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ABSTRACT

This research paper aims to explore the factors (price consciousness, credibility, self-
concept and brand personality) and investigates how these factors influence the attitude of
Malaysian Gen Y males and their purchase intention towards men’s facial care products.
More specifically, this research also examines the relationship between each factor (i.e. price
consciousness, credibility, self-concept and brand personality) and attitude, between each
factor (i.e. price consciousness, credibility and brand personality) and purchase intention. The
mediating effect of attitude between dependent variable (purchase intention) and independent
variable(s) (i.e. price consciousness, credibility, self-concept and brand personality) is
determined as well. The convenience sampling method is used to collect primary data. A total
of 517 sets of survey questionnaire were distributed to all target respondents at chosen
universities and colleges situated in the Klang Valley area. The survey is conducted using
investigator-administered technique. Only 400 of them are valid responses and accepted for
data processing.

The top three leading brands (Garnier Men, L’Oreal Paris Men Expert and Gatsby)
are selected out of six brands to explain the behaviour of most Gen Y males. Garnier Men
shows that credibility and self-concept significantly influence attitude. L’Oreal Paris Men
Expert indicates that price consciousness, credibility and self-concept significantly influence
attitude. Gatsby reports that only price consciousness significantly influences attitude. The
results also reveal that price consciousness, credibility and self-concept directly influence
purchase intention. The mediator “attitude’ is also reported of having indirect effect between
dependent (purchase intention) and independent variables (price consciousness, credibility
and brand personality), but ‘attitude’ does not have a significant mediation between self-
concept and purchase intention.

The paper provides benefits to brand managers some ideas and marketing insights by
understanding the attitudes and behavioural patterns of local Gen Y males towards men’s
facial care products. The research limitations are convenience samples which may lack
generalization power to Malaysian population. Some extended concepts are suggested for
further studies.

Keywords: Generation Y males, Metrosexual, Motivation, Theory of reasoned action,
Attitudes, Purchase intention
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CHAPTER 1

INTRODUCTION

1.0 Background of the Research

Today the beauty industry will not just focus on female markets (Dade, 2007).
These days many beauty companies have been expanding their business towards
men’s facial care products. Jones (2010) found that the sales of men’s grooming
products in the US were estimated at USD 4 billion, and men’s facial care alone
reached USD 500 million in 2009. However, Asian markets may give a more
promising growth for sales to men than Western markets. For instance, Japan and
South Korea have strong male facial care markets, where there is also a fashion
trend among men buying cosmetics that made them feel delicate and pretty (Jones,
2010). The fastest growing among men’s grooming segments is facial care, which
refers to non-shaving products such as facial cleansers, moisturizers and exfoliants
(Newman, 2010).

Beauty companies normally use the marketing term “metrosexual” to target their
niche businesses (Lake, 2009). Metrosexuals are those heterosexual men who
spend a lot of time and money on their appearance and love shopping. They can
also be described as urban male with a strong aesthetic sense who spend more

time and money on their appearance and lifestyle (Collins English Dictionary,
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2009). Therefore, they frequently purchase men’s facial care products to maintain

their appearance.

Most of the men’s magazines do not just published about cars, motorcycling,
fishing or even pornography (Jackson et al., 2001) but also the personal care
related information. The facial care advertisement in magazines triggers
consumers’ cognitive component and affective component to purchase the brand.
Consumer attitudes include three components, which are cognitive (beliefs),
affective (feelings), and behavioral (response tendencies). Male readers are more
likely to purchase facial care products which they have positive results in facial
hygiene and attractive styling from the advertisement of their products.
Meanwhile, they also like the facial care products if the endorser’s attractiveness
(credibility) is strong to arouse their excitement (emotion) and purchase the brand
(Hawkins & Mothersbaugh, 2010).

Men purchase and consume men’s facial care product not just for its tangible
benefits, but also the hidden motivation of such consumption that is to create,
develop and maintain a person’s identity (Featherstone, 1991). Men prefer to stay

young in order to have certain desired situations.

1.1 Justification of the Research

1.1.1 Market Trend and Opportunities

Facial care industry is traditionally associated with ladies but there is an
increasing demand for facial care products by men. In the 21% century, the niche
market for men’s facial care business is growing at a fast pace and is gradually
representing an important opportunity for all manufacturers in the industry.
According to a survey conducted by L’Oreal (Souiden & Diagne, 2009), a key
player in the facial care business in 1990 only four percent of men claim to

regularly use a facial care product, compared to 21 percent in 2001. In 2015, this

page 2 of 159



percentage is expected to increase to 50 percent (Souiden & Diagne, 2009).
Euromonitor International (2007) also reported men’s facial care products
represent more than 30 percent of the entire cosmetic market in Western countries.
The global sales are reported to grow 18 percent every year between 2006 and
2011; the market is expected to be worth $25 billion. In the U.S., the sales of
men’s cosmetics may reach US$ 3.2 billion by 2016, from an estimated US$2.6
billion in 2012 and US$ 2.2 billion in 2006. In the European markets, the sales
have increased from 289 million euros in 2005 to 420 million euros in 2010 within
the continent’s five biggest markets France, Germany, Italy, Spain, and UK. In
China, the annual sales growth may achieve above 20 percent per year between
2012 and 2014 (Gallon, 2012; RNCOS, 2012).

Appendix A shows that Asia has the largest latent market with USD 0.1
billion or 35.12 percent, followed by Europe, the Middle East, North America and
the Caribbean. One third of the global demand is from Asia region. Appendix B
summarises that the total global sales that has grown about 24 percent from 2002
to 2012. Asia is an attractive market to help those industry players increase their
global market shares against their rivals.

Appendix C concludes that annual sales in Malaysia is at least USD 1.17
million. Malaysia accounts for at least 1.11 pecent every year based on the
regional market and at least 0.40 percent each year based on global market.

Appendix D shows that the top three cities (Kuala Lumpur, Ipoh, and
Johor Bharu) have strong demand in men’s facial care products. However, Kuala
Lumpur performs the best (22.08 percent) nationwide, followed by Ipoh (7.38
percent) and Johor Bharu (6.34 percent). Majority of sales are from the capital city
of Wilayah Persekutuan, Perak, and Johor state although some (12.06 percent) are
from other cities. In Malaysia, the sales growth is more promising due to the urban
male population with personal income of RM4, 000 and above approaching to
seven million (Lee, 2008). Therefore, the entire market is expected to grow more
competitive with more brands. These days most of men’s facial care users are not
just metrosexual men as the younger generation are also aware of their appearance
to seek for more confidence (Lee, 2008). The study by Coley and Burgess (2003)
also states that men aged between 18 and 34 shop more than older men in retail

channels, whereas those aged between 16 and 24 are more openly shopping for
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cosmetics than in the past years. Hence, Generation Y (Gen Y) men are interested
in and involved with fashion (Bakewell et al., 2006; Kim et al., 2011). However,
there is not much research done in emerging markets, except Thailand (Buaman &
Phuengsuktechasit, 2011; Bumrungkitjareon & Tanasansopin, 2011).

Nowadays, young men are more aesthetically conscious than past decades
(Souiden & Diagne, 2009). Facial care market for males is predicted to be more
potential to grow than female market. According to the horizontal bar chart shown
in Appendix I, the number of Malaysian males including age groups between 15
and 29 is greater than the same age groups for females. The statistics also showed
that Gen Y male population was growing from 2000 to 2010. Lastly, the male
population of these age groups 15-29 is the highest among other age groups. Thus,
this research targets Malaysian Gen Y males aged between 16 and 33 to
investigate their attitude and purchase intention towards men’s facial care

products.

1.2 Problem Definition

Marketing research providers often use external sources to share information
across the company, benefiting to the whole industry. Quaterly sales report is one
of the common sources of secondary data (Hair et al., 2010). This research
collects a two-quarter sales report from a pharmacy retail store (P&C Sdn Bhd),
which is situated at Sungai Wang Plaza, Kuala Lumpur. Men’s facial care brands
in Figure 1 include Garnier Men, L’Oreal Paris Men Expert, Gatsby, Nugeno Men
Cool, Olay Men Solutions and Vaseline Men. The sales report compiled in
Appendix E is only for men’s facial cleanser. In order to explore the sales
problems based on the attitude and purchase intention of Gen Y males, a line

graph is projected in Figure 1.

(Note: The rest of this page is intentionally left blank)
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Figure 1: Sales between First and Second Quarter of 2012

Sales between First and Second Quarter of 2012

Garnier Men (26%

)
$1.000 /\ LorealParis MenExpert (23%)

400 /X Olay Men Sclutions (12%)
\/\__’—\ VaselineMean (%)

Jan Feb Mar Apr May

Source: P&C Sdn Bhd. (2012). Sales between First and Second Quarter 2012. Kuala Lumpur:
MPC Sdn Bhd.

For the first quarter of 2012, Gatsby rises rapidly between February and March
2012. Since the first month of second quarter (April 2012), the sales for Nugeno
Men Cool, Olay Men Solutions and Vaseline Men slightly decreased; while the
sales from Garnier Men, L’Oreal Paris Men Expert and Gatsby increased.

In this scenario, the brand switching may occur due to decline in
consumers’ brand loyalty and growing acceptance of other brands. Some of them
are more willing to try alternative brands (Shukla, 2009; Givon et al., 1997; Kahn,
2011). Switching behaviour can be caused by individual’s intrinsic motivations,
variety, curiousity, and other reasons (McAlister & Pessemier, 1982; Shukla,
2009).

Facial care consumers definitely have their own reasons such as
individual’s intrinsic motivations to switch from brand to brand. This research
begins from corporate sales changes in facial care brands between first and second
quarter of 2012, then aims to explore whether those variables (price consciousness,
credibility, self-concept, and brand personality) are the significant reasons to
explain the attitudes and purchase intention of Gen Y males towards men’s facial
care products. However, factors that relate to brand switching are common in

telecommunication industry but not so much in facial care industry (Sathish et al.,
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2011; UKESSAYS.com, n.d.). Therefore, reasons can be price level, branding
matters, consumers’ self-perceptions, and so forth.

1.3 Research Objectives

The research objectives include general and specific objectives to clarify the

purpose of the study.

1.3.1 General Objectives

The general objective of this study is to explore the factors (price consciousness,
credibility, self-concept and brand personality) and investigate how these factors
influence the attitude and purchase intention of Malaysian Generation Y (Gen Y)

males towards men’s facial care products.

1.3.2 Specific Objectives

The specific objectives of this research are:

To examine the relationship between all factors (price consciousness,
credibility, self-concept and brand personality) and attitude of Gen Y
males

To examine the relationship between price consciousness and purchase
intention

To examine the relationship between credibility and purchase intention

To examine the relationship between brand personality and purchase

intention
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To examine the relationship between attitude of Gen Y males and purchase
intention

To determine whether attitude of Gen Y males is a significant mediator
between each factor (price consciousness, credibility, self-concept and

brand personality) and purchase intention

1.4 Research Questions

The research questions consist of general questions and specific questions.

1.4.1 General Questions

The general question of this research is “What are the effects of the four factors
(price consciousness, credibility, self-concept and brand personality) on the
attitude of Gen Y males and their purchase intention towards men’s facial care

products in Malaysia?

1.4.2 Specific Questions

In order to gain a deeper understanding about the attitude and behavior of Gen Y
males towards men’s facial care products, the specific questions are developed as

follows:

Are all factors (price consciousness, credibility, self-concept and brand
personality) related to the attitude of Gen Y males?

Is price consciousness related to purchase intention?

Is credibility related to purchase intention?
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Is brand personality related to purchase intention?

Is the attitude of Gen Y males a mediator between each factor (price
consciousness, credibility, self-concept and brand personality) and

purchase intention?

1.5 Implication for Business

Past research found men aged between 18 and 34 shops more frequent than older
men in retail stores or malls (Coley & Burgess, 2003). But age ranging between
16 and 24 are more openly shopping for personal care items than in the past years
(Coley & Burgess, 2003). The demand for men’s facial care products is increasing
because young men are aesthetically conscious (Souiden & Diagne, 2009).
Therefore, a marketing research is conducted by a UTAR MBA student to explore
the behaviour of Gen Y males in Malaysia. This research aims to directly benefit
those brand managers who are servicing the male cosmetic companies,
specifically doing business in men’s facial care products. It also helps the industry
players understand what their competitors’ strengths and weaknesses based on the
local market needs. When all competing firms are analyzed together, a company
can observe where its competitors are concentrating their marketing efforts and
how they perform below customer expectations (Hair et al., 2010; Kent, 2007).

Secondly, the research helps firms to shape their own product brands to be
more unique than other brands. Brand differentiation is important to position a
brand and strengthen its brand uniqueness to avoid a direct competition with close
competitors (Ingenhoff & Fuhrer, 2010). Consequently, it will gain more sales and
raise the market shares (Poonia, 2010).

Thirdly, this research also assists brand managers to understand what Gen
Y males in Malaysia think, what they desire to be, and how they are triggered in
their buying intention in terms of their personal motivations. Motivation is the

energizing force that activates a behaviour and provides a purpose and direction to
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that behaviour. It helps answer the question of “why” consumers engage in

specific behaviours (Hawkins & Mothersbaugh, 2010).

1.6 Methodology

Research problems are found from a two-quarter sales report. A survey is
conducted with target samples for data collection. All returned responses are
processed and analyzed by quantitative methods. Data analysis includes
descriptive analysis, reliability analysis, inferential analysis and mediation
analysis. All statistical results are interpreted in Chapter 4, followed by the

discussion in Chapter 5.

1.7 Structure of Project

The body of the research is sequenced as follows:
Chapter One: Introduction

The idea of this research is introduced by the background of study, justification of
the research, problem definition, research objectives and research questions. This
chapter also includes implications for business, methodology, structure of project

and chapter summary.
Chapter Two: Literature Review

This chapter defines and describes each component inside the conceptual
framework. The review contains the discussion and evaluation of journal articles
or secondary data relevant to the research topic. Also, this chapter serves as the
foundation for determining the conceptual framework and the hypotheses to be

tested or propositions to be investigated.

Chapter Three: Methodology
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This chapter describes how this research is carried out in terms of research design,
data collection, sampling design, research instrument and pilot test. All
information of the returned questionnaires will be statistically processed and
analyzed using quantitative methods.

Chapter Four: Research Results

All of the research findings are reported in this chapter. Table and graphs are used
to present the results in a more effective manner. All data will be statistically

analyzed and interpreted for further discussion.
Chapter Five: Discussion, Implications, Limitations

The last chapter presents the discussion of the research results. All research
questions will be answered in accordance with the research outcomes. The
empirical results are discussed by referring to the existing literature and other
supportive sources. This chapter also highlights the implications and limitations of

this study and provides some recommendations for further studies.

1.8 Chapter Summary

This chapter is an overview of the research. It describes the background of study,
the latest market trend and demand towards men’s facial care products. It provides
a general outlook of the whole industry so that readers can understand the
direction of this research. The chapter also explains the reasons to carry out this
research and describes how this research provides insights to firms and brand

managers.

(Note: The rest of this page is intentionally left blank)
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CHAPTER 2

LITERATURE REVIEW

2.0 Chapter Overview

This chapter summarizes all relevant literatures and findings adopted from the
past studies as well as secondary data. Major sources are books, academic papers,
websites and other sources. The conceptual framework of this research is
developed using TRA model and other theories. Each variable is clearly defined in
order to provide deeper understanding towards the research direction. Following
hypotheses are developed and to be tested.

2.1 Theory of Reasoned Action (TRA)

Based on the theory of reasoned action, intention can be determined by two
components which are attitude and subjective norm. ‘Attitude towards a
behaviour’ measures the extent to which an individual has a favorable or
unfavorable evaluation of the behavior in question whereas subjective norm
measures the influence that other people have over an individual’s intention to
undertake the behavior (Thompson & Vourvachis, 1995). Choo et al. (2004)
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explains that “ theory of reasoned action “ (TRA) is one of the most frequently
used models to predict consumers’ behavior. The model includes causal
relationships among belief-attitudes-behavioral intentions-behavior.

Figure 2: Theory of Reasoned Action (TRA)

ON

7

Intention —_— Behaviour

Subjective

norm

Source: Ajzen, |., & Fishbein, M. (1975). Belief, attitude, intention and behavior : an introduction
To theory and research . MA: Addison Wesley

Ajzen, ., & Fishbein, M. (1980). Understanding attitudes and predicting social behavior.
NJ:Prentice Hall

Blanthorne, C., Jones-Farmer, L. A., & Almer, E. D. (2006). Why you should consider
SEM: a guide to getting started. Advances in Accounting Behavioral Research, 9, 179-207

Hale, J. L., Householder, B. J., & Greene, K. L. (2003). The Theory of Reasoned Action.
Thousands Oaks: Sage

Self-concept is one of the factors being tested in this research. It represents the
totality of individual’s thoughts and feelings. This is usually made up of “self-
esteem” which is the value with which a person views himself. Men will
consistently behave with their personal self-concept in order to maintain their self-
esteem (Phau & Chang, 2004). The literature of Daunt and Harris (2012) explains
that men have more aggressive ego than women. Younger males are more likely
to indulge in certain behaviors motivated by ego enhancement than females

(Harris & Reynolds, 2004). Therefore, subjective norm is neglected in this project
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framework (Miller, 2005), because this research attempts to investigate an
individual purchase behavior of Gen Y males, which is not affected by social
normative pressure that cause biases, especially friends, spouse and others. In
order to keep the entire results fully personal and reduce human errors in this
research, the subjective norm is not added. Otherwise, the fit between brand

personality and self-concept is not persuasive.

2.2 Price Consciousness

Price consciousness is the degree to which the consumers focuses exclusively on
paying low prices. This means they use price as a negative element in purchase
decision (Jin & Suh, 2005; Sandra, 2011). Also, price consciousness can be
defined as consumer who is reluctant to pay for the distinguishing features of a
grocery item if the price difference for these features is too large (Sinha & Batra,
1999).

The price of gray market goods may affect people’s buying behavior and has been
studied extensively before (Huang et al., 2004; Lichtenstein et al., 1993). The past
study Sinha and Batra (1999) for grocery items also determines that price
consciousness has the strongest role in predicting private label brand purchase in
Western Europe and North America. Price consciousness, may vary across
different countries and products’ brand. Therefore, this research will investigate
whether Malaysian Gen Y males are price-sensitive in making their purchase

decision towards men’s facial care products.
H.: Price consciousness is significantly related to attitude towards the brand
H.: Price consciousness is significantly related to purchase intention

Hs: Attitude towards the brand mediates the relationship between price
consciousness and purchase intention

2.3 Credibility
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Credibility is a multi-dimensional concept, that is related to various
communication sources. The identified dimensions of credibility can also function
as clues for the enhancement of a source’s credibility. Source credibility has an
impact on message receivers’ attitudes, intentions and behaviors (Eisend, 2006).
Brand credibility will be examined to explain the overall credibility of endorsed

men’s facial care products (Bruner et al., 2005).

2.3.1 Brand Credibility

Brand credibility can be studied from the source credibility research stream.
Source credibility means a sender’s positive characteristics that may affect a
receiver to accept the message or the believability of an entity’s intentions. This
sender or entity can be a real person, a cartoon character, a corporation or a brand
(Ohanian, 1990; Frieden, 1984, Stafford, Stafford, & Day, 2002; Keller, 2000). In
this research, the pictures shown in Section A of survey questionnaire are
endorsed-celebrities for low-end products. Most importantly, brand credibility is
the product information embodied in a brand. Credibility has three main elements,
which are trustworthiness, expertise and attractiveness/likeableness (Wang &
Yang, 2010). ‘Trustworthiness’ refers to an audience’s belief that the
communicator provides information in an honest manner, without a motivation for
manipulation or deception (Ohanian, 1990). ‘Expertise’ is defined as to a source’s
perceived skills. Lastly ‘Attractiveness/likeableness’ is associated with the
source’s image. Thus, brand credibility requires consumers to perceive that the
brand has ‘willingness’ (trustworthiness), has the ‘ability’ (expertise), and is
‘dedicated’ (attractiveness/likeability) to consistently deliver what has been
promised (Erdem & Swait, 2004). The highly attractive endorser in sports
advertisement positively affects purchase intention when the match-up between
sports products and endorser is high (Goldsmith et al., 2000; Liu et al., 2007). In
addition, Maathuis et al. (2004) finds that brand credibility is significantly related
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to consumers’ emotion which is affecting their decision making although many
other reasons vary across different brands. Brinol et al. (2004) reports that there is
a positive relationship between ‘source credibility’ and respondents’ attitudes
towards the laundry detergents. The study Wang and Yang (2010) also reports that
‘brand credibility’ significantly and positively impacts consumers’ brand purchase

intention.
Ha: Credibility is significantly related to attitude towards the brand
Hs: Credibility is significantly related to purchase intention

He: Attitude towards the brand mediates the relationship between credibility
and purchase intention

2.4 Self-Concept

Self-concept or self-perception or self-image is how people perceive themselves.
Self-concept includes attitudes, perceptions, beliefs and self-evaluations (Wu &
Chan, 2011). Also, it can be defined as the totality of the individual’s thoughts and
feelings, having reference to himself as an object (Rosenberg, 1979). However,
this theory combines the ‘ideal self-concept’ (the way an individual would like to
be) and ‘real/actual self-concept’ (how an individual actually perceives himself).
Basically, people raise their real/actual self-image towards their ideal self-concept.
That is why they seldom buy products that jeopardize their self-image. For
instance, someone who sees himself as a trendsetter, will only buy certain brands
to project a contemporary image (Lamb et al., 2010; Hawkins & Mothersbaugh,
2010; Schiffman & Kanuk, 2007; Sengupta, 2005). Moreover, Sengupta (2005)
clarifies that self-concept or self-image is the mix between the individual’s basic
physical and emotional characteristics in terms of the image of his real self and of
his ideal self. Hence, people will have the following patterns of purchase behavior
such as firstly, buy products consistent with self-concept; secondly, avoid
products inconsistent with self-concept; and thirdly, trade up to products that

enhance self-concept. Most branded products have a physical and a symbolic
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character. Positioning a brand with strong symbolic values helps support the self-

concept of the target consumers. (Sengupta, 2005)

Self-concept is a multi-dimensional concept (Onkvisit & Shaw, 1987). Self-
concept is relevant to the study of consumer behavior because the image that a
person has about himself frequently dictates specific behavior patterns. Self-
concept involves ideas and feelings that individual has about himself in relation to
others in a socially determined frame of reference. Individual self-perception, may
explain why and/or how he is motivated by revealing how he views reference
groups, different brands, as well as how he chooses to interact with these objects
(Hawkins & Mothersbaugh, 2010). Maintaining personal appearance is not just
limited to apparels, now cosmetic products are also commonly used to enhance a
young man’s appearance and to fantasize his style or aesthetic preference (Guthrie
et al., 2008). However, self-concept is one of the subjective dimensions to explain
the way a person sees himself (Onkvisit & Shaw, 1987). The study of He and
Mukherjee (2007) reports that the consistency of self-concept significantly
influences an individual attitude and behavior. Also, Wu and Chan (2011)
indicates that individual self-concept will affect his/her attitude towards cosmetic

and facial care products.
H,: Self-concept is significantly related to attitude towards the brand

Hs: Attitude towards the brand mediates the relationship between self-

concept and purchase intention

2.5 Brand Personality

Brand personality is the set of human characteristics associated with the brand. It
tends to serve a symbolic or self-expressive function and has been strategized for
brand positioning. The first study Aaker (1997) constructs five dimensions of
brand personality: brand sincerity, brand excitement, brand competence, brand

sophistication and brand ruggedness. Brand sincerity represents warmth and
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acceptance, brand excitement represents sociability, energy, and activity, brand
competence represents security and dependability, brand sophistication represents
class and charm, and brand ruggedness represents masculinity and strength. Those
personality traits are formed and influenced by direct and indirect connections
between the person and the brand (Ouwersloot & Tudorica, 2001). Brand
personality traits provide symbolic meaning and emotional values to a person.
Such effects will trigger an individual brand preference to make his purchase
decision. Basically, the relationship between the brand-as-person and the
individual is analogous to the relationship between two people. As the brand
personality provides depth, feelings and liking attitude to the relationship, a firm
brand-person relationship is eventually built up (Rajagopal, 2006). Brand
personality enables the person to express his own self or specific dimensions of
the self (Hem & Iversen, 2002; Aaker, 1999; Kleine et al., 1993). It presents the
symbolic function and helps the person differ from or integrate himself with
others (Keller, 1993). This encourages the use of a given brand as a self-
expressive device by a person who holds a similar position and want to present a
similar image or ideal self (Malhotra, 1988). Thus, brand personality is one of the

key motives influences his intention to buy his favourite brand.

