” as a part of our degree requirements. The purpose of this survey is to understand the factors that affect purchasing decision of cars among Generation Y females. 

This questionnaire consists of three sections and the completion of this questionnaire will take about 10-15 minutes of your time. Kindly complete all the questions given. All the information collected from the survey will remain private and confidential. 

We appreciate your willingness to participate in this survey. Thank you for your cooperation and contribution to this project.

Should you have any questions or concerns pertaining to this study, kindly contact any one of our team members.

Yours sincerely,

Arnold Neo Wen Fung	a.neo999@yahoo.com
Gary Lai Wei Jung	garylai0628@live.com
Kwan Kiat Ying	kwankiatying@hotmail.com
Melvin Choy Kah Wai	melvin.mc90@hotmail.com
Section A: Demographic Profile

Instruction: Please tick [√] on the relevant answer; each question should have only ONE answer. 

QA1.	Race
	[	] Malay
	[   	] Chinese
	[	] Indian
	[	] Others (Please specify: ______________) 

QA2.	Age
[	] 19-21	[	] 22-24
[	] 25-27	[	] 28-30
[	] 31-33	[	] 34-36 

QA3.	Marital Status
[	] Single without children or dependant(s)*
[	] Single with children or dependant(s)*
[	] Married without children or dependant(s)*
[	] Married with children or dependant(s)*
[	] Separated without children or dependant(s)*
[	] Separated with children or dependant(s)*
* Dependant(s) refers to family members or relatives that are staying with and dependent on you such as aged parents and etc.







QA4.	Highest Level of Academic Qualification
[	] Primary
[	] Secondary
[	] Diploma/ Advanced Diploma
[	] Bachelor Degree/ Professional Qualification
[	] Master Degree
[	] PhD Degree

QA5.	Employment level / years
[	] Student without part time job
[	] Student with part time job
[	] Entry level
[	] Advanced level (with minimum 2 years experience)
[	] Senior level (with minimum 5 years experience)
[	] Managerial level
[	] Unemployed

QA6.	Personal Income
[	] Below RM1000
[	] RM1001-RM2000
[	] RM2001-RM3000
[	] RM3001-RM4000
[	] RM4001 and above









Section B: Factors That Would Affect Purchase Decision

Instruction: Circle only ONE option for each question below. You are given 5 choices of answer ranging from 1 (Strongly Disagree) to 5 (Strongly Agree).


	Strongly Disagree
(SD)
	Disagree
(D)
	Neutral
(N)
	Agree
(A)
	Strongly
 Agree
(SA)

	1
	2
	3
	4
	5




i. Aesthetic

	No
	Question
	SD
	D
	N
	A
	SA

	1.
	The shape and design are my main considerations in buying a car.

	1
	2
	3
	4
	5

	2.
	I feel good about myself when I own a car with superior design.

	1
	2
	3
	4
	5

	3.
	If there are similar cars with similar features available in the market, I will buy the one with the latest design.

	1
	2
	3
	4
	5

	4.
	I would not buy the latest car model If there is no major difference in design over the previous model.

	1
	2
	3
	4
	5




ii. Features

	No
	Question
	SD
	D
	N
	A
	SA

	1.
	I would purchase a car based on the engine performance.

	1
	2
	3
	4
	5

	2.
	I would prefer new technology when purchasing a car. i.e. Hybrid, auto parking system or eco-driving mode

	1
	2
	3
	4
	5

	3.
	Fuel consumption highly affects my car purchasing decision.

	1
	2
	3
	4
	5

	4.
	I would purchase a car that has the highest car safety rating.

	1
	2
	3
	4
	5

	5.
	I would purchase a car if it is comfortable and user-friendly.

	1
	2
	3
	4
	5



iii. Price

	No
	Question
	SD
	D
	N
	A
	SA

	1.
	The maintenance/service cost incurred of the car is an important factor to my decision. 

	1
	2
	3
	4
	5

	2.
	I would buy a car if the car dealers manage to give me extra benefits or discount.

	1
	2
	3
	4
	5

	5.
	I would buy a car if there is seasonal promotion or government subsidy.

	1
	2
	3
	4
	5

	6.
	I would not go over budget in buying my desired car.

	1
	2
	3
	4
	5




iv. Interpersonal Influence

	No
	Question
	SD
	D
	N
	A
	SA

	1.
	After short listing some choices, I usually consult friends and family for advice.

	1
	2
	3
	4
	5

	2.
	I am very particular that my friends and family likes the car I purchase. 

	1
	2
	3
	4
	5

	3.
	I generally purchase a car that I think others will approve.

	1
	2
	3
	4
	5

	4.
	I would go for the car model that is similar to the person I look up to.

	1
	2
	3
	4
	5









Section C: Purchase Decision

	No
	Question
	SD
	D
	N
	A
	SA

	1.
	I would purchase a car that is visually appealing to me.

	1
	2
	3
	4
	5

	2.
	I would purchase a car that fulfills my usage requirement.

	1
	2
	3
	4
	5

	3.
	I would purchase a car based on my financial status.

	1
	2
	3
	4
	5

	4.
	I felt accepted by purchase the same car that others purchase. 

	1
	2
	3
	4
	5








---------------------------------End of Questionnaire---------------------------------

***Thank you for the participation***



Purchasing Decision


Aesthetic


Price


Feature


Interpersonal Influence













Purchasing Decision


Aesthetic


Feature


Price


Interpersonal Influence












Races	13.92%
65.82%
19.62%
0.63%
Malay	Chinese	Indian	Others	0.13919999999999999	0.658200000000003	0.19620000000000051	6.3000000000000191E-3	
Figure 4.2 Age	13.29%
31.65%
23.42%
14.56%
12.66%
4.43%
19-21	22-24	25-27	28-30	31-33	34-36	0.13289999999999999	0.31650000000000283	0.23419999999999999	0.14560000000000001	0.12659999999999999	4.4299999999999999E-2	
Figure 4.3 Marital Status	55.70%
5.70%
9.50%
27.85%
0%
1.27%
Single without children or dependant	Single with children or dependant	Married without children or dependant	Married with children or dependant	Separated without children or dependant	Separated with children or dependant	0.55700000000000005	5.7000000000000023E-2	9.5000000000000043E-2	0.27850000000000008	0	1.2699999999999998E-2	Figure 4.4 Highest Level of Academic Qualification 	17.72%
14.56%
25.95%
39.87%
1.27%
0.63%
Primary	Secondary	STPM / A-Level	Diploma / Advanced Diploma	Bachelor Degree / Professional Qualification	Master Degree	PhD Degree	0	0.17720000000000041	0.14560000000000001	0.25950000000000001	0.39870000000000272	1.2699999999999998E-2	6.3000000000000113E-3	
Figure 4.5 Employment level / years	6.96%

Student without part time job	Student with part time job	Entry level	Advanced level (with minimum 2 years experience)	Senior level (with minimum 5 years experience)	Managerial level	Unemployed	0.19620000000000001	6.9600000000000023E-2	0.20250000000000001	0.20250000000000001	0.2215	3.7999999999999999E-2	6.9600000000000023E-2	
Figure 4.6 Personal Income	Below RM1000	RM1001-RM2000	RM2001-RM3000	RM3001-RM4000	RM4001 and above	0.2722	0.15820000000000162	0.2722	0.2215	7.5900000000000009E-2	
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