2.5.1 Brand Sincerity

Brand sincerity represents the brand openness (Chang, 2009). It also can be
described as how realistic the brand is. A sincere brand must present friendliness
and easygoing to them as well (Chang, 2009). The results from Morschett et al.
(2007) explain that sincerity personality traits have a significant positive influence
on store loyalty, which measured the intent to recommend that retail outlet. Also,
it summarizes that sincerity trait influences the most towards a buying intention.
For example, Hallmark creates its own sincerity to allow consumers to have the
perceived personality and influence their intention to purchase the brand (Beldona
& Wysong, 2007).
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2.5.2 Brand Excitement

Brand excitement can be described as how daring and spirited the brand is. Its
brave characteristic must demonstrate unique, imaginative, trendy, up-to-date,
cool, and contemporary to the products (Chang, 2009). For instance, the brand
Nokia creates its uniqueness by adopting advanced technology and targeting
young people markets (Chang, 2009).

According to Harmancioglu et al. (2009), consumers’ excitement is significantly
related to the impulse buying. This type of motivation is being triggered by
satisfying their self-esteem and self-actualization need towards new products
(Hausman, 2000). Also, Ozsomer and Lerzan (2007) discover that the personality
trait excitement has a significant positive influence on the intention to purchase a
brand.

2.5.3 Brand Competence

Brand competence indicates that the brand has competitive advantages for
decision making (Chang, 2009). It should be reliable and successful. This will
help firms increase the reputation and competition. The brand image should also
be intelligent, confident, secure and technical, so that it will be useful and
trustable (Chang, 2009).

However, the results of Zentes et al. (2008) show that retail brand competence has
significant influence on behavioral loyalty. This affects the purchase likelihood.
For an enthusiast consumer, brand competence has been discovered as the
predictor of positive brand attitude and purchase intention (Freling & Forbes,
2005; Wysong et al., 2002).
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2.5.4 Brand Sophistication

Brand sophistication indicates that the brand should be attractive, good-looking,
glamorous and charming. Also, the brand is positioned as upper-level quality. One
of the brand sophistication traits, ‘Smooth’ stands for stability of a brand.
Normally it is positioned for female niche markets, because it is feminine (Chang,
2009). Brand sophistication is proved and has a significant positive influence on

brand attitude and on consumers’ behavioural intentions (Guse, 2011).

2.5.5 Brand Ruggedness

Brand ruggedness indicates the brands appeal to the wild and extroverted (Chang,
2009). The traits, tough and rugged represent that the brand is strong and robust.
Its characteristics are more masculine or man-oriented. For example, mobile
phone brands are outdoorsy like Nokia 5-series, Motorola and Blackberry (Chang,
2009). Based on the results in Morschett et al. (2007), ruggedness has a significant
influence on store loyalty. Its store brand loyalty is measured by the intent to

recommend the retail outlet.
Hs: Brand personality is significantly related to attitude towards the brand
Hio: Brand personality is significantly related to purchase intention

Hq: Attitude towards the brand mediates the relationship between brand

personality and purchase intention

2.6 Attitude

“Attitude” means a learned predisposition to respond to an object in a consistently

favorable or unfavorable way. Ajzen and Fishbein (1975) elaborates the attitude
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model as the belief that an individual takes an information-processing approach to
develop an attitude. Hence, it is not just the object or information that is provided
at the decision-making stage. However, this research only focuses on an
individual’s attitude towards a brand.

Based on the literature of Ketelaar et al. (2010) says that the attitude
towards the magazine advertisement includes both positive and negative effects of
openness in advertising. The attitude towards an advertisement is positively
related to brand beliefs and the attitude towards the brand. Also, the attitude
towards a brand influences purchase intentions (Heath & Gaeth, 1994). Guthrie et
al. (2008) finds a different group of brand personality traits which positively
influence brand attitude for the three cosmetic brands (MAC, Clinique, and
CoverGirl). Competence and sophistication influence positive perceptions for the
CoverGirl brand, whereas excitement influences positive feelings towards the
Clinique brand (Guthrie et al., 2008).

Credibility has a strong positive relationship with “Attitude toward the
Advertiser’, which in turn has a strong positive relationship with ‘Attitude toward
the Ad” (Lutz et al., 1983). The study of Lafferty and Goldsmith (1999) also
proves that ‘Corporate Credibility’ positively influences ‘Attitude toward the

Magazine Ad’, ‘Attitude toward the Brand’ and ‘Purchase Intentions’.

2.7 Purchase Intention

Purchase intention is defined as the probability of a person purchases certain
products or brands (Dodds et al., 1991). “Attitude towards a brand’ can form the
basis for purchase intention as well as actual behaviour. Theory of Reasoned
Action (TRA) explains that purchase behavior is determined by purchase intention
which is in turn is determined by attitudes (Blanthorne et al., 2006; Ajzen &
Driver, 1992; Pierre et al., 2005; Schlosser et al., 2006). However, buying
intention has wider implications and always has positive influence on an

individual’s action.
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Past studies also have examined the positive relationships between brand
personality dimensions and positive brand attitudes and purchase intention
(Freling & Forbes, 2005; Wysong et al., 2002; Guthrie & Kim, 2009). Some
studies also recommend to extend their research on the influence or relationship
between brand personality and buying intention (Beldona & Wysong, 2007,
Fetscherin & Toncar, 2010; Wang & Yang, 2010).

Batra and Sinha (2000) found that price consciousness is the strongest among all
the variables studied which affects people’s intention to buy cheaper private label
brands. People who are price-sensitive have less intention to purchase expensive

brands.

Goldsmith et al. (2000) reports that brand credibility significantly affects “attitude-
toward-the-brand’ and purchase intention in athletic shoes business. A credible

brand may convince a person in his intention to buy the shoes based on the brand.

H.2: Attitude towards the brand is significantly related to purchase intention

2.8 Individual Motivation

Motivation is the reason for a behavior. A motive is a construct that represents an
unobservable inner force that stimulates and compels a behavioural response. It
also provides a specific direction to that response (Hawkins & Mothersbaugh,
2010). Therefore, a motive is explained as why an individual does something. The
terms “need and motivation” are often used interchangeably. When an individual
feels a gap between a desired state and his actual current state a need is recognized
and experienced as a drive state referred to as motivation (Hawkins &
Mothersbaugh, 2010). Similarly, self-concept congruity theory, explains that a
person intends to purchase men’s facial care products when he desires to seek for
his ideal self-concept (the way an individual would like to be) (Sirgy, 1982;
Quester et al., 2000). For example, a person maintains his face image all the time

to achieve his ideal self-concept. In other words, attractiveness of endorser in
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sports advertisement is part of the credibility (Goldsmith et al., 2000; Liu et al.,
2007). This enables a person to fantasize himself as the person (endorser) he
would like to be before using his best-fit facial care brand. In addition, the
commitment towards brand personality is a long-term orientation, including the
desire to maintain such relation with a brand. It is also a psychological attachment
to a brand (Bouhlel et al., 2011). Price-sensitive person will aim at a cheaper
brand as his motive to purchase the brand (Huang et al., 2004). However, an

individual can have various motives to trigger his purchase intention.

2.9 Generation Y Males

Generation Y (Gen Y), aged between 16 and 33, are the children of the “Baby
Boomers” generation or “Generation X” (Hawkins & Mothersbaugh, 2010). They
are characterized by a strong sense of independence and autonomy. They are also
assertive, self-reliant, emotionally and intellectually expressive, innovative, and
curious. Interestingly, a study done in Eastern European for boutique market
shows that young male respondents are more fashion conscious than their female
counterparts (Manrai et al., 2001). Nowadays, men aged between 18 and 34 shop
considerably more than older men in retail channels and those aged between 16
and 24 are more openly shopping for health and beauty products than in the past
years (Coley & Burgess, 2003; Souiden & Diagne, 2009). Gen Y men are willing
to use cosmetics from traditionally and female grooming products to improve their
physical appearance (Adweek, 2013). Nowadays, Gen Y males are more likely to
shop for men’s grooming items because they are becoming more comfortable with
the idea of purchasing their own facial care items (Loo & Ibrahim, 2005; Sturrock
& Pioch, 1998).

2.9.1 Metrosexual Men
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Metrosexual men are those men with strong aesthetic sense who live or work in
metropolitan cities and will spend a lot of their time and money on their
appearance and trendy lifestyle (Clarkson, 2005; Souiden & Diagne, 2009). The
article adopted from Research Portals Ltd (2009) states that the survey results
done by Dutch magazine Marketing Tribune, reports that metrosexuality is widely
penetrated among younger males. Majority of them, with the high-scoring ‘Metro
behavior’ (such as shopping, fitness, and fashion interest) are found among those
aged under-35, who is being segmented as late teens and Gen Y men. However,
the metrosexual lifestyle is often associated with young singles than with a
married man with children (Research Portals Ltd, 2009). In Japan, many young
metrosexual men select the brand that is endorsed by popular celebrities
(McCracken, 2003). The literature of Fan et al. (2010), also mentions that young
men select brands because they would like to imitate the celebrity endorsers such
as Brad Pitt and David Beckham. Those celebrities are well-known and have their

particular looks and style, which resonate well with the metrosexual tastes.

2.10 Conceptual Framework

The conceptual framework of this research has been developed and shown in
Figure 3. It is a ‘map’ that draws together the concepts and being used as a
research guidance to outline the proposed relationships between variables. It is the
modifications and developments of models and theories found from the past
studies (Fisher, 2010). According to research objectives and questions in Chapter
1, four factors: (price consciousness, credibility, self-concept, and brand
personality), are investigated to check whether they have any significant
relationship with attitude or purchase intention.
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Figure 3: Research Framework
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Source: Developed for the research

2.11 Hypotheses Development

After determining the dependent variables, independent variables and mediating

variables; all hypotheses are developed and tabulated in Appendix F.

2.12 Chapter Summary

This chapter is the review of secondary sources. It provides better understanding
in terms of the background and contextual information for this study. All theories
and literatures drawn from past studies are reviewed and evaluated in order to
develop ideas (investigating individual motivation of Gen Y males), towards a

new conceptual framework to this research. The conceptual framework is
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designed based on the research questions and objectives in Chapter 1. Each

relationship between variables is developed and hypothesized accordingly.

(Note: The rest of this page is intentionally left blank)
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CHAPTER 3

METHODOLOGY

3.0 Chapter Overview

This chapter mainly compiles all information of how this research is implemented
using the specific sampling, survey and statistical methods. The overall scope
covers research design, data collection, sampling design, questionnaire design

together with pilot study, data processing and data analysis.

3.1 Research Design

A research design is a “blueprint” of this study that specifies the methods and
procedures for collecting and analyzing the needed information (Zikmund &
Babin, 2010). It provides a structured framework or plan of action to ensure this
research is well-organized and implemented systematically.
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This study includes three types of research designs; there are exploratory research,
descriptive research and causal research (Beri, 2008). Exploratory research
generates insights that help define the problem in chapter 1 and increase the
understanding of respondents’ motivations, attitudes and behaviour (Hair et al.,
2009). It is carried out to explore the reasons by observing the sales drop between
the first and second quarters shown in Figure 1; this creates more interest to the
researcher to investigate how these factors (price consciousness, credibility, self-
concept and brand personality) influence the attitude and purchase intention of
Malaysian Gen Y males towards men’s facial care products. Descriptive research
mainly describes the Malaysian market phenomenon of Gen-Y males in terms of
the information about demographic characteristics, industry players and the
purchasing behaviour of Gen Y males towards men’s facial care brand (Zikmund
& Babin, 2010). Lastly, causal research is undertaken to enable researcher to
determine “cause-and-effect” relationships between two or more variables (Hair et
al.,, 2010). For example, the independent variables (brand personality, price
consciousness, credibility, and self concept) are examined by multiple regression
analysis and then conclude whether they have any effects (relationships) on the
dependent variable (attitude towards the brand). The entire research design tends
to be more exploratory and descriptive than causal. This is because an exploratory
research focuses on the discovery of ideas and insights to brand managers by
gathering background information of this study such as quarterly sales report and
other secondary data (Beri, 2008; Creswell, 2002; Cooper & Schindler, 2011).

3.2 Data Collection

Data collection is a process of preparing survey questionnaires and collecting data
from respondents. This research concentrates on quantitative data collection;
because it gathers the numerical data using structured questionnaires to collect
primary data from individuals. Brand managers usually prefer research that can
provide numbers as measurement (Clow & James, 2014). The data of this research

covers from beliefs, opinions, attitudes, behavior, and lifestyles to the general
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background information of individuals such as gender, age, education, and income
(Hair et al., 2011). Another reason is quantitative research can determine reliably
whether one concept or idea, is better than the alternatives. Also, the quantitative
results are projectable to the population (Nykiel, 2007). Two types of data
collection methods are introduced in this research, which are primary data and

secondary data collection.

3.2.1 Primary Data

Primary data is the first-hand information obtained by the researcher on the
variables of interest for the specific purpose of this study (Cooper & Schindler,
2011). All raw data are collected from a huge pool of respondents through the
quantitative research methods. In this research, self-completion survey is used to
collect the raw data by a structured questionnaire. A structured questionnaire is a
predetermined set of questions designed to capture data from respondents (Hair et
al., 2010). The survey is implemented in a ‘drop-off’ and ‘pickup’ manner and
simultaneously administered by the researcher (investigator) of this study, because
self-completion survey is an economical and quicker way to collect data (Bryman
& Bell, 2007). Also, the response rate will be higher than e-mail survey due to the
presence of investigator (Mitchell & Jolle, 2009). Participants are more willing to

respond when investigator is administering the survey process.

3.2.2 Secondary Data

Secondary data refers to the relevant information that has been previously
gathered by someone other than the researcher conducting this study (Sekaran &
Bougie, 2010). The sources of secondary data include the relevant books, journals,
internet databases such as public statistics, government publications, research
reports in universities, and other published papers. Using secondary sources can
help the authour to identify the research gaps/problems through an understanding
of literatures, which have been studied before. It also assists the authour to

develop more problems solving, questions for this research and helps the authour
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in saving money and time when searching for information. For ethical concerns,
the secondary sources of this research do not contain any discriminative views in
terms of genders, races and religions. Some of the commercial information such as

business data are kept highly confidential.

3.3 Sampling Design

The sampling design of this research is sequenced as follows:
1. Target population;

2. Sampling location;

3. Sampling frame;

4. Sample size;

5. Sampling strategy and technique (Hair et al., 2011).

3.3.1 Target Population

Population refers to the entire group of people, events, or things of interest that the
researcher plans to explore. An element is a single member of the population
(Sekaran, 2003). Target population is defined as the complete group of objects or
elements relevant to the research project, which possesses the information the
research is designed to collect (Hair et al, 2011). This research aims to explore
how marketing-related factors affect Malaysian Gen Y males’ attitudes and
behavior towards men’s facial care products as all low-end men’s facial care
advertisements and products mainly focus on the younger men market and not so
much on middle-aged men. Thus, the population only targets on Malaysian Gen Y
males, aged between 16 and 34 years old (updated by 2010), regardless of ethnic,

marital status, religion, education level, occupation, and income. They are
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characterized as older teens and young adults (Hawkins & Mothersbaugh, 2010)
and the majority are university students and working adults.

3.3.2 Sampling Location

In order to make this research to be more accessible to target respondents below
RM500 budget, the authour executed its sampling at chosen universities and
colleges situated in the Klang Valley area. These are the University of Malaya
(UM) at Petaling Jaya Campus, Universiti Putra Malaysia (UPM) at Serdang
Campus, Universiti Tunku Abdul Rahman (UTAR) at Setapak Campus, and
Tunku Abdul Rahman College (TARC) at Setapak Campus.

3.3.3 Sampling Frame

A sampling frame is a comprehensive list of the population members from which
the sample is drawn (Clow & James, 2014). All male respondents aged between
16 and 34 are students who are studying or working at universities and college
that are situated only within Klang Valley area.

3.3.4 Sample Size

Sample size is the number of observations used for calculating estimates of a
given population. According to the formula provided by Yamane (1973), the
sample size is calculated as follows:

1+ Ne?
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n = Sample size
N = Population size
e = Sampling error

*e = 0.05 when the confidence level for this research is fixed at 95%

The male population figures are adopted from Figure 5 in Appendix P. The
population size will be the local male population who are labeled as Gen Y males
and aged between 16 and 34 years old. However, the Department of Statistics
Malaysia (2011) indicates that the number of Malaysians males (‘000) based on
the age group 15-19, 20-24, 25-29, 30-34 are 1450, 1470, 1400 and 1200
respectively. Total male population in Malaysia is 5,520,000. The following

sample size is calculated as below:

n =5,520,000/ (1 + 5,520,000 x 0.052) = 399.97

n = 400 respondents

Thus, the estimated sample size for this research is approximately 400 respondents.
In addition, Roscoe (1975) proposes the rules of thumb as a guideline to determine
the research sample size. Sample size at least 30 but less than 500 is appropriate
for most research. Its rules also state the sample size should be several times
(preferably 10 times or more) as large as the number of variables in the study,

especially in multivariate research (multiple regression analyses).

3.3.5 Sampling Strategy and Technique

Sample is a subset of the population. It also can be defined as the group of
individuals. Sampling is the process that choosing the group of individuals to
conduct the research survey (Sekaran & Bougie, 2010). In this research, using a
sample is preferable because it is self-evident. Sampling not only reduces the
complexity in data collection, but also likely to produce more reliable results. The
drawbacks of picking over thousands of elements will magnify the hidden errors

when collecting data. Also, the more complicated the data collection, the more
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challenges to the research in terms of time, cost, and other human resources
(Sekaran & Bougie, 2010).

Non-probability sample is used in this research; it is the elements in the
population that do not have any probabilities attached to their being chosen as
sample subjects. This type of sampling is a quick and inexpensive way to obtain
the preliminary information for investigation (Sekaran & Bougie, 2010). Due to
the consideration of limited budget and time frame, non-probability sampling is
selected for this study (Reynolds et al., 2004). Another male cosmetics-related
study Souiden and Diagne (2009) also proposes non-probability sampling and
specifies its designs with convenience sampling method by using drop-off or pick-
up technique. Convenience sampling method is used during the exploratory phase
of this research. It is the best way of getting some basic information quickly and
efficiently within a reasonable budget (Clow & James, 2014). Authour selects the
sample elements (respondents) that are most readily available to participate in the
study and can provide the quick and necessary information (Sekaran & Bougie,
2010). It is appropriate to those brand managers who are seeking for the latest
market information within short period and give them some new ideas and

insights against the rivals.

3.4 Research Instrument

The research instruments include questionnaire design, measurement scales and

pilot study.

3.4.1 Questionnaire Design

A cover letter is enclosed followed by the questionnaire to motivate individuals to
respond and explain the purpose of this research survey (Rubin & Babbie, 2009).
Questionnaire is a set of questions used to generate data that meet specific
research and survey objectives (Sekaran & Bougie, 2010). The survey

questionnaire of this research includes Section A for administrative questions,
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Section B for target questions and Section C for classification questions (Cooper
& Schindler, 2011). All questions are expressed in English.

In this research, open-ended questions are not used, because the
respondents’ answers are written in their own words and difficult to be coded for
data analysis (Hair et al., 2010). Another disadvantage of open-ended questions is
that the respondents need to spend more time to express their thoughts (Milne,
1999). Thus, the research survey is expected to be finished in fifteen (15) minutes;
and the authour tries to exclude the open-ended questions in this survey.

Closed-ended questions are the questions that giving respondents a finite
number of responses from which to choose (Sekaran & Bougie, 2010). All
variable items in a questionnaire are well-prepared using nominal, ordinal, and
interval scales. Therefore, closed-ended questions are more appropriate for the
survey questions because the entire research is devised with quantitative methods
and statistically analyzed with metric data. This type of questions helps the
respondents make their decisions quickly when choosing among several
alternatives. It also helps the researcher code the information easily for data
analysis (Sekaran & Bougie, 2010).

For Section A, Gen Y male respondents must be asked (Yes or No) and to
self-evaluate whether they are qualified to be the participant of this survey. Such
technique helps the authour to filter the collection of invalid data from irrelevant
respondents (female, underage, senior consumers and others).

There are four (4) parts in Section B. The first part is brand personality,
which is measured using seven-point Likert scale (1=not at all descriptive,
7=extremely descriptive). The second part is price consciousness measured by
seven-point Likert scale (1=strongly disagree, 7=agree strongly). The third part is
credibility and the fourth part is self-concept. Both independent and dependent
variables are designed with a seven-point semantic differential scale. Respondents
need to rate their answer by circling one number for their answer. In order to assist
the respondents to understand the questions, some of the term translations are
provided in English, Malay and Chinese, especially for Part 1, 3, and 4.

Section C classification questions seek personal information from the
respondents (Sekaran & Bougie, 2010). They need to tick their age, educational

level, marital status, and income. Most of the personal data are asked at the end
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rather than at the beginning of a questionnaire (Oppenheim, 1986) because when
the respondents reach the end of the questionnaire, they would have been
convinced of the legitimacy and genuineness of the questions framed by the
authour. Hence, they would be more willing to share their personal information in
this section. Moreover, other sensitive questions like income are best placed at the

end of questionnaire to minimize unexpected biases.

3.4.1.1 Questionnaire Technique

Based on Mitchell and Jolle (2009), the authour implements the survey by using
investigator-administered questionnaire for this project. The investigator is the
principal researcher of this study. Investigator-administered questionnaire is filled
out in the presence of a researcher, and all the completed questionnnaires are
administered by the researcher himself instead of asking the respondents to help
the researcher handle the questionnaires. Investigator-administered questionnaire
method is selected for this research project because it shares many of the similar
advantages of self-administered questionnaire. Many respondents can be surveyed
at the same time and can be conducted in a variety of locations. However, the
major advantages of having an investigator present is that the investigator can
directly clarify the questions to the respondents and especially to assist in the
explanation of certain business terms for them to complete a survey within short
time (approximately 10-15 minutes). Besides, the presence of the investigator also
encourages the participants to respond immediately. As a result, surveys that use
investigator-administered questionnaires shall get a higher response rate than

surveys using self-administered questionnaires (Mitchell & Jolle, 2009).

3.4.2 Measurement Scales

A scale is a measurement tool consists of one or more items to measure variables
or constructs (Hair et al., 2011). The type of scales for this research includes

nominal scale, ordinal scale and interval scale.

page 34 of 159



3.4.2.1 Nominal Scale

Nominal scale represents the most elementary level of measurement in which
values are assigned to an object for identification or classification purposes only
(Zikmund & Babin, 2010). It uses the numbers as labels to identify and classify
objects, individuals or events (Cooper & Schindler, 2011), so that the authour is
able to identify the respondents’ respective background and classify them based
on social stratification and sub-cultures. For this research project, the respondents’
demographic information and data will be measured by nominal scale. For
instance, respondents are required to fill out their age, race, religious affiliation,
marital status, current highest level of education, occupation, monthly income, and

so forth. Most of the questions used nominal scales are in Section C.

3.4.2.2 Ordinal Scale

Ordinal scale is the measurement scale for which numbers are assigned to objects
based on their order or direction (Zikmund & Babin, 2010). It places objects in a
pre-determined category that is ordered according to a criterion such as preference,
age, income group, importance and so forth. This type of scale mainly determines
if an object has more or less of a characteristic than some other object, but not to
determine how much more or less of the characteristic an object has (Hair et al.,
2011). The ordinal scale of this research project includes Likert scale and
Semantic Differential scale. Likert scale is used to measure brand personality,
price consciousness and purchase intention; whereas Semantic Differential scale is
designed with numbers to measure credibility, self-concept and attitude towards
the brand.

3.4.2.3 Interval Scale

Interval scale is a multipoint scale that taps the differences, the order, and the

equality of the magnitude of the differences in the responses (Sekaran & Bougie,
2010). It uses numbers to rate objects or events. The interval scale differences
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between points on the scale can be interpreted and compared meaningfully.
However, rating scales are used for this study to measure respondents’ attitudes,
perceptions and behaviors. As this research concentrates on quantitative (Batra &
Sinha, 2000) analysis, the authour converts the non-measureable information to
measurable metric format. Therefore, the seven-point metric scales (Likert scale
and Semantic Differential scale) are used to develop the questionnaire for primary
data collection. In order to fit the seven-point Semantic Differential rating, the
authour uses seven-point to standardize the Likert scale and facilitates the process
of data input and statistical analysis for Chapter 4 and 5. The following scales are

elaborated below:

3.4.2.3.1 Likert Scale

Likert scale is a measure of attitudes designed to allow respondents to rate how
strongly they agree or disagree with carefully constructed statements, ranging
from “very positive’ to ‘very negative’ attitudes towards some object (Likert, 1932;
Clow & James, 2014). All the Likert scales are developed with seven scale points
rather than five. This is because when more points are used, it will be more
precise with regard to the extent of the agreement or disagreement with a
statement. Besides, it is difficult to develop labels for individual numbers when
the number of scale points is greater than seven, such as nine, eleven or even more
response points (Hair et al., 2011). Additionally, Hair et al. (2011) at page 222
mentions that seven-point Likert scale is commonly used for behavioral intention
scale. This type of scale assesses how likely respondents are able to demonstrate
some type of behavior.

For brand personality traits, respondents need to circle every dimension’s
trait at seven-point Likert scale (1=Not at all descriptive to 7=extremely
descriptive) (Beldona & Wysong, 2007; Aaker, 1997). According to Batra and
Sinha (2000), the scale of price consciousness is composed of seven-point Likert
type ranging from strongly disagree (1) to strongly agree (7). Moreover,
respondents are asked to rate their purchase intention towards a brand ranging

from 1=absolutely impossible to 7=absolutely possible (Wang & Yang, 2011).
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3.4.2.3.2 Semantic Differential Scale

Semantic Differential scale is a measure of a person’s attitudes or feelings about a
given object. It consists of a series of seven-point rating scales that use bipolar
adjectives to anchor the beginning and end of each scale (Clow & James, 2014;
Zikmund & Babin, 2010). For this research, the authour observed that most of the
Malaysian participants, (24 out of 100 are invalid results) still felt strange with
this previous scaling type, which is done according to the Hair et al. (2010);
Sekaran and Bougie (2010). Therefore, the authour amended it by only adding
seven-point numbers (1-7) and double arrows without changing its scaling
structure. This makes it easier-to-understand than conventional scaling format.
The independent variables designed with semantic differential format include

credibility, self-concept and attitude towards the brand.

3.5 Pilot Study

Pilot study is a small-scale research project that collects data from respondents
similar to those to be used in the full study. It is necessary to refine the measures
and reduce the risk that the full study will be fatally flawed (Zikmund et al., 2010).
A simple pretest on preparatory questions should be done before distributing
survey forms to large numbers of respondents. A pretest is a very descriptive term
indicating a small-scale study in which the results are only preliminary and
intended only to assist in design of a subsequent study. All scaled questions
should be pre-tested to evaluate respondents’ level of understanding (Zikmund &
Babin, 2010). Such tests help the authour identify the hidden problems inside the
guestionnaires and make strategic amendments accordingly. For instance, typo
errors, ambiguity and misleading questions, to avoid using jargon or technical
terms to determine any sensitive terms existing in the questions, and so forth.
Besides, a peer review with university students is conducted to revise whether the

entire works is prepared in academic voice (Soles, 2010; Luck et al., 2000). The
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pilot test is conducted at the second-floor FCI computer lab of PC Block at UTAR
PJ campus dated on 5 May 2012. Fifty (50) of qualified students/volunteers are
invited into the pre-test session with an informed consent manner after they had
finished their class (Hair et al., 2010). The authour measure their completion time
using a stopwatch once the survey forms have been distributed to them. The
authour also observed their response when answering the questionnaires,
especially their understanding level and sensitivity towards the questions. All
returned questions are immediately checked for signs of boredom such as skipped
questions or circling the same answer for all questions (Beri, 2008). Meanwhile,
reasons are investigated via a friendly conversation with respondents if any

negative feedback and doubts are found.

3.6 Data Processing

A comprehensive data processing for this research includes data preparation such
as checking, coding, transcribing, and specifying any unusual treatments of data
before they are analyzed (Cooper & Schindler, 2011). Before the data are being
input, this procedure is needed in order to check through for raw data and filter out
any invalid or incomplete information from the returned questionnaires which
may affect the final outcome of this study. All data are collected from respondents
using a set of questionnaires. Every set should be double checked to ensure
whether respondents have filled them up correctly in accordance with the given
instructions. A preliminary plan of data analysis for this study is elaborated by the
following steps:

3.6.1 Data Preparation Process

The first fifty (50) draft copies of questionnaires are printed out and approved by
the supervisor of this research project. They are ready to be distributed to FCI
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UTAR’s students for a pilot test held on 5™ May 2012. An informed consent form
and cover letter are enclosed with the draft questionnaires. This mainly helps

participants understand the purpose of this study.

3.6.2 Questionnaire Checking

After respondents have finished the survey, all returned questionnaires are
immediately checked by the authour to find out the hidden problems. Those
unacceptable questionnaires such as parts of questionnaire that are incomplete,
skip-pattern responses found in certain pages, some parts are answered with
wrong ratings, one or more pages are missing and questionnaire is answered by
someone who does not qualify for participation are retrieved for further checking.
Respondents will be asked for more reasons about their understanding towards the
research objectives via a friendly conversation. According to Adams et al. (2007),
the response rate, quality and reliability of responses may be affected by the
administration of the survey. Therefore, the checking is important to produce the

ideal results.

3.6.3 Data Editing

As all the questions of this study are close-ended questions, data editing may not
be as extensive. To reduce the illegible responses, this study is only done with
quantitative methods. Also, all items in a questionnaire are using nominal, ordinal,
interval, Likert, and Semantic Differential scales which are considered closed.
Respondents do not need to provide their personal comments on topics in their
own words to prevent a complicated data editing process, especially categorizing
their ambiguous comments (Malhotra, 2010).
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3.6.3.1 Treatment of Unsatisfactory Responses

For all the sections of questionnaire, if those returned questions are discovered
with the following situations such as unanswered response and more than one
response will be automatically marked as ‘unsatisfactory responses’ on the first
page of the questionnaire. They will be discarded and reported with their own
survey number (Malhotra, 2010). Such action is feasible because the sample size

(400 questionnaires) of this research is sufficiently large.

3.6.4 Data Coding

In Section A, the qualified respondents select their most preferred brand out of six,
which coded as 1 for Garnier Men, 2 for Nugeno Men Cool, 3 for Olay Men
Solutions, 4 for Gatsby, 5 for Vaseline Men and 6 for Loreal Paris Men Expert.
All of the structured questions in Section B have been pre-coded. This means that
codes are assigned with seven-point Likert scale and seven-point Semantic
Differential scale before the survey is conducted. The classification questions in
Section C are coded numerically with their own labels. All of the data are input

into IBM SPSS Statistics Version 19.0 software for data analysis.

3.6.5 Data Transcribing

As the survey raw data are collected using investigator-administered
questionnaires, the authour has used two (2) days to key in and transcribe all
information from printed documents into a computer by manual keypunching
(Malhotra, 2010). This is the cheapest and most confidential way to handle all

data entry by one person.
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3.6.6 Data Cleaning

Data cleaning includes consistency checks and treatment of missing responses
(Malhotra, 2010). Outliers or extreme values can be determined by observing the
scatterplot. Those extreme values, so called ‘out-of-range’ data values may
inappropriately affect the outcome of the regression analysis (Stern, 2010). To
strategize for such problems in Section B, a neutral value (4) is substituted on the
seven-point measurement. This helps the mean of the variable remain unchanged,
and other statistics are not affected much (Malhotra, 2010). However, Section A
and C are not checked as no regression analysis is involved.

3.7 Data Analysis

After the data-collection process, a SPSS data file is generated and saved into
computer. For this quantitative research, the software IBM SPSS Statistics
Version 19.0 is used to analyze four-hundred (400) collected data and produce the
research outcome. The statistical analysis includes descriptive analysis, reliability

analysis, multiple linear regression analysis and mediation analysis.

3.7.1 Descriptive Analysis

Descriptive analysis is the elementary transformation of raw data in a way that
describes the basic characteristics such as central tendency, distribution, and
variability. It allows the researcher and readers to gain more understanding about
the data by summarizing large numbers of responses in a few simple statistics
(Zikmund & Babin, 2010; Polonsky & Waller, 2005). In this research project, the

respondents’ demographic information is presented in the form of bar charts and
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tables. Only Section C is done with frequency and percentage distribution. Section

A & B are excluded because both are not classification questions.

3.7.2 Reliability Analysis

The reliability of a measure refers to the extent to which the measurement process
is free from random errors alone. Thus, it is concerned with the consistency,
precision and predictability of research findings (Zikmund et al., 2010). This
means the stability and consistency will be indicated with which the instrument
measures the concept and helps assess the “goodness” of measure (Sekaran &
Bougie, 2010).

Low in Cronbach’s Alpha explains that the measuring process is imperfect
and may affect the overall research outcome in different ways each time when the
measurement is taken (Zikmund, 2003). Besides, low Cronbach’s Alpha is
considered low reliability because unreliable measures are not able to detect the
relationship between variables (Wimmer & Dominick, 2003). Thus, the value of
Cronbach’s Alpha for this research should be more than 0.6. Below 0.6 is
unsatisfactory (Hair et al., 2010). A reliability of 0.60 interprets that the scales
produce 60% consistencies in the scores. This means the higher the coefficient
range, the stronger the correlation between the scale items.

3.7.3 Inferential Analysis

The purpose of inferential statistics is to enable the researcher to make
generalizations or judgments about the population from a specific sample (Morgan
et al, 2011; Hair et al., 2011). Inferential analysis is used in this research to
explain hypotheses, provide the bases for predictions and estimates, so that
research information can be transformed into knowledge (Cavana et al., 2001).

Meanwhile, hypotheses are developed to determine whether the independent
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variable has a significant effect on and significant relationship with dependent

variable.

3.7.3.1 Regression Analysis

Regression is one of the statistical techniques that measures linear relationships
between two or more variables. This research only has bivariate and multiple

regression (Hair et al., 2011).

3.7.3.1.1 Bivariate Regression

Bivariate regression is a procedure for deriving a mathematical relationship, in the
form of an equation between a single metric dependent variable and a single
metric independent variable (Zikmund et al., 2010). The hypotheses H, Hs, Ho,
and Hy, are examined using bivariate regression. The slope or unstandardized
regression coefficient of the linear equation is used to interpret that how much
percent of variance in Y is explained by the X (Sekaran & Bougie, 2010). The

equation of bivariate regression is expressed as follows:
Y=PBo+P:X+¢
Where: Y = Dependent/predicted variable
Bo = Intercept value, the value of Y when the line cuts Y
axis and the X =0
1 = Slope of the straight line equation

X = The independent variable used to predict Y
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3.7.3.1.2 Multiple Regression

Multiple regression is a statistical technique that simultaneously develops a
mathematical relationship between two or more independent variables and an
interval-scaled dependent variable (Zikmund et al., 2010). The hypotheses Hy, H,,
H;, and H, are tested by multiple regression. Similarly, the degree and the
character of each relationship between the independent variables and the
dependent variable are analyzed by unstandardized regression coefficients or beta
coefficients (Sekaran & Bougie, 2010). All of the coefficients are interpreted to
show how strong the relative influence of several independent variables is on the
dependent variable (Hair et al., 2011).

The equation of multiple regression is developed as follows:
Y=a+ BuX1+ B2X2 + BaX3 + ...+ PnXn
Where: Y = Dependent/predicted variable

a = Constant value, the value of Y when the line cuts Y
axis and the X =0

B = The slope, or the change in Y for any corresponding
change in one unit of X, X1...Xn = The independent
variables used to predict Y

F-test is required to evaluate this research’s hypotheses that involved multiple
parameters (Blackwell, n.d.). Thus, F-statistic is used to test the regression
model’s overall significance by comparing the variation explained by the
regression equation to the residual error variation (Zikmund et al., 2010).
According to Lewis (2012), the higher F-ratio or F-statistic means the overall

regression model of this study is more significant (p<0.05).

The R2 value in multiple regression is used to indicate the percentage of variation

in Y explained by the combination of all independent variables (Clow & James,
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2014). A larger R? indicates a stronger relationship between the independent

variables and the dependent measure.

Unstandardized beta coefficients indicates “the change in dependent variables that
results from one-standard-deviation change in the independent variable”
(Schroeder et al., 1986). It is also used to justify which independent variables have

the greater effect on the dependent variables.

3.7.4 Mediation Analysis

Mediation analysis is used to understand a known relationship by exploring the
underlying mechanism by which an independent variable (X) influence a
dependent variable (Y) via the inclusion of a third explanatory variable known as
mediator variable (Cohen et al., 2003). The mediator is developed in this research
to clarify the nature of the relationship between independent and dependent
variables. It plays an important role to govern the relationship between both
variables (MacKinnon, 2008).

In this research, the meditational hypotheses are Hs, Hg, Hg, and Hy; (Baron &
Kenny, 1986). ‘Attitude towards the brand’ mediates the one-to-one relationship
between each factor (price consciousness, credibility, self-concept and brand

personality) and purchase intention.

Following Sobel test is also used to assess the significance of a mediation effect.
Regression analyses should be done before conducting a Sobel test. Based on the
three-step approach provided in MacKinnon & Dwyer (1993), the Sobel test is run
by the following steps:

1. Conduct a simple regression model on independent variable predicting the

mediator

2. Conduct a multiple regression model on independent variable and

mediator predicting the dependent variable
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3. Conduct a simple regression model on independent variable predicting the

dependent variable

When the third step of a regression model is insignificant, this interprets that there
is a pure or full mediation effect. Therefore, the effect of a mediator is strong and
the independent variable will only influence dependent variable when the

mediator exists.

3.8 Chapter Summary

In this chapter, the research design is systematically planned with specific
methods. All information are collected using survey questionnaires and being
processed into metric data. The database is analyzed by statistical methods
accordingly. The SPSS output will be compiled and interpreted in Chapter 4 to

answer the research questions.

(Note: The rest of this page is intentionally left blank)
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CHAPTER 4

RESEARCH RESULTS

4.0 Chapter Overview

After all the survey data have been collected, it will be compiled in a file and
analyzed by statistical software, namely IBM SPSS Statistics Version 19.0. All
statistical results are presented in table format and bar charts and then interpreted
accordingly. This chapter includes three major analyses which are descriptive
analysis, reliability analysis and inferential analysis. Each analysis has its own
specified methods to produce its outcome. All hypotheses results are also

summarized in this chapter.

4.1 Descriptive Analysis

A total of 517 sets of survey questionnaires have been distributed to participants.
Only 400 of them are valid responses (77.37 percent response rate) but the
remaining 117 sets as invalid responses. Invalid responses are missing data or

invalid answers (Muterera, 2008). All invalid responses are discarded and
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excluded from the data processing. The response rate is considered ‘good’ because
in the range between 70 and 80 percent (Whitlatch, 2000).

4.1.1 Respondents’ Profile

The respondents’ profile is categorized into age group, race, religion affiliation,
marital status, level of education, occupation and monthly income. The results of
each category are tabulated using percent column and explained by total

percentages (Zikmund et al., 2010).

4.1.1.1 Age Group

Table 7: Respondents’ Age Group

Age Group Frequency Percent
15-19 7 1.75
20-24 263 65.75
25-29 109 27.25
30-34 21 5.25
Total 400 100.00

Source: Developed for the research

Table 7 shows that survey respondents aged between 20 and 24 is the highest
(65.75 percent), whereas the age group ranging between 15 and 19 is the least
(1.75 percent). The second highest (27.25 percent) age group is those men aged
between 25 and 29. Men aged between 30 and 34 have only 5.25 percent of the
total respondents. However, men aged between 20 and 29 are the important
segment to be focused in this research since 93 percent of total respondents may
influence the most in the findings.
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4.1.1.2 Race

Table 8: Respondents’ Race

Race Frequency Percent
Malay 167 41.75
Chinese 183 45.75
Indian 43 10.75
Other 5 1.25
Mixed Race 2 0.50

Total 400 100.00

Source: Developed for the research

Table 8 shows that 45.75 percent are Chinese, which is the most among the races,
followed by 41.75 percent Malay and only 10.75 percent Indian. There are only
1.25 percent of other races and the least is mixed race (0.50 percent). As some
universities have more Chinese students than others, therefore the Chinese have 4

percent more than Malays (Pua, 2005; Propwall, n.d.).

4.1.1.3 Marital Status

Table 9: Respondents’ Marital Status

Marital Status Frequency Percent
Married 21.00 5.25
In Relationship 108.00 27.00
Single 269.00 67.25
Other 2.00 0.50
Total 400.00 100.00

Source: Developed for the research
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According to Table 9, the highest of 67.25 percent is single men, followed by

27.00 percent still in a relationship and only 5.25 percent from married men. For

personal privacy, 0.50 percent is not willing to specify their marital status.

4.1.1.4 Level of Education

Table 10: Respondents’ Highest Level of Education Achieved

Level of Education Achieved Frequency Percent
Secondary/High School 2 0.50
Diploma 11 2.75
Advanced Diploma 4 1.00
Bachelor’s Degree 360 90.00
Master’s Degree 20 5.00
Doctorate’s Degree 3 0.75

Total 400 100.00

Source: Developed for the research

Table 10 shows that 90.00 percent of total samples has completed their Bachelor’s

degree. But only 0.50 percent (two men) has achieved their highest education at

secondary school level. This concludes that at least 90 percent of total samples are

from degree holders.

(Note: The rest of this page is intentionally left blank)
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4.1.1.5 Occupation

Table 11: Respondents’ Occupation

Occupation Frequency Percent
Self-employed 8 2.00
Professional 20 5.00
Skilled Worker 61 15.25
Labourer 1 0.25
Student 310 77.50

Total 400 100.00

Source: Developed for the research

Table 11 shows that the highest, 77.50 percent comes from students followed by
15.25 percent skilled workers, 5.00 percent professionals, 2.00 percent self-
employed and only 0.25 percent from laborers, the lowest. According to the
results from Table 7, 93 percent of total respondents is Gen Y aged from 20 to 29.
Generally, younger Gen Y are studying at tertiary institutions and stepping into
their working environment. But most of the older Gen Y are working adults who
have started their career with few-years working experience (Hawkins &
Mothersbaugh, 2010).

4.1.1.6 Monthly Income

Table 12: Respondents’ Monthly Income

Monthly Income Frequency Percent
Under RM1,000 327 81.75
RM1,000 - RM1,999 14 3.50
RM2,000 - RM2,999 49 12.25
RM3,000 — RM3,999 9 2.25
RM4,000 — RM4,999 1 0.25
Total 400 100.00

Source: Developed for the research
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Table 12 reports that the highest group, 81.75 percent of the total respondents
earns a monthly income of below RM1, 000. This is followed by 12.25 percent at
a monthly income ranging from RM2, 000 to RM2, 999, 3.50 percent between
RM1, 000 and RM1, 999, while 2.25 percent earn from RM3, 000 to RM3, 999
per month. Among the samples, only one respondent earned RM4, 000 or more
per month (0.25 percent). In Malaysia, people who receive a monthly income
below RM3, 000 will be considered as low-income group (Maybank2u.com
Malaysia, n.d.; Bernama, n.d). Table 12 concludes that 97.50 percent of the total
respondents belong to the low-income group, this is because most of the

respondents are students from universities and college.

4.1.1.7 Men’s Facial Care Brand

Table 13: Brand Chosen by Respondents

Brand Frequency Percent
L’Oreal Paris Men
Expert 109 27.25
Vaseline Men 27 6.75
Gatsby 69 17.25
Olay Men Solutions 32 8.00
Nugeno Men Cool 45 11.25
Garnier Men 118 29.50
Total 400 100.00

Source: Developed for the research

In this research, Table 13 shows that Garnier Men is the most popular brand
amounting to (29.50 percent). The second popular brand is L’Oreal Paris Men
Expert (27.25 percent) and the third popular brand is Gatsby (17.25 percent),
followed by Nugeno Men Cool (11.25 percent). The Olay Men Solutions (8.00
percent) and Vaseline Men (6.75 percent) are the less popular brand.
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4.2 Scale Measurement

Before the questionnaires were being distributed, all measurement scales are
assessed through a reliability test. Cronbach’s alpha is used to interpret the

internal consistency reliability.

4.2.1 Reliability Analysis

Self-concept is closely linked to a person’s personality; also, individual self-
concept varies based on an interaction of psychological and social dimensions
(Doret, 2007). Asians target different personal desires while westerners desire
self-actualization. According to Bell (2008), Asians emphasize more on
interpersonal relationships and social interactions than Westerners. Thus, it is
difficult to get high reliability value due to low internal consistency. Other
variables shown in Appendix G are reliable due to their Cronbach’s alpha are
above 0.700.

4.3 Inferential Analysis

All outcomes of bivariate regression analysis and multiple regression analysis are
reported and interpreted accordingly. The following hypotheses will then be tested
accordingly.

4.3.1 Bivariate Regression Analysis

In this research, four hypotheses (H,, Hs, Hio, and H;,) are tested using this

method.

Ha: Price consciousness is significantly related to purchase intention
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Table 15: Output of R2 for H,

Model Summary®
Adjusted R

Square

IModel R Std. Error of the Estimate

1 5054 .255 253 .884

R Square

a. Predictors: (Constant), Price consciousness

b. Dependent Variable: Purchase intention

Source: Developed for the research

R square is the coefficient of determination ranges from 0.00 to 1.00 that represents the amount
of total variation in one variable is explained by a simple linear regression on a second variable
(Hair et al., 2011).

Table 15 reports that R square 0.255 indicates that only 25.5 percent of the total variance
in purchase intention (dependent variable) is explained in a linear relationship with price

consciousness (independent variable).

Table 16: Output of ANOVA for H,

ANOVA"
Sum of Mean
Model Squares df Square F Sig.
1 Regression 78.749 1 78.749| 100.799 .000°
Residual 229.686 294 781
Total 308.435 295
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a. Predictors: (Constant), Price consciousness

b. Dependent Variable: Purchase intention
Source: Developed for the research

The F ratio (100.799) obtained from Table 16 indicates this bivariate regression model is highly
significant at the 0.000 level due to p-value is less than 0.05. From the same ANOVA table, 74.5
percent of the total variance is not explained by this simple linear model (229.686/308.435 =
0.745). That is why only 25.5 percent of the total variance is explained by this bivariate
regression model (78.749/308.435 = 0.255).

Table 17: Output of Bivariate Regression Coefficient for H.,

Coefficients?

Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 2.170 284 7.641 .000
Price consciousness .562 .056 505( 10.040 .000
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Dependent Variable: Purchase intention

Source: Developed for the research

Bivariate regression coefficient is an indicator of an independent variable in predicting a
dependent variable. Large coefficients are good predictors, while small coefficients are
weak predictors (Hair et al., 2010). From Table 17, the outcome shows the unstandardized
regression coefficient for price consciousness is 0.562 The relationship between purchase
intention and price consciousness is positive. Thus, with every unit of price consciousness
increase, purchase intention will increase by 0.562 units. The t value of 10.040 (0.562/0.056
= 10.040), is significant at the 0.000 level. For hypothesis H,, the equation for predicting

purchase intention from price consciousness is:

Purchase intention = 2.17 + 0.56 (price consciousness)

Hs: Credibility is significantly related to purchase intention

Table 18: Output of R2 for Hs

Model Summary®
Adjusted R

[Model R R Square Square Std. Error of the Estimate
1 4898 239 237 .893

a. Predictors: (Constant), Credibility

b. Dependent Variable: Purchase intention

Source: Developed for the research

Table 18 shows R square 0.239, which means only 23.9 percent of the total variance in

purchase intention (dependent variable) is explained by variance in credibility (independent

variable).
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Table 19: Output of ANOVA for Hs

ANOVA"
Sum of Mean
Model Squares df Square F Sig.
1 Regression 73.761 1 73.761| 92.407 .000?
Residual 234.674 294 .798
Total 308.435 295

a. Predictors: (Constant), Credibility

b. Dependent Variable: Purchase intention

Source: Developed for the research

The F ratio (92.407) stated in Table 19 explains that the bivariate regression model for Hs is

significant at 0.000. This means the variance in purchase intention (dependent variable) that

is associated with credibility (independent variable) is referred to as explained variance.

There are 76.1 percent of the total variance which is not explained by this bivariate

regression model (234.674/308.435 = 0.761), while only 23.9 percent of the total variance

is explained by this bivariate regression model (73.761/308.435 = 0.239).

Table 20: Output of Bivariate Regression Coefficient for Hs

Coefficients?

Unstandardized
Coefficients

Standardized
Coefficients

Model B Std. Error Beta t Sig.
1 (Constant) 2.320 281 8.257 .000
Credibility 539 .056 489 9.613 .000

a. Dependent Variable: Purchase intention

Source: Developed for the research
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Table 20 shows the unstandardized regression coefficient for credibility is 0.539.
Every unit that credibility increases, purchase intention will increase by 0.539
units. The t value of 9.613 (0.539/0.056 = 9.613), which is significant at 0.000.
For hypothesis Hs, the following equation for predicting purchase intention from

credibility is:

Purchase intention = 2.32 + 0.54 (credibility)

H,o: Brand personality is significantly related to purchase intention

Table 21: Output of R2 for Hqq

Model Summary®

Adjusted R | Std. Error of
[Model R R Square Square the Estimate
1 4987 248 245 .888

a. Predictors: (Constant), Brand personality

b. Dependent Variable: Purchase intention

Source: Developed for the research

Table 21 reports the R square for hypothesis H1o is 0.248. This means the brand
personality accounts for only 24.8 percent of the total variation in purchase
intention (Hair et al., 2010).

Table 22: Output of ANOVA for Hyg

ANOVA®
Sum of Mean
Model Squares df Square F Sig.
1 Regression 76.478 1 76.478| 96.934 .000°
Residual 231.957 294 .789
Total 308.435 295
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Table 22: Output of ANOVA for Hyq

ANOVA"
Sum of Mean
Model Squares df Square F Sig.
1 Regression 76.478 1 76.478| 96.934 .000°
Residual 231.957 294 .789
Total 308.435 295

a. Predictors: (Constant), Brand personality

b. Dependent Variable: Purchase intention

Source: Developed for the research

Table 22 shows the F ratio (96.934) which indicates that the bivariate regression
model for H,, is significant at 0.000. The high F ratio (96.934) shows that there is

more variance in the purchase intention associated with the brand personality.

Only 24.8 percent of total variance is explained by this bivariate regression model
(76.478/308.435 = 0.248), while 75.2 percent of the total variance is not
explained by this bivariate regression model (231.957/308.435 = 0.752). Brand

personality is positively related to overall purchase intention.

(Note: The rest of this page is intentionally left blank)
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Table 23: Output of Bivariate Reqgression Coefficient for H,q

Coefficients?

Unstandardized

Coefficients

Standardized

Coefficients

Model B Std. Error Beta t Sig.

1 (Constant) 1.482 359 4.133 .000
Brand 121 073 498 9.846 .000
personality

a. Dependent Variable: Purchase intention

Source: Developed for the research

Table 23 shows that the unstandardized regression coefficient for brand
personality is 0.721. For every unit that brand personality increases, purchase
intention will increase by 0.721 units. The t value of 9.846 is associated with a
very low p-value (0.000). Therefore, the slope coefficient is significant. This
result supports the hypothesis Hio stating that brand personality is positively

related to purchase intention (Zikmund & Babin, 2010). The equation for

predicting purchase intention from brand personality is:

Purchase intention = 1.48 + 0.72 (brand personality)

(Note: The rest of this page is intentionally left blank)
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H,,: Attitude towards the brand is significantly related to purchase intention

Table 24: Output of R2 for H,

Model Summary®

Adjusted R | Std. Error of
[Model R R Square Square the Estimate
1 .5423| 293 291 .861

a. Predictors: (Constant), Attitude towards the brand

b. Dependent Variable: Purchase intention

Source: Developed for the research

Table 24 shows that the R square for hypothesis H;, is 0.293. This interprets that
the respondents’ attitude towards the brand accounts for only 29.3 percent of the

total variation in purchase intention.

Table 25: Output of ANOVA for Hy,

ANOVA®
Sum of Mean
Model Squares df Square F Sig.
1 Regression 90.447 1 90.447| 121.987 .000°
Residual 217.987 294 741
Total 308.435 295

a. Predictors: (Constant), Attitude towards the brand

b. Dependent Variable: Purchase intention

Source: Developed for the research

From the ANOVA table, the F ratio (121.987) indicates that the bivariate
regression model for H,, is significant at 0.000 level. The large F ratio (121.987)
explains there is more variance in purchase intention as explained by the

respondents’ attitude towards the brand. Also, more variance in purchase intention
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is associated with respondents’ attitude towards the brand. Only 29.3 percent of
total variance is explained by this bivariate regression model (90.447/308.435 =
0.293), while 70.7 percent of total variance is not explained by this bivariate
regression model (217.987/308.435 = 0.707). Respondents’ attitude towards the
brand is positively related to overall purchase intention as it is significant at 0.000.

Table 26: Output of Bivariate Regression Coefficient for H,,

Coefficients?

Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 1.853 287 6.454 .000
Attitude towards the .639 .058 542 11.045 .000
brand

a. Dependent Variable: Purchase intention

Source: Developed for the research

Table 26 reports the unstandardized regression coefficient for respondents’
attitude towards the brand is 0.639. This means the relationship between purchase
intention and respondents’ attitude towards the brand is positive. Every unit that
the respondents’ attitude towards the brand increases, purchase intention will
increase by 0.639 units. The t value of 11.045 is associated with a low p-value
(0.000), which is significant below 0.05. The result concludes that respondents’
attitude towards the brand is positively related to purchase intention. The equation
for predicting purchase intention from respondents’ attitude towards the brand is
expressed as follows:

Purchase intention = 1.85 + 0.64 (attitude towards the brand)
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4.3.2 Multiple Regression Analysis

Multiple regression analysis is a statistical technique that analyzes the linear
relationship between multiple independent variables and a dependent variable by
estimating coefficients for the equation for a straight line (Zikmund et al., 2010).

Hypotheses H,, Hy, H,, and Hg are examined simultaneously using this method.

Table 27: Output of R2 for H{, H4, H-, and Hq

Model Summary®
Adjusted R | Std. Error of

[Model R R Square Square the Estimate
1 .959% 919 918 248

a. Predictors: (Constant), Brand personality, Self-concept ,
Price consciousness, Credibility

b. Dependent Variable: Attitude towards the brand

Source: Developed for the research

Table 27 indicates the R square for the multiple regression model is 0.919. This
means that 91.9 percent of the variation in dependent variable (respondents’

attitude towards the brand) can be explained by the four independent variables

(price consciousness, credibility, self-concept, brand personality).

(Note: The rest of this page is intentionally left blank)
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Table 28: Output of ANOVA for H4, H,, H;, and Hq

ANOVA®
Sum of Mean
Model Squares df Square F Sig.
1 Regression 203.822 4 50.955| 826.160 .000?
Residual 17.948 291 .062
Tollal 221.770 295

a. Predictors: (Constant), Brand personality, Credibility, Self-concept, Price
consciousness
b. Dependent Variable: Attitude towards the brand

Source: Developed for the research

Table 28 reports the F ratio (826.160), which is significant at 0.000. In general,
the multiple regression model applied for this research is statistically significant
below 0.05. There are 91.9 percent of total variance as explained by this multiple
regression model (203.822/221.770 = 0.919), whereas only 8.1 percent of total
variance is not explained by this multiple regression model (17.948/221.770 =
0.081).

Table 29: Output of Multiple Regression Coefficients for H,, H,, H-, and Hq

Coefficients?

Unstandardized Standardized
Coefficients Coefficients

Model B Std. Error Beta t Sig.

1 (Constant) -.390 104 -3.761 .000
Price consciousness .382 .033 405| 11.634 .000
Credibility 191 .023 205 8.206 .000
Self-concept 329 034 297 9.702 .000
Brand personality 182 .038 148 4.839 .000
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a. Dependent Variable: Attitude towards the brand

Source: Developed for the research

In the “Sig” column of Table 29, all independent variables (price consciousness,
credibility, self-concept, and brand personality) are significant at 0.000. This
means all independent variables have significant positive relationship with
respondents’ attitude towards the advertised brand. From the “Coefficients”
section of Table 29, price consciousness has the greatest standardized coefficient
(0.405) among four independent variables. This means price consciousness affects
the most towards respondents’ attitude towards the brand. Every time price
consciousness increases by one unit, respondents’ attitude will increase on
average by 0.405, assuming other variables are constant. Using unstandardized
coefficients, the equation is formulated as follows:

Attitude towards the brand = -0.390 + 0.382 (price consciousness) + 0.191
(credibility) + 0.329 (self-concept) + 0.182 (brand personality)

(Note: The rest of this page is intentionally left blank)
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Table 30 : Results of Multiple Regression Analysis for Each Top Three Most

Popular Brands

Brand R R Adjusted R F Standardized Coefficients Significance
Square Square

Garnier 0.997 | 0.994 0.994 4668.399 0.002 0.861

Men Price Consciousness
Credibility 0.887 0.000
Self-Concept 0.119 0.000
Brand Personality -0.001 0.930

L’Oreal 0.992 | 0.983 0.983 1528.04 | Price Consciousness | 0.062 0.020

Paris

Men

Expert
Credibility 0.030 0.025
Self-Concept 0.865 0.000
Brand Personality -0.014 0.813

Gatsby 0.946 | 0.895 0.888 135.958 | Price Consciousness | 0.743 0.000
Credibility 0.093 0.148
Self-Concept -0.002 0.971
Brand Personality 0.172 0.078

Source: Developed for the research

Table 30 shows that the R square of all three brand are greater than 89 percent.
That means 99.4 percent (Garnier Men), 98.3 percent (L’Oreal Paris Men Expert)
and 89.5 percent (Gatsby) of the variation in dependent variable (respondents’
attitude towards each brand) can be explained by the four independent variables
(price consciousness, credibility, self-concept and brand personality). According
to the comparison of F ratio between each brand, Garnier Men (4668.399) and
L’Oreal Paris Men Expert (1528.04) have ten times more variance in dependent
variable than Gatsby (135.958) as explained by the four independent variables.
Table 30 also shows Garnier Men only has two independent variables (credibility

and self-concept) which are positively related to dependent variable (attitude
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towards the brand) below 0.05. L’Oreal Paris Men Expert, has three independent
variables (price consciousness, credibility and self-concept), while Gatsby only
has one independent variable (price consciousness).

4.3.3 Mediation Analysis

A mediating variable (MV) transmits the effect of an independent variable (1V) on
a dependent variable (DV). It is the addition of a third variable to this IV to DV
relation, whereby 1V causes the mediator MV, and causes DV, therefore it can be
summarized as IV-MV-DV model (MacKinnon et al., 2007). According to Baron
and Kenny (1986), both Sobel test and bivariate regression are used to assess the
mediating effect of IV-MV-DV model shown in Appendix O. All mediated
relationships will be tested using regression analysis for Path A, Path B and Path
C. The regression results conclude the hypothesis model whether is either partial
or full mediation. In addition, the following direct or indirect effect will be

examined using Sobel test (Baron & Kenny, 1986).

Hs: Attitude towards the brand mediates the relationship between price

consciousness and purchase intention

Table 31: Output of Regression Coefficient for H; Path A Analysis

Coefficients?

Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) .590 114 5.191 .000
Price consciousness .861 022 913| 38.475 .000

a. Dependent Variable: Attitude towards the brand

Source: Developed for the research
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Table 31 labeled “Standardized Coefficients Beta” indicates the Path A’s
regression coefficient 0.913, which is significant at 0.000. This means that price
consciousness is positively related to respondents’ attitude towards the brand
(Baron & Kenny, 1986; Preacher & Hayes, 2008; Sobel, 1982; Preacher &
Leonardelli, 2010).

Table 32: Output of Regression Coefficient for H; Path B Analysis

Coefficients?

Unstandardized Standardized
Coefficients Coefficients

Model B Std. Error Beta t Sig.

1 (Constant) 1.853 287 6.454 .000
Attitude towards the 639 .058 5421 11.045 .000
brand
(Constant) 1.834 289 6.338 .000
Attitude towards the .569 142 483 4.003 .000
brand
Price consciousness 072 134 .064 534 594

a. Dependent Variable: Purchase intention

Source: Developed for the research

From Table 32, the standardized regression coefficient for Path B analysis is 0.542.

The result is significant at 0.000. Thus, the respondents’ attitude towards the
brand is positively related to purchase intention (Baron & Kenny, 1986; Preacher
& Hayes, 2008; Sobel, 1982; Preacher & Leonardelli, 2010). The outcome of
price consciousness from Table 17 is significant but Table 32 shows insignificant
(0.594). Thus, a full mediation is demonstrated for Hz. This explains all of the
effects are mediated by MV (Baron & Kenny, 1986).
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Table 33: Results of Sobel Test for H; Mediating Effect

Input: Test statistic: Std, Error: p-value:
a2 0.861 Sobel test: |10.60504139 0.05187901 0
b 0.639 Aroian test: [10.60183509 0.0518947 0
Sa 0.022 Goodman test: 1060825059 0.05186331 0
sp 0.058 [ Resetal || Calculate |

Source: MacKinnon, D. P., & Dwyer, J. H. (1993). Estimating mediated effects in prevention
studies. Evaluation Review, 17, 144-158

Table 33 shows the Sobel test’s result (t-value = 10.605, p-value = 0.000), this
means the MV for H; (attitude towards the brand) significantly provides an
indirect effect between 1V (price consciousness) and DV (purchase intention) due

to p-value is below 0.05.

He: Attitude towards the brand mediates the relationship between credibility
and purchase intention

Table 34: Output of Regression Coefficient for He Path A Analysis

Coefficients?

Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 1.233 .166 7.428 .000
Credibility 743 .033 794] 22410 .000

a. Dependent Variable: Attitude towards the brand

Source: Developed for the research

Table 34 reports the standardized regression coefficient (0.794), which is
significant at 0.000, which is below 0.05. There is a significant relationship

between credibility and respondents’ attitude towards the brand.
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Table 35: Output of Regression Coefficient for H¢ Path B Analysis

Coefficients?

Unstandardized

Standardized

Coefficients Coefficients

Model B Std. Error Beta t Sig.

1 (Constant) 1.853 287 6.454 .000
Attitude towards the .639 .058 5421 11.045 .000
brand
(Constant) 1.717 294 5.847 .000
Attitude towards the 489 .095 415 5.166 .000
brand

176 .089 160 1.988 .051
Credibility

a. Dependent Variable: Purchase intention

Source: Developed for the research

Table 35 reports the standardized regression coefficient for Path B analysis is 0.542. The result

is significant at 0.000. Hence, the attitude towards the brand is positively related to purchase
intention. Table 19 shows the credibility is significant (0.000) but the insignificant result (0.051)

is found in Table 35. Therefore, a full mediation is demonstrated for He. All of the effects are

mediated by MV.

Table 36: Results of Sobel Test for H, Mediating Effect

Input:
a 0.743

b 0.639
55 0.033
sp 0.058

Test statistic:

Std. Error:

p-value:

Sobel test: 989601125

0.0479786 0

Aroian test: 9.88814556

Goodman test: 9 90389575

0.04801477 0
0.04793841 0

Reset all ||

Calculate

Source: MacKinnon, D. P., & Dwyer, J. H. (1993). Estimating mediated effects in prevention studies.
Evaluation Review, 17, 144-158
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Table 36 reports the Sobel test’s result (t-value = 9.90, p-value = 0.00), this means
that MV for Hg has an indirect effect between IV (credibility) and DV (purchase

intention).

Hs: Attitude towards the brand mediates the relationship between self-

concept and purchase intention

Table 37: Output of Regression Coefficient for Hg Path A Analysis

Coefficients?

Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) .306 146 2.087 .038
Self- 973 031 .880] 31.731 .054
concept

a. Dependent Variable: Attitude towards the brand

Source: Developed for the research

Table 37 shows the standardized regression coefficient (0.880) and is not
significant due to p-value is greater than 0.05. This means there is no relationship
between self-concept and respondents’ attitude towards the brand.

(Note: The rest of this page is intentionally left blank)
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Table 38: Output of Regression Coefficient for Hg Path B Analysis

Coefficients?

Unstandardized

Standardized

Coefficients Coefficients

Model B Std. Error Beta t Sig.

1 (Constant) 1.853 287 6.454 .000
Attitude towards the 639 .058 542 11.045 .000
brand
(Constant) 1.659] 307 5.413 .000

Attitude towards the 451 121 .383 3.723 .000
brand
Self-concept .236| 134 181 1.758 .080

a. Dependent Variable: Purchase intention

Source: Developed for the research

Table 39: Results of Sobel Test for Hg Mediating Effect

Std. Error:

p-value:

| sobel test: 1039543153

0.05980964 0

Aroian test: 10.3807374

0.05983666 0
0.05978261 0

Input: Test statistic:
a 0973
b 0639
s3 (0.031 Goodman test: 1040013203
p(0.058 | Resetall ||

Calculate

Source: MacKinnon, D. P., & Dwyer, J. H. (1993). Estimating mediated effects in prevention

studies. Evaluation Review, 17, 144-158

According to the results from Table 37, it concludes that there is no significant

(p>0.05) mediating relationship between self-concept and respondents’ attitude

towards the brand although results stated in Table 38 are significant. Therefore,

full mediation is not feasible.
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Hq: Attitude towards the brand mediates the relationship between brand
personality and purchase intention

Table 40: Output of Regression Coefficient for Hy; Path A Analysis

Coefficients?

Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) -.126 .188 -.670 .503
Brand 1.035 .038 .843] 26.885 .000
personality
a. Dependent Variable: Attitude towards the brand
Source: Developed for the research
Table 40 shows the standardized regression coefficient (0.843), which is
significant (0.000) below 0.05. This means the brand personality is positively
related to respondents’ attitude towards the brand.
Table 41: Output of Regression Coefficient for Hy, Path B Analysis
Coefficients®
Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 1.853 287 6.454 .000
Attitude towards the 639 .058 542 11.045 .000
brand

page 73 of 159




(Constant) 1.544 347 4.452
Attitude towards the 496 107 421 4.627
brand

Brand personality 207 132 143 1.574

.000
.000

117

a. Dependent Variable: Purchase intention

Source: Developed for the research

Table 41 indicates the standardized regression coefficient (0.542), which is
significant at 0.000. Thus, the respondents’ attitude towards the brand is positively
related to purchase intention. But Table 41 indicates only brand personality is not
significant (0.117). This concludes a full mediation is demonstrated. All of the
related effects of brand personality are mediated by the MV (Baron & Kenny,
1986).

Table 42: Results of Sobel Test for Hy; Mediating Effect

Input: Test statistic: Std. Error: p-value:
a(1.035 Sobel test: 10.21333481 0.06475505 0
b 0639 Aroian test: 10.20742414 0.08479255 0
53 0.038 Goodman test: 1021925575 0.06471753 0
sp 0.058 | Resetall || Calculate |

Source: MacKinnon, D. P., & Dwyer, J. H. (1993). Estimating mediated effects in prevention
studies.
Evaluation Review, 17, 144-158

Table 42 shows the Sobel test’s result (t-value = 10.213, p-value = 0.000), this
explains that MV for Hy; has an indirect effect between 1V (brand personality)

and DV (purchase intention).
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4.4 Hypotheses Testing

Table 43: Summary of Hypothesis Testing Results

Not
Hypothesis Stpported Supported
(p<0.05) (0>0.05)
H: Price consciousness is significantly related to attitude towards
the brand
a. Garnier Men V
b. L’Oreal Paris Men Expert \
c. Gatshy \
H,: Price consciousness is significantly related to purchase intention N
Hs: Attitude towards the brand mediates the relationship between J
price consciousness and purchase intention
Ha: Credibility is significantly related to attitude towards the brand
a. Garnier Men \
b. L’Oreal Paris Men Expert \
c. Gatshy \
Hs: Credibility is significantly related to purchase intention N
Hs: Attitude towards the brand mediates the relationship between J
credibility and purchase intention
H,: Self-concept is significantly related to attitude towards the brand
a. Garnier Men J
b. L’Oreal Paris Men Expert J
c. Gatshy J
Hs: Attitude towards the brand mediates the relationship between J
self-concept and purchase intention
Hs: Brand personality is significantly related to attitude towards the
brand
a. Garnier Men \
b. L’Oreal Paris Men Expert \
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c. Gatsby

Hio: Brand personality is significantly related to purchase intention \

Hy: Attitude towards the brand mediates the relationship between

brand personality and purchase intention

Hi,: Attitude towards the brand is significantly related to purchase

intention

Source: Developed for the research

Table 43 shows all hypotheses’ outcomes are significant and accepted except Hs.
Hg is rejected because Table 37 for the path A mediation analysis indicates the
insignificant result. Thus, attitude has no mediating effect between self-concept

and purchase intention.

4.5 Chapter Summary

In this chapter, all statistical outcomes are categorized and reported accordingly.
Results for descriptive analysis are presented in bar charts and table format,
because it simplifies the overall results to be easy-to-understand based on the
proportion of responses (Gorard, 2004; Hair et al., 2011). In order to fit the
discussion between Chapter 1 and 5, the top three most popular brands (Garnier
Men, L’Oreal Paris Men Expert and Gatsby) are selected from Table 13. The
following results for reliability analysis and inferential analysis are obtained based
on the top three brands. Based on the guidelines from Bangor University (n.d.),
mediation results are analyzed using the combination of informal procedures and a
formal procedure (Sobel test). The overall mediation of a hypothesis includes
three separate regression analyses and a Sobel test. Lastly, the acceptance status of
all hypotheses results are summarized in Table 43. For price consciousness, only
L’Oreal Paris Men Expert and Gatsby are positively related to attitude and
purchase intention. For credibility, only Garnier Men and L’Oreal Paris Men
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Expert are positively related to attitude and purchase intention. For self-concept,
only Garnier Men and L’Oreal Paris Men Expert is positively related to attitude
but not indirectly mediated with purchase intention. For brand personality, all top
three brands do not have positive relationship with attitude but there is a
significant positive relationship with purchase intention. The research findings

will be elaborated and further discussed in the next chapter.

(Note: The rest of this page is intentionally left blank)
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CHAPTER 5

DISCUSSION, IMPLICATIONS, LIMITATIONS AND
RECOMMENDATIONS

5.0 Chapter Overview

This last chapter includes discussion of major findings, implications of the study,
research limitations and recommendations for further studies and chapter

summary. All of them are elaborated for a clearer understanding.

5.1 Discussion of Major Findings

This research project aims to investigate whether the factors influence the
respondents’ attitude and purchase intention towards men’s facial care products.
Based on the research findings presented in Chapter 4, the following in-depth
discussion will be carried out in this chapter in order to provide better
understanding about the Malaysian Gen-Y males in terms of their motives, needs,

self-perceptions, and so forth.
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H.: Price consciousness is significantly related to attitude towards the brand

According to the results in Chapter 4, only L’Oreal Paris Men Expert and Gatsby
show the significant relationship in multiple regression analysis. But Garnier Men
is insignificant. The past study Fin and Yong (2005) demonstrates that there is a
positive relationship between price consciousness and attitude for private label
products. Thus, this proves that respondents’ price consciousness is one of the
significant factors affecting their attitude towards a brand (L’Oreal Paris Men
Expert or Gatsby) except Garnier Men. Respondents who choose L’Oreal Paris

Men Expert and Gatsby are price-sensitive.

H.: Price consciousness is significantly related to purchase intention

The results presented in Chapter 4, interpret that price consciousness is significant
and positively related to purchase intention. This means that price consciousness
positively affects purchase intention. Thus, respondents will consider the lower
price when they intend to purchase a brand. They will not evaluate themselves
whether they like or dislike the brand. Once they observe a brand is the cheapest
among all brands, they will directly buy the brand without thinking so much (Wu
& Chan, 2011).

Hs: Attitude towards the brand mediates the relationship between price

consciousness and purchase intention

Chapter 4 reports that attitude is a significant mediator between price
consciousness and purchase intention. When a full mediation exists, it means all
of the effects are indirectly mediated (Sobel Test: t = 10.605, p-value = 0.000) by
attitude between price consciousness and purchase intention. The past studies also
conceptualize attitude as a mediator because respondents may respond as being
price-sensitive, then they will like the chosen brand and subsequently have an
intention to buy it (Fin & Yong, 2005; Huang et al., 2004).
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Ha: Credibility is significantly related to attitude towards the brand

Only Garnier Men and L’Oreal Paris Men Expert show that credibility has
significant positive relationship with attitude towards a brand. Respondents’
credibility towards a brand (Garnier Men or L’Oreal Paris Men Expert) is one of
the significant factors influencing their attitude. Many past studies have
mentioned that “expertise and trustworthiness” are the characteristics of “source
credibility” which focus on the character of attractiveness. Both characteristics are
used together in advertisements to enhance brand attitude, attitude towards
advertising and purchase intention (Lutz et al., 1983; Mackenzie & Lutz, 1989;
Goldberg & Hartwick, 1990; Haley, 1996; Goldsmith et al., 1999; 2000; 2001;
2002; Sallam, 2011). Therefore, the endorsed advertisement for Garnier Men and
L’Oreal Paris Men Expert, which are found in the survey questionnaire shown in

Appendix K, is more likely to affect respondents’ attitude towards a brand.

Hs: Credibility is significantly related to purchase intention

Results reported in Chapter 4 have proved that credibility is positively related to
purchase intention at significant level (p<0.05). This explains that credibility of a
brand will positively influence the respondents having an intention to buy the
brand. Many studies also found that there is a significant effect of attitude on
purchase intention, even though it is an indirect effect between credibility and
purchase intention (Brown & Stayman, 1992; Cox & Locander, 1987; Homer,
1990; Mackenzie et al., 1986; Phelps & Hoy, 1996; Sallam, 2011; Shimp &
Gresham, 1985; Yoon et al., 1998). The source credibility of a brand will trigger
respondents’ individual feelings, beliefs or behaviors to explore whether they like

or dislike the brand (attitude); then indirectly to have an intention to buy.

He: Attitude towards the brand mediates the relationship between credibility

and purchase intention
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Results in Chapter 4 indicate that attitude is a significant mediator between
credibility and purchase intention. A full mediation exists, and this interprets that
all of the effects are indirectly mediated (Sobel Test: t = 9.896, p-value = 0.000)
by attitude between credibility and purchase intention. Some past studies have
demonstrated a positive relationship between credibility and trust or even
conceptualized trust partly as credibility (Ganesan, 1994). Indirectly, the trust will
have a strong direct impact on the purchase intention (Sichtmann, 2007). When
respondents have a trust towards a brand based on the source credibility they will

directly have an intention to buy that brand.

H,: Self-concept is significantly related to attitude towards the brand

The results in Chapter 4 show that self-concept is significantly positive related to
respondents’ attitude, for Garnier Men and L’Oreal Paris Men Expert. Self-
concept is one of the significant factors to affect the respondents’ attitude towards
a brand. According to He and Mukherjee (2007), the consistency of self-concept
will significantly influence an individual’s attitude and behaviour. Self-concept
plays an important role in the facial care businesses because self-perceptions of
respondents motivate their purchasing behaviour, especially the desired self-image
or individual they desire to be. Many people may select products and brands in
order to fit or match the images of themselves (Goldsmith et al., 1999; Malhotra,
1988; Schiffman & Kanuk, 1997; Solomon, 1996). Gatsby indicates insignificant
results, thus there is no significant relationship for this brand.

Hs: Attitude towards the brand mediates the relationship between self-

concept and purchase intention

The results report that attitude is not a significant mediator between self-concept
and purchase intention due to a p-value of more than 0.05 for Path A regression
analysis. Therefore, attitude has no mediating effect between self-concept and

purchase intention.
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Hs: Brand personality is significantly related to attitude towards the brand

The research findings show that there is no significant relationship between brand
personality and respondents’ attitude towards a brand (Garnier Men, L’Oreal Paris
Men Expert, and Gatsby). Thus, brand personality is not a significant factor
(p>0.05) to influence respondents’ attitude for these top-three brands in this
research. However, brand personality is only positively related to purchase

intention if the p-value less than 0.05.

Hio: Brand personality is significantly related to purchase intention

Based on the results in Chapter 4, brand personality is significant and positively
related to purchase intention. Thus, the personality of a brand is able to positively
influence respondents to have an intention and buy the brand without considering
so much on their individual evaluation, i.e. attitude. The conclusion of Bouhlel et
al. (2011) explains that brand personality influences the brand trust. The more
respondents trust the brand; the purchase intention will be indirectly increased as

well in terms of brand trust, brand attachment, and brand commitment.

Hq: Attitude towards the brand mediates the relationship between brand

personality and purchase intention

Results in Chapter 4 show that attitude is a significant mediator between brand
personality and purchase intention. A full mediation has been determined, thus all
of the effects are indirectly mediated (Sobel Test: t = 10.213, p-value = 0.000) by
attitude between brand personality and purchase intention. The relevant studies
Guthrie and Kim (2009) reports that a combination of brand personalities can
predict a positive attitude towards a brand, whereas Buaman and
Phuengsuktechasit (2011) concludes that the positive attitude of respondents will
cause positive intention to buy towards the object or brand. This explains that the

personality of a brand will first enable respondents to generate the positive attitude
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and like the brand, then they will have an intention to buy the brand. However,

attitude provides an indirect effect for such process.

H.2: Attitude towards the brand is significantly related to purchase intention

Results obtained from Chapter 4 indicate that the respondents’ attitude is
significant and positively related to their purchase intention. This explains that
respondents’ attitude towards a brand will subsequently influence them to have an
intention to buy the brand. Attitude is an individual’s positive or negative
evaluations, sense of feelings, and intentions to like or dislike a certain object or
an idea for certain behavior as well as purchase intention (Ajzen & Fishbein, 1980;
Kolter, 1997; Lee et al., 2007). The conclusion of Lymperopoulos et al. (2010)
confirms that consumers’ intentions to buy retail brands and products are directly
affected by their attitudes towards the brands and products. Also, it interprets that
the more positive the attitude of a consumer towards a retail brand, the more
probable it is that the consumer will have an intention to buy it.

5.2 Implications of the Study

This research provides brand managers some marketing insights about Malaysian
Gen Y males for low-end men’s facial care products, even though the local niche
demand is not as mature as other developed countries (Parker, 2006). A similar
cosmetic study Orlichova (2011) reports that male respondents aged 18 to 25 and
26 to 35 are the major users of men’s grooming products. They are more open to
facial care products than older generation. Also, data shows that more men in
younger generation tend to be single or in relationship. This is because most of the
Gen Y are late to the wedding, but they want marriage. Young men prefer to be
more stable before the wedding (Value Options, n.d.; Zimmerman, 2012). In
addtion, younger metrosexual men will put more effort on their appearance to be
more attractive to heterosexual ladies (and incidentally gay men) and a better
partner or husband than before the makeover (Palmer, 2008). However, a man
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whether is non-married (single or in relationship) or married could represent an
important fact towards the demand for men’s facial care products. Brand
managers should know that most of the male cosmetic prospects or users are still
single (Souiden & Diagne, 2009), this explains that single men will put more

attention on their appearance based on the following reasons.

First, during social interactions, physically attractive individuals are looked at
more often than are less attractive individuals (Murstein, 1972). Second, physical
attractiveness predicts a number of positive social outcomes, such as having more
dates and more friends, even making more money. A handsome man will be more
popular and have more new dates. Nowadays the working environment in
Malaysia is becoming more competitive as some professions need to take care of
their personal outlook. They may be able to find better jobs, get promotions and
higher wages if they are presentable (Christan, 2012). This is because the
perceptions of physically attractive individuals are often influenced by halo effects
(Charlesworth & Freniere, 1983; Feingold, 1992; Karraker, 1986; Roszell et al.,
1989).

For price consciousness, those respondents who have chosen either Gatsby or
Loreal Paris Men Expert are price-sensitive. The low price will make them like
and feel their chosen brand is good, then they will have an intention to buy and try
the brand (Fin & Yong, 2005; Lymperopoulos et al., 2010). Garnier Men has no
significant relationship between price consciousness and attitude, but it has a
direct significant relationship between price consciousness and purchase intention.
This interprets that respondents who have opted for Garnier Men because of its
lowest price, will directly buy the brand without thinking twice (Wu & Chan,
2011).

For credibility, those respondents who choose either Garnier Men or Loreal Paris
Men Expert will first consider whether the brand is credible, dependable and
trustworthy before they decide to buy. More credible sources will enable
respondents to respond more positively towards the brand, then they will have an
intention to purchase the brand. This is because attitude acts as a mediator and has

an indirect effect between credibility and purchase intention (Ajzen & Fishbein,
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1980; Lutz et al., 1983; Mackenzie & Lutz, 1989; Ganesan, 1994; Kumar et al.,
1995; Goldberg & Hartwick, 1990; Haley, 1996; Sallam, 2011; Sichtmann, 2007).
The credibility of Gatsby has no significant relationship with attitude, but it has a
direct positive influence on purchase intention. This explains that if respondents
feel that Gatsby is credible and dependable, they will directly have the intention to
buy it without considering too much (Brown & Stayman, 1992; Cox & Locander,
1987; Homer, 1990; Sallam, 2011).

For self-concept, once a respondent has chosen his most preferred brand (either
Garnier Men or Loreal Paris Men Expert), he will have a desire to self-evaluate
how he expects to see himself (individual’s ideal self-concept), then he will feel
positive towards the brand (positive attitude/brand preference) when self-
congruity exists (Boksberger et al., 2011; Sirgy, 1982; Sirgy & Su, 2000). Self-
congruity is defined as the match between a brands image and an individual’s self-
concept where the individual’s ideal self-concept is the ‘totality of the individual’s
desired thoughts and feelings having reference to himself as an object (Boksberger
et al., 2011; Rosenberg, 1979). But hypothesis Hg in chapter 4 have been tested
that there is no mediating relationship between self-concept and purchase
intention and therefore attitude is not a significant mediator. In this research,
respondents’ self-concept does not have any indirect influence on their purchase
intention. Respondents will first fantasize their desired individual self-concept
(how they expect to see themselves) after chosen a brand, and then they will feel
positive towards the brand if self-congruity is feasible. However, a positive
response of respondents towards the brand does not mean they have intention to
buy. They have thoughts of being an ideal person after chosen a brand, but this is
not the significant motive to stimulate their intention to buy (Hawkins &
Mothersbaugh, 2010). Brand managers should be careful to invest and design
marketing campaigns by focusing individual ideal self-concept. This is because it
may not significantly stimulate Gen Y males having intention to buy based on
their ideal self-concept. Otherwise, it may incur loss due to corporate sales is

predicted underperformed.

For brand personality, the bivariate regression results show that brand personality

(B=0.72, p<0.05) has greater positive influence on purchase intention than price
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consciousness (f=0.56, p<0.05). This explains that local Gen Y males have
stronger brand perception rather than just getting the cheapest price to trigger their
purchase intention. Brand managers should put more attention on how to shape
the particular brand personality for low-end facial care brand. This helps the firm
to position its product brand differently from its market players, so that direct
competition can be avoided. Gen Y males are brand conscious (Mandhlazi, 2011),
thus brand personality is important because it is associated with strong individual
emotional response, higher levels of consumer trust and loyalty, higher consumer
preference and usage, more self-expression and improved product differentiation
(Guthrie & Kim, 2009). Another results reports that the personality of a brand
(Garnier Men, Loreal Paris Men Expert, and Gatsby) does not have any significant
influence on respondents’ attitude although full mediation exists. But brand
personality can directly affect respondents’ purchase intention due to its
significant relationship. A favorable brand personality can influence the
respondents’ trust towards a brand. This is because the brand trust is able to
reinforce their buying intention in terms of brand attachment and brand
commitment (Bouhlel et al., 2011). Nowadays, brand managers should serve the
brand personality as a strategic tool that forms the communication between brand
and target consumers. Brands can reflect and tell themselves in consumers’ minds
by means of personalities. In other words, brand personality plays a key role in
building loyal relations or moving up the differentiation ladder in consumers’
minds (Akin, 2011).

Within the men’s facial care industry, brand managers should aim on the specific
motives and understand the behavioural patterns of Malaysian Gen Y males
towards the competing brands. For example, brand XYZ should strategize their
marketing campaigns in order to fit Gen Y young men’s behavioural patterns and
grab more sales from its rivals. This helps the brand to gain more market shares

from its competitors.

5.3 Research Limitations and Recommendations for Future
Studies
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There are several limitations in this study that may have affected the results.
Firstly, the sampling is only limited within the Klang Valley area. The research
outcomes may not fully represent all Gen Y males in Malaysia. Based on
statistical standpoint, convenience samples may lack generalization power to the
Malaysian population. To overcome such drawback, it would be interesting to

extend this research in other states.

Secondly, only six well-known men’s facial care brands are used in this research.
For the low-end target segment, this research also can be further studied with

some other generic and private label brands.

Thirdly, the research concepts are just linked to TRA model. The entire scope
only covers on individual attitudes and behaviour. As the purchase decision of
most Malaysian Gen Y is commonly affected by different social groups such as
friends, peers, family members and spouse (Lim et al., 2013; Grogan, 1999); it is
recommended to introduce the Theory of Planned Behaviour (TPB) and social
influence for further studies.

In Malaysia, there are various types of metrosexual men who have their own
reasons for buying and using men’s grooming products. Many companies have
started to pay attention towards the gay niche segment, which is interesting and
highly profitable (Chatel, 2013). This is because their brand loyalty and
purchasing power are very high (Smith & Malone, 2003; DeLozier, 1996). For
instance, gay consumers are more conscious of innovative and trendy appearance,
while straight men prefer classic and traditional look (Rudd, 1996). Gay men
emphasize self-appearance; therefore they always maintain their facial care with

men’s grooming products (Cristian et al., n.d.).

The congruence between brand personality and human personalities can be further
studied. Brand managers should not just focus on the factors affecting men’s
buying intention in this study; but they also need to consider how the human
personalities and self-concept react with a brand (Belk, 1988; Maehle & Shneor,
2010; Sirgy, 1982). Once the brand loyalty has been psychologically built due to
the match between individual personalities/self-concept and brand personality
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(Kuenzel & Halliday, 2010), brand managers can attempt to aim for loyal
customers rather than new customers. This is because sometimes the heavy
investment on promotion campaigns towards new customers may not help the
firm to get more sales, especially those existing customers who are brand-

conscious (O'Guinn et al., 2012).

Product involvement is a suggested moderator for this research (Xue, 2008). Some
past studies show that product involvement significantly affects consumer
decision making (Suh & Yi, 2006; Warrington & Shim, 2000; Phelps & Thorson,
1991). Those studies also have demonstrated the significant influence of
involvement on consumer attitude, brand preference and perceptions. This is
because one of the greatest determinants of motivation is the ‘product
involvement’. If a message is irrelevant or not persuasive to an individual, then
that individual will not be motivated to devote his attention or consideration to the
message (Petty et al., 1983; Xue, 2008). Therefore, buying intention of an
individual can be predicted by his personal involvement towards a brand (Russell,
2006).

The qualitative/mixed methods for future studies are suggested such as interview
method to replenish the flaws of problem statement of this study and help offset
the weaknesses of using quantitative and qualitative methods individually (Russell,
2006). For instance, arranging an outdoor interview and observation on Gen Y
males are needed, because open-ended questions can collect more real-time and
detailed information than close-ended questions. Open-ended questions have
greater potential to uncover useful information. Also, they provide clues into
communication skills and thought processes to effectively investigate the behavior
of Gen Y males (Kumar, 2014). Besides, human observation method provides the
opportunity to watch the respondents’ behaviours towards facial care brands,
especially observing those price-conscious or brand-conscious Gen Y males
(Clow & James, 2014).

5.4 Chapter Summary
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The overall study provides insights about the purchasing behavior of Gen Y males
towards men’s facial care products in Malaysia. All of the factors and hypotheses
have been explored in details and all objectives have been achieved as well. In this
chapter, the research results are discussed based on the theory of reasoned action
(TRA) model in conjunction with other factors (price consciousness, credibility,
self-concept and brand personality). The top three brands (Garnier Men, L’Oreal
Paris Men Expert, and Gatsby) are selected out of six brands; this mainly provides
brand managers some guidelines to understand the motives of local Gen Y males
and elaborates why they have more intention to buy these three leading brands.
The following ‘research limitations’ describes the hidden problems of this study
which is out of controlled by the researcher. Some recommendations are given for

the future studies and improvements.

(Note: The rest of this page is intentionally left blank)

page 89 of 159



REFERENCES

Aaker, J. L. (1997). Dimensions of brand personality. Journal of Marketing
Research, 352.

Aaker, J. L. (1999). the malleable self : the role of self-expression in persuasion.
Journal of Marketing Research, 36(1), 45-57.

Adams, J., Khan, H. T., Raeside, R., & White, D. I. (2007). Research methods for
graduate business and social sciences students. Los Angeles: Sage.

Adweek. (2013, June 17). Data points gender bender. With men more accepting of
makeup and women's fashions, masculinity is not what it used to be,
54(24), pp. 11-11.

Ajzen, ., & Driver, B. L. (1992). Application of the theory of planned behavior to
leisure choice. Journal of Leisure Research, 24, 207-224.

Ajzen, ., & Fishbein, M. (1975). Belief, attitude, intention and behavior : an
introduction to theory and research . MA: Addison Wesley.

Ajzen, |., & Fishbein, M. (1980). Understanding attitudes and predicting social
behavior. NJ: Prentice Hall.

Akin, M. (2011). Predicting consumers' behavioral intentions with perceptions of
brand personality: a study in cell phone markets. International Journal of
Business and Management, 6(6), 193-206.

Bakewell, C., Mitchell, V. W., & Rothwell, M. (2006). UK generation Y male
fashion consciousness. Journal of Fashion Marketing and Management,
10(2), 169-180.

Bangor University. (n.d.). Philosophy of science and research design: testing for
mediation. Retrieved August 31, 2013, from
http://pages.bangor.ac.uk/~pes004/resmeth/mediation/mediation.htm

page 90 of 159



Baron, R. M., & Kenny, D. A. (1986). The moderator-mediator variable
distinction in social psychological research : conceptual, strategic, and
statistical considerations. Journal of Personality and Social Psychology,
1173-1182.

Batra, R., & Sinha, 1. (2000). Consumer-level factors moderating the success of
private label brands. Journal of Retailing, 76(2), 175-191.

Batra, R., Lehmann, D. R., & Singh, D. (1993). The brand personality component
of brand goodwill : some antecedents and consequences. Hillsdale:
Lawrence Erlbaum Associates Inc.

Beldona, S., & Wysong, S. (2007). Putting the brand back into store brands : an
exploratory examination of store brands and brand personality. Journal of
Product and Brand Management, 226-235.

Belk, R. W. (1988). Possessions and the extended self. Journal of Consumer
Research, 15, 139-168.

Bell, S. (2008). International brand management of Chinese companies: case
studies on the Chinese household appliances and consumer electronics
industry entering US and western European markets. Essen: Physica-

Verlag Heidelberg.
Beri, G. C. (2008). Marketing research (4th ed.). New Delhi: Tata McGraw-Hill.

Bernama. (n.d.). SARA 1Malaysia government-aided loan scheme for low-income
earners. Retrieved October 9, 2012, from
http://1malaysia.com.my/my/news_archive/sara-1malaysia-government-
aided-loan-scheme-for-low-income-earners/

Bian, X., & Moutinho, L. (2009). An investigation of determinants of counterfeit
purchase consideration. Journal of Business Research, 62, 368-378.

Biel, A., & Aaker, D. A. (1993). Converting image into equity. Hillsdale:
Lawrence Erlbaum Associates.

page 91 of 159



Blackwell, M. (n.d.). Multiple hypotheses testing : the F-test. Retrieved April 2,
2013, from http://www.people.fas.harvard.edu/~blackwel/ftests.pdf

Blanthorne, C., Jones-Farmer, L. A., & Almer, E. D. (2006). Why you should
consider SEM : a guide to getting started. Advances in Accounting
Behavioral Research, 9, 179-207.

Boksberger, P., Dolnicar, S., Laesser, C., & Randle, M. J. (2011). Self-congruity
theory: to what extent does it hold in tourism? Journal of Travel Research,
50(4), 454-456.

Bouhlel, O., Mzoughi, N., Hadiji, D., & Slimane, I. B. (2009). Brand personality
and mobile marketing: an empirical investigation. World Academy of
Science, Engineering and Technology, 53, 703-710.

Bouhlel, O., Mzoughi, N., Hadiji, D., & Slimane, I. B. (2011). Brand personality's
influence on the purchase intention: a mobile marketing case.
International Journal of Business and Management, 6(9), 210-227.

Brinol, P., Petty, R. E., & Tormala, Z. L. (2004). Self-validation of cognitive
responses to advertisements. Journal of Consumer Research, 30(4), 559-
573.

Brown, S. P., & Stayman, D. M. (1992). Antecedents and consequences of attitude
toward the ad: a meta-analysis. Journal of Consumer Research, 19(1), 34-
51.

Bruner, G. C., Hensel, P. J., & James, K. E. (2005). Marketing scales handbook :
a compilation of multi-item measures for consumer behavior and
advertising. Mason: Thomson South Western.

Bryman, A., & Bell, E. (2007). Business research methods (2nd ed.). Oxford:
Oxford University Press.

Buaman, P., & Phuengsuktechasit, P. (2011). Influence of country of origin on
Thai consumer attitude and purchase intention toward skincare products.
Unpublished master's thesis. Vasteras and Eskilstuna, Sweden:
Malardalen University .

page 92 of 159



Bumrungkitjareon, T., & Tanasansopin, S. (2011). Purchasing intentions of young
Thai male towards men's skin care products. Unpublished master's thesis,
Maélardalen University, Véasteras, Sweden.

Cavana, R., Delahaye, B. L., & Sekaran, U. (2001). Applied business research :
qualitative and quantitative methods. Milton: John Wiley & Sons
Australia.

Chang, W. L. (2009). Using multi-criteria decision aid to rank and select co-
branding partners : from a brand personality perspective. Kybernetes,
38(6), 950-965.

Charlesworth, W. R., & Freniere, p. (1983). Dominance, attention, and affiliation
in a preschool group: a nine-month longitudinal study. Ethology and
Sociobiology, 4, 55-67.

Chatel, A. (2013, September 10). Gay-friendly companies: the seven most
surprising. Retrieved October 16, 2013, from YourTango.com:
http://www.huffingtonpost.com/2013/09/10/gay-friendly-companies-
surprising-_n_3882854.html

Chen, T., & Cheng, L. F. (2004). Male consumer and cosmetics in Sweden : a
survey study at Malardalen University. Unpublished bachelor's thesis,
Malardalen University, Department of Business Administration and
Information Systems, Eskilstuna, Sweden.

Choo, H., Chung, J. E., & Pysarchik, D. T. (2004). Antecedents to new food
product purchasing behavior among innovator groups in India. European
Journal of Marketing, 38(5), 608-625.

Christan, P. (2012). Physical attractiveness, employment, and earnings. Applied
Economics Letters, 19(6), 505-510.

Clarkson, J. (2005). Contesting masculinity’'s makeover: queer eye, consumer
masculinity, and straight-acting gays. Journal of Communication Inquiry,
29(3), 235-255.

page 93 of 159



Clow, K. E., & James, K. E. (2014). Essentials of marketing research: putting
research into practice. California: Sage Publications Ltd.

Cohen, J., Cohen, P., West, S. G., & Aiken, L. S. (2003). Applied multiple
regression/correlation analysis for the behavioral sciences (3rd ed.).
Mahwah: Routledge Academic .

Cole, L. (2008). Male grooming grows up. ICIS chemical business, 273(14), 36-
37.

Coley, A., & Burgess, B. (2003). Gender differences in cognitive and affective
impulse buying. Journal of Fashion Marketing and Management, 7(3),
282-295.

Collins English Dictionary. (2009). Metrosexual (10th ed.). London:
HarperCollins Publishers.

Cooper, D. R., & Schindler, P. S. (2006). Business research method (8th ed.).
New York: McGraw-Hill.

Cooper, D. R., & Schindler, P. S. (2011). Business research methods (11th ed.).
New York: McGraw-Hill.

Cortina, J. M. (1993). What is coefficient alpha? an examintion of theory and
applications. Journal of Applied Psychology, 98-104.

Cox, D. S., & Locander, W. B. (1987). Product novelty: does it moderate the
relationship between ad attitudes and brand attitudes? Journal of
Advertising, 16(3), 39-44.

Creswell, J. W. (2002). Research design : qualitative, quantitative, and mixed
method approaches (2nd ed.). Thouand Oaks: Sage Publications.

Cristian, S., Ingeborg, K., & Doc, T. (n.d.). How to be beautiful for gay men.
Retrieved October 23, 2013, from http://www.wikihow.com/Be-
Beautiful-(for-Gay-Men)

page 94 of 159



Dade, P. (2007). All made up : 100 years of cosmetics advertising . London:
Middlesex University Press.

Daunt, K. L., & Harris, L. C. (2012). Motives of dysfunctional customer behavior:
an empirical study. Journal of Services Marketing, 293-308.

DeLozier, M. W. (1996). Marketing to the homosexual (gay) market: a profile and
strategy implications. Journal of Homosexuality, 31(1), 203-212.

Department of Statistics Malaysia. (2011, August 5). Population distribution and
basic demographic characteristic report 2010. Retrieved February 16,
2012, from
http://www.statistics.gov.my/portal/index.php?option=com_content&view
=article&id=1215%3Apopulation-distribution-and-basic-demographic-
characteristic-report-population-and-housing-census-malaysia-2010-
updated-2972011&catid=130%3Apopulation-distribution-and

Dodds, W. B., Monroe, K. B., & Grewal, D. (1991). Effect of price, brand and
store information on buyers’ product evaluation. Journal of Marketing
Research, 28(3), 307-319.

Doret, M. (2007). Pride-Ferrell Foundations of Marketing (2nd ed.). Boston:
Houghton Mifflin Company.

Eisend, M. (2006). Source credibility dimensions in marketing communication : a
generalized solution. Journal of empirical generalizations in marketing ,
1-33.

Erdem, T., & Swait, J. (2004). Brand credibility, brand consideration, and choice.
Journal of Consumer Research, 31(1), 191-198.

Euromonitor International. (2007). Ubersexual man the next big thing. London:
Euromomitor Internatonal Online Databases.

Fan, S. C., Cheng, S. O., & Ding, H. T. (2010). Factors affecting consumption
behavior of metrosexual towards male grooming products. International
Review of Business Research Papers, 6(1), 574-590.

page 95 of 159



Featherstone, M. (1991). The body in consumer culture. London: The Body -
Social Process and Cultural Theory.

Feingold, A. (1992). Good-looking peple are not what we think. Psychological
Bulletin, 111, 304-311.

Fetscherin, M., & Toncar, M. (2010). The effects of the country of brand and the
country of manufacturing of automobiles : an experimental study of
consumers' brand personality perceptions. International Marketing
Review, 27(2), 164-178.

Fin, B., & Yong, G. S. (2005). Integrating effects of consumer perception factors
in predicting private brand purchase in a Korean discount store context.
Journal of Consumer Marketing, 22(2), 62-71.

Fisher, C. (2010). Researching and writing a dissertation: an essential guide for
business students (3rd ed.). Essex: Pearson Education Limited.

Freling, T. H., & Forbes, L. P. (2005). An empirical analysis of the brand
personality effect. Journal of Product and Brand Management, 14(7),
404-413.

Frieden, J. B. (1984). Advertising spokesperson effects : an examination of
endorser type and gender on two audiences. Journal of Advertising
Research, 24(5), 33-41.

Gallon, V. (2012, September 4). Male grooming: market grows at rapid pace but
brands need to adapt. Retrieved June 23, 2013, from
http://www.premiumbeautynews.com/en/male-grooming-market-grows-
at,4457

Ganesan, S. (1994). Determinants of long-term orientation in buyer-seller
relationships. Journal of Marketing, 58(2), 1-19.

Givon, M., Mahajan, V., & Muller, E. (1997). Assessing the relationship between
the user-based market share and unit sales-based market share for pirated
software brands in competitive markets. Technological Forecasting and
Social Change, 55(2), 131-144.

page 96 of 159



Goldberg, M., & Hartwick, J. (1990). The effects of advertiser repution and
extremity of advertising claim on advertising effectiveness. Journal of
Consumer Research, 19, 172-179.

Goldsmith, R. E., & Newell, S. J. (2001). The deveopment of a scale to measure
perceived corporate credibility. Journal of Business Research, 52(3), 235-
247.

Goldsmith, R. E., Lafferty, B. A., & Newell, S. J. (2000). The impact of corporate
credibility and celebrity credibility on consumer reaction to
advertisements and brands. Journal of Advertising, 29(3), 43-56.

Goldsmith, R. E., Lafferty, B. A., & Newell, S. J. (2000). The influence of
corporate credibility on consumer attitudes and purchase intent.
Corporate Reputation Review, 3(4), 304-318.

Goldsmith, R. E., Lafferty, B. A., & Newell, S. J. (2002). The dual credibility
model: the influence of corporate and endorser credibility on attitudes and
purchase intentions. Journal of Marketing Theory and Practice, 10(3), 1-
10.

Goldsmith, R. E., Moore, M. A., & Beaudoin, P. (1999). Fashion innovativeness
and self-concept : a replication. Journal of Product and Brand
Management, 8(1), 7-18.

Gorard, S. (2004). Quantitative methods in social science: the role of numbers
made easy. London: Continuum.

Grogan, S. (1999). Body image: understanding body dissatisfaction in men,
women, and children. London: Routledge.

Guse, K. S. (2011). Brand personalities and consumer-brand relationships as
elements of successful brand management. Unpublished doctoral
dissertation, University of Bambarg Press.

Guthrie, M. F., & Kim, H. S. (2009). The relationship between consumer
involvement and brand perceptions of female cosmetic consumers. Brand
Management, 17(2), 114-133.

page 97 of 159



Guthrie, M., Kim, H. S., & Jung, J. (2008). The effects of facial image and
cosmetic usage on perceptions of brand personality. Journal of Fashion
Marketing, 12(2), 164-181.

Hair, J. F., Bush, R. P., & Ortinau, D. J. (2009). Marketing research: in a digital
information environment (4™ ed.). New York: McGraw-Hill.

Hair, J. F., Celsi, M. W., Money, A. H., Samouel, P., & Page, M. J. (2011).
Essentials of business research methods (2nd ed.). New York: M. E.
Sharpe Inc.

Hair, J. F., Wolfinbarger, M. F., Ortinau, D. J., & Bush, R. P. (2010). Essentials of
marketing research. New York: McGraw Hill Irwin.

Hale, J. L., Householder, B. J., & Greene, K. L. (2003). The Theory of Reasoned
Action. Thousands Oaks: Sage.

Haley, E. (1996). Exploring the construct of organization as source: consumers'
understanding of organizational sponsorship of advocacy advertising.
Journal of Advertising, 25(2), 19.

Harmancioglu, N., Finney, R. Z., & Joseph, M. (2009). Impulse purchases of new
products : an empirical analysis. Journal of Product and Brand
Management, 27-37.

Harris, L. C., & Reynolds, K. L. (2004). Jaycustomer behavior: an exploration
into the types and motives in the hospitality industry. Journal of Services
Marketing, 18, 339-357.

Hausman, A. (2000). A multi-method investigation of consumer motivations in
impulse buying behavior. Journal of Consumer Marketing, 17(5), 403-
419.

Hawkins, D. I., & Mothersbaugh, D. L. (2010). Consumer behavior : building
marketing strategy (11th ed.). New York: McGraw-Hill Companies Inc.

page 98 of 159



He, H., & Mukherjee, A. (2007). I am ergo | shop: does store image congruity
explain shopping behaviour of Chinese consumers? Journal of Marketing
Management, 23(5), 443-446.

Heath, T. B., & Gaeth, G. J. (1994). Theory and method in the study of ad and
brand attitudes : toward a systematic model. Hillsdale: Lawrence
Erlbaum Associates.

Hem, L. E., & Iversen, N. M. (2002). Decomposed similarity measures in brand
extensions. Advances in Consumer Research, 29(1), 199-206.

Herbig, P., Koehler, W., & Day, K. (1993). Marketing to the baby bust generation.
Journal of Consumer Marketing, 10(1), 4-9.

Homer, P. M. (1990). The mediating role of attitude toward the ad: some
additional evidence. Journal of Marketing Research, 27(1), 78-86.

Hovland, C. I, Janis, I. L., & Kelley, H. (1953). Communications and persuasion.
New Haven: Yale University Press.

Huang, J. H., Lee, C. Y., & Ho, S. H. (2004). Consumer attitude towards gray
market goods. International Marketing Review, 21(6), 598-614.

Ingenhoff, D., & Fuhrer, T. (2010). Positioning and differentiation by using brand
personality attributes: do mission and vision statements contribute to
building a unique corporate identity? Corporate Communications: An
International Journal, 15(1), 83-101.

Jackson, P., Stevenson, N., & Brooks, K. (2001). Making sense of men's
magazines. Malden: Blackwell Publishers Ltd.

Jin, B., & Suh, Y. G. (2005). Integrating effect of consumer perception factors in
predicting private brand purchase in a Korean discount store context.
Journal of Consumer Marketing, 22(2), 62-71.

Jones, G. (2010). Beauty imagined : a history of the global beauty industry. New
York: Oxford University Press

page 99 of 159



Kahn, K. B. (2011). Product planning essentials (2" ed.). New York: M. E.
Sharpe Inc.

Karraker, K. H. (1986). Adult attention to infants in a newborn nursery. Nursing
Research, 35, 358-363.

Keller, K. L. (1993). Conceptualizing, measuring, and managing consumer-based
brand equity. Journal of Marketing, 57(1), 1-22.

Keller, K. L. (2000). Building and managing corporate brand equity. Oxford:
Oxford University Press.

Keller, K. L., & Aaker, D. A. (1997). Corporate-level marketing : the impact of
credibility on a company's brand extensions. Corporate Reputation
Review, 1(4), 356-378.

Keller, K. L., & Aaker, D. A. (1998). The impact of corporate marketing on a
company's brand extensions. Corporate Reputation Review, 1(4), 356-378.

Kent, R. (2007). Marketing research: approaches, methods and applications in
Europe. London: Thomson Learning.

Ketelaar, P. E., Gisbergen, M. S., Bosman, J. A., & Beentjes, J. (2010). The
effects of openness on attitude toward the ad, attitude toward the brand,
and brand beliefs in dutch magazine ads. Journal of Current Issues and
Research in Advertising, 32(2), 71-85.

Kim, M., Kim, J. H., & Lennon, S. J. (2011). E-service attributes available on
men's and women's apparel websites. Emerald Group Publishing Limited,
21(1), 0960-4529.

Kleine, R. E., Klein, S. S., & Kernan, J. B. (1993). Mundane consumption and the
self : a social identity perspective. Journal of Consumer Research, 3(3),
327-343.

page 100 of 159



Kling, K. C., Hyde, J. S., Showers, C. J., & Buswell, B. N. (1999). Gender
differences in self-esteem: A meta-analysis. Psychological Bulletin,
125(4), 470-500.

Kolter, P. (1997). Marketing Management (9th ed.). Upper Saddle River: Prentice
Hall.

Kuenzel, S., & Halliday, S. V. (2010). The chain of effects from reputation and
brand personality congruence to brand loyalty: the role of brand
identification. Journal of Targeting Measurement and Analysis for
Marketing, 18(3), 167-176.

Kumar, N., Scheer, L. K., & Steenkamp, J. (1995). The effects of perceived
interdependence on dealer attitudes. Journal of Marketing Research, 32(3),
348-356.

Kumar, R. (2014). Research methodology: a step-by-step guide for beginners (4™
ed.). California: Sage Publications Ltd.

Lafferty, B., & Goldsmith, R. E. (1999). Corporate credibility's role in consumers'
attitudes and purchase intentions when a high versus a low credibility
endorser is used in the ad. Journal of Business Research, 44(2), 109-116.

Lake, L. A. (2009). Consumer behavior for dummies. New York: John Wiley &
Sons Inc.

Lamb, C. W., Hair, J. F., & McDaniel, C. (2010). Marketing (10th ed.). Mason:
South-Western Cengage Learning.

Lee, H. Y., Qu, H., & Kim, Y. S. (2007). A study of the impact of personal
innovativeness on online travel shopping behavior: a case study of Korean
travelers. Tourism Management(28), 886-897.

Lee, K. S. (2008, December 27). Men splurging on skincare products. Retrieved
September 23, 2013, from
http://www.thestar.com.my/story.aspx?file=%2f2008%2f12%2f27%2fbus
iNess%2f2874424&sec=business

page 101 of 159



Lewis, M. (2012). Applied statistics for economists. Torquay: Routledge.

Lichtenstein, D. R., Ridgway, N. M., & Netemeyer, R. G. (1993). Price
perceptions and consumer shopping behavior : a field study. Journal of
Marketing Research, 30, 234-245.

Likert, R. (1932). A technique for the measurement of attitudes. Archives of
Psychology, 140.

Lim, L. Y., Han, K. S., & Chan, Y. F. (2013). Factors affecting smartphone
purchase decision among Malaysian Generation Y. International Journal
of Asian Social Science, 3(12), 2426-2440.

Liu, M. T., Huang, Y. Y., & Jiang, M. H. (2007). Relations among attractiveness
of endorsers, match-up, and purchase intention in sport marketing in
China. Journal of Consumer Marketing, 24(6), 358-365.

Loo, S., & Ibrahim, M. F. (2005). Shopping-center attributes affecting male
shopping behavior. Journal of Retail and Leisure Property, 4(4), 324-340.

Luck, M., Pocock, R., & Tricker, M. (2000). Market research in health and social
care. New York: Taylor and Francis Ltd.

Lutz, R. J., MacKenzie, S. B., & Belch, G. E. (1983). Attitude toward the ad as a
mediator of advertising effectiveness: determinants and consequences .
Advances in Consumer Research , 1-10.

Lymperopoulos, C., Chaniotakis, I. E., & Rigopoulou, I. D. (2010). Acceptance of
detergent-retail brands: the role of consumer confidence and trust.
International Journal of Retail and Distribution Management, 38(9), 719-
736.

Maathuis, O., Rodenburg, J., & Sikkel, D. (2004). Credibility, emotion, or reason ?
Corporate Reputation Review, 333-345.

page 102 of 159



Mackenzie, S. B., & Lutz, R. J. (1989). An empirical examination of the structural
antecedents of attitude toward the Ad in an advertising pretesting context.
Journal of Marketing, 53(2), 48-65.

Mackenzie, S. B., Lutz, R. J., & Belch, G. E. (1986). The role of attitude toward
the ad as a mediator of advertising effectiveness: a test of competing
explanations. Journal of Marketing Research, 23(2), 130-143.

MacKinnon, D. P. (2008). Introduction to statistical mediation analysis. New
York: Erlbaum.

MacKinnon, D. P., & Dwyer, J. H. (1993). Estimating mediated effects in
prevention studies. Evaluation Review, 17, 144-158.

MacKinnon, D. P., Fairchild, A. J., & Fritz, M. S. (2007). Mediation analysis.
Annu Review Psychology, 58, 593.

Maehle, N., & Shneor, R. (2010). On congruence between brand and human
personalities. Journal of Product and Brand Management, 19(1), 44-53.

Malhotra, N. K. (1988). Self-concept and product choice : an integrated
perspective. Journal of Economic Psychology, 9(1), 1-28.

Malhotra, N. K. (2010). Marketing research : an applied orientation (6th ed.).
New Jersey: Pearson Education Inc.

Mandhlazi, L. (2011). Decision-making styles of generation Y consumers in the
purchase of fashion apparel in Kempton Park. Unpublished master’s
thesis, Vaal University of Technology, Vanderbijlpark, Gauteng Province,
South Africa.

Manrai, L. A., Lascu, D. N., Manrai, A. K., & Babb, H. W. (2001). A cross-
cultural comparison of style in Eastern European emerging markets.
International Marketing Review, 18(3), 270-285.

Maybank2u.com Malaysia. (n.d.). Skim Amanah Rakyat 1Malaysia. Retrieved
May 22, 2012, from

page 103 of 159



http://www.maybank2u.com.my/mbb_info/m2u/public/personalDetail04.d
o?channelld=LOA-
Loans&cntTypeld=0&cntKey=LOA14.01&programld=LOA14-
SaralM&chCatld=/mbb/Personal/LOA-Loans

McAlister, L., & Pessemier, E. (1982). Variety seeking behavior: an
interdisciplinary review. The Journal of Consumer Research, 9(3), 311-
322.

McCracken, M. (2003, September 1). Young Japanese men pay big bucks for
vanity. Young Japanese men pay big bucks for vanity, p. 6.

Miller, K. (2005). Communications theories : perspectives, processes, and
contexts. New York: McGraw-Hill.

Milne, J. (1999, March 25). Questionnaires : advantages and disadvantages.
Retrieved April 3, 2013, from
http://www.icbl.hw.ac.uk/Itdi/cookbook/info_questionnaires/

Mitchell, M. L., & Jolle, J. M. (2009). Research Design Explained (7th ed.).
Belmont: Wadsworth Cengage Learning.

Morgan, G. A., Leech, N. L., Gloeckner, G. W., & Barrett, K. C. (2011). IBM
SPSS for introductory statistics : use and interpretation (4th ed.). New
York: Taylor and Francis Group.

Morschett, D., Jara, M., Schramm, K. H., & Swoboda, B. (2007). Retail brand
personality as influence factor on store loyalty : an empirical test of an
integrative model. Reykjavik: Proceedings of the 36th EMAC Colloquium.

Murray, 1. (2005). Label-obsessed marketers dig themselves into a hole.
Marketing Week, 28(44), 82-82.

Murstein, B. 1. (1972). Physical attractiveness and marital choice. Journal of
Personality and Social Psychology, 22(1), 8-12.

page 104 of 159



Mustaffa, N., & Mun, L. S. (2000). The effects of gender advertising on brand
image : the Malaysian context. Malaysian Journal of Communication,
27(1), 118-132.

Muterera, J. (2008). The relationship between leadership theory behaviors,
follower attitudes and behaviors, and organizational performance in
United States country governments. Unpublished doctoral dissertation.
Western Michigan University.

Newell, S. J. (1993). Developing a measurement scale and a theoretical model
defining corporate credibility and determining its role as an antecedent of
consumers' attitude towards the advertisement. Florida: Florida State
University.

Newman, A. A. (2010, September 1). Men's cosmetics becoming a bull market.
Retrieved February 28, 2012, from The New York Times:
http://www.nytimes.com/2010/09/02/fashion/02skin.html?pagewanted=all

Nykiel, R. A. (2007). Handbook of marketing research methodologies for
hospitality and tourism. New York: The Haworth Press Inc.

O'Guinn, T. C., Allen, C. T., & Semenik, R. J. (2012). Advertising and brand
promotion (6th ed.). Mason: South-Western Cengage Learning.

Ohanian, R. (1990). Construction and validation of a scale to measure celebrity
endorsers’ perceived expertise, trustworthiness, and attractiveness.
Journal of Advertising, 19(3), 39-52.

Onkvisit, S., & Shaw, J. (1987). Self-concept and image congruence : some
research and managerial implications. Journal of Consumer Marketing,
4(1), 13-23.

Oppenheim, A. N. (1986) Questionnaire design and attitude measurement. Great
Britain: Gower Publishing.

Orlichova, B. Z. (2011). The emerging market of cosmetics for men: what are the
adoption barriers? Unpublished master's thesis. Prague, Czech Republic:
University of Economics Prague.

page 105 of 159



Ouwersloot, H., & Tudorica, A. (2001). Brand personality creation through
advertising. MAXX Working Paper, 1-26.

Ozsomer, A., & Lerzan, A. (2007). The structure of the brand personality
construct and its impact on brand purchase likelihood. Reykjavik:
Proceedings of the 36th EMAC Colloquium.

P&C Sdn Bhd. (2012). Sales report between first and second quarter of 2012.
Kuala Lumpur: MPC Sdn Bhd.

Palmer, G. (2008). Exposing lifestyle television: the big reveal. Hampshire:
Ashgate Publishing Limited.

Parker, P. M. (2006). The 2007-2012 world outlook for men's skin care products.
San Diego: ICON Group International, Inc.

Petty, R. E., Cacioppo, J. T., & Schumann, D. (1983). Central and peripheral
routes to advertising effectiveness: the moderating role of involvement.
Journal of Consumer Research, 10, 135-146.

Phau, I., & Chang, C. L. (2004). Profiling fashion innovators. Journal of Fashion
Marketing, 8(4), 399-411.

Phelps, J. E., & Hoy, M. G. (1996). The Aad-Ab-PI relationship in children: the
impact of brand familiarity and measurement timing. Psychology and
Marketing, 13(1), 77-101.

Phelps, J., & Thorson, E. (1991). Brand familiarity and product involvement
effects on the attitude toward an ad-brand-attitude relationship. Advances
in Comsumer Research, 18, 202-2009.

Pierre, C., Morwitz, V. G., & Reinartz, W. J. (2005). Do intentions really predict
behavior ? Self-generated validity effects in survey research. Journal of
Marketing, 69(2), 1-14.

Pitman, S. (n.d.). P&G resumes acquition trail, buying men's grooming company.
Retrieved February 28, 2012, from

page 106 of 159



www.cosmeticsdesign.com/Financial/P-G-resumes-acquisition-trail-
buying-men-sgrooming-

Polonsky, M. J., & Waller, D. S. (2005). Designing and managing a research
project : a business student's guide. Thousand Oaks: Sage Publication.

Poonia, V. S. (2010). Advertising management. Darya Ganj: Gennext Publication.

Preacher, K. J., & Hayes, A. F. (2008). Asymptotic and resampling strategies for
assessing and comparing indirect effects in multiple mediator models.
Behavior Research Methods, 40, 879-891.

Preacher, K. J., & Leonardelli, G. J. (2010). Calculation for the Sobel test: an
interactive calculation tool for mediation tests. Retrieved July 1, 2013,
from http://www.quantpsy.org/sobel/sobel.htm

Propwall. (n.d.). Taman Bungah Raya Setapak. Retrieved June 19, 2013, from
http://www.propwall.my/setapak/taman_bungah_raya

Pua, T. (2005, November 22). Student exchange curbs polarisation. Retrieved
June 19, 2013, from
http://educationmalaysia.blogspot.com/2005/11/student-exchange-curbs-
polarisation.html

Quester, P. G., Karunaratna, A., & Goh, L. K. (2000). Self-congruity and product
evaluation : a cross-cultural study. Journal of Consumer Marketing, 17(6),
525-537.

Rajagopal, A. (2006). Brand excellence : measuring the impact of advertising and
brand personality on buying decisions. Emerald Group Publishing
Limited, 10(3), 56-65.

Research Portals Ltd. (2009). Metrosexuality the male shopping giant awakes.
Retrieved September 20, 2013, from
http://www.marketresearchworld.net/content/view/1056/77/

page 107 of 159



RNCOS. (2012, June 2). Chinese male grooming market analysis. Retrieved June
12, 2013, from http://www.rncos.com/Report/IM420.htm

Roscoe, J. T. (1975) Fundamental Research Statistics for the Behavioral Sciences
(2" ed.). New York: Holt, Rinehart and Winston.

Rosenberg, M. (1979). Conceiving the self. New York: Basic Books.

Roszell, P., Kennedy, D., & Grabb, E. (1989). Physical attractiveness and income
attainment among Canadians. Journal of Psychology, 123, 547-559.

Rubin, A., & Babbie, E. R. (2009). Essential research methods for social work
(2nd ed.). Austin: Brooks Cole.

Rudd, N. A. (1996). Appearance and self-presentation research in gay consumer
cultures: issues and impact. Journal of Homosexuality, 31(1), 109-134.

Russell, W. B. (2006). Handbook of qualitative research methods in marketing.
Cheltenham: Edward Elgar Publishing Limited.

Sallam, M. A. (2011). The impact of source credibility on Saudi consumer's
attitude toward print advertisement : the moderating role of brand
familiarity. International Journal of Marketing Studies, 3(4), 63-77.

Sandra, H. (2011). Influence of consumer and category characteristics on private
label attitudes and purchase intention in emerging market : a conceptual
model. International Journal of Management Cases, 13(4), 191-198.

Satish, M., Kumar, K. S., Naveen, K. J., & Jeevanantham, V. (2011). A study on
consumer switching behaviour in cellular service provider: a study with
reference to Chennai. Far East Journal of Psychology and Business, 2(2),
http://www.docunator.com/bigdata/2/1365586380 8b9d3c4551/v2n2p5.p
df.

Schiffman, L. G., & Kanuk, L. L. (2007). Consumer behavior (9th ed.). New
Jersey: Pearson Education.

page 108 of 159



Schiffman, L., & Kanuk, L. (1997). Consumer behavior (6th ed.). Upper Saddle
River: Prentice Hall.

Schlosser, A. E., White, T. B., & Lloyd, S. M. (2006). Converting website visitors
into buyers : how website investment increases consumer trusting beliefs
and online purchase intentions. Journal of Marketing, 70, 133-148.

Schroeder, L. D., Sjoquist, D. L., & Stephan, P. E. (1986). Understanding
regression analysis: an introductory guide. New York: Sage Publications
Inc.

Sekaran, U., & Bougie, R. (2010). Research methods for business : a skill
building approach (5th ed.). Cornwall: John Wiley & Sons Ltd.

Sengupta, S. (2005). Brand positioning : strategies for competitive advantage
(2nd ed.). Calcutta: Tata McGraw Hill.

Shimp, T. A., & Gresham, L. G. (1985). Attitude toward the advertisement and
brand attitudes: a classical conditioning perspective. Journal of
Advertising, 14(1), 10-18.

Shimpi, S. S., & Sinha, D. K. (2012). A factor analysis on product attributes for
consumer buying behavior of male cosmetics in Pune City. International
Journal in Multidisciplinary and Academic Research, 2(2), 1-21.

Shukla, P. (2009). Impact of contextual factors, brand loyalty and brand switching
on purchase decisions. Journal of Consumer Marketing, 348-357.

Sichtmann, C. (2007). An analysis of antecedents and consequences of trust in a
corporate brand. European Journal of Marketing, 41(9), 999-1015.

Sinha, I, & Batra, R. (1999). The effect of consumer price consciousness on
private label purchase. International Journal of Research in Marketing,
16(3), 237-251.

Sirgy, M. J. (1982). Self-concept in consumer behavior: a critical review. Journal
of Consumer Research, 9, 287-300.

page 109 of 159



Sirgy, M. J.,, & Su, C. (2000). Destination image, self-congruity and travel
behaviour: toward an integrative model. Journal of Travel Research,
38(2), 340-352.

Smith, E. A., & Malone, R. E. (2003). The outing of Philip Morris: advertising
tobacco to gay men. American Journal of Public Health, 93(6), 988-993.

Sobel, M. E. (1982). Asymptotic intervals for indirect effects in structural
equations models. San Francisco: Jossey-Bass.

Soles, D. (2010). The essentials of academic writing (2nd ed.). Boston:
Wadsworth Cengage Learning.

Solomon, M. R. (1996). Consumer behavior: buying, having and being (3rd ed.).
Englewood Cliffs: Prentice Hall.

Souiden, N., & Diagne, M. (2009). Canadian and French men's consumption of
cosmetics : a comparison of their attitudes and motivations. Journal of
Consumer Marketing, 26(2), 97-109.

Stafford, M. R., Stafford, T. F., & Day, E. (2002). A contingency approach : the
effects of spokesperson type and service type on service advertising
perceptions. Journal of Advertising, 31(2), 17-34.

Stern, H. (1962). The significance of impulse buying today. Journal of Marketing,
26(2), 59-62.

Stern, L. D. (2010). A visual approach to SPSS for windows : a guide to SPSS
17.0 (2nd ed.). Boston: Pearson Education Inc.

Sternthal, B., & Craig, C. S. (1982). Consumer behavior : an information
processing perspective. Englewood Cliffs: Prentice Hall.

Sturrock, F., & Pioch, E. (1998). Making himself attractive : the growing
consumption of grooming products. Marketing Intelligence and Planning,
16(5), 337-343.

page 110 of 159



Suh, J., & Yi, Y. (2006). When brand attitudes affect the customer satisfaction-
loyalty relation: the moderating role of product involvement. Journal of
Consumer Psychology, 16, 145-155.

Swait, J., & Erdem, T. (2007). Brand effects on choice and choice set formation
under uncertainty. Marketing Science, 26(5), 679-697.

Thompson, K. E., & Vourvachis, A. (1995). Social and attitudinal influences on
the intention to drink wine. International Journal of Wine Marketing, 7(2),
35-45.

UKESSAYS.com. (n.d.). Factors behind the brand switching in telecom industry.
Retrieved April 10, 2014, from
http://www.ukessays.com/essays/marketing/factors-behind-the-brand-
switching-in-telecom-industry-marketing-essay.php

Value Options. (n.d.). Generation Y. Retrieved October 20, 2013, from
http://www.valueoptions.com/spotlight_YIW/gen_y.htm

Wang, X. H., & Yang, Z. L. (2011). The impact of brand credibility and brand
personality on purchase intention : an empirical study in China.
International Marketing: Emerging Markets Advances in International
Marketing, 21, 137-153.

Wang, X., & Yang, Z. (2010). The effect of brand credibility on consumers' brand
purchase intention in emerging economies : the moderating role of brand
awareness and brand image. Journal of Global Marketing, 23(3), 177-188.

Warrington, P., & Shim, S. (2000). An empirical investigation of the relationship
between product involvement and brand commitment. Psychology and
Marketing, 17(9), 761-782.

Weber, J. M., & deVillebonne, J. C. (2002). Differences in purchase behavior
between France and the USA: the cosmetic industry. Journal of Fashion
Marketing and Management, 6(4), 396-407.

Whitlatch, J. B. (2000). Evaluating reference services: a practical guide. Chicago:
American Library Association.

page 111 of 159



Wilkie, W. L. (1994). Consumer behavior (3rd ed.). New York: John Wiley and
Sons.

Wimmer, R. D., & Dominick, J. R. (2003). Mass media research : an introduction
(7th ed.). Wadsworth Publishing: Boston.

Wu, S. I, & Chan, H. J. (2011). Perceived service quality and self-concept
influences on consumer attitude and purchase process : a comparison
between physical and internet channels. Total Quality Management, 22(1),
43-62.

Wysong, S., Munch, J., & Kleiser, S. (2002). An investigation into the brand
personality construct, its antecedents, and its consequences. American
Marketing Association Winter Educators’ Conference Proceedings, 512-
518.

Xue, F. (2008). The moderating effects of product involvement on situational
brand choice. Journal of Consumer Marketing, 25(2), 85-94.

Yamane, T. (1973). Statistics: an introductory analysis. (3" ed.). New York:
Harper and Row.

Yoon, K., Kim, C. H., & Kim, M. S. (1998). A cross-cultural comparison of the
effects of source credibility on attitudes and behavioral intentions. Mass
Communication and Society, 1(3), 153-173.

Zayer, L. T., & Neier, S. (2011). An exploration of men's brand relationship.
Qualitative Market Research : An International Journal, 14(1), 83-104.

Zeithaml, V. A., Berr, L. L., & Parasuraman, A. (1996). The behavioral
consequences service quality. Journal of Consumer Marketing, 60(2), 31-
46.

Zentes, J., Morschett, D., & Klein, H. S. (2008). Brand personality of retailers : an
analysis of its applicability and its effect on store loyalty. The
International Review of Retail, Distribution, and Consumer Research,
18(2), 167-184.

page 112 of 159



Zikmund, W. G. (2003). Business research method (7th ed.). Thomson: South-
Western.

Zikmund, W. G., & Babin, B. J. (2010). Essentials of marketing research (4th ed.).
Mason: South-Western Cengage Learning.

Zikmund, W. G., & Babin, B. J. (2010). Exploring marketing research (10th ed.).
Ruston: South-Western Cengage Learning.

Zikmund, W. G., Babin, B. J., Carr, J. C., & Griffin, M. (2010). Business research
methods (8th ed.). New York: South-Western Cengage Learning.

Zimmerman, E. (2012, February 13). Modern romance: Gen-Y is late to the
wedding, but wants marriage. Retrieved October 20, 2013, from The
Christian Science Monitor:
http://www.csmonitor.com/USA/Society/2012/0213/Modern-romance-
Gen-Y -is-late-to-the-wedding-but-wants-marriage

(Note: The rest of this page is intentionally left blank)

page 113 of 159



APPENDICES

10.

11.

12.

13.

14.

15.

16.

17.

Worldwide Market Potential for Men’s Facial Care Products in Year 2007

Global Market Sales for Men’s Facial Care Products (2002-2012)

Predicted Market Growth of Men’s Facial Care Products in Malaysia

Market Growth of Men’s Facial Care Products for Each Malaysia States
Sales Record for First and Second Quarter of 2012

Hypotheses Development

Results of Reliability Analysis

A Mediated Relationship between Independent Variable and Dependent Variable
Number of Malaysian Population by Sex and Age Group for Year 2000 and 2010
Dimensions of Brand Personality

Survey Questionnaire

SPSS Output

Demographic Statistics

Results of Reliability Analysis

Results of Bivariate Regression Analysis

Results of Multiple Regression Analysis

Results of Mediation Analysis

(Note: The rest of this page is intentionally left blank)

A

M m O O

I ®©

L1

L2

L3

L4

LS

page 114 of 159



APPENDIX A: WORLDWIDE MARKET POTENTIAL FOR MEN’S
FACIAL CARE PRODUCTS IN YEAR 2007

Table 1: Worldwide Market Potential for Men’s Facial Care Products in Year
2007

) Latent Demand US
Region o % of Globe
$ Million
Asia 106 35.12
Europe & the Middle East 89 29.50
North America & the
_ 70 23.23
Caribbean

Latin America 21 7.10
Africa 11 3.70
Oceana 4 1.30

Total 301 100.00

Source: Parker, P. M. (2006). The 2007-2012 world outlook for men's skin care products. San
Diego: ICON Group International, Inc.
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APPENDIX B: GLOBAL MARKET SALES FOR MEN’S FACIAL CARE

PRODUCTS

(2002-2012)

Table 2: Global Market Sales for Men’s Facial Care Products (2002-2012)

Year World Market US $ Million Yearly Sales Growth
(%)
2002 289.22 NIL
2003 289.64 015
2004 290.07 0.15
2005 290.61 0.19
2006 292.45 0.63
2007 301.42 3.07
2008 311.94 3.49
2009 322.90 351
2010 334.32 354
2011 346.22 356
2012 358.64 359

Source: Parker, P. M. (2006). The 2007-2012 world outlook for men's skin care products. San
Diego: ICON Group International, Inc.
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APPENDIX C: PREDICTED MARKET GROWTH OF MEN’S FACIAL

CARE PRODUCTS IN MALAYSIA

Table 3: Predicted Market Growth of Men’s Facial Care Products in Malaysia

Year

Sales in Malaysia (US

% of Asia Region

% of World

$ Million)
2002 1.21 1.12 0.42
2003 1.20 1.13 0.41
2004 1.19 1.14 0.41
2005 1.17 1.14 0.40
2006 1.17 1.15 0.40
2007 1.21 1.14 0.40
2008 1.26 1.14 0.40
2009 131 1.13 0.41
2010 1.37 1.12 0.41
2011 1.42 1.12 0.41
2012 1.48 1.11 0.41

Source: Parker, P. M. (2006). The 2007-2012 world outlook for men's skin care products. San

Diego: ICON Group International, Inc.
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APPENDIX D: MARKET GROWTH OF MEN’S FACIAL CARE
PRODUCTS FOR EACH MALAYSIA STATES

Table 4: Market Growth of Men’s Facial Care Products for Each Malaysia States

City US $ Million % Country % Asia Region % World

Kuala Lumpur 0.27 22.08 0.25 0.09
Ipoh 0.09 7.38 0.08 0.03
Johor Bharu 0.08 6.34 0.07 0.03
Melaka 0.07 5.71 0.07 0.02
Petaling Jaya 0.06 4.92 0.06 0.02
Tawau 0.06 4.72 0.05 0.02
Klang 0.06 4.70 0.05 0.02
Kuala

Terengganu 0.05 441 0.05 0.02
Sandakan 0.05 431 0.05 0.02
Kota Bharu 0.05 4.24 0.05 0.02
George Town 0.05 4.23 0.05 0.02
Kota Kinabalu 0.05 4.02 0.05 0.02
Kuantan 0.05 3.83 0.04 0.02
Taiping 0.04 3.53 0.04 0.01
Seremban 0.04 3.52 0.04 0.01
Other Cities 0.15 12.06 0.14 0.05
Total 1.21 100.00 1.14 0.40

Source: Parker, P. M. (2006). The 2007-2012 world outlook for men's skin care products. San
Diego: ICON Group International, Inc.
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APPENDIX E: SALES RECORD FOR FIRST AND SECOND QUARTER

OF 2012

Table 5: Sales Record for First and Second Quarter of 2012

Brand January February March April May Tune Total (RM) | Percentage

Garnier Men 945.00 930.00 830.00 965.00 1045.00 1130.00 5845.00 26%
Loreal Paris Men Expert 846.00 780.00 721.00 869.00 1012.00 988.00 5216.00 23%
Gatsby 678.00 457.00 738.00 678.00 §40.00 §04.00 4195.00 19%
Nugeno Men Cool 640.00 648.00 579.00 456.00 433.00 420.00 3176.00 14%
Olay Men Solutions 446.00 576.00 544.00 438.00 401.00 375.00 2780.00 12%
Vaseline Men 320.00 235.00 259.00 187.00 203.00 184.00 1388.00 6%

Total (RM) 3875.00 3626.00 3671.00 3593.00 3934.00 3901.00 22600.00 100%

Source: P&C Sdn Bhd. (2012). Sales between First and Second Quarter 2012. Kuala Lumpur:
MPC Sdn Bhd.

APPENDIX F: HYPOTHESES DEVELOPMENT

Table 6: Research Hypotheses

H.: Price consciousness is significantly related to attitude towards the brand

H,: Price consciousness is significantly related to purchase intention

Hs: Attitude towards the brand mediates the relationship between price

consciousness and purchase intention

H,: Credibility is significantly related to attitude towards the brand

Hs: Credibility is significantly related to purchase intention

Hs: Attitude towards the brand mediates the relationship between credibility and

purchase intention

H,: Self-concept is signficantly related to attitude towards the brand

Hs: Attitude towards the brand mediates the relationship between self-concept

and purchase intention

Hs: Brand personality is significantly related to attitude towards the brand
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Hio: Brand personality is significantly related to purchase intention

Hu: Attitude towards the brand mediates the relationship between brand

personality and purchase intention

H.,: Attitude towards the brand is significantly related to purchase intention

Source: Developed for the research

APPENDIX G: RESULTS OF RELIABILITY ANALYSIS

Table 14: Results of Reliability Analysis

Variable(s) Number | Cronbach’s Reliability
of Item(s) Alpha
Independent | Price Consciousness 3 0.725 Good
Variables | Credibility 7 0.948 Very Good
Self-Concept 6 0.606 Fair
Brand Personality 15 0.911 Very Good
Mediator | Attitude Towards The 7 0.846 Very Good
Brand
Dependent | Purchase Intention 4 0.882 Very Good
Variable

Source: Developed for the research

(Note: The rest of this page is intentionally left blank)
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APPENDIX H: A MEDIATED RELATIONSHIP BETWEEN
INDEPENDENT VARIABLE AND DEPENDENT VARIABLE

Figure 4: A Mediated Relationship between Independent Variable and Dependent
Variable

MV

Path A Path B

1AY » DV
Path C

Source: Baron, R. M., & Kenny, D. A. (1986). The moderator-mediator variable distinction in
social psychological research : conceptual, strategic, and statistical considerations.
Journal of Personality and Social Psychology, 1173-1182
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APPENDIX I: NUMBER OF MALAYSIAN POPULATION BY SEX AND
AGE GROUP FOR YEAR 2000 AND 2010

Figure 5: Number of Malaysian Population by Sex and Age Group for Year 2000
and 2010

Kumpulan umu
Age groug

Lelaki

1
vidig

Perempuan

Femaig

("000) ('000]

Source: Department of Statistics Malaysia. (2011, August 5). Population distribution and basic
demographic characteristic report 2010. Retrieved February 16, 2012, from
http://www.statistics.gov.my/portal/index.php?option=com_content&view=article&id=1215%3
Apopulation-distribution-and-basic-demographic-characteristic-report-population-and-housing-
census-malaysia-2010- updated-2972011&catid=130%3Apopulation-distribution-and
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APPENDIX J: DIMENSIONS OF BRAND PERSONALITY

Figure 6: Dimensions of Brand Personality

Traats

Dimensions Sili:H'il:r

1. Down-to-sarth
2. Honest

3. Wholesome

4. Cheerful

5. Famaly-coiented
6. Snall town

T. Sincere

2 Real

9. Chgzmal

10. Sentinental
11, Friendiy

Brand persomaliny

| ] |
| Excitement | | Competence | | Sophistication | | Ruggedness |
1. Dharmg 1. Relable 1. Upper class
2. Spaited 2. Inteligent 2. Chamsing
3. Imaginative 3. Buecessful 3, (Hamorous
4 Up-to-dlale 4. Hard - wionkmg 4. Urood - hookmg
5. Trendy 5. Secure 5. Frenmme
. Exciting 6. Technical 6. Smocth
T. Cool 7. Corporate
& Vonmg & Leacley
9. Unigoe 9. Confident
10. Independent
11. Coatemporary

Source: Aaker, J. L. (1997). Dimensions of brand personality. Journal of Marketing Research, 352

Fetscherin, M., & Toncar, M. (2010). The effects of the country of brand and the country

of manufacturing of automobiles : an experimental study of consumers' brand personality
perceptions. International Marketing Review, 27(2), 164-178
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APPENDIX K: SURVEY QUESTIONNAIRE

UTR

UHIVERSITI TUMKU ABDLUL RAHMAN

An Exploratory Study of Men’s Facial Care Products:
Malaysian Gen Y Males

Dear participant

I am a student from Universiti Tunku Abdul Rahman (UTAR). | am currently pursuing
my Master’s study in Business Administration and would like to conduct a survey for my
research project.

The purpose of this research is to explore the factors and investigate how these factors
influence the attitude of Malaysian Generation Y (Gen Y) males and their purchase
intention towards men’s facial care products. However, this research focuses on Gen Y,
who aged between 16 and 33.

This cover letter is to deliver an informed consent to you, i.e. asking whether you are
ready and agree with all statements in the consent form to participate in this research
survey. Your participation is voluntary. No penalty is incurred if you do not participate.

Please do not write your name on the questionnaire. All of your answers will be kept
confidential and anonymous for academic purpose only. This survey will take
approximately 10 minutes. If you choose to take part in this survey, please sign the
enclosed consent form (informed consent) and return it to the researcher.

If you have any further enquiries about this research, please contact me at
surveyenquiries2012@gmail.com.

Thank you.

Yours sincerely

Cheh Soo Shen

Principal Researcher of the Project
Faculty of Accountancy and Management
Universiti Tunku Abdul Rahman

Email : surveyenquiries2012@gmail.com
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Informed Consent to Participate in Research Survey

An Exploratory Study of Men’s Facial Care Products:
Malaysian Gen 'Y Males

Principal Researcher

The researcher of this project is Cheh Soo Shen, a student from Universiti Tunku
Abdul Rahman (UTAR), who is pursuing his Master’s study in Business
Administration. His contact details are:

Email: surveyenquiries2012@gmail.com
Introduction

This research is being conducted by Cheh Soo Shen at Universiti Tunku Abdul
Rahman. You are being invited to take part in a research study. Before you decide
to participate in this research, it is important for you to understand why the
research is being done and what it will involve. Please take time to read the
following information carefully. If anything that is not clear, please ask the
researcher for more clarification.

The purpose of the study is to explore the factors and investigate how these factors
influence the attitudes of Malaysian Gen Y males and their purchase intention
towards men’s facial care products. It focuses on Gen Y, who aged between 16
and 33.

Procedures

You will be asked to complete a questionnaire. The questionnaire includes three
sections:

Section A has two questions

Section B consists of six parts. There are sequenced as follows:
i.  Part 1: Brand personality

ii.  Part 2: Price consciousness

ii.  Part 3: Credibility

iv.  Part 4: Self-concept

v. Part 5: Attitude towards the brand

vi.  Part 6: Purchase intention
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Section C includes classification questions

However, you are required to start from Section A question 1 and then continue
question 2 to select a most preferred brand for all the questions in Section B (Part
1 to Part 6). After that, continue all questions in Section C. This entire process will
take approximately 10 minutes.

Risks or Discomforts

There are minimal risks for participation in this study. You may feel discomfort
when answering those questions related to personal matters. However, author will
strategize the risk control procedures systematically.

Benefits

You may get some branding knowledge in facial care products and having an
academic interaction with the researcher, especially knowledge exchange.
However, your participation of this survey is mutually benefited, you will help
researcher explore more about how Malaysian young men respond to the
particular brand.

Confidentiality

All information provided by you is kept confidential and anonymous. Also, it will
be kept in a secure storage. The results are only revealed to academic supervisors
and examiners of this project. After the research is completed, the questionnaires
will be destroyed by researcher.

Participation

Participation in this research is voluntary. You have the right to voice up your
rejection and withdraw your participation at any time if you feel discomfort. It is
up to you to decide whether taking part in this survey. If you decide to participate
in this survey, you are required to sign this consent form.

Costs to Subject

There is no need for you to bear any participation costs in this survey. It is free to
you.

Compensation
There is no monetary compensation to you in your participation.
Person to Contact

If you have any enquiries about this research, please contact the researcher at:

Email: surveyenquiries2012@gmail.com
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Consent:

| confirm that | have read and understood the information stated above and
have had the opportunity to ask questions.

I understand that my participation is voluntary and that | am free to
withdraw at any time if | feel discomfort with the questionnaires, without
any costs.

| agree to take part in this survey with the researcher.

Signature of Participant Date

Signature of Researcher Date

Thank you very much for your time and cooperation.

(Note: The rest of this page is intentionally left blank)
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Date: 31 March 2012 (UTAR-31-3-10001)

UTR

UHIVERSITI TUMKU ABDLUL RAHMAN

Research Questionnaire

Title of Research:
An Exploratory Study of Men’s Facial Care Products: Malaysian Gen Y Males
The Purpose of Research:

To explore the factors and investigate how these factors influence the attitude of
Malaysian Generation Y (Gen Y) males and their purchase intention towards
men’s facial care products

Target Respondents:

Malaysian males

Gen Y, aged between 16 and 33
Section A: Administrative Questions

Instruction: Please read the following questions, and then place a tick at the box

1. Are you Malaysian man aged between 16 and 33?

Yes No

(continue to question 2 in next page) (Thanks for your
participation,
please return this
questionnaire to the
researcher)
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2. Which BRAND you prefer the most in men’s facial care products (only TICK ONE box)?

(Notice: The most preferred brand that you have chosen is used to answer all the questions in

Section B)

GARNIER MEN

" SARNIERMEN

Performance you can see.

-NIeR
Endorsed by Fahrin Ahmad

NUGENO MEN COOL

| .
Endorsed by Raymond Lam

OLAY MEN SOLUTIONS

Endorsed by Smart Krissada Pornweroj

GATSBY

e NG

&\

i

20

=

Endorsed by Kimura Takuya

Vaseline MEN

- Endorsed by Jericho Rosales

L’Oreal PARIS men expert

Endorsed by Aaron Aziz
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Section B: Target Questions

Part 1: Brand Personality
Instruction: Please CIRCLE ONE NUMBER for each characteristic from 1 (not

at all descriptive) to 7 (extremely descriptive).

You feel that your chosen brand (question 2) is:

Not at all Extremely
descriptive < > descriptive
Down-to-earth 1 3 4 7
Honest 1 3 4 7
Wholesome 1 3 4 7
Cheerful 1 3 4 7
Daring 1 3 4 7
Spirited 1 3 4 7
Imaginative 1 3 4 7
Up-to-date 1 3 4 7
Reliable 1 3 4 7
Intelligent 1 3 4 7
Successful 1 3 4 7
Upper class 1 3 4 7
Charming 1 3 4 7
Outdoorsy 1 3 4 7
Tough 1 3 4 7
English deflinition Malay definition Chinese definition

Down-to-earth Realistic Realistik WLERE
Wholesome Healthful Sihat i i)

Cheerful Showing joy/pleasure Riang R SR B TF BT
Daring Fearless/brave Berani JCRHF)

Spirited Energetic Bersemangal AR R

Imaginative Having a lively imagination Imaginatil B i)

Up-to-date Modern Maoden e
Charming Attractive Menarik hati & A
Outdoorsy Associated with the outdoors Lasak 5

Tough Strong Kuat SH
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Part 2: Price Consciousness

Instruction: Please read the statements below. Respond to each item and CIRCLE
ONE response number.

Strongly Agree
disagree < > strongly

Price is the most important factor
when | am choosing a brand of facial 1 2 3 4 5 6 7
cleanser.

When buying a brand of facial
cleanser, I look for the cheapest brand | 1 2 3 4 5 6 7
available.

The money saved by finding lower
prices is usually worth the time and 1 2 3 4 5 6 7
effort.

(Note: The rest of this page is intentionally left blank)
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Part 3: Credibility
Instruction: Look at each item and then CIRCLE ONE response number.

The message from the advertisement of your chosen brand is:

Believable [ » | Unbelievable
1 2 3 5 6 7
Convincing | » | Unconvincing
1 2 3 5 6 7
Credible |« » | Not credible
1 2 3 5 6 7
Not
Trustworthy |€ >
1 2 3 5 6 7 trustworthy
Not
Dependable |« >
1 2 3 5 6 7 dependable
Reliable [ » | Unreliable
1 2 3 5 6 7
Reputable [ » | Unreputable
1 2 3 5 6 7
English definition : Malay definition Chinese definition
Convincing Persuasive Dhapat menyakinkan A Em
Credible Message may be believed Kredibiliti'dipercayui DT
Trustworthy ‘F-’nlih]}'I:;]bcing trusted (confident of Boleh dipercayai R ]
Dependable Able to be depended on Holeh diharap g1l
Reliable Accuracy of the information E;‘;‘::;: informasi yaag baleh a] (e
Reputable Acceptable as good usage, standard Bereputasi HEFE
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Part 4: Self-Concept

Instruction: Look at each characteristic and then CIRCLE the number yourself
according to whichever end of the scale you feel best applies.

How you expect to see yourself after using the chosen brand:

Rugged < > Delicate
1 2 3 4 5 6 7

Excitable Calm

Uncomfortable | < » | Comfortable

Dominating |« » | Submissive

Thrifty < » | Indulgent

Pleasant < » | Unpleasant

N -
Contemporary |« > on
1 2 3 4 5 6 7 contemporary

Organized |« » | Unorganized

Rational << > Emotional

Youthful < > Mature

Formal < > Informal
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Orthodox < > Liberal
1 2 4 5 6 7
Complex < > Simple
1 2 4 5 6 7
Colorless | > Colorful
1 2 4 5 6 7
Modest < > Vain
1 2 4 5 6 7
English Chinese ) - Malay Chinese
definition Sy seCalinn definition Foatuh O:Snitien definition definition
Rugged Tough-ooking | Kasar ik i) Delicate Soft-looking Halus ]
A Capabic of EHlD Free from - 4
Excitable S it Merangsangkan i Calm SRl Tenang Rl
Be the most
important/ Suka menguasai/ e 1T Unresistingly/ Suka berserah/
Dominating Submissive ARAL B
P mendominasi R humbly obedient submisif
person
4 Memanjakan/ TR
Thrifty Saving Berjimat cermat Wi Indulgent :::"*’ i
. pemureh wHEY
e Belongingto | : [— L Not belonged to the same | Tidak R
POTREY | the same age e contemporary | age kontemporari 4]
Disciplincd/
Organized Teratur #HEFH || Unorganized | Randomcasual Rawak BafER
cificient
i Sikap ortodoks
oo | Gepegmgtoghpada | B
Orthodox of 5 peraturan, pendapat, Liberal Broad-minded, Fikiran yang ol
m"”* I asin: yeug ditsrima . ' unprejudiced terbuka
: P umum seperti dalam FFuRgy
ideology, elc )
Havinga
By
Modest L"'."ﬁfu - Merendsh diri v Al Vain Full of self-admiration ﬁ';“"‘g’h
one's merits o A

page 134 of 159




Part 5: Attitude towards the Brand

Instruction: Look at each item, and then CIRCLE ONE number that best
indicates how you describe your attitude towards the advertised brand (chosen

brand).
This is a bad This is a good
brand brand
4 5
I dislike this | like this
brand brand
4 5
| feel negative | feel positive
towards this towards this
brand brand
4 5
This brand is This brand is
awful nice
4 5
This brand is This brand is
unpleasant pleasant
4 5
This brand is This brand is
unattractive attractive
4 5
I approve of | disapprove
this brand of this brand
4 5
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Part 6: Purchase Intention

Instruction: Please read the following statements. Respond to each item below,
and CIRCLE ONE response number.

Strongly
disagree

Agree
strongly

Itis likely that I will
buy my chosen
brand.

I will purchase my
chosen brand when
next time | need a
facial cleanser.

I will definitely try
my chosen brand.

Suppose that a
friend called you
last night to get
your advice in his
search for a facial
cleanser. I shall
recommend him to
buy a facial cleanser
from your chosen
brand.

(Note: The rest of this page is intentionally left blank)
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Section C: Classification Questions
Instruction: Please TICK ONE BOX for each question below.

1. Your age (years)?

15-19 25-29
20-24 30-34

2. Your race?
Malay Other (please specify)
Chinese Mixed race (please specify)
Indian

3. Your religious affiliation?

Islam Taoism

Buddhism Atheism/free thinker
Christianity Other (please specify)
Hinduism

4. Your marital status?

Married Divorced/separated
Single Other (please specify)

5. Your current highest level of education?
Primary school Master’s degree
Secondary/high school Doctorate’s degree
Diploma Professional qualification
Advanced diploma Other (please specify)
Bachelor’s degree
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6. Your occupation?

Self-employed/business owner

Employed:
Professional Student
Skilled worker Other (please specify)
Laborer

7. Your monthly income (including part-time income)?

Under RM1, 000 RM3, 000-RM3, 999
RM1, 000-RM1, 999 RM4, 000-RM4, 999
RM2, 000-RM2, 999 RMS5, 000 or over

8. Do you use any men’s facial cleansers/toners/moisturizers?

Yes No

You buy for yourself

Someone buys for you

9. How long do you replace a new facial care item?

Less than 1 month 3 months
1 month More than 3 months
2 months

10. How important your appearance is?

Very important Not so important
Fairly important Not at all important
Neutral
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11. Your most preferred price range?

Below RM10 RM61-RM70
RM11-RM20 RM71-RM80
RM21-RM30 RM81-RM90
RM31-RM40 RM91-RM100
RM41-RM50 RM101 or above
RM51-RM60

12. Your preferred endorser/advertiser in the men’s facial care advertisements?

Celebrity No opinion

Non-celebrity

13. What media do you rely on most?

Internet/ social media Radio
Mobile phone Newspaper
Television Magazine

---Thank you for your cooperation---
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APPENDIX L: SPSS OUTPUT

APPENDIX L1: DEMOGRAPHIC STATISTICS

Age Group
Cumulative
Frequency | Percent [ Valid Percent Percent
Valid 15-19 7 1.8 1.8 1.8
20-24 263 65.8 65.8 67.5
25-29 109 27.3 27.3 94.8
30-34 21 5.3 5.3 100.0
Total 400 100.0 100.0
Race
Cumulative
Frequency | Percent [ Valid Percent Percent
Valid Malay 167 41.8 41.8 41.8
Chinese 183 45.8 45.8 87.5
Indian 43 10.8 10.8 98.3
Other 5 1.3 1.3 99.5
Mixed Race 2 5 5 100.0
Total 400 100.0 100.0
Marital Status
Cumulative
Frequency | Percent | Valid Percent Percent
Valid Married 21 5.3 5.3 5.3
In Relationship 108 27.0 27.0 32.3
Single 269 67.3 67.3 99.5
Other 2 5 5 100.0
Total 400 100.0 100.0
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Highest Level of Education Achieved

Cumulative
Frequency | Percent | Valid Percent Percent
Valid Secondary/High School 2 5 5 5
Diploma 11 2.8 2.8 3.3
Advanced Diploma 4 1.0 1.0 4.3
Bachelor's Degree 360 90.0 90.0 94.3
Master's Degree 20 5.0 5.0 99.3
Doctorate's Degree 3 .8 .8 100.0
Total 400 99.8 100.0
Occupation
Cumulative
Frequency | Percent | Valid Percent Percent
Valid Self-employed 8 2.0 2.0 2.0
Professional 20 5.0 5.0 7.0
Skilled Worker 61 15.3 15.3 22.3
Laborer 1 3 3 225
Student 310 77.5 77.5 100.0
Total 400 100.0 100.0
Monthly Income
Cumulative
Frequency | Percent | Valid Percent Percent
Valid Under RM1,000 327 81.8 81.8 81.8
RM1,000- 14 35 35 85.3
RM1,999
RM2,000- 49 12.3 12.3 97.5
RM2,999
RM3,000- 9 2.3 2.3 99.8
RM3,999
RM4,000- 1 3 3 100.0
RM4,999
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Total

400

100.0

100.0

Brand for Men’s Facial Care Products

Cumulative
Frequency | Percent | Valid Percent Percent
Valid Garnier Men 118 29.5 29.5 29.5
Nugeno Men Cool 45 11.3 11.3 40.8
Olay Men Solutions 32 8.0 8.0 48.8
Gatshy 69 17.3 17.3 66.0
Vaseline Men 27 6.8 6.8 72.8
Loreal Paris Men 109 27.3 27.3 100.0
Expert
Total 400 100.0 100.0

(Note: The rest of this page is intentionally left blank)
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APPENDIX L2: RESULTS OF RELIABILITY ANALYSIS

Scale: Price Consciousness

Reliability Statistics

Cronbach's
Alpha

Cronbach's
Alpha Based
on
Standardized

Items N of Items

729

725 3

Item-Total Statistics

Scale Mean if
Item Deleted

Scale
Variance if
Item Deleted

Corrected
Item-Total
Correlation

Squared
Multiple
Correlation

Cronbach's
Alpha if
Item
Deleted

facial cleanser

PC: Price is the most
important factor when |
am choosing a brand of

PC: When buying a

9.12

9.68

brand of facial cleanser, I
look for the cheapest
brand available

PC: The money saved by

8.99

and effort.

finding lower prices is
usually worth the time

3.304

3.729

4.742

641

.602

427

440

411

.186

523

578

773

Scale: Credibility

Reliability Statistics

Cronbach's
Alpha

Cronbach's
Alpha Based
on
Standardized

Items N of Items

947

948 7
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Item-Total Statistics

Scale Variance| Corrected Squared Cronbach's

Scale Mean if if Item Item-Total Multiple Alpha if Item

Item Deleted Deleted Correlation Correlation Deleted
Credibility - 21.54 55.111 .803 .708 940
Q1
Credibility - 21.57 55.269 .836 721 937
Q2
Credibility - 21.52 55.313 .842 734 937
Q3
Credibility - 21.59 54.287 .852 740 .936
Q4
Credibility - 21.53 55.217 .845 757 937
Q5
Credibility - 21.59 53.938 837 754 937
Q6
Credibility - 21.68 54.168 749 575 946
Q7

Scale: Self-Concept
Reliability Statistics
Cronbach's
Alpha Based
on
Cronbach's Standardized
Alpha Items N of Items
612 .606 6
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Item-Total Statistics

Scale Variance| Corrected Squared Cronbach's
Scale Mean if if Item Item-Total Multiple Alpha if Item
Item Deleted Deleted Correlation Correlation Deleted
Self-Concept - Q1 18.67 13.985 .063 .030 484
Self-Concept - Q2 19.16 12.733 253 110 .684
Self-Concept - Q3 18.92 14.427 .057 .097 479
Self-Concept - Q4 19.68 11.866 322 235 .642
Self-Concept - Q5 19.78 11.238 .346 .289 521
Self-Concept - Q6 19.41 10.708 .282 .150 .559
Scale: Brand Personality
Reliability Statistics
Cronbach's
Alpha Based
on
Cronbach's Standardized
Alpha Items N of Items
911 911 15
Item-Total Statistics
Cronbach's
Scale Corrected Squared Alpha if
Scale Mean if | Variance if Item-Total Multiple Item
Item Deleted | Item Deleted Correlation Correlation Deleted
BP: Down-to-earth 65.16 123.816 585 526 .906
(Sincerity)
BP: Honest (Sincerity) 65.16 123.680 638 546 904
BP: Wholesome 65.01 124.158 615 498 905
(Sincerity)
BP: Cheerful (Sincerity) 65.14 123.847 617 418 905
BP: Daring (Excitement) 65.22 122.943 599 AT75 905
BP: Spirited 64.99 123.461 621 466 .904
(Excitement)
BP: Imaginative 65.03 125.202 509 375 .908
(Excitement)
BP: Up-to-date 64.74 123.539 .602 452 905
(Excitement)
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BP: Reliable
(Competence)
BP: Intelligent
(Competence)
BP: Successful
(Competence)
BP: Upper class
(Sophistication)
BP: Charming
(Sophistication)
BP: Outdoorsy
(Ruggedness)

BP: Tough (Ruggedness)

64.83

65.10

64.89

65.10

64.92

64.99

65.14

125.844

123.626

122.707

125.450

120.377

121.945

122.609

557

627

.655

.566

677

.630

.590

460

468

.556

423

.530

.533

512

.906

.904

.903

.906

.902

.904

.906

Scale: Attitude towards the Brand

Reliability Statistics

Cronbach's
Alpha Based
on
Cronbach's Standardized
Alpha Items N of Items
812 .846 7

(Note: The rest of this page is intentionally left blank)
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Item-Total Statistics

Cronbach's
Scale Corrected Squared Alpha if
Scale Mean if | Variance if Item-Total Multiple Item
Item Deleted | Item Deleted | Correlation Correlation Deleted
Attitude towards the 28.43 22.030 723 .629 .760
brand - Q1
Attitude towards the 28.51 21.033 .786 .698 746
brand - Q2
Attitude towards the 28.47 21.197 778 .675 .748
brand - Q3
Attitude towards the 28.50 21.233 .793 .706 746
brand - Q4
Attitude towards the 28.51 21.233 776 .698 749
brand - Q5
Attitude towards the 28.45 21.196 712 .555 .758
brand - Q6
Attitude towards the 30.13 32.070 -.244 .074 933
brand - Q7
Scale: Purchase Intention
Reliability Statistics
Cronbach's
Alpha Based
on
Cronbach's Standardized
Alpha Items N of ltems
.878 .882 4
Item-Total Statistics
Cronbach's
Scale Corrected Squared Alpha if
Scale Mean if | Variance if Item-Total Multiple Item
Item Deleted | Item Deleted Correlation Correlation Deleted
PI: It is likely that I will 14.69 12.680 751 .619 .839
buy my chosen brand
PI: 1 will purchase my 14.76 11.747 .829 725 .807

chosen brand when next
time | need a facial

cleanser
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PI: 1 will definitely try
my chosen brand
PI: Suppose that.....
recommend him to buy a
facial cleanser from my
chosen brand

I shall

14.74

15.08

12.091

12.654

.789

.600

.657

.366

.823

.902

APPENDIX L3: RESULTS OF BIVARIATE REGRESSION ANALYSIS

H,: Price consciousness is significantly related to purchase intention

Model Summary”

Model

R

R Square

Adjusted R
Square

Std. Error of
the Estimate

1

505

.255

253

.884

a. Predictors: (Constant), Price consciousness
b. Dependent Variable: Purchase intention

ANOVAP

Model

Sum of
Squares

df

Mean Square

F

Sig.

1

Regression
Residual
Total

78.749
229.686
308.435

1

294
295

78.749
781

100.799

.000°

a. Predictors: (Constant), Price consciousness
b. Dependent Variable: Purchase intention

Coefficients®

Model

Unstandardized Coefficients

Standardized
Coefficients

B

Std. Error

Beta

Sig.

1

(Constant)

Price consciousness

2.170
.562

284
.056

.505

7.641
10.040

.000
.000

a. Dependent Variable: Purchase intention
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H=: Credibility is significantly related to purchase intention

Model Summary®

Adjusted R Std. Error of
Model R R Square Square the Estimate
1 489° 239 237 .893

a. Predictors: (Constant), Credibility
b. Dependent Variable: Purchase intention

ANOVA®
Sum of
Model Squares df Mean Square F Sig.
1 Regression 73.761 1 73.761 92.407 .000°
Residual 234.674 294 .798
Total 308.435 295
a. Predictors: (Constant), Credibility
b. Dependent Variable: Purchase intention
Coefficients®
Standardized
Unstandardized Coefficients | Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 2.320 281 8.257 .000
Credibility .539 .056 489 9.613 .000
a. Dependent Variable: Purchase intention
Hio: Brand personality is significantly related to purchase intention
Model Summary”
Adjusted R Std. Error of
Model R R Square Square the Estimate
1 .498° .248 .245 .888
a. Predictors: (Constant), Brand personality
b. Dependent Variable: Purchase intention
ANOVA"
Sum of
Model Squares df Mean Square F Sig.
1 Regression 76.478 1 76.478| 96.934 .000°%
Residual 231.957 294 .789
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Total

308.435

295

a. Predictors: (Constant), Brand personality
b. Dependent Variable: Purchase intention

Coefficients®

Unstandardized Coefficients

Standardized
Coefficients

Model B Std. Error Beta t Sig.
1 (Constant) 1.482 .359 4.133 .000
Brand personality 721 073 498 9.846 .000
a. Dependent Variable: Purchase intention
H,.: Attitude towards the brand is significantly related to purchase intention
Model Summary”
Adjusted R Std. Error of
Model R R Square Square the Estimate
1 542° 293 291 .861
a. Predictors: (Constant), Attitude towards the brand
b. Dependent Variable: Purchase intention
ANOVA®
Sum of
Model Squares df Mean Square F Sig.
1 Regression 90.447 1 90.447| 121.987 .000°%
Residual 217.987 294 741
Total 308.435 295
a. Predictors: (Constant), Attitude towards the brand
b. Dependent Variable: Purchase intention
Coefficients®
Standardized
Unstandardized Coefficients | Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 1.853 .287 6.454 .000
Attitude towards the 639 .058 542 11.045 .000
brand
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Model Summary®

Adjusted R Std. Error of
Model R R Square Square the Estimate
1 542° 293 291 .861

a. Dependent Variable: Purchase intention

APPENDIX L4: RESULTS OF MULTIPLE REGRESSION ANALYSIS

Garnier Men
Model Summary®
Adjusted R Std. Error of
Model R R Square Square the Estimate
1 .997° .994 .994 .081

a. Predictors: (Constant), Brand personality, Credibility, Price
consciousness, Self-concept
b. Dependent Variable: Attitude towards the brand

ANOVA"
Sum of
Model Squares df Mean Square F Sig.
1 Regression 122.798 4 30.699( 4668.399 .000°
Residual 743 113 .007
Total 123.541 117

a. Predictors: (Constant), Brand personality, Credibility, Price consciousness, Self-

concept

b. Dependent Variable: Attitude towards the brand

Coefficients®

Unstandardized
Coefficients

Standardize

Coefficients

d

Correlations

Zero-
Maodel B Std. Error Beta t Sig. order |Partial | Part
(Constant) -.034 .053 -.645 520
Price consciousness .002 011 .002 176 .861 407 .017( .001
Credibility .887 .027 .886| 33.112 .000 996 .952( .242
Self-concept 119 .029 115 4.139 .000 966 .363[ .030
Brand personality -.001 .013 -001| -.089 .930 447( -.008| -.001
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Model Summary®

Adjusted R Std. Error of
Model R R Square Square the Estimate
1 .997° .994 .994 .081

a. Dependent Variable: Attitude towards the brand

Loreal Paris Men Expert

Model Summary”

Adjusted R | Std. Error of
Model R R Square Square the Estimate
1 .992° .983 .983 .091

a. Predictors: (Constant), Brand personality, Credibility,
Price consciousness, Self-concept
b. Dependent Variable: Attitude towards the brand

ANOVA®
Sum of
Model Squares df Mean Square F Sig.
1 Regression 50.133 4 12.533 | 1528.035 .000°
Residual .853 104 .008
Total 50.986 108

a. Predictors: (Constant), Brand personality, Credibility, Price consciousness, Self-

concept

b. Dependent Variable: Attitude towards the brand

Coefficients®

Standardize
Unstandardized d
Coefficients Coefficients
Madel B Std. Error Beta t Sig.
(Constant) 212 .066 3.190 .002
Price consciousness .062 .026 078 2.362 .020
Credibility .030 013 038 2.277 .025
Self-concept .865 .057 917 15.189 .000
Brand personality -.014 .057 -.014 -.237 813
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Model Summary®

Adjusted R | Std. Error of
Model R R Square Square the Estimate
1 .992° .983 .983 .091

a. Dependent Variable: Attitude towards the brand

Gatsby
Model Summary®
Adjusted R | Std. Error of
Model R R Square Square the Estimate
1 .946° .895 .888 .256

a. Predictors: (Constant), Brand personality, Self-concept,
Credibility, Price consciousness
b. Dependent Variable: Attitude towards the brand

ANOVA®
Sum of
Model Squares df Mean Square F Sig.
1 Regression 35.548 4 8.887| 135.958 .000°
Residual 4.183 64 .065
Total 39.731 68

a. Predictors: (Constant), Brand personality, Self-concept, Credibility, Price

consciousness

b. Dependent Variable: Attitude towards the brand

Coefficients®

Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
(Constant) -.084 .303 -.279 781
Price consciousness 743 .088 .719| 8.400 .000
Credibility .093 .064 .104| 1.466 148
Self-concept -.002 .062 -002( -.037 971
Brand personality 172 .096 JA59( 1.793 .078

a. Dependent Variable: Attitude towards the brand
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APPENDIX L5: RESULTS OF MEDIATION ANALYSIS

Hs: Attitude towards the brand mediates the relationship between price

consciousness and purchase intention

Model Summary”

Adjusted R Std. Error of
Model R R Square Square the Estimate
1 913° .834 .834 .354

a. Predictors: (Constant), Price consciousness

b. Dependent Variable: Attitude towards the brand

ANOVA®
Sum of

Model Squares df Mean Square F Sig.

1 Regression 185.023 1 185.023 | 1480.316 .000°
Residual 36.747 294 125
Total 221.770 295

a. Predictors: (Constant), Price consciousness
b. Dependent Variable: Attitude towards the brand
Coefficients®
Unstandardized Standardized
Coefficients Coefficients

Model B Std. Error Beta t Sig.

1 (Constant) 590 114 5.191 .000
Price consciousness .861 .022 913 38.475 .000

a. Dependent Variable: Purchase intention

Coefficients®
Unstandardized Standardized
Coefficients Coefficients

Model B Std. Error Beta t Sig.

1 (Constant) 1.834 289 6.338 .000
Attitude towards the .569 142 483 4.003 .000
brand
Price consciousness .072 134 .064 534 594

a. Dependent Variable: Purchase intention
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Input: Test statistic: Std. Error: p-value:
a 0.861 Sobel test: 10.60504139 0.05187901 0
b 0639 Aroian test: 10.60183509 0.0518947 0
55(0.022 Goodman test: 10.60825059 0.05186331 0
5p(0.058 | Resetal || Calculate

Hg: Attitude towards the brand mediates the relationship between credibility and

purchase intention

Model Summary”

Adjusted R Std. Error of
Model R R Square Square the Estimate
1 794° 631 630 528

a. Predictors: (Constant), Credibility

b. Dependent Variable: Attitude towards the brand

ANOVA"
Sum of
Model Squares df Mean Square F Sig.
1 Regression 139.883 1 139.883| 502.225 .000°
Residual 81.887 294 279
Total 221.770 295
a. Predictors: (Constant), Credibility
b. Dependent Variable: Attitude towards the brand
Coefficients®
Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 1.233 .166 7.428 .000
Credibility 743 .033 794  22.410 .000
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Model Summary®

Adjusted R Std. Error of
Model R R Square Square the Estimate
1 794° 631 .630 528

a. Dependent Variable: Attitude towards the brand

Coefficients®

Unstandardized
Coefficients

Standardized
Coefficients

Maodel B Std. Error Beta t Sig.

1 (Constant) 1.853 .287 6.454 .000
Attitude towards the 639 .058 542 11.045 .000
brand

a. Dependent Variable: Purchase intention

Coefficients®
Unstandardized Standardized
Coefficients Coefficients

Model B Std. Error Beta t Sig.

1 (Constant) 1.717 294 5.847 .000
Attitude towards the 489 .095 415 5.166 .000
brand
Credibility 176 .089 160 1.988 .051

a. Dependent Variable: Purchase intention

Input: Test statistic: Std. Error: p-value:
a 0.743 Sobel test: 9 89601125 0.0479766 0
b |0.639 Arcian test: 9 88814558 0.04801477 0
53 0033 Goodman test: 9 90389575 0.04793841 0
sp 0.058 | Resetall || Calculate

(Note: The rest of this page is intentionally left blank)
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Hg: Attitude towards the brand mediates the relationship between self-concept and

purchase intention
Model Summary”
Adjusted R Std. Error of
Model R R Square Square the Estimate
1 .880° 774 773 413
a. Predictors: (Constant), Self-concept
b. Dependent Variable: Attitude towards the brand
ANOVA®
Sum of
Model Squares df Mean Square F Sig.
1 Regression 171.649 1 171.649( 1006.850 .000°
Residual 50.121 294 170
Total 221.770 295
a. Predictors: (Constant), Self-concept
b. Dependent Variable: Attitude towards the brand
Coefficients®
Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) .306 146 2.087 .038
Self-concept 973 .031 880 31.731 .054
a. Dependent Variable: Attitude towards the brand
Coefficients®
Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 1.853 .287 6.454 .000
Attitude towards the 639 .058 542 11.045 .000
brand

a. Dependent Variable: Purchase intention

Coefficients®
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Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 1.659 307 5.413 .000
Attitude towards the 451 21 .383 3.723 .000
brand
Self concept .236 134 181 1.758 .080
a. Dependent Variable: Purchase intention
Input: Test statistic: std. Error: p-value:
a 0973 Sobel test: 1039543153 | 0.05980964 0
b 0.639 Aroian test: 10.2907374 0.05982666 0
S5 0.031 Goodman test: 1040013203 | 005978261 0
sp 0.058 | Resetall || Calculate
H,,: Attitude towards the brand mediates the relationship between brand
personality and purchase intention
Model Summary®
Adjusted R Std. Error of
Model R R Square Square the Estimate
1 .843* 711 710 467
a. Predictors: (Constant), Brand personality
b. Dependent Variable: Attitude towards the brand
ANOVA"
Sum of
Model Squares df Mean Square F Sig.
1 Regression 157.646 1 157.646| 722.781 .000°%
Residual 64.124 294 218
Total 221.770 295
a. Predictors: (Constant), Brand personality
b. Dependent Variable: Attitude towards the brand
Coefficients®
Unstandardized Standardized
Model Coefficients Coefficients Sig.
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B Std. Error Beta

1 (Constant) -.126 .188 -.670 503
Brand personality 1.035 .038 .843 26.885 .000

a. Dependent Variable: Attitude towards the brand

Coefficients®
Unstandardized Standardized
Coefficients Coefficients

Model B Std. Error Beta t Sig.

1 (Constant) 1.853 287 6.454 .000
Attitude towards the 639 .058 542 11.045 .000
brand

a. Dependent Variable: Purchase intention

Coefficients®
Unstandardized Standardized
Coefficients Coefficients

Model B Std. Error Beta t Sig.

1 (Constant) 1.544 347 4.452 .000
Attitude towards the 496 107 421 4.627 .000
brand
Brand personality .207 132 143 1.574 A17

a. Dependent Variable: Purchase intention
Input: Test statistic: Std. Error: p-value:

2 1.035 Sobel test: 10.21333481 | /0.06475504 0
b 0.639 Aroian test: 1020742414 | 0.064792545 0
sz 0.038 Goodman test: 10.21925575 | 0.06471753 0
sp(0.058 | Resetal || Calculate
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